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Preface



TheconstantlychanginglandscapeofBrandCultureandIdentitymakesitchallengingforexpertsand
practitionerstostayinformedofthefield’smostup-to-dateresearch.ThatiswhyBusinessScienceRef-
erenceispleasedtoofferthisthree-volumereferencecollectionthatwillempowerstudents,researchers,
andacademicianswithastrongunderstandingofcriticalissueswithinBrandCultureandIdentityby
providingbothbroadanddetailedperspectivesoncutting-edgetheoriesanddevelopments.Thisreference
isdesignedtoactasasinglereferencesourceonconceptual,methodological,technical,andmanagerial
issues,aswellastoprovideinsightintoemergingtrendsandfutureopportunitieswithinthediscipline.

Brand Culture and Identity: Concepts, Methodologies, Tools, and Applicationsisorganizedintoeight
distinctsectionsthatprovidecomprehensivecoverageofimportanttopics.Thesectionsare:

1. FundamentalConceptsandTheories;
2. DevelopmentandDesignMethodologies;
3. ToolsandTechnologies;
4. UtilizationandApplications;
5. OrganizationalandSocialImplications;
6. ManagerialImpact;
7. CriticalIssuesandChallenges;and
8. EmergingTrends.

Thefollowingparagraphsprovideasummaryofwhattoexpectfromthisinvaluablereferencetool.
Section1,“FundamentalConceptsandTheories,”servesasafoundationforthisextensivereference

toolbyaddressingcrucialtheoriesessentialtotheunderstandingofBrandCultureandIdentity.Introduc-
ingthebookis“AnOverviewofEmployerBrandingWithSpecialReferencetoIndianOrganizations”
byShikhaRanaandRavindraSharma:agreatfoundationlayingthegroundworkforthebasicconcepts
andtheoriesthatwillbediscussedthroughouttherestofthebook.Section1concludesandleadsinto
thefollowingportionofthebookwithaniceseguechapter,“‘Cool.’Brandsand‘Cool’Brands”by
HarshV.Verma.

Section2,“DevelopmentandDesignMethodologies,”presentsin-depthcoverageoftheconceptual
designandarchitectureofBrandCultureandIdentity.Openingthesectionis“AnExploratoryStudy
oftheEffectivenessofMobileAdvertising”byJianpingPeng,JuanjuanQu,LePeng,andJingQuan.
Throughcasestudies,thissectionlaysexcellentgroundworkforlatersectionsthatwillgetintopresent
andfutureapplicationsforBrandCultureandIdentity.Thesectionconcludeswithanexcellentworkby
BorisMilović,“BuildingandDevelopmentofDairy‘Dana’Brand.”
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Section3,“ToolsandTechnologies,”presentsextensivecoverageofthevarioustoolsandtechnologies
usedintheimplementationofBrandCultureandIdentity.Thefirstchapter,“Clients’Perception,Extent
ofAdoption,andLevelofSatisfactionWithMulti-PlatformAdvertisingMediaStrategies(MuPAMS):
AmongBusinessOrganisationsinIbadan,South-WesternNigeria”byAdekunleOlusolaOtunlaand
OloruntobilobaT.Olatunji,laysaframeworkforthetypesofworksthatcanbefoundinthissection.
Thesectionconcludeswith“TheRoleofMarketingIntelligenceinBrandPositioning:Perspectiveof
MarketingProfessionals”bySupreetKanwal,HarshVardhanSamalia,andGurparkashSingh.Where
Section3describedspecifictoolsandtechnologiesatthedisposalofpractitioners,Section4describes
theuseandapplicationsofthetoolsandframeworksdiscussedinprevioussections.

Section4,“UtilizationandApplications,”describeshowthebroadrangeofBrandCultureandIdentity
effortshasbeenutilizedandoffersinsightonandimportantlessonsfortheirapplicationsandimpact.
Thefirstchapterinthesectionis“InternetAdvertisingPleasureandPurchaseIntention”writtenbyAmir
AbediniKoshksarayandElnazNabizadeh.Thissectionincludesthewidestrangeoftopicsbecauseit
describescasestudies,research,methodologies,frameworks,architectures,theory,analysis,andguides
forimplementation.Thebreadthoftopicscoveredinthesectionisalsoreflectedinthediversityofits
authors,fromcountriesallovertheglobe.Thesectionconcludeswith“BrandPathologies:‘Monstrous’
FanRelationshipsandtheMediaBrand‘Twilight’”byMargoBuchanan-OliverandHopeJensenSchau,
agreattransitionchapterintothenextsection.

Section5,“OrganizationalandSocialImplications,”includeschaptersdiscussingtheorganizational
andsocial impactofBrandCultureandIdentity.Thesectionopenswith“ActorEffect:AStudyon
HistoricalFiguresWhoHaveShapedtheAdvertisingNarration”byBilgenBaşal.Thissectionfocuses
exclusivelyonhowthesetechnologiesaffecthumanlives,eitherthroughthewaytheyinteractwitheach
otherorthroughhowtheyaffectbehavioral/workplacesituations.Thesectionconcludeswith“TheIm-
pactofBrandVarianceonGenderinFMCGSector:WithaSpecialReferencetoToothpasteCategory”
byPriyaGroverandSabyasachiDasgupta.

Section6,“ManagerialImpact,”presentsfocusedcoverageofBrandCultureandIdentityinamana-
gerialperspective.Thesectionbeginswith“EmployerBrandingandInternetSecurity”byEwaMaria
Matuska.Thissectionservesasavitalresourcefordeveloperswhowanttoutilizethelatestresearchto
bolsterthecapabilitiesandfunctionalitiesoftheirprocesses.Thechaptersinthissectionofferunmistak-
ablevaluetomanagerslookingtoimplementnewstrategiesthatworkatlargerbureaucraticlevels.The
sectionconcludeswith“CultivatingEmotionalBrandingThroughCustomerExperienceManagement”
byShivaniSainiandJagwinderSingh.

Section7,“CriticalIssuesandChallenges,”presentscoverageofacademicandresearchperspectives
onBrandCultureandIdentitytoolsandapplications.Thesectionbeginswith“ALiteratureReviewon
theViralAdvertisingNarrativeStructure”byMuratKoçyiğit.Chaptersinthissectionwilllookinto
theoreticalapproachesandofferalternativestocrucialquestionsonthesubjectofBrandCultureand
Identity.Thesectionconcludeswith“Copying,Branding,andtheEthicalImplicationsofRightsinIm-
materialCulturalGoods”byUteM.Röschenthaler.

Section8,“EmergingTrends,”highlightsareasforfutureresearchwithinthefieldofBrandCulture
andIdentity,openingwith“Brandingin2025:ADawnofaNewEra”byKayG.Segler.Thissection
containschaptersthatlookatwhatmighthappeninthecomingyearsthatcanextendthealreadystag-
geringamountofapplicationsforBrandCultureandIdentity.Thefinalchapterofthebooklooksat
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anemergingfieldwithinBrandCultureandIdentity,intheexcellentcontribution“BrandReputation
intheFacebookEra:TheImpactofUserGeneratedContentinBrandReputationManagementBrand
ReputationintheFacebookEra”byPedroMir-Bernal.

Althoughtheprimaryorganizationofthecontentsinthismulti-volumeworkisbasedonitseight
sections,offeringaprogressionofcoverageoftheimportantconcepts,methodologies,technologies,
applications,socialissues,andemergingtrends,thereadercanalsoidentifyspecificcontentsbyutiliz-
ingtheextensiveindexingsystemlistedattheendofeachvolume.Asacomprehensivecollectionof
researchonthelatestfindingsrelatedtousingtechnologytoprovidingvariousservices,Brand Culture 
and Identity: Concepts, Methodologies, Tools, and Applicationsprovidesresearchers,administrators,
andallaudienceswithacompleteunderstandingofthedevelopmentofapplicationsandconceptsin
BrandCultureandIdentity.Giventhevastnumberofissuesconcerningusage,failure,success,policies,
strategies,andapplicationsofBrandCultureandIdentityincountriesaroundtheworld,Brand Culture 
and Identity: Concepts, Methodologies, Tools, and Applicationsaddressesthedemandforaresource
thatencompassesthemostpertinentresearchintechnologiesbeingemployedtogloballybolsterthe
knowledgeandapplicationsofBrandCultureandIdentity.
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ABSTRACT

Talent acquisition is the most crucial activity an organization goes through. The reasons for its critical-
ity are not just confined to the cost and time involved in recruiting talent but also matching the right 
incumbents at the right place and at the right time along with the organizational fit are the most essential 
factors to deal with. Nowadays, organizations are working in VUCA (volatile, uncertainty, complexity, 
and ambiguity) environment that seeks a lot in terms of employee performance. Employer branding was 
initiated by Ambler and Barrow (1990) with an aim to attract and retain the best talent through various 
activities, and the contemporary research has proven that if branding of the organization is done in an 
effective manner then it retains the best talent; further, it enhances job engagement and motivation. The 
present chapter elaborates the concept of employer branding, benefits, and importance of employer brand-
ing. Recent surveys and trends of employer branding in Indian organizations have also been discussed.

INTRODUCTION

Employer brand was first coined in early 1990 by Ambler and Barrow and through this the concept of 
brand, was introduced to the field of human resource management. It is the identity of the organization 
as an employer of choice. An organization becomes attractive place for its employees when it is able 
to get a tag of good brand. According to a research study percentage of job offers accepted, no. of job 
applicant per role, average length of tenure and staff engagement if is high in an organization as com-
pared to its counterpart in a particular industry then that organization would emerged as an attractive 
employer brand (Moroco & Uncles, 2008). Further, employer brand is also ascertained attractiveness 
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of the sector, company’s reputation, quality of products and service, location, work environment, salary 
structure, employee benefits, people and culture, work/life balance and corporate social responsibility 
(Figurska & Matuska, 2013). Chartered Institute of Personnel and Development (CIPD) has accentuated 
the concept of employer brand in the following manner:

Employer brand a set of attributes that make an organization distinctive and attractive to those people 
who will feel an affinity with it and deliver their best performance within it. (CIPD, 2016)

Another prominent organization of human resource management, Society for Human Resource Man-
agement (SHRM, 2008) has stressed on employer brand in the following way:

The image of the organization as a great place to work in the minds of current employees and key stakehold-
ers in the external market (active and passive candidates, clients, customers and other key stakeholders)

Employer Branding on the other hand is a process which includes:

The package of functional, economic and psychological benefits provided by employment, and identified 
with the employing company (Ambler & Barrow, 1996). 

Employer branding and its relationship with retention and job engagement can easily be understood 
by the following definition:

An agreement under which the offer of the employer (manifested in organizational goals, values and 
initiatives that build trust in the employees) and counteroffer from employees (in the form of a high level 
of engagement and low retention) are matched (Martin et al., 2005)

Employer branding cast an image of the organization presenting it as a good place to work (Sullivan, 
2004). The main function of employer branding is to make company attractive for the potential employees 
to get the maximum benefit of the market. Now it is considered as an integral part of business strate-
gies (Jackie Orme, 2008). Employer branding has been highly extended to both research and practice 
(Barrow & Mosley, 2011). Employer branding has emerged as a new concept to meet the challenges 
of globalization, cut throat competition and changing market scenario. The need for attracting the best 
talent from the labour market and sustain the top performers is gaining due importance nowadays for 
the long term success of an organization. The major difference in definition between employer brand 
and employer branding seems to be that employer brand stresses on the content (employers offerings 
and values) while employer branding focuses on the aspects of establishing, communicating, and finally 
delivering the content (employers offerings and values).

Ambler and Barrow (1996) identified the three dimensions of employer branding such as psychologi-
cal, functional and economic aspect and employer branding can be examined on the basis of these three 
aspects. Economic aspects deals with the remuneration and rewards, functional aspects includes factors 
like g. training and development, skills and job related activities for future development of an employee 
and the psychological aspects includes identity, belongingness and recognition by the organization.

Employer attractiveness is an important aspect associated with employer branding. Berthon et al (2005) 
defined it as “the envisioned benefits that a potential employee see in working for an specific organiza-
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tion”. Berthon et al has proclaimed employer attractiveness to be the antecedent of employer brand equity. 
In another study conducted by Broek (2015) it has been revealed that employer attractiveness is the first 
step in employer branding and can be considered as pre phase of employer branding and an important 
part of the employer brand equity Further the more attractive the employer is perceived by the potential 
employees more high would be the employer brand equity of the organization. Interest value, Social value, 
Economic value, Developmental Value and Application value are the important aspects to measure the 
employer attractiveness which in addition would help the organization in increasing its employer brand 
equity (Berthon et al,2005). The interest value indicates the degree to which the characteristics like excit-
ing and challenging work environment, novel work practices, use of its employees’ creativity to produce 
high-quality, innovative products and services attracts an employee towards the employer. Further, work 
environment full of fun, happiness and supportive team atmosphere comes under Social value which 
determines the degree of employer attractiveness. Economic Value deals with salary, attractive overall 
compensation package, job security and promotion opportunities. Developmental Value examines the 
factors like recognition, self-worth, confidence aided with career-enhancing experiences and future 
employability lastly the application value determines the degree to which an employee is attracted to an 
employer that provides an opportunity to learn and teach in a customer and human centric environment. 
All these values enhance the employer attractiveness. Srivastava and Bhatnagar (2008) found out that 
in order to attract the talent an organization should have characteristics such as caring, enabling, career 
growth oriented, credible and fair, product and service brand image, positive image, global exposure

As the organizations strive hard to sustain and develop their product brand to attract the customers 
which is also called as “External Branding” in the same parlance nowadays efforts too are put on develop-
ing “brand of employer” on “Internal Branding” to recruit and retain the employees. Various researchers 
have proclaimed that employees are the internal customers while jobs are the internal products therefore 
these job products must attract and motivate the employees by satisfying their needs and meeting the 
objectives of the organization (Berry & Parasuraman, 1991). Kotler (1994) too has emphasized the 
internal marketing as he argued that if the employees are effectively hired, trained and motivated then 
they would effectively deal with the customers. King and Grace (2007) stressed that employer brand-
ing is not just confined to attracting the potential employees but it is equally important to brand for the 
existing employees.

Employer branding conveys the “value proposition” the totality of the organization‘s culture, sys-
tems, attitudes, and employee relationship along with encouraging people to embrace and share goals 
for success, productivity, and satisfaction both on personal and professional levels. Employer branding 
is a distinguishing and relevant opportunity for a company to differentiate itself from the competition 
creating its branded factors as its USP for employee satisfaction and happiness resulting in retention, 
productivity and efficiency. Branding was originally used to differentiate tangible products, but over 
the years it has been applied to differentiating people, places and firms (Peters, 1999). According to 
a report effective Employer Value Proposition (EVP) management which is a unique set of offerings, 
associations and values an employer gives to its potential and present employees which further gives 
employees a reason to work for an employer and reflects the company’s competitive advantage. As per 
a report EVP can bring tangible benefits, including a 20% increase in the pool of potential workers, a 
four-fold increase in commitment among employees and a 10% decrease in payroll costs. It is the total 
package of an employer offers including compensation, resources, culture, community, values to em-
ployees in exchange for their valuable contribution. As reported by Vivek Rao, HR Business Partner, 
Ashok Leyland Employee value proposition is an important key to create a great workforce. EVP not 
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only helps in attracting and retaining the talent but also assist in appealing the people from different 
culture, age groups and functions. Additionally it is beneficial for the existing workforce as process of 
creating EVP involves a huge level of interaction and conversation with the current employees which in 
turn increases their trust for the organization and results in enhanced motivation. By creating the EVP an 
organization understands the HR priorities as it identifies the factors which are important for the existing 
and potential employees. Further EVP notifies the organization about the specific areas which needs 
to be focused in order to attract, engage and retain the employees. EVP creates a strong people brand.

Further, employer branding identify and create the company brand message, apply traditional market-
ing principles to achieve the status of employer of choice (Sutherland et al., 2002). Employer branding 
is used not only to transfer the message of the personality of a company as an employer of choice, but 
it also has been used to adapt the tools and techniques usually used to motivate and engage employees. 
Like a consumer brand, it is an emotional relationship between an employer and employee (Barrow and 
Mosley, 2011).

Contemporary research has shown that effective internal branding is an important tool for the success 
of external brand (Susan Hunt). Further, Christopher Van Mossevelde (2010) highlighted that growth 
and profitability of an organization, dealing with the economic downturns, scarcity of skilled labor, 
changing perception of new generation and gaining popularity as the best employer all these factors are 
responsible for the emergence of employer branding.

NEED OF EMPLOYER BRANDING

A research conducted Dr Shirley Jenner and Stephen Taylor, of the Chartered Institute of Personnel and 
Development (CIPD), has highlighted the factors stressing on the need of employer branding:

• Brand Power: From past twenty years the concept of ‘Brand’ has gained due importance both 
in organizational and social aspects. It has put a huge positive impact on reputation management, 
PR, recruitment and consultancy industry. Further it has become a centralized concept due to the 
unexpected growth and development in Corporate Social Responsibility towards all the stakehold-
ers of the organization.

• HR Search for Credibility and Strategic Influence: HR professionals are continuously seeking 
for credibility and using brand as a powerful tool to increase and enhance the credibility in its 
operations further putting stress on strategy development in HR operations.

• Labour Market Conditions: The third reason for the rise of employer branding is due to labour 
market conditions. For quite some years labour market conditions are becoming tough along with 
stringent business environment therefore these two factors are posing a challenge in front of com-
panies to recruit and retain the best talent. Employer branding is a technique used for winning a 
‘war for talent’ in such a crucial environment.

• Employee Engagement and Commitment: Employee engagement is one of the trending issue. 
Every organization wants an engaged and committed workforce. Recruitment forms the basis of 
initial satisfaction with workplace and matches the individual goals with that of organizational 
goals. At this point of time HR policy makers utilizes employer branding to influence who is to be 
recruited, how they look, behave, speak, think and feel about their employer brand.
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BENEFITS OF EMPLOYER BRANDING

Tengle (2011) have listed out the following benefits of employer branding:

• A Long-Term positive impact of the image of organization in the mind of stakeholders
• Increased applications from Unsolicited Candidates
• It helps in attracting good quality of candidates
• Offer-Acceptance increases at a higher rate
• Employee Referrals increases which further results in improved credibility of the incumbents
• Raises the employee Retention percentage.
• Enhances employee motivation;
• Strengthen the commitment and engagement of employees with the organization
• Helps in creating a strong corporate culture
• Gives an organization a competitive edge over its counterparts

DEVELOPING AN EMPLOYER BRANDING STRATEGY

SHRM (2014) stressed on the following aspects to develop employer branding strategy:

• The very important aspect is to be aware of the organization’s vision, mission, culture and value 
system. As after knowing all these thing the required talent would be identified to fulfill the objec-
tives. It is also very indispensable to determine the unique characteristic of organization.

• Another important aspect is to carry out internal research to know the perception of its current 
employees, as well as of prospective employees, further it is important to understand the expecta-
tions of present and prospective employees. An organization must ask the top talent to list out the 
best characteristics of the employee for which they have chosen to work with organization. After 
this an organization must determine the attributes of these star employees that the organization 
would want to attract.

• Other most important aspect is to identify how the organization stands in respect to its competi-
tors. For this a research should be conducted by surveying the applicants either by using Internet 
searches, social media or reviewing the reports of those organizations which monitors the em-
ployer branding activities across various organizations.

• Determining the employee value proposition is of the great importance as it clearly communicates 
the value of the brand an organization is developing. The employee brand should truly reflect the 
speciality of the organization and must be well linked with its customer brand.

• Further, employee marketing strategy must be designed. It should be designed focusing on two 
very important aspects firstly, the recruitment strategy must stresses on getting the targeted ap-
plicant base. The career page, recruiting sites, social media and other external recruitment sources 
must be attractive and revamped according to the time. Secondly regular and consistent commu-
nication of employee value proposition to current employees should be done to ensure retention 
and engagement.
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• Another important aspect of aligning the employer brand with the overall company brand is an 
important and crucial aspect for the successful implementation of employer branding. In order 
to ensure holistic branding it is really important to coordinate effectively with the marketing and 
communications teams.

• Further HR practices like training and development, compensation, coaching and other HR related 
activities should be well and effectively aligned with employer brand.

• Metrics like hiring quality, brand awareness, satisfaction of employees, employee referrals should 
be measured and continuously monitored to trace the success of employer brand.

RECENT SURVEYS ON EMPLOYER BRANDING

According to the report of Randstad Employer Brand Research, Google India, the search engine giant 
has won the title of the most attractive employer in the year 2017 followed by Mercedes–Benz India. 
Sector wise Amazon India, ITC ltd and Philips India has been awarded as the most attractive employ-
ers in E-Commerce, FMCG and Consumer and Healthcare respectively. Among the Indian workforce 
salary and employee benefits continue to be at the top priority, followed by good work-life balance and 
job security. However, for the IT professionals, good work-life balance emerged as the top driver while 
choosing an employer. Further it was also revealed in the report that the Indian employees preferred to 
work in the IT sector (65%), BFSI (63%) and Retail and FMCG (62%). Furthermore, employees prioritize 
job content (56%) in contrast to employer brand (44%) while selecting a job. The top media to verify 
the reputation of a particular brand was verified by company websites and LinkedIn Additionally, most 
of the employees across all the profiles preferred large multinationals to work with however, employees 
in IT preferred working for the start-up ecosystem over SME.

Google India got the Randstad Award 2015 for the ‘Most Attractive Employer’ in India, followed by 
Sony India which stood second in the competition. While Tata Steel for Manufacturing, P&G for FMCG 
and Honda India for Automobile verticals has been awarded with special recognition award. Salary and 
employee benefits (54%), job security (49%), work-life balancing (39%), pleasant working atmosphere 
(39%), and financial health of the company (38%) have been emerged as the most influential factors in 
employer branding across the industries. While Indian employees preferred to work with IT and Com-
munication (72%) followed by FMCG and retail (68%) and Automobiles (67%).

A survey conducted by Randstad (2014) salary remained the most important factor in India followed 
by job security, employer’s financial strength. While men in India prefer companies which offer com-
petitive salaries, job security and are financially healthy, women are seeking a good work atmosphere, 
accessibility and flexible working hours. The survey also identified globally, honesty, security, intel-
ligence and reliability are key characteristics that potential employees look for in an employer. Another 
survey which was carried out by Business Today (2014) identified Google, Accenture and TCS as top 
three employer brands. The participants rank the top three companies on six specific attributes like fi-
nancial compensation, career growth prospects, work-life balance, performance appraisal, stability and 
other HR practices.

Randstad (2016) in its world wide report highlighted that survey of 25 countries across the world 
covering almost 75% of the global economy including over more than 2,00,000 prospective and present 
employees aged between 18-65 years has identified the following top ten attributes of employer branding:
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Top ten factors which has emerged as the most attractive attributes for both prospective and pres-
ent employees and employers across the globe are same to the great extent though rankings may vary. 
However the employers list too include almost all those attributes equally liked by the prospective and 
present employees with certain exceptions. Work life balance although have been given due importance 
by the prospective and the current employees but it has been ranked last by the employers.

EMPLOYER BRANDING ACROSS VARIOUS INDIAN ORGANIZATIONS

Hindustan Unilever (HUL)

Hindustan Unilever (HUL) one of the biggest FMCG company serving 2 out of 3 Indians for last eighty 
years has to revamp their employer branding every year, due to disruptive environment, people getting 
attracted towards other sectors. HUL has to sustain its brand to retain and attract the best talent. In Nielsen 
Employer of Choice survey (2010), HUL ranked second across sectors however prior to this from 2003-
2010 the condition was not very good as it was not considered as the attractive employer by the campus 
students hence it lost a huge amount of talent, which further resulted in poor employee attraction and 
retention. All these factors additionally put a negative impact on overall performance of organization. 
After being in to this situation HUL started to rethink over their employer branding strategies. HUL be-
came really ambitious to become the top most attractive organization across sectors and functions. HUL 
put it best to attract the competent people in all functions across sectors, and the consistent revamping 
of employer branding strategies along with its effective alignment with needs of talent did wonders. 
HUL stressed only two factors brand and people and treated them as assets. HUL asked its line leaders 
to allocate maximum time and resources and resources to institute the HUL employer brand to attract 
the best talent as it emerged as crucial aspect in sustaining and developing the business. The important 
initiatives taken up by these line managers were organizing Management Training programs, Unilever 

Table 1. Top ten attributes of employer branding

S.NO Employer Branding Attributes 
Stressed by Potential Employees

Employer Branding Attributes 
Stressed by Employers

Employers Branding Attributes Stressed 
by Current Employees

1 Salary and Employee Benefits Financial Health Salary and employee benefits

2 Long Term Job Security Strong Management Long-term job security

3 Pleasant Work atmosphere Good training Pleasant working atmosphere

4 Work Life Balance Salary and Employee Benefits Good work-life balance

5 Financial Health Career Prospects Financially Health

6 Career Prospects Long term Job Security Career progression opportunities

7 Job Content Job Content Interesting job content

8 Good Training Pleasant Work Atmosphere Conveniently located

9 Strong Commitment Corporate Social Responsibility Flexible working arrangements

10 Corporate Social Responsibility Work Life Balance Good Training

(Randstad, 2016)



8

An Overview of Employer Branding With Special Reference to Indian Organizations
 

Future Leaders’ Program which were focused mainly on building employer branding. HUL leaders put 
trainees straightaway into leadership roles directly at the end of training, developed a buddy or mentor 
program. Further, they initiated a system of reverse feedback for trainee employees and arranged for global 
stints to understand the foreign culture and markets and rural stints to make them aware of the social 
responsibility. E-learning domestic developmental plans were also designed international and domestic 
e-learning developmental plans along with thorough trainee interaction with HUL board members. An-
other very good initiative taken by HUL was conducting a special Executive General Management for 
the graduates of IIT at Indian Institute of Management, Bangalore, to entrench a forbearing of business 
fundamentals before joining as a full time employee. Further, the employer branding strategy developed 
a pipeline of best talent to take on big roles which in addition helped in taking up huge goals to get the 
competitive edge in the market. Constructive steps were also taken by HUL to groom the top talent for 
future responsibilities and duties. All these initiatives helped HUL becoming the first company in India 
to develop the young talent in their initial years by applying a very regularized, systematic and orderly 
manner. The management training programme, Unilever Future Leaders’ Programme were actually 
initiated for the overall development of young talent. After this HUL grabbed the Dream Employer 
award, Employer of Choice award for four consistent years as per the Nielsen Employer Brand Survey 
(Peoplematters, 2016)

Infosys

Infosys one of the pioneer in IT sector in India which has been awarded as the most attractive employer 
by several research agencies to follow a very robust employer branding strategies. Infosys has build its 
brand by branding internally and externally. Employer branding in Infosys is a two way approach which 
consists of Internal branding and External Branding (Makwana & Dave, 2014). All the HR practices 
including recruitment, training and development, leadership, performance appraisal and compensation 
are the part of internal branding whereas road shows, campus connect, career fairs and websites and CSR 
activities are related to external branding (Makwana & Dave, 2014). Following a very strict criteria of 
recruiting the employees Infosys put a lot of emphasis on the ‘Learning Skills’ of prospective employees. 
Training and development of employees is very consistent further the new recruits are supposed to be 
trained at Global Education Centre (GEC, Mysore) a world class training centre of Infosys which maps 
the competency of employees in respect to various criteria related to individual performance and orga-
nizational priorities further feedback from the clients is also taken as inputs for the upgradation of these 
training programs (Chitramani & Deepa, 2013). Chitramani and Deepa (2013) revealed that in order 
to attract the employees, Infosys has established ILI (Infosys Leadership Institute) where the potential 
talent is groomed and developed. Infosys is the first organization to start ESOPs (Employee Stock Op-
tion Programs) further the compensation system is structured in such a manner where it matches with 
employee performance, business growth and increased operations. The organization too have a vari-
able pay structure with an effective performance management system. Work Life balance issue is very 
much dealt with in Infosys as it has instituted a satellite system to enable the employees specifically the 
new and would be mothers to reduce the commutation time additionally one year break is also given to 
employees for the issues like childcare, elderly care or higher studies. Infosys also stresses a lot on the 
career development of employees by providing lot of opportunities and organizing various career growth 
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programs. A lot of autonomy and freedom in operations and decision making is given to its employees 
for their development. Infosys put noticeable efforts in social development also commonly known as 
Corporate Social Responsibility which highlights its image among the prospective and present em-
ployees. Various initiatives have taken by Infosys for the rural development, women empowerment and 
other underprivileged people and communities in the society. It has also focused on rural development 
by constructing hospital wards, conducting regular health check-ups in camps, distributing medicines, 
donating books etc. further, Infosys too have trained the students of various schools and colleges to assist 
in community development programs.

May it be recruitment, training and development, performance appraisal, compensation system, career 
management or corporate social responsibility, employer branding is embedded heavily in all these as-
pects of Infosys. All the factors make a positive image of Infosys in the mind of current and prospective 
employees which helps in attracting and retaining the best talent.

Whirlpool

Whirlpool is a 102 year old company, a leading marketer and manufacturer of home appliances in India. 
Sarthak Raychaudhuri, Vice President-HR, Asia South (2013) explained that Whirlpool has a very strong 
reason to invest in employer branding. The vision of Whirlpool is to ‘create happy homes’ by excelling in 
three aspects namely product innovation, class quality of the product and cost leadership in the market. 
All these aspects can be achieved through ‘happy employees’ further, by being an ‘employer of choice’. 
Employer branding is the most strategic mechanism to become employer of choice. The most important 
initiative taken by Whirlpool to get a competitive edge in employer branding was to opt for CC-Opex 
Methodology i.e., Customer Centered Operational Excellence. CC-Opex Methodology is based on six 
sigma approach. This methodology consists of three important phases. The very first phase is associated 
with extensive research for nine months where the organization tries to find out current talent prefer-
ences, what the organization stands for, how an organization differ from others, what are the strategic 
objectives and what an organization wants to be known for. After knowing and aligning all these aspects 
the organization moves into the second phase which lasts for three months. In this phase, lot of efforts 
are put in to formulate the employer branding strategies. Whatever has been discussed in phase one is 
validated by external experts and internal leadership team. Additionally, revalidation is done by internal 
employees through survey method after that the employer branding slogan is developed and identity 
of the organization is created. The third and the final phase which is an ongoing process includes the 
deployment of the employer branding strategies where promise is made and delivered to the prospec-
tive and current employees further communication of the promise to the employees is done on regular 
basis. Sharma and Das (2016) HR department of Whirlpool stresses on engaging, retaining and building 
the competencies of the work force. The Whirlpool Service Academy has rigorously trained more than 
1200 engineers in order to structure their career path and up gradation of the technical skills. I-grow has 
also been instituted by the Whirlpool for the engagement and motivation of sales force of the organiza-
tion. All these initiatives have increased the job engagement up to 85 percent. Further, the organization 
extensively conduct surveys to know the preference of the prospective candidates about what they look 
in a company before joining it.
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CONCLUSION

Of late employer branding has gained due importance and has emerged as an strategic organizational 
activity to attract, sustain and retain the best talent in the organization. Nowadays every sector fighting 
for the competent talent and finding, fitting the right talent in the organization is a huge challenge for the 
HR managers. Everything in the corporate world is so commercialized that even an organization identity 
is not untouched with this change, they have to increase their visibility and has to create its brand in the 
eyes of prospective and current talent. Hence, a great emphasis on employer branding is must. Employee 
commitment and job engagement too has been focused a lot by the researchers, academicians and orga-
nizations as these factors are really vital for the talent retention and contemporary studies has shown a 
positive linkage of employer branding with these aspects as Levinson (2007) stated that employees who 
are happy in their work are more likely to stay in that organization, and found that work engagement is 
significantly related to organizational commitment furthermore, Dawn and Biswas (2010) stressed that 
a successful employer branding strategy can have a far reaching impact in increasing the number and 
quality of applicants. Figurska and Matuska (2013) opined that companies with good employer brand 
are able to gain financial benefits from socio-psychological determinants of employees’ engagement and 
work performance. They build a trust to employer and the sense of pride in belonging to the organization.

Employer branding is an evolving HRM concept in respect to the various product and talent market 
situations that an organization come across. In order to foresee, identify, and satisfy the future and current 
employees it is essential to treat them as internal. Nowadays, organizations are no more unaware of the 
fact that talented employees are conscious of their rights and prerogatives to join, engage, commit, stay, 
or move on. A very well designed recruitment approach is required to attract and retain the right talent 
who stays longer and feel committed with the organization. Finally, the foremost reason for employer 
branding is to sustain the most loyal committed well engaged employees who in return are responsible 
for the long term growth of an organization (Randstad, 2017).
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KEY TERMS AND DEFINITIONS

Customer-Centred Operational Excellence (CCOpex): A six sigma-based methodology used by 
Whirlpool India to design its employer branding strategies.

Employer Branding: Employer branding is the process of promoting the company’s image and 
reputation for attracting and retaining the talent.

Employer Value Proposition (EVP): The employer value proposition (EVP) is a unique set of of-
ferings, associations, and values to positively influence potential and current employees.

Randstad: Randstad is a multinational human resource consulting firm headquartered in Diemen, 
The Netherlands. Randstad is the world’s second-largest HR service provider and also conducts surveys 
on employer branding in India and across the world.

This research was previously published in Management Techniques for a Diverse and Cross-Cultural Workforce edited by 
Naman Sharma, Vinod Kumar Singh, and Swati Pathak, pages 116-131, copyright year 2018 by Business Science Reference 
(an imprint of IGI Global).
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ABSTRACT

Consumers’ complex media consumption habits mean that advertising must, of necessity, be multi-
platform to boost reach and engagement levels. Several benefits of multi-platform advertising have been 
highlighted in the literature. However, it is unclear whether there are any inherent challenges. Particularly 
in developing African economies such as Ghana where firms face resource constraints, advertisers 
cannot afford to miss the mark with the advertising spend. As such, practitioners must carefully off-set 
any dangers of multi-platform advertising. Given the subject’s absence in the literature, there is little 
scholarly guideline with which to do this. This chapter contributes insights into the issue by asking the 
questions: (1) are there negative consequences to multi-platform advertising and (2) how may practi-
tioners counter such? Then, using Ghana as empirical setting and exploratory interviews as primary 
method, the chapter engages the experiences of advertisers, advertising practitioners and audiences to 
gain a holistic view of the challenges of multi-platform advertising.

INTRODUCTION

With rising levels of consumer sophistication (O’Donohoe & Tynan, 1998) and complex media con-
sumption behaviors (Taneja et al., 2012), advertisers must, often, rethink their marketing communication 
strategies. To effectively reach and engage consumers, firms are forced to use multi-platform advertising 
to counter consumers’ sophisticated and fragmented media consumption habits (Fulgoni & Lipsman, 
2014). This means that in a single advertising campaign, messages are delivered on a multiplicity of 
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media platforms including both traditional and new media as advertisers seek to leverage cross benefits 
(Briggs & Stipp, 2000; Zigmond & Stipp, 2010).

The objectives of this strategy are manifold, including enhancing the reach of advertised messages 
(Fulgoni & Lipsman, 2014), boosting message impact and increasing brand engagement as well as the 
opportunity to trigger cross-platform information search (Zigmond & Stipp, 2010). While these benefits 
have received validation in the literature, assertions in both popular and scholarly media suggest the 
need for a closer look. For instance, according to a Nielsen Cross-Platform Campaign Ratings (2014) 
report, multi-platform advertising campaigns do not always live up to their promises; they fail to achieve 
much better results than single media campaigns. Vakratsas and Ma (2005) have also presented evidence 
suggesting advertising effectiveness varies across the various media used in multi-platform advertising.

Yet, scholarly literature appears silent on the inherent dangers of multi-platform advertising. In an 
era when the advertising spend faces great scrutiny, this chapter argues that marketers cannot afford to 
miss the mark with their multi-platform advertising campaigns. This places on scholars a greater need to 
shed light on any possible dark-sides. Critically too, while the literature on multi-platform advertising is 
growing, evidence on its practice in and implications for firms in emerging markets is scarce. As such, 
for advertisers and advertising practitioners in countries such as Ghana, there is a double jeopardy of 
working with a scholarly foundation that is lagging in both danger signposts and context-relevant insights.

To fill these gaps, this chapter explores the negative sides of multi-platform advertising in an emerging 
market context, Ghana. Specifically, it examines the challenges arising out of multi-platform advertis-
ing from the perspectives of three advertising stakeholders for whom the use of multiple platforms has 
implications: advertisers, advertising practitioners and advertising consumers. Alongside this agenda, the 
chapter also delves into the possible remedies that exist for countering any challenges of multi-platform 
advertising. This chapter reports data from a study of some advertisers, advertising practitioners and 
consumers in Ghana.

In so doing, the study makes three key contributions to the literature. First, this study is the first to 
engage the subject of multi-platform advertising from the perspective of its inherent challenges. While 
there is growing evidence of its benefits (Fulgoni & Lipsman, 2014; Zigmond & Stipp, 2010), an absence 
of evidence on its dark-sides presents a challenge to both advertisers and practitioners. Not only is there 
a threat of overlooking such challenges during campaign planning and execution, but critically, adver-
tisers risk reducing the impact of their investments in the advertising budget. By exploring the inherent 
dangers in multi-platform advertising, this study presents an opportunity to illuminate, holistically, the 
advertising media planning process.

Secondly, this chapter is the first to integrate advertiser, practitioner and consumer perspectives in a 
single discussion on multi-platform advertising. To the extent that advertising necessarily encompasses 
three parties, advertisers, advertising practitioners and advertising consumers (and often a fourth, the 
media), one may argue that single perspective evidence presents a potentially skewed rather than a holistic 
picture of the phenomenon. As such, by integrating the viewpoints of the three principal stakeholders, 
the study promises a more all-encompassing perspective for the purposes of strategic planning. Finally, 
this study brings rare emerging economy evidence to the multi-platform advertising discourse. As an 
offshoot of the broader advertising literature whose evidence is largely drawn from global north econo-
mies, the multi-platform advertising literature displays a similar bias. As such, by conducting the study 
in a developing emerging economy context, this chapter enriches the literature with evidence from least 
researched and understood markets.
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BACKGROUND

Ghana

This chapter is premised on evidence of the inherent challenges of multi-platform advertising as gathered 
from the advertising industry in Ghana. Ghana is located on the western coast of Africa and is surrounded 
by Togo to the east, Côte d’Ivoire to the west, Burkina Faso to the north and the Atlantic Ocean to the 
south. With a population of about 27 million (World Bank 2016), Ghana covers a land mass of about 
two hundred and forty square kilometers. It has a demographically and linguistically diverse population 
with at least eight major ethnic groupings (Ghana Statistical Service, 2012) speaking about 85 languages 
(Raymond & Gordon, 2005).

The population has a near parity female-male ratio (51%:49 respectively) and is predominantly 
youthful (about 40% under 15 years and 75% under 35 years) (Ghana Statistical Service, 2013). Ghana 
is divided into ten geographic regions with about 70 percent of the population living in the southern half 
of the country. Urban areas account for 37 percent of the population with the majority of these living in 
Accra, the capital city, which dominates economic and commercial activity.

Ghana’s political history has seen the nation transition from a British colony through independence 
followed by intermittent military dictatorships to the current democratic dispensation governed by the 

Figure 1. Map of West Africa showing Ghana
Source: University of Ghana Centre for Remote Sensing and Geographic Information Services.
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fourth republican constitution. Alongside this political history have been various economic upturns and 
downturns. In spite of these, for twenty-five years since the inception of the fourth republic in 1992, 
Ghana has successfully operated an open market economy with increased participation by both public 
and private institutions. This culminated in the country attaining middle income economic status in 2007 
(Ghana Statistical Service, 2014). World Bank figures place Ghana among countries on a growth trajec-
tory (World Bank, 2016) with GDP growth rates which surpass many developed economies. Ghana has 
also been named among the easiest places to do business in Africa (World Bank, 2011) which, perhaps, 
accounts for the influx of multinational firms. With these developments, the Ghanaian market witnesses 
the birth of new brands on an almost daily basis, creating more scope for advertising.

Advertising in Ghana

Advertising in Ghana dates back to its rudimentary practice in colonial Gold Coast (Ghana’s pre-
independence name) (Dumett, 1983). Indigenous merchants employed advertising tactics such as point 
of sale displays by hanging metal plates on their shops (Anyima-Ackah, 2002). Evidence of such pre-
independence advertising is still visible on old buildings in historical commercial towns in Ghana (Ye-
boah, 2015). The arrival of Europeans and the subsequent trade in expatriate goods led to more formal 
advertising forms and the development and growth of an industry surrounding it. With the introduction 
and adoption of mass media such as newspapers (in 1822), radio (in 1935) and television (in 1965), the 
industry assumed a growth trajectory as brands begun to take advantage of such media.

Table 1. Ghana summary statistics

Index Statistics

Region West Africa

Surface Area (sq km) 238537

Population (proj., 000) 28033

Population density (per sq km) 123.2

Capital City Accra

Capital City pop. (000) 2277

Currency Ghana Cedi (GHS)

UN membership date 8 March 1957

Source: United Nations Ghana website, http://data.un.org/CountryProfile.aspx?crName=ghana

Table 2. Ghana’s economic data

Population 27.41 million

GDP $37.54 billion

GDP Growth 3.9%

Inflation 17.19%

Source: The World Bank, Ghana website http://www.worldbank.org/en/country/ghana

http://data.un.org/CountryProfile.aspx?crName=ghana
http://www.worldbank.org/en/country/ghana
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However, the growth of advertising media platforms suffered frequent interruptions owing to inter-
mittent military takeovers (five successful coup d’états were launched between 1957 and 1981{Teye, 
1988}). This, coupled with an economic downturn (Frimpong & Oteng-Abayie, 2006), saw a reduction 
in advertising spending.

According to Yeboah (2015), Ghana’s fourth republic (1992-date) has witnessed the country’s most 
active advertising industry yet. With just about 30 creative advertising agencies in existence at the start 
of the republic, the industry today records 110 agencies registered as members of the umbrella body, 
the Advertising Association of Ghana (AAG). Alongside these are several small creative boutique-type 
agencies which supply specialized services to the mainstream agencies and their clients. Key players in 
the industry comprise both local and multinational agency brands. Whereas historically international 
agencies’ participation in advertising in Ghana was through affiliations with local partners, recent trends 
(within the last five years) have seen a number of them setting up full-scale local operations. Accord-
ingly, the advertising industry may be said to have three main kinds of participants – indigenous agen-
cies (both full service and specialized), international agencies and hybrids of the two. Key indigenous 
agency brands include Origin8 and Primetime while hybrids (affiliate agencies) include Innova DDB, 
Lowe Lintas and TBWA Marcomm. Finally, international agencies with wholly-owned local branches 
include Ogilvy & Mather, Saatchi & Saatchi and Publicis.

Clearly the advertising landscape in Ghana, at least from the perspective of the industry, is a force 
to reckon with. Foregrounding this booming industry is the liberalization of the country’s airwaves in 
1995 which has seen the development of a vibrant media landscape (Amoakohene, 2012) to support it. 
Presently, the country boasts of over 350 operational FM stations providing advertisers the opportunity 
to communicate their brands to consumers irrespective of where, in the country, they reside (National 
Communication Authority, 2016). In Accra, the national capital, where most economic activity is 
concentrated, there are 47 FM radio stations in operation. As Table 3 shows, most of these stations are 
commercial and therefore actively solicit advertising revenue.

Table 3. Statistics of FM stations in Ghana as at fourth quarter, 2016

Region Authorized Operational Not operational

Ashanti 63 46 17

Brong Ahafo 67 52 15

Central 35 29 6

Eastern 42 35 7

Greater Accra 53 47 6

Northern 48 30 18

Upper east 18 12 6

Upper west 22 11 11

Volta 52 36 16

Western 81 56 25

Total 481 354 127

Source: National Communications Authority website, http://www.nca.org.gh/assets/Uploads/FM-LIST-FOURTH-QUARTER3.pdf

http://www.nca.org.gh/assets/Uploads/FM-LIST-FOURTH-QUARTER3.pdf
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The TV medium is also quite pervasive with as many as 51 TV stations in operation, mainly from 
Accra (see Table 2). Figures for the print media are sketchy but should hover around 25 active newspaper 
titles at the last count by the National Media Commission the organization mandated to register them 
(Sarpong, 2017). In addition to the availability of these traditional media for advertising, there is a rising 
uptake of the internet (especially social media) among the populace, especially the youth. World Bank 
figures in 2014 pegged Internet penetration levels in the country to about 20% (World Bank, 2014). More 
recent data from the International Telecommunication Union (ITU) suggests at least 34% of all house-
holds in Ghana have internet access while mobile telephony access is above the population average (130 
handsets for 100 inhabitants) (ITU, 2016). The implications of such pluralized media environment are 
that audiences have more options and have therefore become more fragmented. For advertisers however, 
these available media mean more opportunities for connecting with brand targets through advertising.

The growth in Ghana’s advertising environment is also partly attributable to economic gains in the 
fourth republic. The stable political environment that has characterized the era has brought with it in-
creased investor interest in Ghana culminating in higher levels of foreign direct investment (Frimpong & 
Oteng-Abayie, 2006). This, in addition to growing attention to developing the indigenous private sector 
(OECD, 2008) culminated in Ghana’s resignation as lower middle income in 2010 (Moss & Majerowicz, 
2012). There is increased competitive activity such that organizations, now more than ever, feel a strong 
need to connect with their brand targets through advertising. New brands enter Ghana’s commercial 
market on an almost daily basis. Indeed, in some industries such as telecommunication, indigenous 
pharmaceuticals, fast moving consumer goods (FMCGs) and religion, competition is so cut-throat that 
brand owners have no option than to use advertising to increase share of voice and top of mind aware-
ness. In addition, the geographical and ethnic diversity of the populace means that competitors in these 
and other industries are constantly in search of innovative means to connect.

Table 4. Summary of television broadcasting stations in Ghana as at fourth quarter, 2016

Type of Television Authorized On Air Not on Air

Analogue Terrestrial Television 21 15 6

Digital Terrestrial Pay Television (Service Only) 1 1 0

Digital Terrestrial Pay Television (Service and Frequency) 5 4 1

Digital Terrestrial Pay Television (Network Only) 0 0 0

Digital Terrestrial Free-To-Air Television Programme Channel 11 4 7

Digital Terrestrial Radio Service on TV Multiplex 0 0 0

Satellite Television Broadcasting (Pay TV Direct-To-Home Bouquet) 7 4 3

Satellite Television Broadcasting (Free-To-Air Direct-To-Home Bouquet) 8 2 6

Satellite Television Broadcasting (Free-To-Air Direct-To-Home Single Channel) 39 20 19

Digital Terrestrial Television additional Services (e.g. Teletext, etc) 0 0 0

Digital Terrestrial Mobile Television Service (Stand-alone Authorization 0 0 0

Digital Cable Television 1 1 0

Television over the Internet Protocol (Pay TV) 0 0 0

Total 93 51 42

Source: National Communications Authority website, http://www.nca.org.gh/assets/Uploads/AUTHORISED-TV-STATIONS-Q4-2019.
pdf

http://www.nca.org.gh/assets/Uploads/AUTHORISED-TV-STATIONS-Q4-2019.pdf
http://www.nca.org.gh/assets/Uploads/AUTHORISED-TV-STATIONS-Q4-2019.pdf
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MAIN FOCUS OF THIS CHAPTER

Multi-Platform Advertising in Ghana

It is a common practice to find the same product/service promoted across various media platforms 
in any given campaign in Ghana. Historically, advertising in Ghana has always had a multi-platform 
character. Right from the inception of what is today considered formalized advertising, media strate-
gies displayed a multi-platform orientation. For instance, the earliest advertising agency in Ghana West 
African Publicity combined posters, signboards and paneled hoardings to promote imported goods of 
United Africa Company (UAC), a subsidiary of what later became known as Unilever (Murillo, 2011). 
With the emergence of a thriving newspaper industry in the 1950s, the print medium was added to the 
bouquet of advertising platforms. By the 1970s both radio and television had become integral channels 
for advertising as well (Yeboah, 2015).

Several multi-platform campaigns have been launched with varying degrees of success with iconic 
ones (easily recalled) including the Pioneer Nails’ ‘Dadowa pa’ (good nails) campaign and the then Na-
tional Lotteries’ ‘Lotto Doctor’ ads. To illustrate one such campaign, in 2003, a National Hand Washing 
Campaign was launched to get people to develop the habit of maintaining truly clean hands (by hand 
washing with soap). The aim was to increase hand hygiene and, through it, reduce water borne diseases 
such as Diarrhoea (Scott et al., 2008). Dubbed “hohoro wonsa’ (“wash your hands”), the nation-wide 
campaign used multiple media platforms (radio, TV, outdoor, print and community activations) to reach 
many audiences and to emphasize that “without soap your hands are not truly clean”. Developed by 
Lintas, a full-service agency, the campaign synergized cross media messages to increase its impact.

In the radio ads, women talked about people eating ‘something’ and ‘more than just rice’ when they 
visited the toilet and did not hand wash with soap. The TV commercials showed a purple glow on the 
hands of mothers and children after toilet visits which was not removed through hand washing without 
soap, and in one advert was transferred to food about to be eaten by a child… In community events, 
mothers pressed their hands onto bright white towels after hand washing with just water and then with 
soap, hands leaving traces of dirt on the towels unless they were washed with soap… The different 
communication channels were linked by a common slogan and a specifically composed hand wash 
song (“hororo wonsa”) which was played in the background of TV and radio adverts and was sung by 
participants at community events (Scott et al., 2008). Evidence from the published campaign evaluation 
results shows high success rates with the possibility that it may have contributed to the creation of a new 
social norm (hand washing with soap). The authors conclude that “…a fully integrated multichannel 
approach remains important for ensuring widespread reach…”

In present day Ghana, one can hardly think of advertising campaign strategies that are not inherently 
multi-platform in orientation. Indeed, multi-platform and the integrative strategy that surrounds it has 
assumed prominence in the lexicon of full-service agencies with such claims as offering 360o advertising 
to clients (see Table 3 for a list of firms offering such multi-platform campaign services). The exceptions, 
it appears, are campaigns promoting relatively small brands for whom resource constraints limit their 
promotional campaigns to one medium (often local language radio). In recent times, and in a manner 
reminiscent of other markets, the scope for multi-platform advertising is widening to include more new 
(social) media avenues as well as innovative below-the-line media such as human body mascots and 
in-public transport audio-visual displays.
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Research Questions

The foregoing paints a picture of Ghana’s advertising context as being inherently oriented towards a 
multi-platform perspective. Given this context and against the background of the uncontested promises 
of multi-platform advertising, however, the challenge remains that both scholars and practitioners are 
oblivious to any inherent challenges. As such, while several intuitive and empirically validated reasons 
may be adduced for going multi-platform, it remains to be seen whether any universal and context-specific 
factors can impinge the benefits of multi-platform advertising. In seeking to address this concern, this 
chapter aims to answer two primary questions:

RQ1: Are there negative consequences to multi-platform advertising?
RQ2: How may practitioners counter any dangers of multi-platform advertising?

Research Methods

In order to gain a deep insight into the factors that necessitated the use of multi-platform advertising 
with particular reference to its inherent challenges, a qualitative study, using in-depth interviews as the 
main mode of data collection, was conducted. In addition, informants were asked to shed light on the 
remedies to such challenges. Two interviews were held with advertisers, advertising professionals and 
advertising consumers. To explore the supply side perspectives to multi-platform advertising, interviews 
were held with the general manager (Informant 1: male) and managing director (Informant 2: male), 
respectively, of two of the leading advertising agencies in Ghana. Demand side insights on multi-platform 
advertising were sought through interviews with the head of marketing of an insurance firm (Informant 
3: male) and head of corporate affairs of a local bank (Informant 4: male). The last set of interviews 
was held with two members of the advertising consuming public, a lecturer (Informant 5: female) and 
an administrative secretary (Informant 6: female).

Separate interview guides were used for each group to allow for the nuances attending each group’s 
experiences with multi-platform advertising to be explored (See Appendix A). Interviewees were con-
veniently selected and contacted by phone to be introduced to and involved in the study. Upon receiving 
their consent, and owing to their busy schedules, interviews with the advertiser and practitioner groups 
were held by phone. Both interviews with the advertising consumers were held in person. Each inter-
view lasted an average of fifteen minutes and was recorded and transcribed for analysis. The primary 
researcher conducted all the interviews to ensure consistency in questioning. Interview transcripts were 
analyzed using Miles, Huberman and Saldana’s (2014) descriptive coding logic by which descriptive 
labels capturing the essence of thematic content are assigned to data chunks. An initial scan of the tran-
scripts of the advertiser group interviews revealed five primary themes describing challenges associated 
with multi-platform advertising.

Data from the advertising practitioner group also revealed five concerns while the consumer interview-
ees expressed concerns over only two issues. Following the descriptive coding strategy, these concerns/
themes were assigned labels that, in the opinion of the authors, summarized the passages describing 
them. The authors provide a synthesis of the key challenge factors identified involving cost, evaluation, 
message integration, content control and message clutter (See Table 6). It should be noted, however, that 
while interviewees alluded to the themes identified, labels used were not assigned by them (see Miles, 
Huberman & Saldana, 2014 on inVivo codes).
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Table 5. List of creative advertising agencies in Ghana

Platinum Category Gold Category

1 Admedia FCB Limited 35 Apex Advertising

2 Art Bureau Limited 36 Orakle Advertising

3 Lowe Lintas Ghana Limited 37 Insel Communications

4 TBWA Markcom Limited 38 Jonata Advertising

5 Media Majeque & Research System 39 Empeg Consults Ltd

6 Origin8 Limited 40 Supreme Concept

7 Saki Publicity Limited 41 PG Advt. & Recruitments Agency

8 STB McCann LIMITED 42 Rhotchets Limited

9 Adams JWTAdvertising 43 Kente Communications Limited

10 Primus Advertising Limited 44 City Publicity Limited

11 Multiple Concepts 45 Adeko Minds Limited

12 Telemedia Communications 46 Digicraft Company Limited

13 Primetime Limited 47 Leedex Limited

14 Insight Advertising 48 Statement

15 Strategic Communications Africa Limited 49 Mindfull Creative Agency

16 Now Available Africa 50 I – Level Services

17 Farmhouse Productions 51 Pacific Solutions & Services

18 Re-Zultz Advertising 52 Value Advertising Limited

19 Ogilvy Ghana Ltd. 53 Multiple Ideas Limited

20 ScanAd Ghana Limited 54 Tropical Vision Storm

21 AdLines Consult 55 Creative Trends

22 E–Volution International 56 Manage Group

23 Verdant Zeal 57 Art Excel

24 Innova DDB 58 White Walnut

25 Publicis West Africa 59 Seers Communications

26 Zesty Knowledge Advt. 60 Lutus Premier Limited

27 EXP Ghana 61 Contagion Ghana Limited

28 Brand Communications 62 Oadmag Media Agency

29 Touchpoint Communications 63 Brandzone

30 Theory Limited 64 Mediaspan

31 Power Station 65 Mdex Group Company Ltd.

32 The Rave Group 66 Hyper Promotions Limited

33 Converge Events 67 Brands Republic Co. Ltd.

34 Ks Konsult 68 Elique Advertising

Source: Advertising Association of Ghana Secretariat.
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Research Findings

In spite of the objective of exploring whether there were any factors that presented as challenges in the 
use of multi-platform advertising, respondents of the interview overwhelmingly believed that multi-
platform advertising was instrumental to the success of any advertising campaign in the contemporary 
Ghanaian business environment. A recurrent theme across the three groups interviewed, was the oppor-
tunity provided by multi-platform advertising to reach diverse advertising consumers and engage with 
different audiences at the same time. This validates extant knowledge (Fulgoni & Lipsman, 2014) that, 
over and above all else, multi-platform advertising expands the opportunity to meet with consumers and 
communicate information that facilitates their purchase decisions.

It was believed, for instance, that “because every channel has a role it plays” and because “every 
channel is targeted at different people”, multi-platform advertising presented a means to “take advan-
tage of your existing and potential customers, what programmes they consumed so that you could get 
them in those places”. It was, thus, considered as “an essential part of the business” for which reason 
one “could not launch any campaign without thinking multi-platform” especially in today’s multime-
dia environment. Indeed, advertisers saw multi-platform advertising as the only way to “meet various 
people segmented in different ways”. From advertisers’ perspective, it afforded the only opportunity to 
“fit media mix in order to reach different people no matter their media consumption habits”. Similarly, 
for consumers, there was the assurance that multi-platform gave them access to the advertised message 
by ensuring that “if I miss one on one platform, I am able to see it on another”. It is thus beneficial to 
both the advertiser and the consumer.

The “Cost” Challenge

By far the biggest concern associated with multi-platform advertising is its cost and the attendant effects 
this has on return on investment (ROI). On the one hand, multi-platform means the need to “spend more 
to get more” for which reason it “poses a significant drain” on the marketing budget. On the other, it 
means “communicators and marketers must fight for larger chunks of the corporate budget to be allotted 
to them for any particular campaign which may reduce the return on investment”. In essence, advertis-
ers or firms in a multi-platform advertising environment are forced to “spread themselves thin” with 
significant effects on their operational purse.

Table 6. Thematic codes on multi-platform advertising challenges

Stakeholder Set
Multiplatform Advertising Challenge Factors

Cost/Reduced 
ROI Evaluation Clutter Message Integration/Unity Content 

Control

Practitioners
Informant 1 ✓ ✓ ✓ ✓ -

Informant 2 ✓ ✓ - ✓ ✓

Advertisers
Informant 3 ✓ ✓ ✓ ✓ ✓

Informant 4 ✓ ✓ - ✓ -

Consumers
Informant 5 - - ✓ ✓ -

Informant 6 - - ✓ ✓ -
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If we were paying GHC 500 to advertise on TV station A and another 500 to advertise on Radio station B, 
assuming there were only two stations, that’s GHC 1,000 for one spot on each station. Now if I only had 
one TV station, that money would actually give me two spots on one TV station (an advertiser informant).

The cost challenge also had implications for agencies. As suggested by one informant, the cost of 
doing multi-platform advertising in an economy that is “so tight” (financially stifling) means more pres-
sure on agencies to show value for money and “to fight for every dollar”. This may further be implicated 
in dwindling agency profits:

If they don’t spend, I don’t get to make any money. Because you see, when I put my ad on radio or TV, I 
get a percentage of the amount I put there. And so if, let’s say hypothetically, I spend 100,000 on all the 
media and am supposed to get say 10%, that is 10,000. Now if the client says things are hard so I don’t 
have money and so I can’t spend 100,000, I have to spend 20,000, I get 2000. So, yes, it affects clients 
but anything that affects clients affects me too (an agency informant). 

To negotiate this challenge of cost, advertisers are increasingly demanding that agencies justify every 
cedi (Ghanaian currency) spent and “that they get more out of every dollar”. Increasingly also, advertisers 
are exploring cheaper ways of ensuring visibility for their products and brands: “even the channels they 
want to pursue are those that give them free PR”. Indeed, giving greater meaning to cost-effectiveness, 
they even “look for channels that give them ten times what they invest”.

The “Evaluation” Challenge

Evaluating advertising campaigns has usually been difficult to undertake due, principally, to consider-
ations of cost and sometimes inability to source such activities from qualified personnel. Multi-platform 
advertising poses even greater challenges especially because causal attribution can hardly be made to 
determine which platform delivered the most impact. Multi-platform advertising is, thus, plagued by 
cross platform evaluation challenges. Particularly in the developing economy context of Ghana, where 
institutional resources for monitoring and evaluation are lacking (Banin et al., 2016), advertisers often 
must rely on “questionable proofs of performance of the various media platforms”. As an advertiser 
informant recounted:

One particular client could ask for them (research organizations) to generate a report for the client 
and you get a different report from the same source for the same period delivered to another advertiser. 

As a result, advertisers are resigned to do guess work meaning that measuring the “specificity as to 
the ROI and the relative contributions of the various media platforms is a headache” (another advertiser 
informant). The helplessness of not being able to evaluate performance of different media channels was 
captured by the first advertiser informant as:

Sometimes, we know we are using a channel which we may not be able to measure but all the same we 
just have to do it because to meet the needs of all the targets, we just have to do it. 

As a remedy, advertising practitioners are initiating their own post hoc monitoring projects:
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There is a recent one we have done that we are trying to measure the contribution of the various media. 
But we are only doing this after the campaign. And the way we are doing it is we are going round ask-
ing people ‘have you seen this message’, ‘where did you see it’ and we also try to find out whether you 
got the message…So it’s kind of based on after the campaign has been run then you try to find out the 
relevance of each channel and the value it added to the campaign (an advertising practitioner informant).

The “Message Integration” Challenge

A key characteristic of multi-platform advertising is the customization of the message to suit the demands 
of different media, a condition which exposes it to message integration challenges and content losses. 
It appears that as the advertising message moves from one platform to another, the nuances that attend 
various media may lead to sacrifices in both content and unity. For instance, “there are some rules when 
you are putting messages on outdoor… because it is a transient medium and people watch outdoor in 
seconds” (an advertising practitioner informant). As a result, “you can’t put the message you put on radio, 
a 30 second ad on billboards… sometimes you have to tweak it a bit knowing that you have different 
audiences there” (another advertising practitioner informant). However, it appears this ‘tweaking’ of the 
message can pose challenges to audiences’ reception and understanding of messages.

You know sometimes when you watch on TV you are seeing this but on radio they have to act it out so 
that you can imagine what you are supposed to have seen on TV. In the process of changing from differ-
ent platforms, that’s when I think the message is changed a bit (a consumer informant). 

Apparently, however, tweaking messages to suit different media platforms need not pose a big chal-
lenge provided advertisers put the necessary investments into a strategic orientation. According to an 
advertiser informant, this challenge arises only when advertisers fail to develop comprehensive brand 
manuals that “specify how various designs are supposed to be done, how various messages are sup-
posed to be integrated”. For brands that have such guides, “they have found ways of integrating and 
harmonizing messages across platforms. No matter the platform or message you put out, there is some 
consistency and therefore message unity can be achieved”, the advertiser informant asserts. From the 
agency perspective, it appears the solution lies with developing the appropriate strategy to ensure that no 
ambiguities are left in cross platform messages. “That is why it behooves on ad agencies and advertisers 
alike… first advertisers to make their briefs brief and ad agencies to go strict to brief” (an advertising 
practitioner informant).

The “Content Control” Challenge

Closely related to the challenge of message integration are concerns with control over the message con-
tent as one ventures into social media platforms. Once messages go viral, advertisers have little control 
over what spin may be put on them as well as how and to what use consumers may put such messages. 
While a similar thing may be said of all advertising to the extent that even in the absence of feedback 
consumers may still amend messages during word of mouth (WOM) transmission, it appears the social 
media platform heightens this effect in a more visible but often less controllable way. For instance, one 
informant recounted the rippling effects of a social media campaign he launched:
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With a banking client of ours, we launched a campaign on social media and guess what, the campaign 
was for a specific offer but it ended up bringing customer service issues. Something that has nothing 
to do with the campaign… but because the campaign had a lot of social media, people took advantage 
of that to vent all their frustration with the bank… So sometimes the problem you have when it is social 
media is that you don’t know whether it is your competitor who is doing that or it is for real (another 
advertising practitioner informant).

The “Clutter” Challenge

Another problem area in multi-platform advertising is its tendency to contribute to an already cluttered 
media content landscape. While multi-platform has become a necessity, it means that for every message 
delivered, audiences must contend with repetitions across platforms: “everywhere you turn, it’s almost 
the same message around” (a consumer informant). In a digital era where consumers are already inun-
dated with multiple information stimuli (Branco, Sun & Villas-Boas, 2015), such repetitiveness may 
contribute to overload. In sum, this may negatively affect the route from information search to decision 
and purchase (Branco et al., 2015) especially as some consumers are likely to tune off. However, as an 
advertiser informant argued, once advertisers demonstrate cognizance of such cluttered media landscape 
and seek “ways of standing out… to make sure that in the midst of the noise, the messages stand out and 
actually condition people to hunger and thirst for their messages”, they need not worry.

CONCLUSION

Despite its positives and many benefits reported in the literature, multi-platform advertising presents, at 
least, five important challenges as identified in this chapter. Drawing from interviews with advertisers, 
advertising professionals and consumers of advertising messages, the chapter discussed the challenges of 
cost, evaluation, advertising message integration, message clutter and content control. While advertisers 
and advertising professionals identified with all five concerns, advertising consumers identified with 
two of the issues, namely, message clutter and message integration. The issue of control over content of 
messages was discussed in relation to use of social media. No other platform presented such a challenge 
although the increasing use of social media made it a relevant area of concern.

From these insights, it is clear that while multi-platform advertising is a necessity in the current 
pluralized media environment, it is none the less saddled with challenges that should be accounted for 
during campaign planning. Consequently, it is proposed that discussions on the use and relevance of 
multi-platform advertising need to proceed from a more holistic viewpoint that considers its inherent 
dangers as well. Importantly, the chapter also shows the value of integrating perspectives from the key 
advertising stakeholders (whose views directly shape advertising campaign planning) into discourses 
on multi-platform advertising.

Furthermore, advertising practitioners and educators should work at providing efficient tools, 
procedures and processes for researching and evaluating multi-platform advertising to determine its 
cost-effectiveness. Although this contribution was informed by interviews with only six informants, 
the fact that they represented views of different stakeholders makes it a useful addition to knowledge 
on multi-platform advertising. Thus, in spite of its limited scope, the authors believe that by integrating 
the different stakeholder views, the study brings a rich and holistic view to the discourse. Importantly 
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too, while the study on which the chapter is based is empirically set in Ghana, which may not epitomize 
most economies, this is a trade-off in favor of scarce empirical evidence and contribution. However, 
future studies may explore cross-country evidence for any differences or universal applicability of the 
findings unearthed.

RESEARCH LIMITATIONS AND FUTURE DIRECTIONS

Premised on the possibility that multi-platform advertising, while largely beneficial, may have unexplored 
dark-sides, this chapter, based on a qualitative study, explored the experiences of informants drawing at-
tention to such challenges with a view to enabling their consideration during campaign planning. While 
this study provides some insights into the challenges of multi-platform advertising for stakeholders, the 
authors admit to its limited scope and the challenge this poses to its ecological validity. Secondly, this 
study, being purely qualitative, denies us the opportunity to generalize the findings. Accordingly, the 
authors suggest that future research should examine the issue with a larger sample and, where possible, 
adopt cross- cultural quantitative approaches. A possible area of interest for future scholars may be to 
assess the relative contributions that individual media included in a multi-platform campaign bring to 
the eventual success or otherwise of a campaign. As highlighted in the findings, this remains a primary 
concern to practitioners. However, as Scott et al. (2008) suggest in their evaluative study of a multi-
platform advertising campaign, various media contribute different things although without necessarily 
portending any unique advantages in terms of reach. For this reason, scholars should begin to explore 
the issue with a view to developing models for assessing relative contributions of individual media.
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KEY TERMS AND DEFINITIONS

Clutter Challenge: The tendency for advertising audiences to feel inundated with multiple advertis-
ing messages as a function of the use of multiple media platforms to connect with them.

Content Control Challenge: The difficulty advertisers face in retaining control over the messages 
they communicate about brands, as such messages transit into the social media environment. Once viral, 
content control becomes, largely, the preserve of audiences, posing challenges to advertisers as they seek 
corrective measures to messages that take on a negative tone.

Cost Challenge: The financial burden imposed by the use of multi-platform advertising. Unlike 
single platform advertising where advertisers must set aside funds for procuring space in a particular 
advertising medium, multi-platform replicates the media costs for as many media platforms as are used 
in any given campaign.

Evaluation Challenge: The challenges posed to advertisers and advertising practitioners in their 
desire and effort to distill the relative contributes of the various media deployed in multi-platform ad-
vertising campaigns.

Message Integration Challenge: The difficulties associated with achieving thematic and visual unity 
across messages customized for the various media platforms used in a given multi-platform advertising 
campaign.

Multi-Platform Advertising: Advertising deployed across multiple media platforms in any given 
campaign. We look at media here at the macro level (e.g. Radio, TV, Outdoor, etc.) rather than micro 
level (use of multiple radio stations in a campaign).

This research was previously published in Multi-Platform Advertising Strategies in the Global Marketplace edited by Kenneth 
C. C. Yang, pages 30-53, copyright year 2018 by Business Science Reference (an imprint of IGI Global).
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APPENDIX

Guide for Interviews on the Dark Sides of Multi-Platform Advertising

Background to Interview

Multi-platform advertising refers to the use of combinations of TV spots or sponsorship, online, outdoor, 
print, radio etc. in any given advertising campaign.

Practitioners have claimed that a multi-platform advertising campaign can lead to enhanced audience 
engagement, clutter cut through, reach and overall impact.

As seen, there are several advantages. However, little is known of any possible disadvantages there 
may be. This interview seeks to explore any such possible dangers inherent in multi-platform advertising

Interviewees targeted:

1.  Experienced advertising practitioners
2.  Marketing/brand managers (who manage advertising budgets)
3.  Advertising audience members.

Interview Guide for Advertisers (Marketing/Brand Managers)

Explain purpose of interview.
Questions:

1.  What do you understand by multi-platform advertising?
2.  To what extent would you say that multi-platform advertising is common in Ghana?
3.  Have you had to oversee any multi-platform advertising campaign in the past?
4.  In your opinion what are the benefits of using multi-platform advertising?
5.  What would you say are some of the disadvantages of multi-platform advertising? Probe the 

following:
a.  Advertising concept initiation and deployment
b.  Campaign financing
c.  Gaining competitive edge
d.  Clutter
e.  Return on investment (ROI) assessment
f.  Effects of multi-platform advertising on consumers
g.  Remedies for challenges articulated

Interview Guide for Advertising Practitioners

Explain purpose of interview.
Questions:

1.  What do you understand by multi-platform advertising?
2.  To what extent would you say that multi-platform advertising is common in Ghana?
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3.  Have you had to oversee any multi-platform advertising campaign in the past? Any recent examples?
4.  Benefits of using multi-platform advertising?
5.  Disadvantages of multi-platform advertising? Probe the following:

a.  Agency profits
b.  Client- agency relationship management
c.  Campaign planning
d.  Creative concept generation and execution
e.  Implications for winning industry awards
f.  Assuring campaign effectiveness
g.  Remedies for challenges articulated

Interview Guide for Advertising Audiences

1.  Define multi-platform advertising
2.  Explain purpose of interview
3.  Probe their recall of recent examples
4.  Attitude to multi-platform advertising; good or bad?

Challenges encountered with receiving multi-platform advertising campaign messages: Probe the following:

1.  Message comprehension
2.  Information overload?
3.  Bombardment?
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ABSTRACT

Emotional branding is an effective way to create a long-lasting relationship with the customers. The 
recent shift in brand strategy is towards gaining an emotional share of consumers and understanding 
the symbolic, emotional features that generate socio-psychological associations in their minds. Use of 
celebrities through celebrity advertising can act as effective tools to develop a strong emotive tie with 
a consumer, which can overtime, culminate into long-term brand equity and an emotional connect with 
the brand. In this chapter, we develop an understanding of various aspects of celebrity endorsement and 
explain how these can be used to connect emotionally with consumers. We also illustrate situations where 
use of celebrities has had a positive effect on emotional branding and where it has failed miserably.

INTRODUCTION

The focus of branding strategy has undergone a transition from a focus on market share to a focus on 
share of mind and finally to a share of emotions. The emphasis has shifted to symbolic emotional fea-
tures that generate socio-psychological associations in the minds of consumers. This is now referred 
to as “emotional branding”, a term popularized by Marc Gobé. The word emotional branding contains 
two words ‘emotional’ and ‘branding’. Emotion refers to an intuitive feeling which is different from 
reasoning or based on knowledge, and is derived from one’s circumstances, mood, or relationships with 
others. The American Marketing Association defines a brand as “a name, term, sign, symbol, or design, 
or a combination of them, intended to identify the goods or services of one seller or groups of sellers 
and to differentiate from those of the competitors”. Thus branding is the process by which firms create 
a differentiated identity for the brand in the mind of the consumers. Hence, emotional branding is the 
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differentiated identity created by appealing to the emotional state of the consumers, and their aspirations 
and desires.

A number of brands in India and globally are using the emotional branding strategy to establish a deep 
connect with their consumers. For example, Hindustan Unilever has used “Daag Achche Hain (Dirt is 
good)” promotional campaign for its Surf Excel brand, where they stir the bond between a mother and 
a child in the context of mother-child hassle with dirt. Similarly, Nike presents an example of a global 
brand, touching the emotional notes of the consumers with the use of celebrities. Success of these brands 
has proven that emotional branding can be a powerful tool of branding strategy, as the emotional attach-
ment is likely to result in a deeper commitment and loyalty to the brand.

Given the success and potency of an emotional branding strategy, it is important for firms to develop 
an understanding of how to successfully implement emotional branding. Another trend that has been 
noticed is the popularity of celebrity endorsements. Celebrities possess the ability to reach millions of 
potential consumers and build brand equity. Globally, the celebrity endorsement market is a multi-billion 
dollar industry and even in India, the number of brands that use celebrity endorsers is growing day by 
day. Given the effectiveness of both these practices, it is important that marketing practitioners as well 
as researchers understand the interface and interaction of emotional branding and celebrity endorse-
ment. More specifically, there is a need to study how celebrity endorsements can be used for emotional 
branding. However, an examination of the extant literature in both these domains suggests that there is 
hardly any work that has examined how celebrity endorsements affect emotional branding. Hence, the 
objective of this article is to examine celebrity endorsement and emotional branding and to conceptually 
develop an understanding of the effect of celebrity endorsements on emotional branding.

CONSUMERS, BRANDS, AND EMOTIONS

The examples of successful emotional branding campaigns indicate that various brands have used 
emotional branding in different contexts. Hence, for appropriate application of emotional branding, it 
is vital to understand the consumers’ emotions and their expectations from the brands. Understanding 
consumers’ emotions, their desires and aspirations gives an insight into their behavior and their actions. 
It also helps in developing an understanding of the brand from consumers’ point of view, provides the 
consumers’ perspective of the brand, the characteristics they associate with it and its relevance to them.

Cadbury Dairy Milk

Cadbury has been a classic example of using emotional strings in its ads from “kya swad hai zindagi 
mein” (What a taste in life!) to “kuch meetha ho jaaye” (Lets have something sweet) campaigns. Both 
these advertising campaigns are an example of Cadbury’s attempt to engage with its customers emotion-
ally and that of its efforts towards emotional branding. In “kya swad hai zindagi mein” Cadbury tried to 
show that ‘every person has something special in them and each moment of life has a reason to celebrate, 
so celebrate it with Cadbury’. The “kuch meetha ho jaaye” campaign captures the age old Indian tradi-
tion of sharing sweets to celebrate festivals and suggested Cadbury as a replacement of sweet. These 
advertisements show emotional moments of various relationships, like that of a brother and a sister, dur-
ing the festival ‘Rakhi’ or of a father and a daughter, during farewell of the daughter as a bride. These 
are the attempts to position Cadbury as a part of the emotional tie and feelings in human relationships.
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Fair and Lovely

Fair and Lovely has been the best-selling brand in fairness creams in India since the last 40 years. 
Hindustan Unilever launched Fair and Lovely to tap the emotional obsession of Indians with fair skin 
and over the years it has become a fairness cream for masses. In the initial years of the launch, Fair and 
Lovely was just a fairness cream which dealt with the problem of dark looks and the associated social 
stigma. However, over the years it has positioned itself with deeper emotional ties with the consumers 
by capturing their key emotions like - aspiration, desire and optimism.

Nike

Nike has become an iconic brand in the sports wear category on the back of strong emotional branding 
strategies over the years. It has captured the emotional dilemma of consumers between their want of get-
ting in shape and the comfort in status quo and laziness. Nike showed that everyone from top athlete to 
an old man could connect to this struggle of getting into their running shoes, but those who overcome it 
crossing all the hurdles is the champion, so “Just do it”. Strategic use of top athletes has helped the brand 
get into the emotional schema of its consumers and position itself as the favorite brand of the consumers.

Capturing these emotional branding strategies, and understanding consumers, brands and their associ-
ated emotions are essential. As per Maslow’s Hierarchy theory, people are motivated by the following 
- basic physical needs, security, love/belonging, esteem and self-actualization, in that order. Hence, some 
of the most commonly used emotions in branding strategies include trust, security, love and belonging 
(Patwardhan & Balasubramanian, 2011). These emotional needs of consumers are leveraged by brands. 
Fast food companies expose consumers to the basic need of hunger through their appealing posters and 
smell in the restaurants by alluring to their sensory appitites. Life insurance companies try to capture the 
security aspect of the consumer’s emotions, while Volvo, a vehicle brand, also provides this emotional 
security to their consumers. Cadbury is structured around love for the family and friends. While many 
luxury brands try to stage themselves to a position where they represent a group, hence, possessing these 
gives the consumers a feeling of belonging.

Hence, an effective management of brands requires a long-term customer-based perspective, and 
critical to this is an understanding of the relationship between consumers and brands in order to build 
favorable, strong and unique associations (Elliott & Yannopoulou, 2007). Essentially, people don’t care 
about brands, rather they care about how these brands can help them make their lives easier or better, 
solve their problems, or satisfy their emotional needs. Mainly, consumers seek two aspects in brands, 
one is the aspirational – ideal self and another is actual - real self (Malär, Krohmer, Hoyer & Nyffeneg-
ger, 2011). Thus, the brand consumption provides an opportunity for individuals to express themselves 
either as how they would like to be or be seen. In both the cases, consumers turn to brands less as bundles 
of utility but more as badges that convey social meaning and the power to generate social acceptance.

EMOTIONAL BRANDING

Brands are increasingly trying to connect emotionally with the consumers (Patwardhan & Balasubramanian, 
2011). Brands like Apple Inc. have their own perspectives of “commitment to innovating and integrat-
ing products”, identify with an exclusive class of technology users and have attitudes and behaviors of 
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greater self-worth, as showcased by consumers who proudly carry their products. The consumers’ brand 
relationships thus formed are based on trust, dependability and consistency of response (Patwardhan & 
Balasubramanian, 2011). The strong brand connect leads to high consumer loyalty, which then results 
in repeat purchase and increased financial gain for companies (Park et al. 2010).

Emotional branding is thus defined as the consumer’s feelings such as Bonding, Companionship, or 
Love towards the brand (Rossiter & Bellman, 2012). The concept of “self-congruence” (i.e., a fit between 
the consumer’s self and the brand’s personality or image; Aaker 1999; Sirgy 1982) supports the emotional 
branding strategy. The self-congruence enriches affective, attitudinal, and behavioral consumer responses 
to the brand (Aaker 1999; Grohmann 2009) creating emotional brand attachment. The attachment theory 
says that the motive for such brand attachment may include the need for comfort, support, security and 
consistency (Bowlby, 1979; Hazan and Shaver, 1987). Hence, the bond that connects a consumer with 
a specific brand differentiates one brand from another (Thomson, MacInnis, and Park 2005).

Emotional branding can be projected through advertising but the favorable brand experience is es-
sential to establishing strong emotional connect with the consumer (Rossiter & Bellman, 2012). Walt 
Disney has adopted this concept long back with a simple principle he built his entire business upon: 
“Treat people not as just another paying customer but as a guest in our home.” Whether visiting a Disney 
theme park, watching a Disney film or staying at a Disney resort, guests are not only entertained and 
amazed but they are also made to feel special (Ruffolo, 2014, p. 18).

CELEBRITY BRANDING

Celebrity branding is the marketing strategy which involves celebrities or a well-known person and 
their status or fame to create a differentiated identity for the brand. Globally, the celebrity endorsement 
market is a multi-billion dollar industry. In the USA, celebrity advertisements are said to constitute 15 
per cent of all advertisements, even in India, celebrity advertisements are very popular. As per Mc-
Cracken (1989), celebrity endorser is “any individual who uses his or her public recognition on behalf 
of a consumer good by appearing with it in an advertisement”. Celebrity endorsers are typically from 
the world of films, television or sports. However, it is not uncommon to have celebrity endorsers such as 
chefs (Sanjeev Kapoor), personalities from the world of music (Madonna, Rolling Stones, Ustad Zakir 
Hussain) or talk show hosts (Oprah Winfrey).

Celebrity endorsements can benefit the brand in multiple ways. One, they help in increasing the 
brand’s awareness. Popular celebrities have a large fan following who follow their activities. Any brand 
endorsement by such celebrities gets a quick exposure to this fan base. Also, celebrity endorsements 
are useful tool of differentiating strategy, especially when the brand is in a category where other brands 
do not use celebrities. For example, a brand such as Gillette differentiates itself from other brands in 
the category by using celebrity endorsers from sports. Another benefit is building brand associations 
through celebrity endorsement, for example, action movie stars such as Akshay Kumar or Football player 
Beckham can help build specific associations for the brands that they endorse.

Primarily, two different models have been used to explain how celebrity endorsements work; these 
are the source model and the product-endorser matchup model. These two models are discussed below.
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The Source Model

The source model argues that the characteristics of a perceived communication source generally have a 
beneficial effect on message receptivity (Meenaghan, 1995). Firms like to label their brands with spe-
cific meanings by linking their products with celebrities. The attempt is to transfer the attributes of the 
celebrity to the endorsed brand and thus create a positive perception. The source model is further divided 
into subtypes, Source Credibility model, Source Attractiveness model and Meaning Transfer model.

As per the Source Credibility model, the effectiveness of celebrity endorsement comes from the 
credibility or trustworthiness of the celebrity endorser. A celebrity who is honest, has integrity and is 
believable as an endorser is likely to have a positive impact on the brand. The Source Attractiveness model 
implies that attractive communicators are much more successful at changing beliefs as compared to their 
unattractive counterparts (Baker & Churchill Jr, 1977) and that endorsements by attractive endorsers are 
more effective for the brand. Attractiveness does not mean simply physical attractiveness but includes a 
number of positive characteristics that consumers might perceive in a celebrity endorser, for example, 
intellectual skills, personality characteristics, lifestyles, or athletic prowess. As per the Meaning Transfer 
model by Grant McCracken (1989), celebrities tend to have a meaning attached to them, which depends 
on their profession, work ethics, work values etc. When a celebrity endorses a brand this meaning gets 
attached to the product and is reflected in the brand.

Product-Endorser Match Up Model

The product-endorser Match-up model suggests that the attributes of the celebrity’s image and the 
brand’s image should be congruent for effective branding and advertising (Till & Busler, 2000). The 
determinant of the match between a celebrity and a brand depends upon the degree of perceived ‘fit’ 
between the brand (brand name, attributes) and the celebrity image (Misra & Beatty, 1990). The match-
up hypothesis proposes positive effects of the congruent association between a celebrity and a product 
on promotion (Kahle & Homer, 1985) and suggests that the level of celebrity/product congruence will 
influence celebrity endorsement effectiveness.

CELEBRITY ENDORSEMENTS AND EMOTIONAL BRANDING

An understanding of the concepts of emotional branding and celebrity endorsements suggests that there 
is an interaction between the two. The most important element of emotional branding implies to invok-
ing emotional attachment in consumers. Celebrities, already laden with emotions and meanings, come 
with their own narratives, which have been built and reinforced over a long period of repeated public 
performance (Alperstein, 1991). They embody meanings which allude to distinction in lifestyle, class, 
gender, age, status and personality types. Hence, associating celebrities with brands gives the brand a 
well-defined personality to the brand for consumers to identify with. When brands want to project par-
ticular emotions to the consumers, celebrities come handy as a configured model of such characteristics.

The desire to make strong emotional attachments with others is a basic human need (Ainsworth, Ble-
har, Waters, & Wall, 1978; Bowlby, 1980). When people experience stress in external environment, they 
often seek physical or psychological protection through the objects to which they are attached. People 
get emotionally attached to a variety of objects such as toys, books, pets, places, people and celebri-
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ties (Hirschman, 1994). The attachments vary in strength and stronger attachments are associated with 
stronger feelings of connection, affection, love, and passion (Aron & Westbay, 1996). The emotional 
attachment of fans with celebrities is well-established, some regard their favorite television performer 
as a friend and some as a father figure, a big sister, or a lover. In India, fans are known to build temples 
for the celebrities, get the names of the celebrities tattooed, track them regularly on social media, and 
do not lose any opportunity to meet them. The fan following often borders on blind devotion for the ce-
lebrity and involves deep emotional attachment. This emotional attachment with the celebrities reflects 
an emotional bond (Shimp & Madden, 1988) and predicts the commitment to the relationship that the 
fans have with them (Park, MacInnis, & Priester, 2006; Johnson & Rusbult, 1989).

The intense attachment of fans towards the celebrity can influence and have the ability to transfer the 
values that celebrities hold onto the brands they endorse. The subjective intangible feelings of a customer 
become objective and tangible in the form of celebrity. Consequentially, celebrities are more likely 
to influence consumer’s intangible values, such as belief, attitude and behavior, towards the brand. A 
number of brands like Nike have successfully used celebrity endorsements for their emotional branding.

Also, the extant literature on celebrity endorsement especially the literature in the domain of the 
Meaning Transfer model, suggests that celebrity endorsements could be used for emotional branding. 
As per the Meaning Transfer model, celebrities tend to have a meaning attached to them and when a 
celebrity endorses a brand this meaning gets attached to the product and is reflected in it. In a similar 
manner, it is possible that the emotional attachment that fans have with celebrities could also be trans-
ferred to the brands that they endorse.

Essentially, as shown in the Figure 1, fans’ emotional engagement with the celebrities is likely to be 
transferred to brands resulting in an emotional engagement of the brand with the fan or the consumer.

Deepika Padukone and Tanishq

Tanishq has been trying to project emotions of women in the changing world through its ads. This emo-
tional branding exercise has created a space for Tanishq in the emotional frame of the consumers. As 
an extension of its emotional branding strategy, Tanishq hired Deepika Padukone as the face of Tanishq 
brand. The most popular ad copy was the one that went beyond highlighting the pretty face of Deepika 
Padukone or her status as a super star. Rather the ad with a mother’s day theme highlighted the emotional 

Figure 1. Emotional transference from celebrities to brand
Source: Author.
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bond between a mother and a daughter, with a message that successful women do not lose touch with 
their emotional side and still stay as the loving daughters for their mothers. It struck the right emotional 
notes with the audience showing the human side of celebrities’ larger than life image. While most of 
the contemporary endorsements of Deepika had highlighted her status as superstar, the Tanishq ad was 
immensely successful as it struck an emotional chord with consumers.

Maggi

Maggi is said to be the most preferred brand of instant noodles in India. In 25 years of its journey in the 
country, Maggi had become a part of everyday life of its loyal consumers. The company started with 
a functional benefit of instant noodle, which was ready to eat in two minutes. Gradually, a number of 
brands entered the instant noodle segments who offered a differentiated positioning around taste, nutri-
tion etc. To counter the threat from such brands, Maggi strived to strengthen its bond with its customers 
by bringing in celebrities like Amitabh Bachchan and then Madhuri Dixit. The infusion of celebrity 
endorsements was able to bring freshness to the brand and also break the clutter of recent launches by 
Horlicks and ITC. More importantly, the celebrity endorsements relied on their ‘ability to emotionally 
connect with consumers. Amitabh Bachchan is a superstar, who is popular with the young as well as 
old and with men as well as women. The ads featuring him called for consumers’ happy moments with 
Maggi. Thus the campaign tugged at the emotional highpoints associating Maggi with happiness of all 
age groups. The campaigns was not just a stand-alone celebrity endorsement but was aimed at strength-
ening the emotional bond of Maggi with consumers.

MAKING CELEBRITY ENDORSEMENT WORK FOR EMOTIONAL BRANDING

From the discussion above, it is obvious that celebrity endorsements could be used for emotional branding. 
However, not all celebrity endorsements can lead to emotional branding. Firms should not assume that 
just by having celebrities they can emotionally engage the consumers. In fact, celebrity endorsements are 
often used to seek attention for the advertisement and the brand and do nothing beyond that. However, 
as we have also seen, celebrities can be used to build an emotional engagement with the brand. But for 
this to take place, marketers need to keep certain aspects in mind.

Nature of Celebrity

For emotional branding to be successful, the brand has to build a strong emotional bond with consumers. 
Celebrities, as tools for emotional branding can work when the celebrity has the personality/image to 
stimulate such deep emotions in consumers. While a number of celebrities are popular and likeable, not 
all of them can arouse emotions and lead to an emotional engagement with their fans. The emotional bond 
of fans with the celebrity can be based on the attachment theory where, when people experience stress 
in the external environment, they often seek physical or psychological protection from the attachment 
object. The attachments vary in strength, and stronger attachments are associated with stronger feelings 
of connection, affection, love, and passion (Aron & Westbay, 1996; Bowlby, 1979; Brennan, Clark, & 
Shaver, 1998; Collins & Read, 1990, 1994; Feeney & Noller, 1996; Fehr & Russell, 1991). Hence, for an 
emotional connect with consumers, just a known face is not enough, the celebrity should have an intense 
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relationship with the consumer, beyond like and admiration. The personality of the celebrity should be 
such that he/she could establish an emotional bond with the consumers at a personal level, either as an 
inspirational figure or as a companion. For example, cricketers, Virat Kohli and Ravi Ashwin, both are 
perceived to be extremely skilful and are popular with the cricket fans. However, while Ravi Ashwin is 
perceived to be less expressive and less emotional, Virat Kohli is considered expressive, and is known 
to wear his emotions on his sleeve. His swagger and personality expresses the feeling of today’s youth, 
arousing extreme emotions in the fans. As a result, an intense celebrity like Virat Kohli is a better suited 
for a strategy involving emotional branding.

Target Consumers

An important dimension of emotional branding in celebrity endorsement is that the target consumers of 
the brand should coincide with the fan base of the celebrity. However, just having a fan base is not enough, 
the celebrity should have loyal and committed fan base with deep emotional attachment to the celebrity. 
For example, Salman Khan and Amir Khan both are popular stars with a large fan base, however Salman 
Khan is said to have large number of die-hard fans who have intense passion and loyalty towards him. 
Celebrities with a strong emotional bond with their fans can influence their beliefs, opinions, attitudes 
and behavior (Binet, 2005). Strong attachments are attended by a rich set of schemas and affectively 
laden memories that link the object/person to the self (Holmes, 2000; Mikulincer, Hirschberger, Nach-
mias, & Gillath, 2001). Hence, if the target consumers are fans of the celebrity then they already have 
an emotional attachment with the celebrity, therefore any message by the celebrity would have strong 
effect on the consumers’ emotional schema. This occurs through a process called internalization, which 
takes place when the message is seen as the celebrity’s personal attitude and value structures. The in-
tense emotions of the fans get transferred to the brand and consumers start feeling that the brand is an 
extension of the celebrity (Kamins, Brand, Hoeke & Moe,1989). Hence, owning the brand takes them 
closer to their aspirational figure (the celebrity) and provides a pleasurable experience during brand 
consumption, arousing varied feelings of inspiration, love and affection, which then get transferred to 
the brand. This experience repeated overtime creates the same intensity of emotional relationship with 
the brand as with the celebrity.

Match-Up

In celebrity advertising, the concept of match-up implies that a celebrity endorsement works better when 
the values of the celebrity are aligned with the brand. For example, a Formula 1 driver would be a bet-
ter endorser of cars than associating him with apparels. While all celebrity endorsements do not always 
follow a match-up strategy, match-up seems to become quite critical in the case of emotional branding. 
Agrawal & Debey (2012) have explained the importance of having similarity between the target audience 
and the celebrity. If the endorser and consumer have similar needs, goals, interests, lifestyles, etc., then 
the position advocated by the advertisement would be better understood and received. Advertising aimed 
at emotional branding should be processed fluently and without any rational filters where consumers 
would step back and think. When there is a new association to be made with an object, it is expected to 
fit within the emotional schema of the image of the object thus formed (Monga & John, 2007). Hence, 
while using emotional branding through celebrity endorsement, marketers have to note that the values 
of the celebrity should fit with the exiting values of the brand. This match-up between the celebrity 
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and the brand has little effect on cognitive processing and has better chance of emotional engagement 
(Isen, 1987). However, when there is a lack of fit, the dissonance may cause the consumers to be less 
likely to get emotionally involved with the brand and are bound to cognitively process the association. 
Hence, it is recommended that when aiming for emotional branding through celebrity endorsements 
marketers ensure that there is match-up between the celebrity and the brand. This builds a strong link 
and the emotional message, getting into the unconscious with ease, thus creating a long-term memory. 
The match-up could be at the level of celebrity expertise, attributes or values.

Long-Term Commitment

Generally, most of the celebrity endorsements end up being a one-time promotional activity or a short-
term campaign. Having single advertisement/promotional campaign with the celebrity to endorse the 
brand may just work in the short-run but fail to establish deeper emotional memory. Emotional branding 
strategy works when there is a consistency of message over a long period of time. The consistency in 
messaging and promotion resonates repeatedly with the consumers creating unconscious symbolic as-
sociations. The symbolic associations develop strong emotive ties with a consumer over time, generally 
culminating in development of favorable brand attitudes and behavioral intentions (Escalas, 2004). The 
long-term relationship between a brand and a celebrity thus created shows authenticity of the relation 
and builds trust in consumers. Trust is one of the basic emotional hooks that go a long way in building 
a relationship. Trustworthiness, on the other hand, is defined as a perceived willingness of the source 
(celebrity) to make a valid assertion (McCracken, 1989; Erdogan, 1999; Schlecht, 2003; Okorie, Oyedepo 
& Akhidenor, 2012). The celebrity can reinforce this trust by endorsing the brand in their personal 
life as well and using it in the public. This shows authenticity of commitment to the endorsement and 
arouses stronger desire to own the brand. It also predicts their commitment to the relationship (Drigotas 
& Rusbult, 1992; Rusbult, 1983). Commitment is defined as the degree to which an individual views 
the relationship from a long-term perspective and has a willingness to stay with the relationship even 
when things are difficult (van Lange, Rusbult, Drigotas, & Arriaga, 1997). Another major disadvantage 
of short-term contract is that often celebrities could start endorsing the rival brand and this could create 
confusion and destroy the emotional engagement that the brand had built earlier through the celebrity.

Use of One Celebrity

A number of brands such as MRF tyres, Boost, Lux, and Pepsi use multiple celebrities often at the same 
time or in a very short time interval. For example, MRF and Boost are endorsed by top cricketers, while 
Lux is famous for constantly using top Bollywood beauties. These brands are able to break through the 
clutter and are seen to be associated with top celebrities (Hsu & McDonald, 2002). However, the flip 
side of such an endorsement strategy is that they are not associated with a particular celebrity (Mowen 
& Brown, 1981) and hence they fail to establish an emotional connection with the consumers. Emotional 
branding with celebrity endorsement requires an in-depth engagement and a stable connect between the 
brand, the celebrity and the consumers for creating an emotional imagery. However, a constant change 
of celebrities or using multiple celebrities dilutes the emotional connect of the brand with the celebrity 
and does not allow a stable relationship to develop. This creates confusion and takes away the personal 
touch that is the essence of emotional branding. Hence, it is recommended that if brands want to use 
celebrities for emotional branding, they should use a single celebrity rather than a number of celebrities.
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Small Endorsement Portfolio of Endorser

Often brands choose famous celebrities however, in the process they end up getting a celebrity who is 
endorsing a number of brands, for example, famous stars such as Amitabh Bachchan, MS Dhoni, David 
Beckham, Kobe Bryant etc. often endorse a number of brands. These celebrities typically enjoy a very 
high stature, are extremely popular and have a large fan base. However, since they endorse multiple 
brands, there is an over exposure of the celebrities (Tripp, Jensen & Carlson, 1994). Further, when a 
celebrity endorses multiple brands, consumers are unable to establish the personal connect of the brand 
with the consumers (Amos, Holmes & Strutton, 2008; Mowen & Brown, 1981). Consequentially, when 
consumers see the same celebrity endorsing multiple brands, it also affects the depth of the emotional 
engagement with the celebrity and the brand. This leads to inconsistency in value association of both 
the brand as well as the celebrity (Tripp et al., 1994). The inconsistency negatively affects the essential 
emotions like trust and commitment, which are the base for building loyal consumers and a long-lasting 
relation. Hence this defies the very purpose of emotional branding strategy and the role of celebrity in it.

DISCUSSION

The essence of emotional branding is evoking a passionate, heartfelt and unscripted affiliation toward 
your brand. The chapter highlights the aspect of emotional branding where celebrity is used as a bridge 
to connect the consumers with the brand.

Emotional branding is an effective strategy to get into the emotional space of the consumers, and to 
build a committed consumer base. More and more brands are now trying to use emotional branding to 
establish a long-lasting relationship with their buyers. Celebrity endorsement is another marketing strat-
egy that is becoming popular. The two strategies, emotional branding and celebrity endorsement, when 
used in conjunction can be an effective marketing tool. A number of theories have been put forward to 
explain the effectiveness of celebrity advertising, however, there is little understanding of how celebrity 
advertising can be effective for emotional branding.

The objective of this chapter was to develop an understanding of how celebrity advertising can be 
effective in emotional branding and to help develop an emotional link between the celebrity, the brand 
and the consumer.

Celebrity branding literature has established that celebrities are more likely to influence consumer’s 
intangible values, such as belief, attitude and behavior, towards the brand and using celebrities makes a 
brand bigger than what it really is (Binet, 2005). By linking celebrities with brands, advertisers have tried 
to imbue the endorsed brands with desirable associations (Keller, 2003; Till, 1998), with the expectation 
of developing favorable consumer-based brand equity (Keller, 1993). However, having a celebrity as a 
brand endorser, does not guarantee an emotional bond. In the chapter, we have highlighted that there are 
some pre-requisites to establishing an emotional link, such as selecting the right nature of celebrity; link 
between target consumers and the celebrity fan base; match-up between the consumers, brand and the 
celebrity; commitment of the celebrity to the brand; and avoiding multi-endorsement deals by brands 
and celebrities.

In an emotional branding strategy, while selecting the celebrity the marketers need to note that just 
the popularity of the celebrity does not qualify them as the right candidate for emotional branding, the 
celebrity should also have an intense emotional bond with his/her fans. That is, they should have a large 
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base of diehard fans who are passionate and vocal about their dedication towards the celebrity. The 
emotional bond of fans with the celebrity creates an attachment which helps them seek protection in 
stress situations. The association arouses stronger feelings of connection, affection, love, and passion 
(Aron & Westbay, 1996; Bowlby, 1979). Hence, when the fan base of the celebrity is interlinked to the 
target consumers of the brand, it eases the transfer of the emotional bond of fans with the celebrity to 
the brand as consumers.

Also, it has been also been suggested that an important aspect of emotional branding strategy is hav-
ing the celebrity with similar values as the brand (Till & Busler, 2000), as the fit surpasses the rational 
filter, and gets the emotional message to the long-term memory (Monga & John, 2007).

Another element in emotional branding is founding a loyal base of consumers with long-term com-
mitment. The celebrity attachments reflect an emotional bond (Shimp & Madden, 1988) and it predict 
their commitment to the relationship (Drigotas & Rusbult, 1992). Hence, it is suggested that there should 
be a long association of the celebrity by having a long–term endorsement contract. The long-term as-
sociation builds trust and deep rooted symbolic associations in the minds of consumers as the base of 
an emotional connection.

Trustworthiness is another factor in celebrity endorsement which has been studied and is defined as a 
perceived willingness of the source (celebrity) to make a valid assertion (Okorie et al, 2012). Hence, the 
commitment of the celebrity to the brand should be seen as authentic, this is more likely to happen when 
the celebrity has fewer brand endorsements and the brand has a single celebrity association. This builds 
a deep emotional tie between the brand and the celebrity, and hence, between consumers and the brand.

This bond between the customer and the brand affects the behaviour of the customer, which in turn 
can foster the firm’s profitability and the customer’s value to the firm. This concludes that a customer 
with higher levels of attachment to a brand is more likely to commit to being in a long-term relationship 
with the brand.

CONTRIBUTION AND IMPLICATIONS

It is critical that the companies are able to adapt with the rapid shifting of consumer trends. New com-
petitors always enter the market and in order to maintain the market positioning, businesses should be 
prepared to innovative ideas to keep their edge. Marketers need to ensure they are tapping the right kind 
of emotions within the consumers, which correlate with the brand.

Researchers are yet to expound the depths of emotional branding. There is a lack of sufficient literature 
that has examined the interface of celebrity endorsement and emotional branding. This is probably the 
first study of its kind that outlines the interaction between the two domains of emotional branding and 
celebrity endorsement. As such it adds significantly to the extant literature in the domain of celebrity 
endorsements and emotional branding. This should throw fresh insights in the area of emotional brand-
ing and encourage more research. This article has taken in significant research and outlines specific 
conditions under which celebrity endorsement may lead to emotional branding. Hence, it could provide 
important guidelines for the practitioners who wish to use celebrity endorsements for emotional brand-
ing. Besides, the research also has important managerial implications.
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LIMITATIONS AND FUTURE RESEARCH

One of the limitations of this study is that it is primarily conceptual and has not been empirically veri-
fied. However, the conceptual build-up suggests the strong relationship between emotional branding and 
celebrity endorsement. Given that the article is conceptual in nature, it suggests many areas of future 
research in the field of emotional branding and celebrity endorsement. There is sufficient conceptual 
development in the article to build the foundation of an empirical study.
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ABSTRACT

In this article, the authors re-visit, with Val Larsen, the use of Peircean icons and symbols in print ad-
vertising and thereby find (some) formal conditions concerning its images. Even though they are inspired 
by Val Larsen’s research program the authors are also critical of it. Hence, they set out to demonstrate 
how Val Larsen overlooks crucial parts of the semiotic potential of icons and symbols within print ad-
vertising. Furthermore, Val Larsen needs, they argue, the Peircean index within his research program. 
At the end of the article, and inspired by Val Larsen, the authors put forth nine Peircean points they find 
relevant for a research program concerning the image within print advertising. Here, ontological and 
methodological deductions are made from Peircean ideas and principles.

INTRODUCTION

Images play a central role, perhaps the most central role, in contemporary print advertising. It is a fact that 
images most often take up a large proportion of the composition of print advertisements (cf. Aydinoglu 
and Cian 2014). This is, of course, no coincidence. Images are seen, and rightly so, by researchers and 
practitioners (e.g., advertisers) alike as effective means to attract and convince consumers concerning 
the merits of products and services (cf. Messaris, 1997).
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However, according to the marketing theorist William Val Larsen (building partly on arguments 
stemming from Scott (1994) and McQuarrie and Mick (2003)), the image in print advertisement has 
not yet received the research attention it deserves.

In his very fine article “What the Symbol Can’t, the Icon Can. The Indispensable Icon/Symbol Dis-
tinction” (2008), Val Larsen sees research on the image in print advertising as a part of the development 
of a science of visual persuasion. Yet, this science cannot, according to Val Larsen, be fully developed 
unless the richness and complexity of images in print advertising are (much) better understood.

What Val Larsen has in mind is a deeper understanding of what the image in print advertising is – in 
itself, as certain qualities, qualities which as he says “…shape and limit our understanding of images…” 
(Val Larsen, 2008 p. 76).

In short, the ambition of Val Larsen is therefore to outline “…a research program that explores differ-
ent levels of the ad system, including specific transformations that link the deep and surface structures 
of images.” (Val Larsen, 2008, p. 68); furthermore, to investigate the framework within which the image 
in print advertisement can be described.

According to Val Larsen, semiotics “…holds a great promise as a theoretical framework within which 
ad form variables may be rigorously defined.” (Val Larsen 2008: 69).

In particular, Val Larsen finds the semiotics of C. S. Peirce (1839–1914) to be particularly fruitful. 
Hence, what he sets out to do is to reestablish “…Peirce’s…distinction [between icon and symbol] as 
the foundation for an adequate analysis of the ad system.” (Val Larsen 2008: 70).

We find Val Larsen’s research program very interesting, indeed, and we still welcome it even though it 
now has some years on its back. We agree with Val Larsen that there still is work to be done concerning 
the image in print advertising, when it comes to understanding the image in itself, as an artifact having 
a semiotic potential, or, as Val Larsen notes, concerning “the qualities of the image” (Val Larsen, 2008, 
p. 76).

In the following, we will, therefore, take a closer look at Val Larsen’s research program as a research 
program concerning the image in print advertising. We will, however, be rather critical toward some 
points of Val Larsen’s research program.

Our critique will primarily concern the following points: We believe that Val Larsen, firstly, over-
looks parts of the semiotic potential of both the icon and the symbol; secondly, he does not really see the 
relationship between the icon and the symbol; and thirdly, (and perhaps most crucially) he completely 
overlooks the index. Thereby he misses, we believe, important points concerning the image within print 
advertising.

Let us just mention here, how a research program based on Peirce’s semiotics cannot describe, for 
example, the image within print advertising as a perceivable/interpretable structure if the indexical sign 
is not involved. Through the critique of parts of Val Larsen’s research program, we will, at the end of 
the article, try to formulate a few points ourselves, which we find programmatically relevant in order to 
understand the image in print advertising.

Hence, we do, as such, acknowledge and agree with Val Larsen’s research program concerning its 
overall framework (Peirce), the important notions (icon and symbol), and fundamental axiom (e.g. the 
affinity between experienced and experience), but we do also see the need to put forth some critical 
comments. These critical comments and the few programmatic points that will follow, naturally, rest on 
thoughts stemming from Peirce.
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VAL LARSEN’S RESEARCH PROGRAM

It is Val Larsen’s fine ambition to develop a research program within visual persuasion (he uses the term 
“visual rhetoric” interchangeably). Val Larsen sees a critically important deficit within contemporary 
research on visual persuasion: The image and its complexity is almost forgotten, and if it is not forgot-
ten, it is poorly understood.

One way, according to Val Larsen, to give the image the attention it deserves is to study it within the 
ad system, where the (print) ad is seen as an artifact “that is embedded in a complex system of signifying 
variables.” (Val Larsen, 2008, p. 69).

Val Larsen also calls this system, a system “of ad form.” (Val Larsen, 2008, p. 69).
Inspired by Eco (1976), we can say that a (semiotic) research program must involve at least: A precise 

object, its own method(s)/notions, the capability of making hypothesizes/predictions, the possibilities 
of making changes with the objective world via its findings, and, finally, certain axioms. Seen from 
this five-point perspective Val Larsen does, indeed, try to outline a research program concerning the 
image within the ad system. In the following, we will, briefly, describe and critically comment on Val 
Larsen’s research program by using the five mentioned points as our perspective. We will begin with 
the last point first, namely the axiom(s) of the research program, because this concerns the fundamental 
proposition(s) of the research program and therefore, for example, its (epistemological) boundaries and, 
eventually, what can be known.

Val Larsen proposes a research program that, firstly, builds on the suggestion put forth by Immanuel 
Kant where “…the world we experience must necessarily mirror the structure of the mind through which 
we know it.” (Val Larsen, 2008, p. 80). Therefore, Val Larsen, secondly, anticipates that the icons and 
the symbols of the images within print advertising “…should be replicated in the structure of the mind.” 
(Val Larsen, 2008, p. 80). He sees, as an example, the distinction between the icon and the symbol as 
represented in the distinction between episodic memory and semantic memory respectively. Because 
of the first and second mentioned, meaning is, with Val Larsen, not “…infinite…interpretation and re-
sponse are constrained by features of the ad stimulus and of the human mind.” (Val Larsen 2008, p. 79).

We are, indeed, sympathetic, because it appeals to our critical common sense, toward a research pro-
gram that argues for an intimate relation between the modes of being and the modes of thought, where 
ad qualities as Val Larsen says “…shape and limit our understanding of images.” (Val Larsen, 2008, p. 
76). Or, put into other words: The image within print advertisement is part of the extra-mental condition 
that constrains the feelings, the sense of reactions, and the thoughts of the viewer.

We will not deny, of course, that the image within print advertising is also part of a socio-cultural 
context. Yet, with Val Larsen, we simply want to stress that there is something already given, something 
that the viewer did not posit, something that is independent of the inclinations of the viewer and which 
“limits his play of meaning” – not “anything goes”. This “something” we can call, with Val Larsen, the 
“ad form.”

Furthermore, we believe that Val Larsen has a point when he relates the icon to the episodic memory 
and the symbol to the semantic memory; Peirce himself did, for example, (also) describe the icon as a 
“mental composite photograph” of past experience (CP 2.438).1 However, Val Larsen’s point should be 
modified – the episodic memory primarily involves icons, while the semantic memory primarily involves 
symbols. Hence, both types of memories do involve, in addition, to some degree, icons and symbols (as 
well as indexes; we will return to the index later). If, this was not the case, we believe that the two types 
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of memories could not be connected by the hippocampus to form episodes and the viewer would not be 
able to remember the print advertisement in the first place.

More fundamentally, we ask ourselves why Val Larsen chooses Kant for his first axiom? Val Larsen 
does not, explicitly, motivate his choice of Kant for his research program. However, would it not be 
more relevant for Val Larsen to choose his first axiom from Peirce when we remember how he, indeed, 
argues for Peirce’s important distinction between icon and symbol as the starting point concerning “an 
adequate semiotic analysis of the ad form.” (Val Larsen 2008: 70)?

If Val Larsen did choose Peirce for his first axiom, we believe that he would be in a better position 
to answer his fundamental question: “What qualities of an image and of a mind interact to evoke similar 
understanding and similar responses in different people who see a particular image?” (Val Larsen, 2008, 
p. 76). Because the answer must rely on a robust realism, ontologically and epistemologically speaking, 
and with Kant we cannot move beyond the “Ding an Sich,” the “thing in itself”.

Peirce, on the other hand, offers a synechistic philosophy with a continuous contact between mind 
and matter (cf. CP 6.102-63; 5.591) and a belief in the possibility of knowing things as they really are 
(cf. CP 5.384).

Choosing Peirce for the first axiom will furthermore mean, methodologically speaking, an easier 
way of coupling the icons and symbols (and indexes) to the functions of the mind of the viewer, also 
in relation to other functions than memory: for example, attention and comprehension. Last mentioned 
functions are, of course, well known as important within research concerning print advertisement.

With Peirce, it seems possible, then, to couple the qualities of the ad form, the icon and the symbol 
(and the index), and different modes of association (association que similarity, interest, and contiguity).

We see Val Larsen’s research program as predominantly structuralist in nature (Val Larsen does not 
use this term himself, but he repeatedly uses terms such as “code” and “system”). Thereby, we believe 
that, for him, the image within print advertising and the ad system as such are wholes organized into parts 
(“qualities” and “variables” with Val Larsen), where the parts form relations of interdependencies. This 
part/whole structure is a condition for the signification and communication of the image within print 
advertisements, and Val Larsen’s research program sets out to find the parts and, not least, to describe 
the wholes and the system(s) behind them. This ambition is, we believe, nicely formulated when Val 
Larsen states:

Much remains to be done at the most basic level of the visual sign system, the level analogous to phonol-
ogy in linguistics. The Larsen, Luna, and Peracchio (1994) study is pitched at that level. It illustrates 
the development of an integrated model in which each new dimension is added seamlessly to existing 
variables and each new dimension equips the model to describe another layer of image complexity. (Val 
Larsen 2008: 79)

The Larsen (et al.) (1994) which Val Larsen refers to concerns a (rather sophisticated) study of cam-
era angles, camera cuts, and camera movements understood as formal attributes of the ad system which 
are nomologically related and applicable (according to the authors) to every advertising image. Here 
we find, with Val Larsen, “the most basic level of the visual sign system,” and what is also interesting 
is that he sees this level as “analogous to phonology in linguistics.” Oddly enough, Val Larsen does not 
comment on this analogy further, and we think that it would have suited his research program if there 
had been references to “other” (visual) semioticians and their search for analogies between the image 
(picture) and the verbal language (e.g., Eco, 1968, 1976; Lindekens, 1976; Saint Martin, 1990). Let us 
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just mention here how, of course, the possible “double-articulation” of images (pictures) was a major 
topic within visual semiotics during the 1960s and the 1970s. It is striking that Val Larsen does not have 
any references whatsoever to visual semiotics in general (e.g., Sonesson, 1989) and only two references 
to “the semiotics of (print) advertising” in particular (Mick, 1986; McQuarrie and Mick, 2003) – which, 
somehow, all began back with Roland Bathes’ “Rhetoric of the image” (1964) [sic!]. However, what we 
find even more theoretically troubling is that nowhere in Val Larsen’s research program is there thoughts 
concerning how Peirce’s sign types icon and symbol – remembering the title of Val Larsen’s article – fit 
concretely into an ad system where images have meaning (partly) because there are finite sets of recur-
rent elements. Or, how can an ad system (and deep structures) and (Peircean) sign process and typology 
become integrated so that the (so often) rich complexity of the image within print advertising can be 
described? This, we believe, is not up to us to try to answer – however, perhaps there could be some 
assistance to be found in Eco (1976) where, indeed, Peirce’s sign typology is “inserted into” a theory 
of codes and signification. Let us now use the rest of the main part of this article to see how Val Larsen 
works with the Peircean icon and symbol within the image of print advertising.

How Val Larsen Reads Peirce’s Icon and Symbol and 
Thereby Overlooks Parts of Their Semiotic Potential

As mentioned in the above, it is Val Larsen’s ambition to “reestablish Peirce’s…distinction [of the icon 
and symbol] as the foundation for an adequate semiotic analysis of the ad system” (Val Larsen, 2008, 
p. 70). He begins by critically reviewing Scott’s (1994) and McQuarrie and Mick’s (2003) work with 
the “I/S distinction” and their advertising research. Here, we will, however, only focus on Val Larsen’s 
critique of Scott because McQuarrie and Mick do accept a distinction, on a conceptual level, between 
Peirce’s icon and symbol.

In Scott’s view, Val Larsen explains, images are symbols (building first and foremost her argumenta-
tion on Goodman, 1976); hence, with Scott, images signify by conventions; they therefore rely solely on 
learned patterns in order to be interpreted (like, for example, words and numbers do). Scott furthermore 
stresses how there are fundamental differences between ordinary experience and the way we perceive 
the advertising image as an artifact; this, she argues is due to the fact that the image is two-dimensional, 
stationary, and monocular. Therefore, according to Scott, when we try to make sense of advertising im-
ages, we are trying to make sense of symbols.

Val Larsen goes against these claims made by Scott. He argues that print-advertising images, indeed, 
involve iconic signs, that iconic signs and symbols often work together within these images, and that 
there is a clear commensurability of the photographic image and “the phenomenology of ordinary visual 
experience” (Val Larsen, 2008, p. 73). Val Larsen offers a simple but illustrative example of how icons 
and symbols work together in advertising photographs: A bald eagle icon will represent, by similarity, 
e.g., “wildness” and “unspoiled nature” because eagles do, in fact, behave “wildly in unspoiled nature”; 
however, a bald eagle within a print advertisement may furthermore, by a social convention, signify 
symbolically “The United States” (cf. Val Larsen, 2008, p. 73). Therefore, Val Larsen concludes: “We 
will more fully understand that rhetorical richness if we acknowledge both iconic and symbol aspects 
of the sign.” (Val Larsen, 2008, p. 73).

Val Larsen furthermore argues that there is a close affinity, as described in the above, between the 
way we perceive “things in reality” and the way we perceive print advertisements; e.g., concerning how 
we perceive the relative size of objects and perspectives. His most important sources are Messaris (1994) 
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and Levin and Simons (2000), respectively. We cannot disagree with Val Larsen on this point. Yet, for 
us, it seems, that he overlooks parts of the semiotic potential of both Peirce’s icon and symbol, and 
thereby, it also seems, that his “foundation for an adequate semiotic analysis of the ad system” becomes 
weaker. So, how does Val Larsen understand the icon and the symbol, which Peirce saw as two of the 
most fundamental signs within his semiotic theory?

According to Val Larsen, an icon is, with Peirce, a sign which “imitates its referent”; icons “resemble 
their referents,” or they have a “mimetic relationship” to these (Val Larsen, 2008, pp. 72-73).

Peirce gave various definitions of the icon (cf. Nöth, 1995, p. 121). It is true that Peirce often referred 
to similarity as a valid criterion for the relationship between the iconic sign and its object and thereby 
for the way it signifies (cf. e.g. W5: 2432; CP 2.92; EP II: 4603). However, Peirce more often referred to 
the quality inherent in the icon by which the icon can represent its object. Hence, Peirce wrote:

[T]he icon…is defined as a sign of which the character that fits it to become a sign of the sort that it is, 
is simply inherent in it as a quality of it…An icon is a sign fit to be used as such because it possesses 
the quality signified. (EP II, pp. 306-307)

This quality mentioned here by Peirce is closely related to his category of Firstness, a mode of be-
ing, which he described as: “the absolute present…something which is what it is without reference to 
something else.” (CP 2.85). If Val Larsen had noticed this quality and thereby the relation of the icon to 
the category of Firstness, he would, perhaps, have used Peirce’s three different types of (hypo)icons as 
a part of his research program concerning the image within print advertising. But Val Larsen does not 
use Peirce’s three different types of (hypo)icons and this is exactly where we think that he overlooks a 
part of the icon’s semiotic potential and thereby certain possibilities of analysis of the image within print 
advertisement (possibilities already pointed towards by Jappy, 2004).

Let us, therefore, just remember how Peirce defined the three different (hypo)icons according to the 
way in which they partake of the category of Firstness4:

Hypoicons may be roughly divided according to the mode of Firstness of which they partake. Those 
which partake of simple qualities, or First Firstnesses, are images; those which represent the relations, 
mainly dyadic, or so regarded, of the parts of one thing by analogous relations in their own parts, are 
diagrams; those which represent the representative character of a representamen by representing a 
parallelism in something else, are metaphors. (CP 2.273)

Hence, Peirce defined images, diagrams, and metaphors as different types of (hypo)icons. We should 
expect that the image within print advertising also will involve, to some degree, these three (hypo)icons. 
We cannot, of course, define a part of the semiotic potential of the image within print advertising as an 
image, but what we can say is that it will (also) represent, to some degree, simple qualities, as well as 
icons of dyadic relations and parallelisms.

A print advertisement from Le Befane (“The Bow”)5 can serve as an example, here. The advertisement 
depicts a wooden clothes hanger cut into a triangle shape with a rounded bar from tip to tip and a metal 
hook protruding from the point. The hanger rests in the pocket of a hand (the foreground) with its point 
in a horizontal position. Two fingers are furthermore lightly touching the rounded bar (the background); 
the middle finger is slightly bent around the bar, while the index finger is resting on the middle finger, 
pointing. Finally, a headline says, “Hunting season begins.” (see Figure 1)
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How does the image in the print advertisement from Le Befane involve the three different types of 
(hypo)icons? Remembering that the diagram represents relations between parts of its object, we can 
understand that the external form of the clothes hanger, involving the front part of the “triangle” (part 1) 
as well as the bar going from tip to tip (part 2), represent the external form of a bow (the object) – more 
precisely, its upper and lower limbs and the bowstring.

However, the two hands, one holding the clothes hanger and the other hand with its two fingers 
slightly touching the bar, also play a significant semiotic part of the diagram. The two hands namely 
represent iconically how one raises and draws a bowstring. But there is more, of course. Because the 
diagram is part of a parallelism (Peirce’s metaphor), where a “representative quality” of a sign “going 
on a winter sale in a shopping center” is represented by a “parallelism in something else” namely “going 
on a hunt.” As is expressed in the headline “Hunting season begins.” The parallelism, probably, rests on 
an overarching interpretant such as “searching determinedly for something.”

However, we must not forget that underneath it all, we will find a number of simple qualities, for 
example, lines, forms, and colors. These simple qualities make it possible, in the first place, to recognize 
a clothes hanger, two hands, fingers, and letters forming a sentence saying: “Hunting season begins.” 
It is easy to understand, then, how the image within print advertising (to some degree) has a complex, 
(hypo)iconic layered nature; it can involve metaphors, which, on their side, will involve diagrams and 
dyadic relations, which, on their side, will involve simple immediate qualities (of course, images, in 
Peirce’s terminology).

Figure 1. A print advertisement from Le Befane (“The Bow”)
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This is the point that we think Val Larsen is indeed missing when he is talking about icons within 
print advertisements; he is solely focusing on how the icons signify by relations of “similarity,” “imita-
tion,” and copying.”

However, let us now take a look at how Val Larsen understands Peirce’s symbol within print adver-
tising. Val Larsen stresses that, with Peirce, the symbolic sign is, “related to its referent arbitrarily,” and 
furthermore, “nothing but social convention links the…symbol to its referent.” Therefore, is it not pos-
sible that the meaning of the symbol can “be inferred from the sign itself,” it only has a “communicative 
value…if there is quite specific social agreement on what it signifies.”

With affinity, the meaning of the symbol is (much) more determinate than the meaning of the icon, 
the icon which concerns immediate perception (Val Larsen, 2008, p. 72). This is, of course, also true if 
the symbol appears within the image in print advertisements.

We have already mentioned how Val Larsen describes the possible meaning of “the bald eagle” as 
a symbol and its possible relation to an icon. Furthermore, we cannot say that Val Larsen’s references 
to Peirce are not correct. However, as was the case with his description of the icon, we believe that the 
way he understands the semiotic potential of Peirce’s symbol is too limited as well. Peirce did put forth 
several definitions of the symbol and he did not “just use” the criteria of conventionality to define it. 
Rather, (especially the mature) Peirce focused on a much broader concept concerning the symbol (cf. 
Nöth, 2010). This can be seen from these two quotes:

A symbol is a [sign] whose…fitness to represent just what it does represent lies in nothing but the very fact 
of there being a habit, disposition, or other effective general rule that it will be so interpreted. (CP 4.447)

A Symbol is a law, or regularity of the indefinite future. Its Interpretant must be of the same descrip-
tion; and so must be also the complete immediate Object, or meaning. But a law necessarily governs, 
or “is embodied in” individuals, and prescribes some of their qualities. Consequently, a constituent of 
a Symbol may be an Index, and a constituent may be an Icon. (EP II: 274)

What we find of particular interest here is Peirce’s focus on how the symbol represents its object 
by laws, regularities, and rules. According to Peirce, there is a certain relationship between the symbol 
and the index and icon respectively. We will return to the index later. Let us now say that with Peirce’s 
symbol we are invited to think of laws, regularities, and rules which (somehow) “govern,” are “embodied 
in” (something), and “prescribe qualities” in the two-dimensional space concerning the image of print 
advertising.

These laws, regularities, and rules can, of course, concern a multitude of spatial phenomena. Let us 
just mention the following: Laws governing simple, immediate iconic qualities, for example, making 
possible chromatic contrasts (‘red’ vs. ‘green,’ etc.), tensions, and complementarities within the image. 
Regularities stemming from the order of things/objects concerning indexical relations when the image 
represents the natural world; in the natural world, as Nöth writes: “the sun is up, the ground is down, 
and a butterfly has wings to the right and the left of its body.” (Nöth, 2011, p. 307).

Finally, rules of perspectives can also be mentioned; the image within print advertisement conveys (to 
some degree) effects of depth and distance. It is the symbol that represents a continuity between different 
spatial elements (indexes and icons) thereby making possible effects such as foreground-background 
and center-periphery. A print advertisement from Land Rover (“Children Ahead”)6 seen in Figure 2 can 
serve as an example.
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Hence, the lion cubs are both foregrounded and positioned near the center of the image. This cor-
responds with their relative importance, as visual elements, within the image as such. The lion cubs, 
then, have a high degree of salience, as, perhaps, the most important visual elements within the image 
(cf. Nöth, 2011, p. 307).

As the icon, for Peirce, was related to the category of Firstness, so was the symbol, for him, related 
to his category of Thirdness. With Peirce, then, Thirdness:

…has a mode of being which consists in the Secondnesses that it determines, the mode of being of a 
law, or concept. Do not confound this with the ideal being of a quality in itself. A quality is something 
capable of being completely embodied. A law never can be embodied in its character as a law except 
by determining a habit. A quality is how something may or might have been. A law is how an endless 
future must continue to be. (CP 1.537)

It is the symbol, therefore, which mediates between the different visual elements within the image 
of print advertisements – the indices, involving icons as immediate qualities. With Peirce, the symbol 
establishes a continuous contact between these elements; it is simply “an affair of arrangement” (CP 
4.121) and concerns a “relational generality” (CP 6.190) making possible different depths and perspec-
tives organizing the visual field in distance to the organism (viewer).

The above mentioned is just to say that – when thinking of Peirce’s symbol in relation to the image 
within print advertisement – we cannot, like Val Larsen, just focus on the arbitrary and conventional 
aspects of the symbol (which are, no doubt, important). The symbol has a much wider semiotic func-
tion within the image of print advertising representing laws, regularities, and rules, without which the 
image would not have any semiotic stability and thereby no perceivable/intelligible form. Some might 

Figure 2. A print advertisement from Land Rover (“Children Ahead”)
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say, perhaps, that the short spatial examples mentioned above seem somewhat random. We will admit 
that the difficult question is, of course, where to begin; on what level, for example, when searching for 
symbols within the image of print advertisements?

However, our point was not to address that question here. Our point has been to give a small glimpse 
at what could be missed if one, as Val Larsen does, solely focusses on the conventional and arbitrary 
aspect of the symbol within the print advertising image.

We also admit that we have so far been neglecting Peirce’s index in our proposition. Let us therefore 
now turn our attention to the “second sign type,” the index, concerning how this sign represents its object 
and can be said to play semiotic a role within the image of print advertising.

Where Is the Index in Val Larsen’s Research Program?

It is, of course, very well known that the icon and the symbol, for Peirce, belonged to a trichotomous 
division of sign types (cf. CP 2.275). Peirce wrote that this trichotomy was the one that he used “most 
frequently” (EP II: 489); he called it the “most fundamental” [sign trichotomy] no less (CP 2.275). Many 
semioticians (as well as other theorists, e.g., linguistics and philosophers of language,) will not hesitate 
to agree with Peirce (cf. Johansen, 1993, p. 90).

Whereas the icon and the symbol are the first and third sign types, respectively, within this trichotomy, 
the index is, indeed, defined as the second sign type. Like Peirce, Val Larsen noticed: “A regular progres-
sion of one, two, three may be remarked in three orders of signs, [Icon], Index, and Symbol.” (CP 2.229). 
We will return to this particular order of the three sign types later, and describe a few consequences for 
a research program concerning the image within the print advertising. Here, however, we cannot help 
asking ourselves firstly why Val Larsen does not, in one way or the other, take the index into account 
we he tries to develop: “an adequate understanding of the add system” (Val Larsen, 2008, p. 68)? And, 
may we add, in particular, when he tries to describe qualities concerning the image in itself within the 
print advertisement?

Can it be that Val Larsen does not know the trichotomous context within which the Peircean icon and 
symbol are defined? We find that rather hard to believe. But, perhaps, Val Larsen’s deletion of the index 
has to do with the way he begins the outline of his research program? It goes through a critical review 
of Scott and McQuarrie and Mick – these authors do not mention Peirce’s index, either – therefore, they 
work with the icon and the symbol as a distinction between signs (a dichotomy). Or, perhaps the answer 
is, simply and solely, that Val Larsen does not see any scientific utility in the indexical sign type, and 
therefore he does not need to mention it at all? To the above-mentioned questions, we have no immediate 
answers, so let us instead stress that we do believe that a research program concerning the image within 
print advertising must also, when it is based on Peirce’s semiotics, certainly involve the index. The ques-
tion is, of course, why? Let us notice how Peirce mentioned the following characteristics concerning the 
three sign types, which also underlines the function of the index in relation to the icon and the symbol:

The icon has no dynamical connection with the object it represents; it simply happens that its qualities 
resemble those of that object…But it really stands unconnected with [it]. The index is physically con-
nected with its object; they make an organic pair…The symbol is connected with its object by virtue of 
the idea…without which no such connection would exist. (CP 2.999)
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Therefore, in a Peircean perspective, without the index, the image within print advertising can only 
represent indistinct qualities (through the icon) and purely abstract objects (through the symbol as a gen-
eral). Or formulated negatively: Without the index, the image cannot denote, it will simply be senseless, 
and it cannot for example create and direct attention, which, of course, is one of the main objectives of 
(print) advertising. Hence, the image within print advertising needs a certain relation to an object (or a 
collection of objects; CP 2.306)); the image must, to some degree, and in one way or the other, stand in 
a dynamic relation with an object, which it can represent, in order to have existence in the first place, 
and this is where we find the semiotic function of the index.

In the following will try to look at the semiotic function of the index within the image in print ad-
vertising and we will give a few examples of how this function may look like. Peirce himself did also 
notice that a photograph, primarily, involves indexicality:

Photographs, especially instantaneous photographs, are very instructive, because we know that they are 
in certain respects exactly like the objects they represent…this…is due to the photographs having been 
produced under such circumstances that they were physically forced to correspond point to point to na-
ture. In that respect, they belong to the second class of signs, those by physical connection. (CP 2.281)

Here, Peirce called attention to the mechanical circumstances that make the photograph possible; we 
can imagine that he was thinking of how a photograph is created when light reflects from objects and 
filters through a lens and is imprinted on a surface (photographic film) that is sensitive to chemicals 
(Peirce, as a scientist, had a very detailed knowledge and practical skills concerning “photography”). 
In any event, Peirce saw the relation between the objects photographed and the photographic image as 
a physical relation; from this perspective, he would call it an index (but we can also see from the quote 
that he points toward some iconic functions of the photograph “correspond point to point to nature”). 
Hence, let us recall how one of Peirce’s definitions of the index, indeed, states the following: “The index 
is physically connected with its object; they make an organic pair.” (CP 2.999). Of course, with today’s 
digital photos, which most often are used by print advertising, the images are created by numerical data 
concerning light intensities; but nevertheless, the digital camera records the very same light intensities 
that a non-digital camera does (cf. Gunning 2004:40). Therefore, the digital photograph, indeed, still 
involves indexicality (see also the argumentation made by Mi-Jung Kang, 2014, p. 253).

We have just mentioned Peirce’s understanding of the photograph as an index to stress that there must 
be indexicality involved in the image within print advertising on a very fundamental physical level. We 
are, of course, not interested in the fundamental physical level as such. Rather, we are interested in the 
indexical relations within the image of print advertising, which are present to “consciousness in general” 
(to use a Peircean phrase) and therefore are (potentially) significative.

Peirce did put forth a number of definitions of the indexical sign type (some of which even seem to 
be contradictory) focusing on its different functions as a sign. We believe, however, that Atkin (2005) 
made the understanding of Peirce’s index easier for us when he identified what he calls the “significa-
tory feature” of the index (Atkin, 2005, p. 163).

According to Atkin, and we believe that he it right, the index involves primarily physical contiguity 
and attention directing. The two quotes from Peirce seen below seem to capture those features of the 
index mentioned by Atkin nicely:
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Index. A sign… which refers to its object…because it is in dynamical (including spatial)… connection…
with the object. (CP 2.305)

Supposing, then, the relation of the sign to its object does not lie in a mental association, there must 
be a direct dual relation of the sign to its object independent of the mind using the sign…The index as-
serts nothing; it only says “There!” It takes hold of our eyes, as it were, and forcibly directs them to a 
particular object, and there it stops. (W 5: 162)

The index within the image of print advertising, therefore, situates objects concerning orientation; 
and the index directs attention to the objects and the spatial field(s) contiguous to them. Hence, in short, 
a research program concerning the image within print advertising and rooted in Peirce’s semiotics, must 
not forget the index. It should also at least try to locate and describe indexical relations of contiguity and 
attention directing within the image. We can just think of the following examples of print advertisements.

Different elements in the Prada Private7 print advertisement in Figure 3 (the temples and the “letters”) 
are in a continuous contact – a clear pattern is thereby formed which directs the attention of the viewer, 
because the elements are close to one another at an equal distance.

The image is thereby “divided into” two blocks of elements (the temples and the “letters”) between 
which the attention of the viewer will oscillate. A print advertisement from Federópticos8 seen in Fig-
ure 4 illustrates another way in which the index serves a semiotic function within the image. The index 
concerns orientation (vectoriality) where a relation is established between distant elements in the spatial 
field. Hence, the index directs attention – from the gaze of the man standing in the left side of the image 

Figure 3. Prada Private print advertisement
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and his index finger [sic!] via the floating playing card to the hand of cards of the man sitting with his 
back to the viewer.

Finally, we can also take a brief look at a print advertisement from WWF (“The Grape”) (see Figure 
5)9 Here, the (primary) indexical relation concerns contiguity, which is build up through a “part-whole-
structure.” Hence, parts stand in a contiguous relation to form a whole to which attention is directed – a 
“bunch of grapes” (a whole) is formed by light bulbs (its different parts).

The above-mentioned points and examples are, of course, all well-known (see for example Sonesson, 
1989; 1989B) extensive treatments of the index within the photograph, but they are by no means thought 
to be exhaustive. What we mean to address here is that a research program concerning the image within 
print advertising based on Peirce cannot – like Val Larsen’s – do without the index. The index is needed 
if the researcher, for example, wants to put forth hypotheses, predictions, etc., concerning the “attention 
directing” of the image within print advertising (a feature that is so central to print advertising, indeed, 
as it is to every kind of advertising). Via the index, some features of the image will be more important 
than others, and the other elements will group with the important elements and be in subordinate posi-
tions. Hence, the index within the image of print advertising is the condition sine qua non when the 
image attracts the attention of the viewer.

Figure 4. A print advertisement from Federópticos
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FINAL REMARKS: SOME PEIRCEAN PROGRAMMATIC POINTS

After having been, primarily, critical towards the research program proposed by Val Larsen, a fair ques-
tion to ask the authors (us) is: So, will you be able to bring any points to a Peircean research program 
concerning the image in print advertising yourselves? Let us first say that we, indeed, find Val Larsen’s 
work very inspiring and that it is not his fault if we have not learned anything new concerning the image 
within print advertising from reading him (even though this might not be shown in the points below). 
Secondly, we will now try to put forth nine programmatic points which should be seen as a few, rather 
abstract, deductions from certain Peircean ideas and principles that, perhaps, in the future, will merit 
further examination concerning the image within print advertising. The nine points are all, in one way 
or another, inspired by the work of Val Larsen:

1.  A Peircean research program (hereafter referred to as a PRP) will presuppose that the image within 
print advertising is a (complex) sign. With Peirce, the world is full of signs (cf. CP 5.448, note 1); 
everything has a sign potential, and furthermore all thinking is in signs (cf. CP 5.265);

2.  The PRP will concern what is essential to the image as a (complex) sign and its effects on the 
viewer; this can be seen as parallel to McQuarrie and Mick’s distinction – as accentuated by Val 
Larsen – between the “ad system” and the “human system”; hence, a connection will be established 
between the formal conditions (qualities with Val Larsen) of the image of print advertising as a 
sign and the interpretative processes of the viewer. The PRP can therefore be understood on the 
basis on Peirce’s description of his “Universal Grammar” (Peirce here called semiotics for logic). 
Peirce wrote:

Figure 5. A print advertisement from WWF (“The Grape”)
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It is accordingly necessary that the introductory part of Logic should examine the different sorts of 
Meanings of signs. [It] treats of the parts of arguments…[It is a] science of Interpretations…or it might 
be called Universal Grammar. (MS 640: 1909:710)

3.  According to Peirce (following Aristotle) is there nothing in the intellect that was not first in the 
senses, meaning there is nothing in any kind of cognition which was not first in the perceptual 
judgements (of the viewer) (cf. CP 5.181); therefore, a PRP must insist on an empiricist principle 
where the “ad system” and its formal qualities (with Val Larsen) is the starting point concerning 
the effects on the viewer. This, furthermore, has the methodological consequence, as Val Larsen 
also shows, that the “ad system” can be described in itself without direct examination of the viewer;

4.  As a consequence of Point 3 the PRP must also insist on a “robust” realistic ontology where the 
formal qualities of the “ad system” not only triggers effects in the viewer’s cognitive apparatus, 
but furthermore constraints what effects are possible in the first place. This is not to say that there 
is no interpretative activity in the viewer; rather, the realist ontology is the first condition for the 
interpretative activity of the viewer (cf. Eco 2000, p. 17);

5.  Even though the PRP presupposes an “ad system” and a “human system,” it will still insist on a 
continuous contact between the two systems; this continuity can be reflected from the point of 
Peirce’s categories concerning “modes of being” and “modes of thought.” Concerning the latter, 
Peirce’s Phenomenology should be explored, including his “three modes of consciousness,” whereby 
the effects of the image within print advertising will be seen as phenomenological effects; Val 
Larsen also stresses how the phenomenology of ordinary visual experience is not different from 
the perception of print advertisements;

6.  We trust Peirce accentuating the importance of his “second trichotomy.” As Peirce said, every 
sufficient complete sign will be a combination of the three sign types – icon, index, and symbol 
(cf. NEM 4: 256). We can, therefore, not just describe, as Val Larsen does, the image within print 
advertising as a combination of iconic and symbolic sign features. Hence, the PRP needs the icon, 
the index, and the symbol in order for the image within print advertising to have qualities, structures, 
etc., to be perceptible/intelligible/interpretable;

7.  It will be worth considering if the “second trichotomy” can stand alone or if the image within print 
advertising should also be considered from the perspectives of the two other sign trichotomies – 
qualisign, sinsign, and legisign; and rheme, dicent, and argument. The last-mentioned trichotomy 
will specifically concern the “rhetorical effects” of the image on the viewer (see also Nöth, 2014);

8.  If Point 7 yields positive results, the PRP must furthermore examine whether the different rules 
which Peirce formulated concerning the combination of the nine sign types can be used heuristi-
cally, in order to analyze and understand the image within print advertisements. Peirce found, on 
the basis of different combinatory rules, that only ten sign classes are possible (cf. CP 2.254-2.263; 
Liszka, 1996). Hence, does the image within print advertising, for example, primarily belong to 
certain sign classes? We should perhaps expect, taking the “persuasive nature” of this image into 
consideration, that it would be involved in sign classes of a “higher complexity” by having an 
argumentative structure;

9.  Finally, concerning the effects of the print advertisement image on the viewer, the PRP must 
remember to take into account how the image will, indeed, have a(n) (infinite) sign-potential. 
However, in order for its (interpretative) effect to occur, the viewer must have certain background 
knowledge. It is a Peircean point that no sign can convey information about its object (it can only 
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represent and tell about the object); nor can a sign support a further acquaintance with its object, 
except, as Peirce notes, when the interpreter has collateral experience with said object (cf. CP 
2.231; Sørensen et al., 2014). Hence, the PRP must also analytically recognize the experience of 
the viewer – from the most rudimentary experiences of the material life-world to their (perhaps 
sophisticated) socio-cultural background knowledge.
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ENDNOTES

1  We refer to Charles S. Peirce’s Collected Papers as (1931-1958) follows: Volume number, then 
Paragraph number.

2  We refer to Writings of Charles S. Peirce. A Chronological Edition (1982-) as follows: Volume 
number, then page number.

3  We refer to The Essential Peirce: Selected Philosophical Writings (1992, 1998) as follows: Volume 
number, then page number.

4  Peirce’s list of three categories is an absolute centre piece of his architectonic thinking; each of 
his trichotomies (e.g. sign, object, interpretant; I, It, Thou; feeling, altersense, medisense, and 
abduction, deduction, induction); can be understood as different instantiations of these categories 
(cf. Esposito, 1980; Hausmann, 1993); in one of Peirce’s most abstract descriptions of the three 
categories we can read: “The First is that whose being is simply in itself, not referring to anything 
nor lying behind anything. The Second is that which is what it is by force of something to which 
it is second. The Third is that which is what it is owing to things between which it mediates and 
which it brings into relation to each other” (CP 1.356).

5  Credits: Advertising Agency: Touché, Bologna, Italy. Creative Director: Luca d’Alesio. Art Direc-
tor: Luca d’Alesio, Bruno Molinari. Copywriter: Jader Zani. Photographer: Gabriele Corni. Photo 
retouching: Andrea Giovannelli.

6  Credits: Advertising Agency: M&C Saatchi, Tel Aviv, Israel. Creative Director / Copywriter: Tzur 
Golan. Art Director: Alon Avni. Group Account Director: Idit Zemmer. Account Manager: Rotem 
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7  Credits: Advertising Agency: Canvas. Creative director/art director: Michael Ipp. Agency Producer: 
Ryan Dassonville.

8  Credits: Advertising Agency: Y&R Labstore, Madrid, Spain. Creative Director: Daniel Pownall. 
Art Director: Oscar Gutierrez. Copywriters: Javi García, Alex Savinov. Photographer: Miguel 
Toledano.

9  Credits: Advertising Agency: ABK Communication, Tbilisi, Republic of Georgia. Creative Direc-
tor: Nikoloz Motsonelidze. Art Director: Levan Melikishvili. CG Artists: David Chabashvili, Bruce 
Lee, Nika Maisuradze. Copywriters: Mishka Sekhniashvili, Erekle Mkheidze.

10  We refer to Manuscript(s) following the standards of the Robin catalogue.
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ABSTRACT

This chapter is the result of a deep-seated question in the mind of the authors- What is the essence of a 
business firm? The search of answer led the authors from insight to insight and at one point it became 
clear that roots of business success are deep into the world history. Related to realization above and 
based on the wider knowledge about business was the second question: What single attribute of a busi-
ness entity contained most of its essence? In other words, when a business is born, what factors impart 
its unique identity? These questions appeared significant and set the authors to explore title theme, 
that is, the story of journey through centuries of history. The focus was on two separate forces which 
become infinitely intriguing when brought together: brand and culture. This chapter is a brief story of 
the antecedents and consequences of (both qualitative and quantitative) differences in brand culture and 
its ability to shape the life cycle of specific organization.

INTRODUCTION

Businesses are entities of specific nature and must live by imperatives derived the same way the great 
names in science (for example, Newton, Galileo, Descartes, Faraday, Marconi, Einstein etc.) discovered 
truths about way nature functioned. In order to achieve the objective of showing the value of these as-
sertions, the authors believe nothing could be more productive and rewarding than exploring the very 
fundamentals of business through ages, namely, the evolution of brand culture particularly in the post-
industrial revolution era.

The authors’ logic is sophisticated yet easy to comprehend. The soul of a business is captured in its 
business model derived from the business acumen possessed by its promoters, investors and top execu-
tives. In general manner of speaking, even though accounting principles grant each firm an on-going 
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concern status, reality is different. In particular terms, three classes of business acumen to business 
model to business longevity in business firms can be found.

The authors accord the highest respect to the class of companies which have offered the most con-
vincing proof of business success through solid business acumen: ability to live on and on, not a few 
years, not for a few decades, not for a limited number of business cycles/life stages, but many centuries 
and in certain cases, more than a millennium—during which every major characteristic of the business 
environment changed (Please see Appendix 1, Table 1)

The next class of companies has displayed mastery of the art of designing profitable business mod-
els of the order that they find place in the blue-chip list. They may not the longest living i.e., the oldest 
businesses on planet earth, may not be centuries old, but they have competence to control in practice 
for real, the controllables-of-business-in-theory. It is an expertise the competitors envy because many 
a times this spells the roadmap of creating the famous Blue-ocean strategy. Many of this class of firms 
find a place on lists such as “Fortune 1000”, “Global 500”, and “World’s Top 10 Culturally Most Vibrant 
Brands”. Quite a few of them are not giant businesses either (Please see Appendix, tables 2, 3, and 4).

Finally, there are companies which acquired enough of business imperative insight and respect for 
business world realities to such an extent that they can meet known as well as unknown (i.e., future) 
competitors on terms that are non-threatening to each other’s existence. Most of them have become 
household names. Many more of them populate the business-to-business universe away from the glare 
of popular culture and media, far outside of common peoples’ attention or direct concern (Please see 
Appendix, tables 5 and 6).

At this point in our discussion, two mega-remarks are in order: first, the authors are fully convinced 
that most practitioners and academics get carried away by temptation for exaggeration when talking about 
“disruptive innovations”—like personal computing in 1970s (which IBM was very late in recognizing 
the potential of), etc.—and granting them title of ‘Giant slayers’. Fact of the matter is that both Apple 
and IBM are not only alive but growing by creating value continuously for their respective admiring 
customers. Secondly, one of the authors has been asked in Seminars and Corporate Development Work-
shops about a possible fourth class of businesses—those which are born; make valiant effort to survive; 
ultimately fail; and end up joining the list of dead businesses. The author’s response is an unequivocal 
“No’ to grant these kinds of firms a separate, fourth class on the ground that they clearly lack the ES-
SENTIAL, defining grasp of business acumen thus failing to produce the life-giving business model. 
Many communication experts suggest that metaphors illuminate landscape, and if we agree, then we 
can take an apt one here: that of “The Beheaded Chicken” representing such businesses. These are ven-
tures started by businessmen or businesswomen who have scant respect for proper grasp of essentials 
of business. Contrast this reality with a recent dramatic event that happened in the world of art in 2012:

Left high on a library wall for more than half a century, the portrait of a rheumy-eyed old man initially 
seemed no different from the misattributed old masters hanging beside it.

But after more than half a century of being overlooked, it has been authenticated as a genuine and 
outstanding work by Rembrandt.

And the identification – by the world’s leading expert on the 17th century Dutch master – will make a 
multimillion pound difference to its price tag.
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The painting, known as The Old Rabbi, has rarely been seen by the public since it was last exhibited in 
1950. Since then it has hung in the private apartments of Woburn Abbey in Bedfordshire, family home 
of the dukes of Bedford.

Although there is no suggestion it will now head for the auction rooms, the price difference between a 
genuine Rembrandt and even the best work by his studio is in the order of millions. In 2009, a world 
record was set for his work when a half-length portrait of a young man sold for £20m at Christie’s 
(Kennedy, 2012).

What lessons of substance about story of brand culture in general, and dynamics connected with 
subtleties in brand valuation in particular, does this episode involving rediscovery of masterpiece by 
all-time great Dutch master Rembrandt, reveal to us?

That there is huge divide in essential quality separating the genuine from the fakes (as is true for 
business firms evident in discussion above); it takes a ‘leading expert on the 17th century Dutch master’ 
to recognize that essence; this essence is the fundamental source of fantastic difference in value that the 
market is ready to offer; and businesses, just as works of art, benefit from a touch of genius, that is at 
play in creating the signature evident in brand-class quality.

Armed with the insight built in preceding discussion, let’s examine what’s common to all the three 
different classes of true business enterprises; and how do they differ from the fourth class of ventures 
in the name of business. They all create something of value for a market willing to welcome it, that is, 
pay a price which benefits both the buyer and seller. Such a ‘business culture’ has been translated into 
individual firm’s brand culture by their key decision makers defining the company management system. 
Thereby all these enterprises acquire the power to capitalize on a unique tool discovered by distinguished 
entrepreneurs all through the ages to animate their business ventures: business identity. With advances 
in science and technology, once different means of communicating with large number of people became 
possible by invention of printing press and allied elements and later on radio and television, it gave birth 
to a powerful function of business aptly named ‘promotion’. In this lies the common characteristic of 
all proper business firms: social culture and business identity/culture nurturing each other not during 
ancient or in modern times but since many centuries.

It is matter of deeper analysis to show how, but for historic developments that followed Renaissance, 
there would not be sufficient because for Industrial Revolution in different countries—largely in the 
west, hardly in the east. In the following sections of this chapter we address this at greater length. Here 
it must be reiterated that ‘Industrial Revolution’ was triggered by Adam Smith’s convincing theses: that 
‘division of labor’ does wonders to production system; and that the “Invisible Hand’ operates the markets 
(and acts of regulations in the past 250 years have shown to those willing to see among business and 
ruling class that it is futile attempting to force it).

In the light of discussion above, the objective of the chapter is to uncover the deep-seated roots of 
brand culture by examining the history so as to better understand business processes that impact organi-
zational performance significantly. A connected objective is to show the links between brand, branding 
and brand culture and how they shaped the goal of building and operating effective management systems 
to achieve healthy results.
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BRAND CULTURE: REVIEW OF LITERATURE

In the pre-industrial revolution era, the production system was extremely limited, It was subject to large 
impact of common vagaries of nature. Production losses were on large scale causing loss of lives – both 
animal and human. Proof of Darwin’s assertion only the fittest shall survive, was ever where and frequent.

This system of production could not afford anything like brand culture and branding as part of the 
way business was conducted. At best business owner’s individual identity rubbed of on the identity of 
his business and his products. Branding comprised of mere labeling, far from the sophisticated exercise 
it has become in modern era.

So what caused all the change we witness in the post-industrial revolution era? To get a good hold 
on building an answer, authors suggest we look at four ages characterized by say a set of symbolic years 
(brands are inherently “symbols”) spread a century apart. These are 1676, 1776, 1876, and 1976. Next 
let us prepare a typical scenario for each of these ages. (Please see Appendix, table 7)

A penetrating study by Stanford –and other reputed university --faculty attempted to recognize reality 
existing in 1990s which raised question about connection between brand value and firm’s capital market 
valuation (Barth et al., 1998):

There is growing recognition that intangible assets are important determinants of firm value. Examples 
of intangible assets include brands, technology, customer loyalty, and human capital and commitment 
of employees. U.S. GAAP do not consistently recognize such intangible assets as accounting assets. A 
major reason for not according these assets financial statement recognition is concern about whether 
their values are reliably estimable. This study tests hypotheses relating to whether brand values estimated 
and published by a well-respected financial magazine reflect valuation relevant information and are 
sufficiently reliable and timely to be reflected in share prices and returns.

The history of business is complex. It is made of human needs and man’s ingenuity to satisfy them. 
Enter BRANDS: and the story turns fascinating! Brands are known to create not only never-before-known 
profits for their creators; they also create whole new business universe and dramatically alter paradigms. 
If we dare to make such claims, we must be ready with solid evidence too. So the authors would like to 
present the Most Valuable Brand of 2016: Apple at $ 154.1 billion (annual change 6 percent; company 
ad spending: $1.8 billion).

Now, combine the cultural dimension to brand story to arrive at most culturally vibrant brands.

The Cultural Traction Report ranks brands based on VIBE, or those perceived to have the most Vision-
ary, Inspiring, Bold and Exciting attributes, according to the WPP-owned global brand and marketing 
consultancy. Cultural Traction is defined as the year-on-year change in VIBE. This year’s report is the 
first that measured brands globally…. This year the research involved more than 62,000 respondents in 
10 countries covering 160 brands and 15 sectors (Rooney, 2013).

According to this report, Google tops the VIBE list, followed by Apple, Samsung and IKEA.
Braudel traces the economic history of four centuries (15th to 18th) during which the modern world 

was shaped (Braudel, 1985).
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BRAND CULTURE: ISSUES, CONTROVERSIES AND PROBLEMS

Evolution of brand culture needs to be understood clearly for ensuring healthy growth of a business firm 
through its life-cycle. The preceding sections on introduction and background attempted to look at vari-
ous facts and theories that have relevance to brand culture and its evolution. Moving forward, authors 
wish to get into details pertaining to key issues in this section.

For sure, such a vital business truth as one conceptualized by brand culture, is bound to give rise to 
numerous critical and non-critical issues. Due to nature of book chapter as the chosen format, authors 
understand the importance of exercising selectivity in issues to be discussed. Yet, it is quite possible that 
the omitted issues will merit consideration in different context on brand culture.

Is “Brand Architecture” Real or One More Fad in Business Domain?

In introduction section, it was mentioned that business acumen is translated into potent business model 
by savvy entrepreneurs and executive teams pursuing a robust management system.

In the nineteenth and twentieth century, some industries, like metals and foundry, faced tremendous 
pressure during the growth phase. The challenge before the marketing function was trade-off between 
standardization of product because it has the promise to achieve scale economy and customization 
which held the promise of higher price realization on relatively lower volume. Even though it was not 
known by its modern name given by hi-tech firms facing hyper competition in late twentieth and early 
twenty-first century, brand architecture was the reliable technique adopted to synchronize three levels of 
strategy with three levels of brands: product item brand, product-line brand and group-of-product-lines 
brand. To this add the ‘pyramid approach’ to positioning process. Then, the business can arrive at an 
efficacious brand culture which is designed to drive decision to keep brand architecture synchronized 
with strategy architecture of the firm.

The brand architecture to be practiced effectively requires marketing function developing positioning 
competence, something very uncommon despite attempts to make it popular or a wide-spread business 
practice. In addition to this, the company culture must shift from narrow-range innovation in specific parts 
of business operation to comprehensive excellence which is hallmark of arduously built brand culture.

SAP provides a perfect real-life example.

With 12,500 customers -- mostly large global firms -- and 25,000 software installations in nearly 50 
countries, SAP was world’s largest enterprise software firm and third-largest independent software sup-
plier as of year 2000. Traditionally, company culture was driven by technology so success was predicated 
on innovative product development while marketing and branding had little significance. All of this 
changed in the first decade of the 21st century as CEO Plattner found out that SAP’s brand identity was 
weak and unclear, messaging in media -- one global website, 30 local country sites, many subsidiary 
sites, more than 9000 web pages without a common theme -- was sprawling, inconsistent and confusing.

Plattner broke several taboos by bringing in Martin Homlish from Sony Electronics as SAP’s new Global 
Chief Marketing Officer -- hiring from outside SAP, outside the software industry and outside Germany. 
Homlish’s challenge? Transform SAP’s marketing and reposition the SAP brand to have broader, sustain-
able appeal. He said, “I saw SAP as a marketer’s dream… great products, strong history of innovation, 
and a loyal customer base. All we had to do was transform marketing.” To what end? He didn’t offer 
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an explicit answer, but considering the range & scope of his interventions, it is obvious he was dealing 
with installing an appropriate brand culture in SAP. It is confirmed by taking into account the three core 
issues faced by Homlish: communicate the brand consistently, align the organization, and crate a brand 
flexible enough to support challenging business objectives in a dynamic industry. 

What did Homlish exactly do?

His first decision was to base SAP Global Marketing in New York City, center of media and marketing, 
rather than at SAP’s headquarters in Waldorf, Germany. Next, he sought a brand identity that could 
accommodate the complete architecture by being capable of evolving over time. This allowed him lati-
tude to redesign SAP’s brand architecture: SAP became the master brand; and product brands like my 
SAP were sub-brands. Many matching elements followed. SAP placed all global advertising with Ogilvy 
and Mather and reinforced its new brand identity with simple headlines that complemented the tagline: 
Lufthansa runs SAP.Adidas runs SAP. Large posters in airports around the world helped globalize the 
SAP brand.

All in all, in the end Homlish developed a branding culture by involving local field offices as co-developers 
of global messaging. SAP Global Marketing also selected brand ambassadors to champion the brand 
locally.

What did he accomplish for all his efforts? Homlish’s actions led SAP –240,000 customers in 180 coun-
tries -- to powerful results. According to Interbrand’s annual brand rankings, from 2000 to 2012, SAP’s 
brand value doubled to $15.6 billion. In 2013, Interbrand ranked SAP at 25, above established brands 
like legendary automobile industry founder, Ford, Sony, Volkswagen, and copier industry pioneer, Xerox. 
SAP’s revenues and profits grew from $5.1 billion and $796 million, respectively in 1999 to $23.2 billion 
and $6.2 billion in 2013. (Capon & Singh, 2014)

Since all the key concepts driving this chapter, namely, industrial revolution, brand culture, position-
ing, brand etc. share one common characteristic – multiple meanings and interpretation, challenge is to 
bring out as many issues and controversies as possible without sacrificing sharpness of focus. The present 
section is shaped by this thought, and aims to help academics and practicing executives see possibilities 
which would’ve otherwise remained invisible.

Post-Industrial Revolution Era

What is the connection of any part of history to phenomena of business? This question is neither trivial 
nor irrelevant. The relevance comes from the fact that an era essentially is a specific time period from 
history and for business time is acknowledged as its essence. The significance arises from the fact that 
Industrial Revolution was combination of major forces in many areas of science and technology, so 
powerful it changed the course of history – scientifically, socially, economically, & politically (on a 
mega scale) -- all of them affecting mankind, were transformed. This is discussed in greater detail in 
following section on findings and discussions.
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Then and Now: Does Any Similarity Exist?

From the perspective of business organization, this era was characterized by unprecedented innovations 
and discoveries. The scientists in natural and humanities domains were leading business from the front 
and yet managed to stay at arm’s length. For businessmen, early Industrial Revolution era was a struggle 
to deal with proliferation of new methods and machines. It also gave birth to new tools affecting brand-
ing – Media (Radio, Telephone and later Television), Message Production technology, and rich inventory 
of visual and literary content (Printing Press, Literature, Paintings, and Sculpture& Art). Together, they 
opened doors on hitherto unimagined opportunities as well as ushered period of pressure necessitating 
fundamental change in the way business was conducted. That was true for the decades closer to Industrial 
Revolution. How does the scenario appear now?

To make the picture easier to comprehend, we discussed, or tracked landmark achievements, their 
timelines and implication for world of business in general and identity business (branding & brand cul-
ture) in particular in the section on BACKGROUND above.

Then and Now: Key Differences

Many a times, a key difference is throw-back of a similarity. The Industrial Revolution was case of multi-
sectoral innovations improving standard of living of broad masses.As is evident in review of events oc-
curring in four metaphorical time periods that we wrote about earlier, 1976 is symbol of a period which 
seems to have received a hefty dose of adrenalin in technology domain.

Business analysts have characterized this period as age of hyper-competition. Technology has been 
advancing at breath-taking pace; extraordinary entrepreneurs are innovating devices, processes, and tech-
nology products that have transformed both lives and lifestyles of the masseson global scale. Unicorns 
and billionaires are being made every few years accompanied with multibillion dollar brands with their 
unique brand cultures. All of it has made it necessary to have an adjective added to economy: digital; and 
another to media: social. The digital economy and social media together have unleashed such forces that 
world of brand culture of modern era will be unrecognizable to most predecessors. This has potential to 
give rise to significant issues and problems.

Since our interest lies primarily in understanding the evolution of brand culture in the period fol-
lowing Industrial Revolution, we need to explore issues and controversies thrown up by these develop-
ments, especially those challenging businesses and people in twenty-first century so that we paint the 
complete picture.

Then and Now: Risk or Value

Brand in its early days was viewed by customers as means to control risk in purchases. Now a day’s, 
brands provide many values to customers—some intangible in domain of psychological benefits, others 
in financial or quality domains, etc. So, a sea-change has occurred in demands placed from brand culture 
in different industries and individual firms.
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Then and Now: Ties to Products or Assets in Own Right

Historically speaking, brands have been tied to products or stock-keeping-units.Not much was, therefore, 
required from company’s brand culture in those early years. It changed in later years. Brands –and to 
keep in step, brand culture -- turned into assets that were managed in their own right.

(This led to/explains unprecedented sophistication over the years in general management systems 
and theory, particularly models, frameworks, and decision support tools.)

Then and Now: Proliferation With or Without Design

Initial years saw firms adding brands haphazardly. It was more an after-thought, so to say, or as contin-
gency school of management mandated; or in keeping with emergent strategy as part of realized one 
rather than as result of the intended strategy. This changed over the centuries. Savvy businesses now 
implement brand architecture with well-defined levels of brands (SAP provides an eloquent example 
as shown above). To extract rewards to the maximum extent, brand building has been separated from 
nurturing and divesting function. In other words, brand cultures have acquired pronounced sophisticated 
features in companies possessing multi-billion dollar brands in their portfolio. Inter brand’s annual list 
is celebration of sophisticated brand culture leading to brands with mind-boggling valuations.

To manage brands as assets in their own right, firms have gone into amazing innovations. They trans-
form their operations model in which they keep only the highest value creating elements within the firm 
while outsourcing everything else -- including what could NOT be imagined as advisable just 50 years 
ago: manufacturing! (Nike does it; Apple Inc. does it, -- to name a few.). These companies provide such 
an astounding example of what used to be a simple “Make or Buy” Principle in operations management 
function till 40-odd years ago.

Then and Now: Foot-Print—Local or Global

In away closely connected with the issue described above, the scope of successful brands was limited 
to eliciting loyalty on limited scale.

It changed due to explosion in media options and dramatic growth in communication technology, 
particularly where digital economy is concerned.

The entire promotion function is undergoing constant evolution at a break-neck pace. Techniques 
like buzz and viral marketing in expert hands are capable to take brand foot-print global in record time 
and without costing a leg and an arm either.

The revolution in high-tech domain is tempting entrepreneurs to leverage tech-talent to deliver as-
tounding variety in business models where products are not branded and then sold (case where product 
management is primary). In the twenty-first century, there exists a well-developed market for buying and 
selling just brands. This is an offshoot of brand architecture business philosophy that has taken roots, 
especially in those hubs of business where start-ups hold the central position on the entrepreneurial 
stage, for example, in Silicon Valley since World War II.

How can businesses function if meanings are so divergent?
Barring very few tiny businesses, all of them have to respect principle of specialization enshrined in 

Adam Smith’s 1776 classic book. Specialization creates counter-need for integration. Executives have 
found solutions that work for them and their peer. At times academics extend help. Careful analysis of 
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the challenge reveals the importance of communication which is common denominator for success of 
most management practices. In fact, in itself it is one of the fundamental practices. So, the issue is what 
needs be done to prevent miscommunication, or break-down of communication apparatus, due to am-
biguity which is a real risk in a multiple-meanings scenario? This risk grows with success of business 
leading to distancing of managers from those they manage.

The particular danger in case of evolution of brand culture becomes clearer if we consider first its 
nature. Following views of two scholars should be helpful.

Brand culture is the set of symbols, values and behaviors that a specific company or

brand reflects. It is the organizational culture of the business. According to numerous marketing studies, 
consumers of the products prefer to buy brands that possess symbols, values and behaviors that match 
their own culture, values and behaviors. In short, brand culture is a marketing concept. Not only is it 
important for the company brand to reflect cultural beliefs to the external audience, it is also impera-
tive that it reflects in the internal environment as well. In other words, the employees and actions of the 
company must match the brand culture reflected in the brand itself.

For example, assume there is a company that recycles ink cartridges and cell phones for non-profit 
organizations. In return for organizations that mail these items in for recycling, the recycling company 
pays the organization cash. As part of the internal branding, this company also operates on a zero-waste 
initiative. (Lorette, 2017)

The second view of brand culture is:

The theory of Brand Culture proposes that the old model of branding, based on creating an external, 
sometimes fictional, brand image, is dead—killed by the fact that people just don’t buy manufactured 
brand image anymore. People today want the truth.

Brand Culture offers new model of branding. It suggests that brand can operate much like a culture, 
in anthropological sense of the word. It uses Geertz’s definition: “A historically transmitted pattern of 
meanings embodied in symbols, a system of inherited conceptions expressed in symbolic forms by means 
of which [humans] communicate….” What does this mean? Well, a culture’s at its core is set of values, 
way of seeing the world… which never changes. Brand Culture proposes that a brand can operate in a 
similar way. 

Based on what anthropologists today are saying about consumers, this is exactly how a brand should 
operate. By putting a stake in the ground in the form of values which never change, a brand allows 
consumers to measure those values against their own values. When consumers find a close enough 
match, that brand is permitted to invite those consumers to join its culture. It works the same way with 
employees. (id, n. d.) 

It will be rare if two people trying to apprehend these twin passages will converge to same point of 
view. It is more likely that they think, believe and act in spectacularly different manner. Since it pertains 
to position on brand culture, it has the potential to set off a long chain-reaction impacting the entire value 
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chain of a firm. This means that those in executive suites have a gigantic challenge to overcome before 
they reach success in branding. Lack of appreciating this issue shall cost dearly specially in terms of the 
competitive capabilities of the firm.

Savvy executives or entrepreneurs realize that branding or brand culture impacts the strategic direction 
and positioning. At this stage, it needs to be looked at in detail so as to make related issues, controversies 
and the problems connected with implications of evolution of brand culture clear and manageable. Brand-
ing and managing brands happens in conditions spelled out by brand culture, whether one believed in it 
being part of internal, external, or both environments affecting business and its overall performance. We 
have analyzed the periods characterized by symbolically chosen periods -- 1676, 1776, 1876 and 1976. 
Let’s expand our range by looking more intensely at recent decades because in recent years, branding 
has shifted in various aspects.

FINDINGS AND DISCUSSION

Before we move to talk about solutions and recommendations, we should get precise orientation, espe-
cially about what is called “Industrial Revolution”. To this end, when we searched world-wide web using 
Google (Search phrase: “When was industrial revolution happening”) then much per our expectation, 
the top result was page from Britannica.com.

It goes:

Industrial Revolution, in modern history, the process of change from an agrarian, handicraft economy to 
one dominated by industry and machine manufacture. This process began in Britain in the 18th century 
and from there spread to other parts of the world. Although used earlier by French writers, the term 
Industrial Revolution was first popularized by the English economic historian Arnold Toynbee (1852–83) 
to describe Britain’s economic development from 1760 to 1840. Since Toynbee’s time the term has been 
more broadly applied. (Encyclopaedia Brittanica, 2017)

It continues to highlight factors behind this historic event:

The main features involved in the Industrial Revolution were technological, socioeconomic, and cultural. 
The technological changes included the following: (1) the use of new basic materials, chiefly iron and 
steel, (2) the use of new energy sources, including both fuels and motive power, such as coal, the steam 
engine, electricity, petroleum, and the internal-combustion engine, (3) the invention of new machines, 
such as the spinning jenny and the power loom that permitted increased production with a smaller ex-
penditure of human energy, (4) a new organization of work known as the factory system, which entailed 
increased division of labour and specialization of function, (5) important developments in transporta-
tion and communication, including the steam locomotive, steamship, automobile, airplane, telegraph, 
and radio, and (6) the increasing application of science to industry. These technological changes made 
possible a tremendously increased use of natural resources and the mass production of manufactured 
goods. (Encyclopaedia Brittanica, 2017)

Let us consider what Wikipedia has by way of answer:
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The Industrial Revolution marks a major turning point in history; almost every aspect of daily life was 
influenced in some way. In particular, average income and population began to exhibit unprecedented 
sustained growth. Some economists say that the major impact of the Industrial Revolution was that the 
standard of living for the general population began to increase consistently for the first time in history, 
although others have said that it did not begin to meaningfully improve until the late 19th and 20th cen-
turies. At approximately the same time the Industrial Revolution was occurring, Britain was undergoing 
an agricultural revolution, which also helped to improve living standards and provided surplus labour 
available for industry. (Wikipedia, 2017)

Is there anything strikingly similar in both passages above? Let us limit our question to essential, (not 
all of the myriad) details so as not to lose focus and direction while identifying meaningful solution. 
Looking at the two passages together, no one can fail to take note of an outstanding facet of Industrial 
Revolution: the genius in science triggered the excellence in business models which ultimately improved 
standard of living dramatically. It may sound strange hearing it first-time, yet the irrefutable fact is, that 
something remarkably similar has been happening since 1950’s (say, after Nobel Prize-winning discovery 
of transistors by the R&D scientist-engineers at AT&T’s renowned research unit, the Bell Labs). In very 
simple terms, if Adam Smith’s principle of specialization fueled Industrial Revolution couple of business 
cycles later, in same fashion, Moore’s principle has been fueling the modern Digital Revolution which 
has impacted story of modern era brand value and culture.

We articulated the problem in the preceding section and mentioned attempts to address them by differ-
ent scholars and practitioners. It is a complex problem: it pertains to digital divide phenomenon typical of 
modern age. Unlike the early post-industrial revolution era story, which marked the transformation from 
abject poverty to affluence; this time round it is contrasting scenario: affluence to contraction struggle. 
It has impacted brand culture adversely. How to counter that is the question defining the solution we 
have in mind. It embraces two themes: branding in the digital era and getting brand communities right 
(Fournier & Lee, 2009) to cross the digital divide.

There are certain encouraging signs: from start of industrial revolution days to present time one thing 
connected with branding domain has not changed. This is: consumers still want a clear brand promise and 
offerings they can value (Edelman, 2010). If businesses take advantage touch points at which customers 
are open to most influence by making sure to interact with them at those points, digital divide problem 
can be mitigated. That has major implications for both individual firm level brand culture and aggregate 
scale of brand culture in industry or economy level. Just as emergence of Madison Avenue was instru-
mental in pushing the cause of brand culture, evolution of web 2.0 technologies and social networking 
is proving game-changing development which companies need to use effectively for optimizing gains 
from brand culture they have built. Doing this require brand culture crossing the marketing function and 
turn a cross-functional management challenge by embracing IT function. This was not the case with 
brand culture related responsibility in earlier days of industrial revolution.

So this points to a clear recommendation: serious entrepreneurs must strengthen the cross-functional 
integration. It must involve all the customer facing functions as one entity. Delegation and decentral-
ization that reflect extent of specialization needed for market success must be part of strategic human 
resource management role to enhance viability of the practice. This will keep the brand culture renewed 
and responsive to customer expectations.
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CONCLUSION

Industrial revolution made famous by Toynbee spanned nearly four to six decades in nineteenth century. 
It was fueled by science and technology that transformed life of the masses. Over time the forces had 
weakened. Last few decades have again been gaining momentum in high-technology arena of the economy. 
This impacted many aspects of our lives. The question of brand culture has always been important from 
business point of view.It has turned more exciting and challenging in digital age. New structures and 
responses from entrepreneurs are needed to use brand culture helping both customers and businesses in 
spite of major changes witnessed over time.

It has been fascinating journey from nineteenth century to modern age tracking evolution of brand 
culture. Digital era and industrial revolution era share certain aspects that persist with passage of time. 
One such constant embraces customer psychology which is stable. Customers still value brand promise.

Future research that examines the issue above in detail with aim to find out the explanatory and causal 
factors for such stability in preference and behavior should be rewarding to researcher and would benefit 
practitioners while designing organizations and processes to deal with branding decision.
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KEY TERMS AND DEFINITIONS

Brand: A recognizable, preferably unique symbol, word, label, logo, trade-mark, design referring to 
a product, service, combination of product & service, business firm or its sub-unit, actor, artist, public 
figure, politician, even common man. Brand is essentially ‘IDENTITY’, same as herbs have essential 
oils characterizing them.

Branding: It is the process of creating brands including images, personality and memory hooks.
Brand Economics: Deals with the cost and returns from individual or portfolio of brands. It includes 

only those items that can be measured in terms of money.
Brand Level: It refers to the scope of brand and usually is divided into three levels, namely, individual 

item, product line and group of product lines.
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Brand Loyalty: It refers to the customer response and is reflected in actions by customers in order to 
have the product in question. For example, if someone is willing to travel to a particular shopping store 
month after month then the retail store brand has created loyalty.

Brand Personality: It is usually believed that advertising legend, David Ogilvy was the one who 
conceptualized that every brand just like a person must have defining traits. These can be created using 
different elements in print and electronic advertisements.

Brand Value: It is an overall measure of financial and non-financial contributions made by a par-
ticular brand. According to current literature, brand value is seen as one of the causal factors influencing 
valuation of a firm in the capital market.

Business Acumen: It is a specific type of competence. If we took a good measure of acuity, sharp-
ness, cleverness, brightness, astuteness and mixed them to yield ability to make good business judgments 
and take high-quality decisions, we have created competence called ‘business acumen’. It is pre-requisite 
for formulating business models that remain profitable so as to be the cause of astonishingly long-life 
a business is expected to attain.

Business Model: Traditionally, it refers to the characteristic method a particular business firm has 
in mind to create sufficient revenue and exercise control on costs so as to cross break-even point in 
reasonable period of time.

This research was previously published in Holistic Approaches to Brand Culture and Communication Across Industries edited 
by Sabyasachi Dasgupta, Santosh Kumar Biswal, and M. Anil Ramesh, pages 107-131, copyright year 2018 by Business Sci-
ence Reference (an imprint of IGI Global).
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APPENDIX

Examples of Long-Term Business Operation

See Table 1.

Interbrand/Business Week Rankings

See Table 2.

Table 1. A list of 10 still operating and recognizable brands/companies more than 250 to 500 years old

Rank Company Year of Incorporation Industry Country

1 Beretta 1526 Pistol, Revolver Weapons Italy

2 Grolsch 1615 Lager Beer Netherlands

3 Haig 1627 Whiskey Scotland

4 Fiskars 1649 Kitchenware, Knife & Scissors Finland

5 Royal Delft 1653 Ceramics, Porcelian Netherlands

6 London Gazette 1665 News Paper United Kingdom

7 Sveriges Riksbank 1668 Central bank Stockholm, Norway

8 Lloyd’s of London 1688 Insurance United Kingdom

9 Twinings Tea 1706 Tea United Kingdom

10 Sotheby’s 1744 Fine art auction house United Kingdom

(data Source: Sabo, 2011)

Table 2. The Top 10 world brands from the Interbrand/Business Week rankings for 2009 and 2016

Brand Rankings 2009 Brand Rankings 2016

Brand 
Rank Brand Name Brand Value 

($ billion)
Brand 
Rank Brand Name Brand Value 

($ billion)

1 Coca-Cola 69 1 Apple 178.11

2 IBM 60 2 Google 133.25

3 Microsoft 57 3 Coca-Cola 73.10

4 GE 48 4 Microsoft 72.79

5 Nokia 45 5 Toyota 53.58

6 McDonald’s 32 6 IBM 52.50

7 Google 32 7 Samsung 51.80

8 Toyota 31 8 Amazon 50.33

9 Intel 31 9 Mercedes Benz 43.49

10 Disney 28 10 GE 43.13

(data Source: Interbrand, 2017)
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Katlar Added Value

Katlar Added Value, a global creative marketing consultant, annually takes out its “Cultural Traction 
Report”, identifying themost culturally vibrant brands across USA. Culturally vibrant brands are those 
seen as having the most Visionary, Inspiring, Bold and Exciting (VIBE) attributes. VIBE is a proven 
indicator of future brand success.

Their Cultural Traction 2014 report involved 7,500 respondents surveyed across the USA, with re-
search conducted by Added Value, the WPP-owned global strategic marketing and insights consultancy. 
The Top Ten brands are shown in Table 3.

Fortune Global 500

The Fortune Global 500, also known as Global 500, is an annual ranking of the top 500 corporations 
worldwide as measured by revenue. The list is compiled and published annually by Fortune magazine. 
The latest rankings, which have been released by the magazine at its website, appear in the July 20, 
2016, issue of the magazine.

The following is the list of top 10 companies, as published on July 20, 2016. It is based on the com-
panies’ fiscal year ended on or before March 31, 2016 (see Table 4).

The Forbes Report

See Table 5.

MIT’s Technology Review

Each year MIT Technology Review identifies 50 companies that are “smart” in the way they create new 
opportunities. Some of this year’s (2016) stars are large companies, like Amazon and Alphabet, that are 
using digital technologies to redefine industries. Others are wrestling with technological changes: com-

Table 3. Cultural Traction 2014 report

Rank           Company

1 Tesla Motors

2 Google

3 Amazon

4 Apple

5 Samsung

6 Microsoft

7 Etsy

8 Nike

9 Ford

10 Coca-Cola

(data Source: Kantar Added Value, n. d.)
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Table 4. The Fortune Global 500, annual ranking of corporations worldwide as measured by revenue

Rank Company Country Industry Revenue in USD

1 Walmart United States Retail $482.1 billion

2 State Grid China Power $329.6 billion

3 China National Petroleum China Petroleum $299.3 billion

4 Sinopec Group China Petroleum $294.3 billion

5 Royal Dutch Shell † Petroleum $272.2 billion

6 Exxon Mobil United States Petroleum $246.2 billion

7 Volkswagen Germany Automobiles $236.6 billion

8 Toyota Motor Japan Automobiles $236.59 billion

9 Apple United States Technology $233.7 billion

10 BP United Kingdom Petroleum $225.98 billion

(data Source: Fortune Global 500, 2017)

Table 5. The Forbes Report of most innovative companies worldwide

Rank Company Country 12-Month Sales Growth Innovation Premium*

1 Tesla Motors United States 23.35503728% 82.4%

2 Salesforce.com United States 25.00310623% 75.5%

3 Regeneron Pharmaceuticals United States 36.88172524% 72.9%

4 Incyte United States 46.0699371% 70.8%

5 Alexion Pharmaceuticals United States 19.24211141% 70%

6 Under Armour United States 29.27417278% 68.9%

7 Monster Beverage United States 13.37638736% 68.8%

8 Unilever Indonesia Indonesia -13.98427381% 67.93%

9 Vertex Pharmaceuticals United States 147.9493033% 67.9%

10 BioMarin Pharmaceutical United States 13.43571162% 67.4%

11 Amazon.com United States 25.91405818% 63.8%

12 ARM Holdings United Kingdom 20.3783907% 63.7%

13 Naver South Korea 23.11330645% 63.3%

14 FleetCor Technologies United States 14.83904549% 62.1%

15 Netflix United States 24.74884174% 60.3%

16 Shanghai RAAS Blood Products China 50.90653334% 60.2%

17 Rakuten Japan 14.75391035% 60%

18 Asian Paints India 7.609810975% 59.8%

19 LG Household & Health Care South Korea 15.332049% 59.5%

20 Verisk Analytics United States 12.36966581% 59.5%

21 Amorepacific South Korea 21.03029209% 59.1%

22 Coloplast Denmark 10.08704948% 57.5%

23 Marriott International United States 5.226873021% 56.5%

24 Illumina United States 11.72185546% 56%

25 Red Hat United States 15.83289878% 55.9%

(Data Source: Forbes, 2017)
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panies like Microsoft, Bosch, Toyota, and Intel. Also on the list are ambitious startups like 23andMe, a 
pioneer in consumer-accessible DNA testing; 24M, a reinventor of battery technology; and DidiChuxing, 
a four-year-old ride-hailing app that’s beating Uber in the Chinese market. Still, despite the excitement 
of recent advances in such fields as artificial intelligence and genomic medicine, technology has failed 
to energize the overall economy.

Historic Milestones

See Table 7.

Table 6. The top 20 list from the MIT Technology Reviews report of 50 smartest companies 2016

Rank Company Rank Company

1 Amazon 11 First Solar

2 Baidu 12 Nvidia

3 Illumina 13 Cellectis

4 Tesla Motors 14 Enlitic

5 Aquion Energy 15 Facebook

6 Mobileye 16 SpaceX

7 23andMe 17 Toyota

8 Alphabet 18 Airware

9 Spark Therapeutics 19 IDE Technologies

10 Huawei 20 Tencent

(Data Source: MIT Technology Review, 2017)
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Table 7. Some historic milestones

1626 With fish hooks and trinkets, the Dutch buy Manhattan Island from Canarsie chiefs of the Wappinger Confederacy.
1628 William Harvey discards ancient writers whose theories have been used in medical practice for millennia. From firsthand observation – the rise of science – and digging into 
the human body, Harvey discovers blood circulation. 
1631 The Republic of Venice, a maritime power, has been declining, exacerbated by the bubonic plague killing almost 500,000 people. The government responds with a church built 
for Our Lady of Health and Deliverance – Madonna della Salute. 
1632 Galileo publishes his ideas about the universe. Intellectuals across Europe applaud. The Church prohibits further sales of the book, and Galileo is ordered to appear before the 
Inquisition in Rome. 
1632 The town of Boston is founded.
1637 Manchu troops, 30,000 in number, have crossed the Yalu River into northern Korea. The Koreans recognize Manchu suzerainty in place of Chinese suzerainty. A non-
aggression pact and trade agreement are established, and the Manchu withdraw. 
1639 Works by the philosopher, mathematician and scientist Rene Descartes have entered Dutch universities. Descartes rejects relying on authorities regarding idea. He advocates 
disciplined philosophical argumentation integrated with physical science. 
1641 Since the entry rise of the British, French and Dutch maritime navies, the Portuguese have not been keeping up with the Dutch as traders, technologically or militarily. Portugal 
has been weakened by a depletion of manpower and the neglect of domestic agriculture and industry. The Portuguese are having difficulty defending their overstretched network of 
trading posts and have been at war with the Dutch since 1602. Coastal warfare in January, 1641, along the eastern shoreline of the Malay Peninsula results in the Dutch defeating the 
Portuguese and taking control of Malacca. 
1641 An armada of 21 Dutch ships appears off the coast of Angola. The Dutch capture Luanda and Benguela. The Portuguese retreat inland where they resist assaults by the Dutch 
and by Jaga tribesmen. 
1648 With the peace of Westphalia, the 80 Years’ War between Spain’s Habsburg monarchy and the Dutch ends, Spain recognizing Dutch independence.
1648 People in Moscow revolt when a tax is put on salt. Cossacks invading Poland slaughter 200,000 Jews.
1649 In Britain, King Charles I and his army have been defeated. Charles is beheaded. England is a republic, a commonwealth without a House of Lords and run by the victors of the 
civil war – parliament. Parliament sends the Puritan Oliver Cromwell to Ireland to subdue rebellious Catholics. He massacres the populations of Drogheda and Wexford. 
1650 For five months the famous French philosopher Rene Descartes has been employed as a tutor by Queen Christina of Sweden. The 5 a.m. philosophy sessions with the queen in 
the cold of her castle aggravates his weakened condition and he dies. 
1665 Extensive use of the microscope has begun. Robert Hooke, an English natural philosopher, finds in cork and live plants what he calls cells.
1665 Another war between the English and Dutch has begun. English soldiers seize the town of New Amsterdam and rename it New York after the king’s brother, the Duke of York.
1668 The French establish their first factory in India, at Surat.
1675 A Dutchman, Anton van Leeuwenhoek, discovers microorganisms, using a microscope of his own design. This would eventually put to rest the theory that small creatures or 
insects arose from inanimate matter such as dirt or dung. 
1679 Responding to public pressure, England’s parliament passes the Habeas Corpus Act, against abusive detentions and detentions without legal authority.
1686 Isaac Newton presents his Principia, Book I, to the Royal Society. He is changing how people see the world, replacing the magic of the gods with an understanding of gravity, 
inertia and physical force and counter force. A contemporary poet, Alexander Pope, is to write his epitaph as “nature’s laws hid by night, God said Let Newton be! and All was 
light!” 
1689 Parliament creates a Bill of Rights and the Toleration Act. Freedom of speech is guaranteed. People have the right to petition government. They are to be free from cruel and 
unusual punishments. They are not to be compelled to become members of the Church of England. 
1689 The philosopher John Locke returns to England from Holland. He gives conscious ideology to Whig liberalism. He rejects church authority in matters of philosophy and 
science. He has advocated that churches be voluntary societies rather than appendages of higher authority associated with the state, as has been the Anglican Church. He rejects 
political power derived from the authority of God, as in rule by divine right of the old monarchies. He is afraid of the passions of the masses and advocates religious tolerance. Not 
quite a century later his ideas would be a part of the constitution created by the American Revolution. 
1700 The world is populated by between 600 and 680 million people, up from between 540 to 580 in 1600 – roughly calculated.
1700 Life expectancy at birth in England is 36 years. (Calculated in a study in the 1980s by the Cambridge Group for the History of Population and Social Structure.)

1770’s

1773 Tea selling businessmen in Boston are upset because the British East India Company has been given the right to sell tea directly to the colonists and at a cheaper price. The 
business men have begun a boycott of the East India Company’s tea along the Atlantic coast. They disguise themselves as Indians and throw 342 chests of tea into Boston harbor – to 
be known as the Boston Tea Party. 
1774 An English chemist, Joseph Priestly, independently discovers oxygen.
1774 King George III of Britain decides to punish lawbreakers in the colonies. He closes Boston Harbor and expands the powers of his governor in Massachusetts. Local elections in 
Massachusetts are curtailed. Town meetings are forbidden and colonists are obliged to pay for the tea dumped into the bay. Many throughout the colonies feel threatened. Delegates 
from the colonies meet at the “First Continental Congress” to discuss grievances. The Congress drafts a letter that is sent to the king. 
1774 Granted permission to observe the dissection of an executed woman, a small group of Edoscholars realize their understanding of human anatomy (based on Chinese theory) is 
wrong. What they witness corresponds to a Dutch book on anatomy owned by one of the scholars, Dr. Sugita Genpaku. 
1776 (Feb) The first volume of The Decline and Fall of the Roman Empire, by Edward Gibbon, is published. Part of the Enlightenment, it describes the rise of Christianity (within 
the Roman Empire) in terms of behavior of people rather than godly miracles. 
1776 Austrian Adam Smith proposes a broader way of looking at wealth. His book, Wealth of Nations is published. He sees wealth as more than precious metals and stones. He 
proposes that more wealth to common people would benefit economy and society. 
1776 George Washington stops his routine toasting of George III at the army officer dinners. A second Continental Congress meets and on July 4 declares independence. The 
declaration is recognized in Britain as an act of rebellion. Ranking members of the Anglican Church in the colonies remain loyal, as do many wealthy businessmen and humble 
farmers and shopkeepers. 
1778 France signs an alliance with the American rebel force and recognizes the United States of America as a sovereign nation on February 5. On July 5, France’s king, Louis XVI, 
declares war on Britain. 
1789 Frustrated commoners have created a new National Assembly and are joined by some clergy and nobles. Parisians storm the Bastille. The National Assembly declares an end to 
feudal rights and proclaims The Declaration of Rights of Man and Citizen. A constitution is in the making, and an intimidated Louis XVI agrees to become a constitutional monarch. 
1789 In Paris, a delegation of distinguished mulattos (gens de couleur) from France’s wealthiest colony, St. Domingue (Haiti), asks whether the Declaration of Rights of Man and 
Citizen applies to them, and they are told that it does. 
1790 The National Assembly abolishes tariff barriers within France – which had been the moneymaking devices for local nobility. It abolishes all aristocratic and hereditary titles. 
Harvests have improved and many believe that God is siding with the revolution. Deputies to the National Assembly are mostly Christians, and they see the message of Jesus as 
supporting liberty, tolerance and against despotism. In their opinion the revolution should conform to Christian principles. They want less opulence in the Catholic Church. They 
decide that the government should oversee the elections of pastors and bishops, and they want clergymen to swear loyalty to this plan. Violence erupts between supporters of the 
revolution and defenders of the Church. About half of the clergy are to refuse to swear loyalty to the government plan.

1870’s

1871 Life expectancy at birth in England has risen from 36 years in 1700 to 41 years. (Calculated in a study in the 1980s by the Cambridge Group for the History of Population and 
Social Structure.) 
1872 Speaking to Union Leaders in Holland, Karl Marx speaks of the possibility of victory for the working class through electoral politics. He says, “We do not deny that there are 
countries like England and America... where labour may attain its goal by peaceful means.” (18 September) 
1875 In Canada the light bulb is invented. Thomas Edison buys the patent.
1876 Alexander Graham Bell invents the telephone.

(Data Source: Smitha, 2015)
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ABSTRACT

The justification of all the theoretical knowledge in this book is verified through the evaluation of the 
brand, which is analyzed in this chapter. Gradually, we fully complete the concept: from idea to evalua-
tion of the brand. The valuation of the brand through radical transparency is elaborated through several 
variants: the brand equity as a measure of the value of the brand, financial approaches to valuation of 
brands, integration of finance and marketing through the “best practice” approach for brand evaluation 
and the brand value chain. Thus, we conclude the efforts for the understanding, application and assess-
ment of the brand equity as a source of competitive advantage through the prism of radical transparency.

INTRODUCTION

The justification of all the theoretical knowledge in this book is verified through the evaluation of the 
brand, which is analyzed in this chapter. Gradually, we fully complete the concept: from idea to brand 
evaluation. The valuation of the brand through radical transparency is elaborated through several vari-
ants: the brand equity as a measure of the value of the brand, financial approaches to valuation of brands, 
integration of finance and marketing through the “best practice” approach for brand evaluation and the 
brand value chain. Thus, we conclude the efforts to understand, apply and assess the brand equity as a 
source of competitive advantage through the prism of radical transparency.

The brand is materialized in several ways. The most immediate and most obvious is through the sale 
of products / services to consumers. The combination of price, quantity and frequency of purchase cre-
ates the volume of sales of a business. This is the basis for the profits and, ultimately, the shareholders’ 
value. The share price of the company moves depending on the expectations for the future ability of the 
company to generate revenue and to extract profit.
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The Brand as an Intangible Asset

Intangible assets are turned into a key factor for the shareholders’ value. In the past 25 years the average 
value of the index price / book value of tangible assets calculated for companies whose shares form the 
S & P 500 (weighted index which is calculated since 1957 from the prices of the 500 most liquid shares 
of companies with the largest market capitalization in the United States) is about 3.9, which means that 
investors evaluate these companies almost four times more than their net material assets (Figure 1).

In this context, it is important to note that the index S & P 500 includes a wide range of B2B com-
panies as well as companies from the energy and industrial sectors that traditionally have high material 
assets in the balance sheets. The analyzed period also includes several business cycles and “bulls” and 
“bear” stages in the stock markets. The average value of the ratio price / book value of tangible assets 
of companies in the S & P 500 is gradually increased from an average of about 1.4 at the beginning of 
the 1980s to an average of about 3.1 in the mid-1990s. The index rose in the late 1990s and exceeded 
the value of 7 during the dotcom boom of the companies, and returned back to 2.7 in 2008/2009 during 
the stock market crash (Salinas, 2009).

The long-term value of the index price / book value of tangible assets in the amount of about 3.9 
indicates that the material assets of the company represent about a quarter of the value that investors 
assigned to the company. The remaining three-quarters are related to: patents, business systems, distri-
bution rights, brands, databases and quality of management and employees of the company. Although 
the book and market value are only partially comparable, share price reflects investors’ expectations for 
future cash flows from the business, so, the ratio price / book value of tangible assets provides a clear 
indication that investors perceive the value of the company in its intangible assets.

Ultimately, brands represent the relationship between the company and its customers, which are the 
main generators of revenue. This is supported by the fact that in 2010 the US consumption associated 
with the brands represented 72% of the US gross domestic product (Quelch and Jocz, 2010). This means 

Figure 1. Value of ratio price / book value of tangible assets of companies in the S&P 500
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that almost two-thirds of the GDP of the world’s largest economy is connected with the brands and their 
value generation.

• Growing Recognition of the Value of Brands: In 1988, Nestle bought Rowntree for 2.8 bil-
lion British pounds, or five times more than its book value, and the following year Philip Morris 
bought Kraft Foods for 12.9 billion dollars, an amount six times higher than the book value. 
About 90% of this value was due to the value of the portfolio of product brands of Kraft Foods 
(Bharadwai, 2008). Such high multipliers of the cost of acquisition demonstrate the importance of 
brand value and intangible assets against tangible assets. This trend has led to increased interest in 
the brands, both from professional accountants and the managerial elite. Britain is the first country 
that responded to this question by introducing Financial Reporting Standard 10 in 1998. In 2001 
followed the US Financial Accounting Standard 141, and in 2005 the International Accounting 
Standard 3 was published, which is an internationally harmonized accounting treatment of good-
will in mergers and acquisitions. Since then, many world famous companies such as: Coca-Cola, 
Vodafone, AT & T, P & G, Prada, L’Oreal etc. have included the value of their brand in their fi-
nancial statements (Tollington, 2002). However, the complexity of branding, according to current 
management thought, does not correspond with the accounting approaches.

• Brands and Value to Shareholders: The specific value of brands that contributes value to share-
holders is most clearly demonstrated by the survey called “The Best Global Brand”, published 
in Business Week, whose results are published every year, starting from 2001. This ranking has 
the greatest influence on the boards of directors of companies around the world (Table 1). This 
research clearly highlights the importance of branding in almost any discussion among executives 
around the world. According to Business Week publications, brands on average are worth about 
a third of the total shareholders value (http://www.interbrand.com/en/best-global-brands/2013/
Best-Global-Brands-2013.aspx).

Results from similar studies (Milword Brown and Brand Finance) show the same. For example, the 
value of McDonald’s, according to the average value of the brand from the three studies represent 50% 

Table 1. Value of selected brands according to researches on brand value in 2013

Brand Value in Million 
US Dollars

Business Week / 
Interbrand Millward Brown Brand Finance Average % From Market 

Capitalization

Apple 98.316 185.071 87.304 123.564 24%

Google 93.291 113.669 52.132 86.364 25%

Coca-Cola 79.213 78.415 34.205 63.944 36%

IBM 78.808 66.662 37.721 61.064 32%

Microsoft 59.546 69.814 45.534 58.298 18%

McDonald’s 41.992 90.256 21.642 51.297 50%

GE 46.947 55.357 37.161 46.488 17%

Samsung 39.610 21.404 58.771 39.928 20%

Toyota 34.346 24.497 25.979 28.274 16%

Intel 37.257 13.757 21.138 24.051 19%

http://www.interbrand.com/en/best-global-brands/2013/Best-Global-Brands-2013.aspx
http://www.interbrand.com/en/best-global-brands/2013/Best-Global-Brands-2013.aspx
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of the market capitalization of the company. Ratings clearly demonstrate that the brand contributes 
significantly to the value of shareholders, irrespective of the market focus. For example, in the case of 
IBM brand represents 32% of the shareholders value. For most of the companies, the brand is actually 
the most important asset of the business.

Studies use the results for the brand value from “The Best Global Brand” publications to show the 
impact of the brand on the value of shareholders. These studies compare the performance of companies 
with a strong corporate brand with the performance of the market portfolio consisted of all other shares 
of companies listed on stock exchanges in the United States. According to the findings, the portfolio 
which is based on brand value significantly exceeds the market portfolio, both according to the risk and 
yield. “The brand portfolio” showed monthly yield of 0.64%, or 48% better yield than the market portfolio 
which included the other companies that were not part of the brand portfolio. At the same time, the brand 
portfolio weighted by the brand value has had a significantly lower risk than the market portfolio. The 
value of beta was up to 0.85, or 15% less from the market portfolio (Fehle et al, 2008). This research 
clearly shows that strong corporate brands support high rate of return, higher from the market portfolio, 
at significantly lower risk. Similar studies based on the value of brands, also show that the performance 
of shares of companies with strong corporate brands exceeds the value of the key stock indices (S & P 
500 et seq.) (Kalwarski, 2009).

The brand value is associated with the company’s market capitalization. For example, the high value 
of the brand neutralizes cyclical influences in the industry, earnings or negative consequences of peri-
ods of recession and weak sales. During such conditions, consumers tend to spend less. So, the limited 
spending is directed to known and recognized brands and so, sales of their products does not decrease 
by such dynamics as the industry average. The brand also provides protection from existing and potential 
competitors, thanks to rising consumer loyalty. In general, companies with strong brands do not suffer 
much from external threats, and are facing less financial distress.

There are three main reasons why the top management became so interested in the issue of the 
brand: to manage and improve the performance of the company through increased sales revenues; top 
management needs to know the exact brand value when it involves in financial transactions; to meet the 
accounting requirements for intangible assets. (Hollis, 2010).

The History of Brand Valuation

The valuation of brands has emerged as a result of the boom in takeovers in the 80s when with high 
leverage many undervalued companies were undertaken. Such transactions reached a value of up to 
several billion dollars and their record in the financial statements was necessary. Adding the brand 
value in the balance sheet of the individual companies stirred a long debate among key constituents for 
the treatment of brands and their value as intangible assets. Finally, the debate resulted in changes in 
the balance sheet and the new accounting standards for recording intangible assets worldwide. More 
importantly, the financial function within the company was constantly burdened with the question of 
the valuation of brands from a practical point of view, trying to find common ground between finance 
and marketing. In the past two decades many approaches and methodologies for valuing brands were 
developed. Although the debate between the financial and marketing community over the appropriate 
method for brand valuation is still fierce, we can still draw some general observations and guidance.

There are many approaches and models for determining the value of the brand. However, all relevant 
approaches, in principle, can be systematized in three categories. The first category consists of mod-
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els that are based on marketing research in order to measure different dimensions of the brand, and to 
evaluate the relationship consumers have with the brand. These models are categorized under the term 
“brand equity” models. All these models provide important insights for the brand value, but no economic 
assessment of the brand is achieved. The second category of models and approaches to valuing brands 
consists of purely financial approaches that are designed to provide financial brand value. This category 
brings together more methods, classified as methods based on income, and comparative approaches. 
Besides financial value, they provide little information about the relationship between consumer per-
ceptions and intentions and generating non-financial value. The third category combines financial and 
marketing approaches and models in order to fully understand and assess the value of the brand. These 
models result in financial sum based on the perceptions of consumers and financial analysis. Only few 
models systematically integrate financial and marketing analysis. (Lindemann, 2010).

THE BRAND EQUITY AS A MEASURE OF THE BRAND VALUE

At a time when financial markets began to recognize the value of intangible assets, the leading academ-
ics from the United States (in the early 90s) tried to conceptualize the brand as an asset of the business. 
The result was the concept of the brand equity (Aaker, 1996). Despite the use of the term “equity” this 
framework consists of a combination of measures obtained through marketing research. The model was 
later expanded by Aaker which has included measures of other models, primarily from Y & R and In-
terbrand (evaluation of the brand as an asset and assessing the strength of the brand, respectively). The 
framework for evaluation includes the following indicators: 1. Willingness to pay a premium price; 2. 
Satisfaction / Loyalty; 3. The perceived quality; 4. Leadership / Popularity; 5. Recognition and respect; 
6. Perceived value; 7. Personalities; 8. Trust and admiration for the company; 9. Differentiation; 10. 
Market share; 11. Differences in price; 12.Coverage / Depth of distribution (Aaker, 2004).

As it can be seen from the list, this model serves more as a transparent guide to the issues and topics 
that should be taken into account during the brand valuation, rather than a clear quantitative model. Aaker 
noted that, although all these measures have diagnostic value, the efforts of the management should focus 
on at least one and up to four relevant indicators. The choice of a relevant indicator requires an educated 
assessment as weighting factors can be a conceptual and statistical challenge. Aaker suggests that using 
the same weight for equal weighting of all variables would be a good starting point. As a single measure 
of brand equity, Aaker (1996) favored the price premium as the most appropriate indicator.

The Aaker’s brand equity model is very useful as it provides a list of verified and relevant standards. 
It also clearly demonstrates the seriousness and complexity of measuring the economic value of the 
brand. But the model does not include two key elements that are critical for establishing and managing 
the economic value of the brands. The first element is the relative importance of prioritization of dif-
ferent dimensions. The different dimensions overlap and it is not clear how much they depend on each 
other. Understanding the relative influence of each element is critical for identifying and managing the 
creation of brand value. Second, the framework lacks conceptual link to creating financial value. Eco-
nomic evaluation of the brand is incomplete unless directly related to the financial results of the business. 
In general, the framework of the Aaker’s brand equity model provides useful insights and concepts for 
evaluating the brand, but cannot provide full economic assessment of the brand.

After Aaker, Keller developed an approach for determining the brand equity in the form of a pyra-
mid. The base of the pyramid is the core of the brand. The next level splits the brand to its rational and 
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emotional aspects that are measured by the performance and image. The next level is about consumers’ 
feelings and estimations of the brand. On top of the pyramid is the brand resonance, measured by the 
loyalty, interconnection, togetherness and commitment. The relationship between the consumer and the 
brand can be measured through their position at the pyramid - the level of commitment and affection 
towards creating a certain rational and emotional connection (Keller, 2009).

While Aaker formulated the brand equity manifest, several companies specialized in marketing re-
search, developed new models that provide an integrated approach to brand equity based on the relative 
impact of the various dimensions of the brand. One of the most important and frequently used approach 
is called Brand Asset Valuation (BAV) developed by Y & R in 1993. BAV is a model for measuring 
the brand equity based on a standardized questionnaire that is used to evaluate thousands of brands in 
markets around the world. As such, it is one of the largest and most consistent marketing research. The 
model is based on a questionnaire composed of 32 questions involving four major dimensions of the 
brand: differentiation, relevance, appreciation and knowledge. Differentiation measures how a brand is 
different from other brands. The relevance measures how important the brand is for consumers’ needs. 
The appreciation measures the popularity and perceived quality of the brand. Knowledge measures the 
level of understanding that consumers have of the brand. BAV measures the “health” of the brand by 
mapping the results of the survey into a two-dimensional matrix called the power network. The X-axis 
measures the importance of the brand, expressed as a result which multiplies appreciation and knowl-
edge. The Y-axis measures the strength of the brand as a product of differentiation and relevance. Brand 
equity can be assessed depending on its position in the power network. Because it is a square matrix, 
the best brands are in the right upper quadrant. Here healthy and leading brands that have high scores 
in both dimensions are found (Hubbard, 2010). According to studies conducted in 2009, the brands in 
electronics, including: SONY, LG, Samsung, Duracell and Energizer were commonly encountered in 
this quadrant. In the lower left quadrant emerging brands appear, which typically have weak position and 
fail to develop. This quadrant meets: Blaupunkt, Loewe and Technics. The upper left quadrant consists 
of growing insufficiently differentiated brands, such as: Miele, Dyson and Bang & Olufsen. In the lower 
right quadrant are popular and well established, but “tired” descending brands, such as: Whirlpool, GE 
and Toshiba (BAV Electronics, 2006, http://bavconsulting.com/).

BAV is an original study on extensive marketing research which provides interesting insights and 
guidance. But it does not provide a direct connection with the creation of economic value. This model 
reveals the importance and differentiation as key factors to increase the value of the brand, and indirectly 
the value of shareholders. However, high-performance brands according to this model’s criteria do not 
necessarily lead to the creation of financial value. Attempts to incorporate financial data provide addi-
tional insights that are still quite common. As such, BAV is usually used to identify and analyze trends, 
but not to understand and quantify the financial value of the brand.

Another important approach that tries to assess the brand equity, based on marketing research is the 
BrandZ study by Millward Brown. Similarly to BAV, BrandZ is a quantitative study of the brand equity 
which is conducted annually, starting from 1998 (www.brandz.com). BrandZ interviews consumers 
about brands from different industries which they regularly buy. Respondents valued brands over their 
competitors. According to the creators of BrandZ, this provides important insights because respon-
dents are well familiar with the brands and business they assess. The BrandZ database is quite large 
and consists of over 650.000 consumer interviews, comparing over 25.000 brands. Through a series of 
statistical analysis, the study identifies several key parameters for evaluation. The so-called brand dy-
namics pyramid plays a central role. The pyramid consists of five levels of hierarchy. The lowest level 

http://bavconsulting.com/
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is called presence and represents the familiarity of respondents based on historical tasting, presence and 
knowledge of what the brand offers and promises. The next level is the relevance (significance), which 
assesses whether the brand is relevant for the consumers’ needs, has an appropriate price and can be 
taken into account during the purchase decision. The third level is performance. Here the performance 
of the product / service is rated - whether the brand is an integral part of the consumers’ shortlist. The 
next level is called advantage and is associated with emotional and rational advantage that has been 
recognized against other brands in the industry. The highest level of the pyramid is called connectivity 
and refers to the rational and emotional ties with the brand that cause prejudice to the other brands in the 
industry. The higher the level of the pyramid, the stronger the relationship’s commitment to the brand. 
The brand dynamics pyramid is a model which is a hierarchical progression from brand awareness to 
brand loyalty. The pyramid shows the number of respondents in each level. With additional research, the 
relationship between the range of respondents and their purchase behavior can be tested and verified. 
Statistical analyzes support the relationship between the pyramid level and consumer loyalty. Based 
on these assessments, the likelihood of purchase and re-purchase are determined, depending on the 
pyramid level. Of course, loyalty increases along with the pyramid level. Also, the volume of spending 
dedicated to the brand increases with the same dynamics. As respondents are moving to a higher level 
in the pyramid, the so-called participation in the wallet increases. The BrandZ model is distilling the 
complexity of the research in one key performance indicator called brand voltage which measures the 
growth potential of the brand. Brand voltage is calculated from the result of the level of connectivity 
at the pyramid and data for revenues within the industry. The brand with positive voltage has potential 
for market share growth and resistance to competitors’ activities. The brand with negative voltage has 
a low potential for growth and is much more vulnerable to competitors’ activities (www.brandz.com).

The success of the brand valuation and the request for linking branding with the creation of economic 
value motivated Millward Brown in 2006 to create the approach for brand valuation based on the results 
from the BrandZ study and to publish it as a response to the study “The Best Global Brand”, including the 
100 best brands worldwide (Financial Times, 2009). This model follows the established triple analysis that 
became the basis for all the models based on the brand revenues. First, the total profits of the company is 
determined and allocated to certain product brands, markets and countries of operation (using publicly 
available financial data from stock exchanges, Bloomberg, Datamonitor and own research). Second, 
the portion of earnings which comes directly from the brand equity is calculated according to the brand 
dynamics pyramid. And the third step, a brand multiplier based on the analysis of the brand momentum 
is calculated. The brand momentum is an index of short-term brand growth (one year) compared to the 
average rate of growth of all brands that are part of the BrandZ database. The brand momentum index 
is measured on a scale of 1 to 10, where 10 indicates a brand with the highest potential for short-term 
growth. It is calculated upon three inputs: the likelihood of an increase in market share, the expected 
growth of the sector or industry in which the brand operates and the potential growth of the economy as 
a whole. Finally, the value of the brand is a simple product between the “branded” earnings, the brand 
contribution and the brand multiplier (http://www.millwardbrown.com/BrandZ/default.aspx).

This model is lacking transparency, for example it insufficiently explains the calculation and assess-
ment of the brand voltage, the brand momentum, short-term growth rates, and the method of weighting 
and combining all other inputs for calculating the brand multiplier. Thus, the results can be surprising. 
According to the survey from 2011, Coca-Cola and Philip Morris had a brand momentum of 8 and 9, 
respectively, despite their position in mature markets with a declining business in some countries. On the 
other hand, Google and Intel had brand momentum of 3 and 2, respectively, while operating in dynamic 

http://www.brandz.com
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technology markets. Since the height of the indicator should represent future cash flows, it appears that 
the aforementioned examples are contrary to market and industry trends. This causes a lack of confi-
dence and reliability in the results (Financial Times, 2009). From the marketing research perspective, 
BrandZ study provides interesting insights, as a result of the depth of the research. This model provides 
an analysis of the brand equity which is useful when evaluating brands. This analysis has similarity with 
other studies of brand equity based on a survey at a large scale. But as for the other, the results are not 
so easily turned into an evaluation method through which we can understand, evaluate, and ultimately, 
create economic value of brands.

The Nielsen Company, in collaboration with Keller, also, developed a model for valuation of brand 
equity, arguing that it provides a link with the creation of economic value. This model calculates the 
index of brand equity based on a survey of more than 2.400 different brands. The result for the brand 
equity is calculated based on respondents’ answers to questions pertaining to: favorability, recom-
mendations and willingness to pay a premium price. The index is in the range from 1 to 10 (10 is the 
maximum score achievable). The approach is relatively simple and contains all major components of 
the brand equity. The company claims it can correlate the results with the customers’ loyalty, but pro-
vides no explicit link with the financial results. This model assesses the economic value of the brand 
based on sales data. Annual brand sales are multiplied by a factor which represents the brand strength 
(a certain) percentage. The strength of the brand is assessed according to four key indicators. First, the 
attractiveness of the market has 15% share. This indicator assesses the attractiveness of the market in 
which the brand operates, depending on the scope and opportunities for growth. The second indicator 
is the brand acceptance at the market with a weight factor of 35%. This indicator shows how the brand 
operates on the market, which is its market share and growth rate, in value terms. The third indicator 
is the consumer acceptability which has the highest weight factor of 40%. Consumer acceptability is 
measured by brand awareness and brand consideration. The fourth indicator is the distribution coverage 
and brand availability. The established rates are applicable to normal annual brand sales. The result is 
called brand profits power. It is multiplied with a discount factor which represents the average market 
yield in order to calculate the brand value. This model assumes an unlimited life cycle of the brand, as 
well as a constant rate of return (The Neilsen Company, 2006).

The Nielsen approach is relatively simple and can be used on data that is already available for most 
companies. However, the model is simplified and lacks key elements. The biggest disadvantage are 
the financial assumptions. To use the assessment of the brand strength in order to determine its profit-
ability does not correspond to any established financial basis and is therefore treated as a hypothesis 
that requires further examination. The approach does not distinguish the brand from the other assets of 
the business. It starts with the assumption that the strength of the brand profit represents the financial 
return of the brand, and everything else relates to other costs and revenues arousing from the remaining 
assets of the business. This is a questionable assumption. The indicators of the brand strength include 
some of the most important measures, such as market share, awareness, consideration and distribution. 
The way they are calculated is somewhat vague, so it is difficult to evaluate them. On this basis, it can 
be concluded that there is no strong link between marketing and finance. The approach is not suitable 
for assessing the value of brands.

Another variant of the approach to valuation of brand equity is based on marketing research developed 
by Pricewaterhouse Cooper (PwC). The key concept is the price premium that consumers are willing 
to pay more than the lowest price known as the willingness to pay. PwC sees this measure as a final as-
sessment of the brand value. The model is based on an established research technique called trade-off 
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analysis that applies to product development and pricing research. Consumers choose between different 
offers and different price level. The result is a preference to pay relatively more than the cheapest of-
fer. According to PwC this reflects the preferences of consumers and is therefore plausible economic 
yardstick. The approach is limited due to the focus on price premium and the lack of visible economic 
and financial value (Cohen, 2005).

A very simple and understandable method for measuring brand equity is called net promoter index 
introduced by Richheld by Bain & Co. Companies calculate the net promoter index registering the 
consumers responses to a single issue, ranking them on a scale from 0 to 10. For example, based on 
the responses to the question: “How likely is it that you would recommend our company to a friend or 
colleague?” consumers can be categorized into three groups: promoters (range 9-10), passive (range 
7-8) and deterrent (range 0-6). Then, the percentage of deterrent is subtracted from the percentage of 
promoters to get the value of the net promoter index. The result of 75% or above is considered favorable. 
This approach has become popular because of its simplicity, but it does not offer more than a survey for 
consumers’ satisfaction. The main disadvantage of this model is the fact that the net promoter provides 
very little information about what impacts the financial performance of the business. Although it can 
be correlated with a certain latent structure of the brand equity, its superficiality defines it as an inap-
propriate method for a full assessment of the brand equity and the economic value of the brand, because 
it is not directly connected with any of them.

Within the models for brand valuation based on the brand equity a visible imbalance between the 
sophistication of the component relating to marketing research and the simplicity of the financial analysis 
is perceived.

FINANCIAL APPROACHES FOR BRAND VALUATION 
WITH(OUT) RADICAL TRANSPARENCY

The financial community “got aware” of the importance of intangible assets and brands in the 80s of the 
last century, when they realized major financial transactions between well-established brand portfolios. 
For example, Nabisco, American manufacturer of various food products for final consumption, was taken 
over by KKR for 31 billion US dollars. This transaction was based on existing cash flows of the brand 
portfolio of the target company. It was the largest takeover until November 2006, when it merged with a 
group of US hospitals chain HCA, which was estimated for valuable 33 billion US dollar (Bloomberg, 
2007). During the 80s other significant M & A transactions involving companies with strong corporate 
brands occurred (Investment Dealer’s Digest, 2003). These transactions not only show that intangible 
assets such as the brand are the most important assets of the business, but also pointed out the increase 
in the gap between book and market value of companies. From the 80s onwards the ratio price / book 
value of tangible assets of companies from S & P 500 began its long-term growth. For a decade, the ratio 
increased more than twice - from 1.1 to 2.6. Even in 2008-2009, one of the worst “bear market” in his-
tory, the ratio did not fall below 2.7, which means that investors assumed that intangible assets represent 
around 63% of the shareholders value (Financial Times, 2009). The gap between book and market value 
of companies showed that investors have recognized the advantage of intangible assets. As long as this 
gap was relatively small, the financial community has not treated this as an important issue. When the 
amount of goodwill was minor, this was the way the issue was solved, without significant impact on the 
balance sheet. But when the large acquisitions of strong brands appeared, the amount of goodwill jumped 
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dramatically to a level that seriously damaged the balance sheet of the aqusitior. The accounting treat-
ment was apparently unsynchronized with the economic reality. These events motivated the emergence 
of financial approaches for valuing brands which can generally be grouped into three categories: cost 
methods, market methods and methods based on the cash flow (Lindemann, 2010).

Costs Based Approaches

The cost approach to value an asset is based on the costs of acquisition. There are two types of approaches 
based on costs (Salinas, 2009). The first is the original costs approach that values assets according to 
the original cost of their acquisition. In the case of the brands, the original amount of the costs would 
be the sum of all identified investments made directly for the brand. This approach is relatively simple 
and, if there is accurate documentation it is easy to implement it. Although historical costs are interest-
ing for the calculation of return on investment, they do not provide adequate access for valuing brands 
because there is no clear link between past investment in the brand and economic benefits they generate. 
For example, GM has invested a lot of money in manufacturing brands such as Pontiac, Oldsmobile and 
Saturn. Today these brands are dysfunctional and significantly discounted. On the other hand, the value 
of the brand Red Bull has exceeded the value of investments in it (Cohen, 2005). The point in having 
brands as assets is that they create a lot more value than the monetary investment required for them. 
One significant investment in the brand is the brand concept - the basic idea for the brand, which is 
independent of the cost, but depends on the creativity of its development. Furthermore, for many long-
established brands it is almost impossible to follow and take into account all past investments connected 
to the brand. For leading brands such as Coca-Cola, Apple and GE it is almost impossible to calculate 
all brand investments. However, the main reason why the historical costs are not appropriate for valuing 
brands lies in the fact that there is an insignificant correlation between the money invested in the brand 
and the economic value that it creates (Tollington, 2002).

Replacement Costs Approach

Another more relevant approach is the replacement costs approach, which values asset on the basis how 
much it would cost to replace the asset in case it is acquired or created today. Replacement costs can 
be determined either by analyzing the current prices of assets or by adjusting the original cost with the 
inflationary factor. The replacement cost approach is economically more relevant because it is based 
on actual costs required for the acquisition of an asset. This approach is applicable for valuating assets 
for which the current prices are available and for which the application of the approach is a logical se-
quence. The method of replacement costs is appropriate for brand valuation in cases when the brand is 
not represented at the market or the level of brand awareness is negligible, i.e. when its value corresponds 
to the costs of brand development. This approach is inadequate for active brands because there is no 
significant relationship between the cost of establishing the brand and its economic value. For example, 
long-established brands like McDonald’s, Nivea or Sony are almost impossible to replace, because of 
their position in the market (Reilly and Schweihs, 2007). The cost methods are not appropriate for valu-
ing brands because there is no clear link between the cost of introducing and maintaining the brand and 
the economic value it creates.
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Market-Oriented Approaches

The market value approaches operate over the premise that an asset may be valued by the market price 
for an asset similar to it. In the case of valuation of companies, it can be the listed companies targeted for 
takeover. The price of the asset is assessed on the basis of a multiplier, calculated from annual income 
or profits (operating profit or net profit) and the purchase price or market value of the company. This 
technique is often applied in financial transactions. The relationship between the share price and the 
company’s profits (price / earnings ratio) is often applied to evaluate and compare the value of companies. 
For all the sophistication of financial modeling, value multipliers are used in most M & A transactions. 
The main benefit from the market oriented approach stems from the actual prices paid for similar assets. 
Indeed, the crucial point in this approach is comparability. In order to access this function, there must be 
a significant number of comparable transactions or listed companies to determine a reliable value. If it 
is difficult to find comparable companies or businesses, then it is almost impossible to find such brands. 
The companies with strong brands always involve additional funds. So, this comparative approach “does 
not get along” very well with the brand valuation. The market approach does not work well for brands 
because their main purpose is to be different and incomparable. If you take for example the companies 
Coca-Cola and Pepsi. Their businesses are perhaps the most similar that we can find. The product is 
almost identical, the companies have the same target markets and consumers, they have a very similar 
distribution system and charge a similar price for their product. Without the brand, their products would 
differ very little, but these two brands are very different in terms of image and value. Coca-Cola is the 
eternal market leader, and Pepsi is the eternal follower and challenger. Coca-Cola has a bigger market 
share and its average operating margin over the past five years is 8% higher than that of Pepsi. According 
to the “Best Global Brand” results published in Business Week, the Coca-Cola brand is worth 3.4 times 
its annual sales versus Pepsi which has a sales multiplier of 2.2 (Business Week, 2014). Coca-Cola has 
a stronger global press, while Pepsi is more focused on the US market. The example of these two brands 
demonstrates that brands are incomparable even in the same business. As a result, the market oriented 
approaches are not suitable for valuing brands because of the lack of comparable transactions and the 
original nature of brands. If there are comparable transactions and brands, this approach should be used 
as an additional method for evaluation, not as a first choice for brand valuation.

Approaches Based on Cash Flows

The approaches based on cash flows evaluate the asset according to a net present value of the cash flows 
which are estimated to occur during its economic life. This is the most widely accepted model and it is 
in line with the current theory of corporate finance. Thus, the method based on cash flows is the most 
commonly used method for valuing intangible assets, including brands.

There are several variants of this approach. The main difference between them is the identification and 
calculation of the specific brand earnings and the discount rate. The following three variants are analyzed:

First, the so-called method of multiple high earnings is based on the assumption that the cash flow 
can be generated from intangible assets only in combination with other tangible or intangible assets. In 
order to separate the intangible asset to determine its value, supportive inflows of funds are treated as 
additional costs for the assets. The approach identifies inflows from other assets, later subtracted together 
with the operating costs from the total revenue stream. So, certain cash flows are assumed to be gener-
ated by the intangible asset and are considered the basis for its valuation. The accounting offices often 
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use this approach for evaluating technologies and customer relations. The difficulty with this approach 
lies in the assumption of the amount of inflows from other assets and their subtraction. Undoubtedly, it 
is easy to determine inflows from tangible assets, while it is relatively difficult to determine inflows of 
intangible assets such as the brand. The accounting offices have prepared lists of fictitious costs for such 
assets. But the validity of some of these flows is uncertain. This approach is commonly used to satisfy 
the need for determining the value of a wide range of intangible assets and their proper recording in the 
balance sheet, in order to achieve a correct allocation of the purchase price (Salinas, 2009).

The second approach based on cash flows for valuation of intangible assets is the method of incremen-
tal cash flow. This method determines the difference between the cash inflow of the company with the 
relevant intangible asset and that of a fictitious company without the asset. This difference represents the 
additional cash inflow associated with the intangible asset and its discounting with a specific rate leads 
to the determination of its rights value. This approach is simpler than the previous version and makes 
an assumption for the cash flow generated from the specific intangible asset that is valued, rather than 
for the other assets of the business. This method works on the principle of exclusion, assuming that all 
earnings which are not a result from a specific intangible asset represent the return from other assets of 
the business. The approach is usually administered in the form of profit sharing and when the engaged 
capital is compensated, the remainder is being divided between the valued intangible asset and the other 
assets. This approach is used by many consulting companies such as Interbrand and Millward Brown, 
specialized for brand valuation. The validity of this approach depends very much on the quality of the 
method used to identify the earnings of all acquired intangible assets, as well as the brand (Cohen, 2005).

Another variant of the method of incremental cash flow is the approach to premium price. It is based 
on the assumption that brands can achieve price premium over the generic unbranded offer. This approach 
compares the revenue from the branded offer and those from the generic product and calculates the net 
present value of future cash flows arising from the established price difference. As previously mentioned, 
there are models based on marketing research which assess the brand according to the willingness of 
consumers to pay a premium price. The approach of premium price is used by many consulting firms, 
including McKinsey and PwC. This approach is flawed because it focuses on the price premium as the 
only source of brand value and starts from the assumption that there are comparable branded products 
and services at the market. In reality there are only a small number of generic products. In contrast, there 
are almost no generic offers, because all products and services are branded. Even the labels offered by 
supermarket chains have evolved into a unique brand. The price premium is not the only factor for the 
brand value, because the scope, frequency of purchase and support costs tend to be equally relevant in 
the creation of brand value. The premium price approach ignores key factors for the brand value.

The third commonly used method for valuing intangible assets is the method of royalties. This 
method is typically used for valuing brands and patents. It is based on the fundamental premise that 
external third party would be ready to pay a certain fee to use the brand which it does not possess. In 
this case, the value of the intangible asset is calculated as the present value of inflows from licenses. 
This approach is quite popular due to its simplicity and objectivity. However, the approach is another 
version for valuing intangible assets by comparison. This is a significant disadvantage of this approach, 
because it relies on the comparability of the rates of royalties. But compared with other methods, data 
on the height of royalties rates is not affordable. Many royalties agreements are not made public and 
include several intangible assets under a single rate of royalties. Also, many of the royalty rates which 
are part of the franchise agreements are related to additional costs that are not part of the calculation. 
Such hidden income can only be identified by analyzing the entire contract, and most of them are not 
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publicly available. The amount of royalty rates can move in the range of 1-20% of revenues, even within 
the same industry, they can significantly vary according to geographical areas and types of products. 
For example, the rate of royalties for a fashion brand for sunglasses and perfumes can be different. The 
same brand can be charged one rate of royalties in the US and another in China. In telecommunications, 
for example, royalties rate range from 2-8% (www.royaltysource.com). The diversity of the royalty rates 
complicates the application of this method. This approach works well in the case of many identified, 
comparable rates of royalties, but this is rarely the case of brands. This approach faces similar difficul-
ties as the market oriented approach. The originality of brands makes it difficult on comparability. The 
method can result in underestimation of the value of the brand, because the rate of royalties does not 
incorporate all the costs for ‘renting’ the brand. This approach also does not provide specific insights on 
creating brand value. Based on the stated disadvantages, this method should not be used as the primary 
method of brand valuation, but in combination with other methods, aimed for checking the results.

Most of the approaches based on cash flows focus on the financial component for valuing brands. The 
current debate on the valuation of intangible assets such as brands recognize that conventional financial 
approaches are not sufficient to determine their true value. This is why brands as specific intangible 
assets should be valued according to the specific progress of the earnings they generate.

THE BEST PRACTICE FOR BRAND VALUATION

Pure marketing research and financial-focused methods fail to provide complete, satisfactory results for 
assessing the economic value of brands, because the lack of understanding the marketing or the financial 
dimension. As a result, new approaches to brand valuation that integrate marketing and financial analysis 
into a complete model for evaluating the brand value are constructed. This method is often referred as 
the method of economic use. This method values the brand as part of the company and focuses on the 
added value provided by the brand. The approach appeared as a result of the need to go beyond the me-
chanical calculation of the financial value and to understand and manage the process of creating brand 
value. Several world renowned consulting firms have developed their own versions of the method of 
economic use, including: Interbrand, Brand Finance and Millward Brown.

One of the most famous variants of the method of economic use was developed by Interbrand, a 
consulting company that is a pioneer in the valuation of brands, since the early 80s. The initial ap-
proach was developed for financial goals, to help companies recognize the value of their brands and 
ensure its accurate measurement in the financial statements. The model is a relatively simple approach 
to multiplication. The basis for determining the profits arising from the brand is the operating profit of 
the business. Taxes and a certain rate of cost of capital is deducted from the operating profit to gain the 
profit from the brand. The multiplier is determined by evaluating the strength of the brand. The strength 
of the brand is measured on a scale from 0-100. The extremes of the scale are a theoretical concept. A 
completely unknown brand would score 0, while a perfectly known brand would result 100. The brand 
with 0 result would have the exact multiplier, so, no value. A brand with a score 100 would have a 
multiplier 20, which arises from the analysis of price / earnings ratios of companies with strong brands 
listed on stock exchanges worldwide. Values between the two extremes determine a curve shaped “S”, 
which reflects the relationship between the strength of the brand and brand value, i.e. the stronger the 
brand, the higher its value and vice versa. The strength of the brand is determined taking into account 

http://www.royaltysource.com


98

Evaluating the Brand With Radical Transparency
 

seven factors. Each one has a different maximum weight and the sum of the weight of all factors is 100. 
The weight factors are the following (Lindemann, 2010):

1.  Leadership (25/100): Assesses the extent to which the brand influences the market at which it 
operates. It is calculated by indicators of price level, depth of distribution and resistance on com-
petitive pressure.

2.  Stability (15/100): Refers to the loyalty of consumers, i.e. how much the brand is the “creator” of 
the market in which it operates.

3.  Market (10/100): Refers to the market where the brand operates. It measures the rates of growth, 
barriers to entry and the risk of structural change.

4.  Internationality (25/100): A geographical range of the brand, under the assumption - as many 
more markets and cultures the brand is able to penetrate at, that much the brand is valuable.

5.  Trend (10/100): Measures the ability of the brand to be (remain) contemporary and relevant in the 
market.

6.  Support (10/100): Measures the amount of marketing expenses, and management of the brand 
content.

7.  Protection (5/100): Measures the level of legal protection, including the registration and brand 
management.

The model which is based on the strength of the brand is one of the most consistent approach to brand 
valuation used by Interbrand. Although the company each year adjusts the model with the necessary 
changes, the principles for determining the strength of the brand are basically unchanged. The company 
so far has made two significant changes to the model. First, they replaced the multiplication by calculating 
the net present value (NPV) of the specific profit from the brand. Second, they introduced an element of 
profit sharing called “role of branding,” which separates the profit realized by the brand from the profit 
which is the result of other intangible assets (Perrier, 2008). Replacing the approach of multiplication 
by calculating the net present value resulted in the use of discount rate, rather than a P / E multiplier in 
order to calculate the brand strength. The model assumes that the company with the strongest possible 
brand receives a score of 100 and its risk is similar to that of government bonds. The discount rate varies 
depending on the brand strength; the weaker the brand, the higher the discount rate, and vice versa (Best 
Canadian Brands, 2010). With these adjustments, Interbrand defines the basic elements of the method 
of economic use that values the brand   in the context of owner and user. This approach consists of three 
key elements: financial forecasting of earnings from intangible assets; identification of the earnings 
from the brand; and assessment of the strength of the brand to determine a specific discount rate. The 
detailed steps are as follows:

1.  Financial Forecasting: The company anticipates current and future revenue specific to each brand. 
Then the operating costs, taxes and certain rate as the cost of capital engaged are subtracted in 
order to get the economic profit.

2.  Brand Profit Analysis: This section assesses how much of the profit was realized thanks to the 
brand. The role of the brand measures the brand influence on the consumers’ demand and the point 
of purchase. With the help of this indicator, the profit from the brand is calculated.

3.  Brand Strength Analysis: The seven factors for the brand strength set the discount rate used to 
calculate the NPV of the specific brand earnings.
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Based on these three steps, Interbrand calculates the brand value as the net present value of future 
earnings from the brand.

Another company that has developed a similar method of economic use is Brand Finance. Their 
approach is very similar to Interbrand, but differs in certain aspects of the brand analysis. Brand value 
is calculated as the net present value of expected future brand earnings. Their methodology follows the 
following steps (Lindemann, 2010):

1.  Financial Forecasting: Brand Finance prepares a five-year forecast of revenues based on data 
from the company, analysts’ estimates and macroeconomic data. The company also calculates a 
final growth rate as a basis for calculating an infinite flow.

2.  Specific Brand Earnings: To identifying specific brand earnings, Brand Finance uses the method 
of royalties. Based on published data, they identify and select rates of royalties for brands that are 
assumed to be comparable to the brand that is evaluated. A notional commission rate is calculated 
from comparable royalties rates and used to calculate the brand earnings - their extraction from 
the total revenues. The potential drawback (trap) in this model is the assumption of comparability, 
which was previously discussed. In order to create value, brands need to be different, and therefore 
should not be compared.

3.  The Brand Rating: Like Interbrand, Brand Finance measures the strength of the brand on a scale 
of 0-100, depending on a number of attributes, such as the presence of the brand, emotional con-
nection, market share and profitability. The rating of the brand serves as a standard for strength, 
risk and future potential of the brand in relation to its competitors, and the same is presented on a 
scale which is graded from AAA to D. The results of the ranking are defined as follows: AAA - 
Extremely strong brand; AA - very strong brand; A - strong brand, BBB-B - average brand; CCC-C 
- weak brand; DDD-D - descending brand.

The rating of the brand turns into “beta of the brand”, but it is necessary to take into account addi-
tional factors such as geographical presence and reputation, which are outside the designated attributes 
for rating. The brand beta determines the discount rate used in calculations of future brand earnings. The 
brand value is the net present value of the estimated future earnings. The Brand Finance model relies 
on the comparability of the rates of royalties in order to determine the specific profit from the brand. 
However, in many industries, royalty rates may vary with several percentage points, making the final 
assessment quite subjective.

Another variant of the method of economic use is provided by Millward Brawn, which is based on 
the BrandZ study to determine the value of the brand equity. This approach was discussed earlier in this 
chapter. Besides these basic, internationally recognized and applied approaches for brand valuation, 
there are many more variations on this theme. Several studies have identified over 40 models for valu-
ing brands (Zednik and Strebinger, 2008). Although, in general, most are similar, all claim to use their 
own tools for research and analysis in order to determine the value of the brand. The methodologies of 
Interbrand, Brand Finance and Millward Brown became dominant through the rank - lists of brands that 
these companies disclose on an annual basis. Although there are many other variations of the method 
of economic use, most of them follow a similar framework. A survey of the range of brands announced 
by consultancies shows that various methods produce different results for the same brand. Differences 
in input assumptions and inputs for each model account for the differences in the value of the same 
brands. These findings have been confirmed by several studies, including a more significant one from 
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a German magazine in 2004. The publication asked nine different agencies for valuing brands to evalu-
ate the fictitious company for retail trade of - chain of gas stations called Tank AG. The results showed 
large differences in value, starting from 173 million to 958 million, representing a difference of 454% 
(Markenbewertung - Die Tank AG, Absatzwirtschaft, 2004). However, it would be counterproductive 
to think that the valuation of brands is not a serious discipline because of differences in individual ap-
proaches and the results thereof.

All financial valuations are based on assumptions set in a time interval. The targets for the share price 
in the next 12 months for stable brand such as the Coca-Cola Company’s acquired from 11 top analysts 
who continually monitor the company had a variance of 30% on 31.08.2009 (Financial Times, 2011). 
The 2008-2009 showed that the change in conditions can quickly and significantly affect the valuation, 
especially in the capital markets. The assessment of the value of inputs is of great importance and impact 
on the results and validity of the evaluation.

The need to establish a common language and to clarify the valuation of brands wake up several 
initiatives. The German Standardization Office - Deutsches Institut für Normung (DIN) has initiated a 
working group to create ISO standard for valuing brands (DIN ISO, Project Brand Valuation, www.din.
de). There is already such a standard for marketing research. According to them, such a standard would 
ensure transparency and quality that will raise the reputation of this discipline and will provide relevant 
valuations of brands.

The “Best Practice” Approach for Brand Evaluation

Between the theory and practice of valuing brands a kind of consensus was “born” that is distilled in a 
tested and recommended framework for valuing brands. The analysis of the various approaches for valu-
ing brands showed that the appropriate model should integrate marketing and financial analysis, without 
sacrificing any of them. The approach should keep up with the current theory of corporate finance as 
well as the practice of capital markets and the industry. The basic model for brand valuation should result 
in NPV of the expected future earnings of the brand. The approach for brand valuation should focus on 
assessing the specific process of creating brand value. The utilization of the method of rates of royalties 
and similar comparative methods can be used to check the analysis, but they are not part of the basic 
model. The cost methods are useful only when the brand still does not have a significant (measurable) 
impact on the market. After a thorough analysis of the various models for valuing brands, the approach 
that follows stand out as the best practice approach for brand valuation (Lindemann, 2010). The model 
consists of five key steps, presented in Figure 2.

First Step: Market Segmentation

The brand often covers more than one market segment, which is reflected in creating brand value. For 
example, brands like: Samsung, Siemens and GE produce a wide range of products for many different 
customer groups. The brand Samsung may have more influence on the consumer’s decision to buy a 
TV, but the impact of this brand on a semiconductor purchase may result in higher financial gain. This 
is a crucial information for managing the brand because it affects the positioning, communications and 
investment. The purpose of segmentation is to identify segments relevant to the brand for which there 
is sufficient marketing and financial data. Once the appropriate segmentation is completed, brand valu-
ation is carried out in each of the identified segments. The amount of the valuations of each segment 
represents the total value of the brand (Keller, 2007).

http://www.din.de
http://www.din.de
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Second Step: Financial Analysis

The brand operates “outside” of the business by attracting and providing consumers’ demand. Demand 
turns into price, volume and frequency. Financial projections assess the revenue that is expected to be 
generated by the brand in future. The purpose of the valuation of the brand is to determine the useful life 
of the brand as an asset. In most cases the brand is evaluated assuming a continuum, i.e. the evaluation 
covers all the expected earnings of the brand in future, if there is no particular limitation (duration of a 
contract or alike).

In order to prepare the forecast, the first step is to identify past and current earnings that the brand 
generates, followed by determining the costs and required capital needed to achieve those revenues. 
When evaluating the corporate brand for companies that do not have special product brands, financial 
information for the company in general and for the brand are identical. For companies that have multiple 
product brands, financial data should be identified for each specific brand, and then for the corporate 
brand as a whole. Although past and current analyzes provide guidance, the main focus should be set 
on the expected brand performance, based on a thorough analysis of the microeconomic and macroeco-
nomic conditions in which the brand operates. It is always important to compare the final estimation of 
revenues with historical performance and those of competitors.

Expected demand for the brand products / services is represented by the selling price and volume, 
converted into an expected revenue stream from the brand. Then, all the necessary operational costs 
are subtracted in order to get the profit before tax, interest and amortization (EBITA). The calculation 
continues by calculating the amount of taxes and the cost of capital, which is deducted from EBITA. 
The cost of engaged capital is an adequate rate of return needed to compensate the used resources. The 
weighted average cost of capital (WACC) is considered to be an adequate rate of return for the engaged 
capital. After deducting the amount of taxes and the cost of capital, the rest is profit from intangible as-
sets. The result of the financial analysis is the forecast of the profit from intangible assets arising from 

Figure 2. Methodology for evaluating the brand
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the revenue stream created by the brand. In most cases, the evaluation consists of two periods of forecast-
ing: an explicit and detailed forecast that, on average, applies for a period of 5 years; and an estimated 
cash flow as an infinite annuity calculated from the net inflow from the last year (in this case year 5), 
multiplied by the long-term growth rate. Although most of the efforts are dedicated to the preparation 
of a detailed forecast, the influence of the infinite annuity is much higher and reaches up to 2/3 of the 
total brand value (Salinas, 2009). Forecasting is not an exact science, in which many economic and 
financial experts after the crisis in 2008-2009 were convinced. Modeling and subjective assessment 
should complement each other to achieve the best possible forecast. Financial analysis includes available 
integrated marketing data in order to avoid separate implementation.

Third Step: Brand Impact

Profits of intangible assets represents the return of all intangible assets of the business. To complete the 
brand valuation, it is necessary to identify the specific income from the brand. This means that the income 
from intangible assets should be divided to profit from the brand and profit from other intangible assets. 
The specific profit from the brand can be identified in different ways, most of which already explained 
previously in this chapter. A starting point is the identification of the way the brand creates demand and 
consequently, revenues. This requires analysis and discussion over the consumer’s purchase decision (Ja-
coby, 2001). Modern research techniques can provide a detailed explanation of the reasons for purchase, 
the selection process and how consumer perception affects them. The latter is a good measure of the 
relative impact of the brand. To assess how consumers perceive the brand and then how this perception 
leads to a purchase decision, you need to prepare and analyze relevant data from the market research. 
Most companies practice various studies and researches on the subject. Research methodologies can 
be qualitative and quantitative. Ideally, the marketing research is specifically designed to identify and 
understand the factors that influence the purchase decision and how the brand affects them. However, 
due to the relatively high costs, many companies use the data from existing researches. In many cases it 
is quite possible to find a way to incorporate existing data in an appropriate model.

The first step in assessing the impact of the brand on the consumers’ purchase decision and the rev-
enue is to identify the reasons why consumers choose to consider, and then buy the product / service of 
a particular brand. The impact of perceptions on the functional benefits from the brand is very important 
for B2B brands, where the emotional benefits are significant, but not as much as with the product brands 
intended for final consumption.

Once you identify the key factors influencing the purchase decision, they should be evaluated accord-
ing to their relative importance or impact on the purchase decision. Through the process of statistical 
analysis, the results can be translated into a clearly defined factor influencing the purchase decision. 
Once you assess the relative importance of these factors, the impact of the brand is determined. It is 
important to analyze the brand impact on the factors taking into account that they are not isolated - the 
brand represents all the perceptions for the company and its products / services. The brand is measured 
by a two-stage approach. First, the percentage of influence of each factor on the purchase decision is 
determined, Figure 3.

Once you determine the percentage of impact of each factor, the brand impact on each of the factors is 
evaluated, which is actually a percentage of influence that brand perceptions have on each of the factors 
influencing the purchase decision. Individual results are summed up to compose the overall brand impact.
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The brand impact varies depending on the factors and the brand itself. The greater the impact of the 
brand, the more the purchase decision depends on the brand. At the market for final consumption and 
luxury goods, the products have an average brand impact of 60-90%, because most of the purchase fac-
tors are influenced by the brand perceptions. The products of Coca-Cola, Louis Vuitton and Nivea are 
being bought because of the strong influence that brand perceptions have. Although all these products 
deliver physical value, consumers’ perceptions are the cause for a purchase decision. The products have 
a relatively high quality within their segment, but consumers’ demand for these products is created 
through emotional perception of the brand. Thus, the impact of the brand is very high and dominates the 
purchase decision. The particular product, service or distribution support the creation and maintenance 
of brand perceptions. In some industries the range of brand influence is really wide, Figure 4. These 
include durable goods for final consumption, such as automobiles, electronics and electrical engineering. 
In these segments, the brand impact can vary between 45 and 70% (Lindemann, 2010).

For brands like: Apple, BMW, Audi, Porsche and Mercedes-Benz, despite the engagement of cutting 
edge technology, brand perceptions determine the purchase decision. Without the brand perceptions for 
Porsche, the car would still be well-designed, stylish, with sophisticated engineering, but customers will 
miss the prestige and status that this brand is presenting.

Figure 3. Evaluation of the brand impact

Figure 4. Average brand impact in certain industries
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Most B2B brands have a brand impact between 25 and 50%. Companies in this segment also have 
high brand impact, because it is difficult to measure the performance that they deliver. These compa-
nies operate relying firmly on their reputation which illustrates the impact that brand perceptions have 
in choosing a suitable supplier. Brands with low brand impact can be found within consumer products 
and special segments where non-brand factors predominate. Examples can be found within chains of 
petrol stations where the price and location are key factors and the impact of the brand is below 25%. As 
previously mentioned, the brand impact varies greatly in different segments, product lines or geographic 
areas. Toyota and Honda have a higher brand impact in Asia and North America than in Europe, where 
they are bought predominantly due to functional use, with little or insignificant emotional benefits 
(Lindemann, 2010).

Because the brand impact measures the relative contribution that the brand has in the purchase de-
cision and revenue generation, it is the most appropriate measure for determining the specific income 
from the brand. The brand profit is calculated as the product of the profits of intangible assets and the 
percentage of brand influence. The analysis of the brand impact is an important management tool for 
understanding and managing the creation of brand value. Company’s marketing and investment strate-
gies can be optimized through a detailed analysis of the factors influencing the purchase decision and 
how they affect brand perceptions.

Fourth Step: Discount Rate

Once you complete predicting the brand profits, you need to determine the appropriate discount rate for 
calculating the NPV of the profits from the brand, which actually represents the brand value. According 
to CAPM: Capital Asset Pricing Model, the discount rate represents the relationship between the risk 
and expected return. Potential investors should be compensated in two ways: time value of money and 
risk. Time value of money is represented by the risk-free rate that compensates the investment of money 
for a long period of time. The most suitable risk free rate corresponds to the interest rate of government 
bonds. The discount rate should also reflect the risk of the expected brand earnings, in terms of the 
risk-free rate. The high discount rate indicates high level of risk that profits from the brand would be 
realized according to the projections. The higher discount rate results in a lower NPV and vice versa. 
The discount rate should reflect the likelihood that the brand will deliver the expected income. In the 
valuation of companies, according to CAPM, the discount rate represents the average cost of capital 
(WACC). This calculation represents the weighted contribution of all sources of financing. The cost of 
equity is the risk-free rate plus the risk premium, adjusted according to the specific beta of the com-
pany. Most practitioners use a premium in the range of 3.5 to 7 percentage points (Cohen, 2005). The 
amount of the premium is then adjusted for the company’s share volatility relative to the market as a 
whole, measured by beta. The cost of debt is the effective rate that the company pays on its debt. The 
problem in using WACC for brand valuation is that it is based on evaluation of all assets of the business. 
According to some experts is a wide category to be used for valuing brands and does not represent the 
specific risk of the asset (Salinas, 2009). Basically, this is true because different assets have different risk 
level. So, it is correct to use different discount rates. This is why many approaches for valuing brands 
utilize alternative risk assessment which is a hybrid between CAPM and specific models depending on 
the factors that affect the brand. However, the alternative models for measuring the brand strength and 
the assessment of risks are the most challenging component of the methodologies for brand valuation. 
While the CAPM theory and portfolio theory arose from the corporate practice decades ago, starting in 
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the 1920s, the available information and researches on brands are rather weak and difficult to obtain. It 
is therefore difficult to replicate a comparable level of depth and quality of data. Another thorny issue 
related to the alternative approaches to risk assessment is the use and validity of a wide range of relevant 
data converted into one discount rate. However, when valuing corporate brands, the companies’ WACC 
actually reflects the risk of the brand, because it is included in all assets and its application as a discount 
rate is suggested, in order to calculate the brand profit. Finally, we re-emphasize the need to carefully 
determine the discount rate because the NPV is very sensitive to it - small changes in discount rate cause 
significant changes in the amount of NPV.

Fifth Step: Brand Value Calculation

The brand is the sum of the discounted projected earnings from the brand. This value consists of two 
sets of discounted earnings from the brand. The first set is a detailed forecast, as previously discussed. It 
usually covers a period of five years, but it can be set in longer time frames. The second set is the value of 
the brand calculated as an infinite annuity, taking into account the time period after the detailed forecast. 
The profit in the last year of the detailed projection is the basis for calculating the value of the brand as an 
infinite annuity, while using a certain constant growth rate that should represent the potential for brand 
profit growth. This part of the calculation is very significant, because in many cases the value calculated 
as infinite annuity significantly exceeds the value from the detailed projection. So it is not rare to meet 
adjustments of the growth rate based on the calculated brand value as an infinite annuity. Finally, the 
brand value is the sum of the net present value of the detailed projection and the brand value calculated 
as infinite annuity. In case the use of the brand is limited in time, the brand value is calculated only with 
the first part of the calculation or a NPV of the brand profit for the entire period of brand exploitation.

ANALYZING THE VALUE CHAIN OF THE BRAND 
WITH RADICAL TRANSPARENCY

The creation of brand value derives from the brand influence on the customers purchase decision. The 
manifestation of value the brand creates is the economic value arising from current and future purchases 
of products / services. In order to maximize the creation of brand value, it is good to understand the cash 
flows generated by the brand or its impact on the purchase decision. This flow can be described through 
the brand value chain. There are several concepts that attempt to describe and explain the relationship 
between the brand, marketing activities and financial results. One of the academic approaches comes 
from Keller who identified the brand value chain, comprised of four elements: investment in marketing 
program, the mindset of the consumer, the performance of the brand and the value of shareholders (Keller 
and Lehmann, 2003). Then this basic concept experienced a transformation into a model that consists 
of five separate elements: the brand content, customer touch points, customer perception, customer 
behavior and financial results (Figure 5). The model of the brand value chain is based on the concept of 
brand value and is the result of numerous theoretical and practical experiences. The rational division of 
the process of creating brand value in different stages is not a claim for the linear relationship between 
the phases, but has a purpose to provide a useful logic for identifying, understanding, quantifying and 
managing the creation of economic brand value.
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The brand consists of a set of values and associations through which it can be identified, encoded 
and managed. The content of the brand consists of all the key elements that create brand perceptions in 
the mind of consumers, including the name of the brand and its visual forms. This immediately evokes 
associations. For existing brands these associations are the result of the marketing activities of the com-
pany and the experience of consumers with the brand or the products / services that the company sells. 
Some of the associations for the brand are very different, while others are similar to those of competi-
tors. The interaction of all business activities creates the brand perception. So, the brand is a result of 
the promise and delivery of an experience. This is why the brand is the most essential component and 
expression of the business strategy.

Brand Contents

The first element of the brand value chain refers to the brand content which is determined by the po-
sitioning statement. At the core of the brand is the DNA of the brand or the so-called brand platform 
consisting of the core brand values from which the key attributes and perceptions about the brand po-
sitioning derive. The key values result from the company’s history, the company’s views for the future 
of its markets and customers and the company’s capabilities to provide diverse and relevant offer to 
consumers. In order to remain credible in the eyes of consumers and be able to successfully deliver on 
the promise of the brand, core brand values can be changed only gradually. In this way the damage of 
the brand value can be avoided. Brands such as: Coca-Cola, IBM and Mercedes are successful examples 
of continuity and consistency in the values   of their brands. Some brand perceptions are a result of the 
operations and culture of the company that may not have been codified and formalized at the beginning 
of the business, but became the modus operandi of the company. Microsoft and Google are examples of 
corporate brands that have developed in this way. The brand content should be codified in such a way 
that it may be communicated and applied internally as well as externally. Common failures are either too 
simplified and reduced brand essence or too much elaborated praise that lacks clear definition (Keller, 
2007). Useful brand essence combines the various brand associations with the company’s ability to 
deliver them against the consumers’ expectations.

The values and their transfer should be adapted to the market conditions. However, the DNA of the 
product brands (especially for final consumption) is easier to be changed then the DNA of corporate 
brands, where the whole company has to follow the change through unified communications and behav-
ior. This may change the focus of values and the way they are expressed in communication and behavior 

Figure 5. Brand value chain
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throughout the company. For example, the financial crisis in 2008-2009 confirmed that stability and 
confidence should be among the core values of the brands in the financial sector. Despite been part of 
the DNA of these companies, they were not highlighted because consumers believed that all banks are 
secure. But the crisis has significantly changed consumer perceptions, refocusing the attention of financial 
institutions to communicate confidence and reliability as key values of their brands.

Customer Touch Points

The customer touch points represent all key points of contact between companies and customers. Once 
you define the brand positioning, the same need to be communicated and delivered through all relevant 
customer touch points which are the second element of the brand value chain. Management actions 
should focus brand initiatives and brand investments to these customer touch points. All relevant busi-
ness functions that have a direct visible effect on the consumers’ experience should be united towards 
the purpose of brand positioning. These include: pricing strategies, advertising, presence on the internet, 
sponsorships, sales brochures, packaging, distribution, corporate identity, tone of voice, the architecture 
of the brand and the management of relations between the brand and all other issues related to employees 
and investors (Kapferer, 2008). If it is a multinational company, it requires coordination and control of 
activities in each country. In general, the leading global brands are successful because of their consis-
tency in all communications and touch points. Apple, BMW and P&G stand out as brands that achieved 
to incorporate the above analysis.

The positioning of the brand should also serve as a guideline for the product development and design, 
as well as for research and development in order to ensure that products or services are reinforcing the 
core values of the brand. VW’s Phaeton model is an example of a product that does not fit into the VW 
brand values such as simplicity and availability. Not surprisingly, this was the biggest mistake in the 
recent history of the company. Samsung has a strategic leadership team for research and development in 
order to ensure that efforts are focused on creating products and services united with the brand. On the 
other hand, research and development can offer products and services that create leading global brands 
such as: HP, Intel, Microsoft, Apple and Google.

The brands that have no direct contact with the end consumer should focus on the product, com-
munications and services they offer, because this are the touch points that the company can manage 
and influence. (Ulrich and Smallwood, 2007). For many B2B and service brands employees are the key 
touch point with customers. Thus, the CEO of Samsung is rewarded according to how much additional 
brand value is created (Business Week, 2009). Delivering on the promise of the brand is not limited to 
the product design, communication and advertising; it also includes activities related to research and 
development, sales and customers services. Apple and BMW are the best examples of successful ap-
plication of this integrated approach (Post and Post, 2007).

Customers’ Perceptions

The next element in the brand value chain reflects the impact of management actions and the touch points 
performance on the perceptions of actual and potential customers. The combined touch points can create 
a vicious circle of: brand awareness, deeper knowledge, integration in the considerations set, purchase, 
re-purchase and recommendations (Lindemann, 2010). These activities are not linear, but simultaneously 
appear, making their coordination and consistency even more important. The results are the perceptions 
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and associations consumers have about the brand. The key measure for assessing consumer perceptions 
are: the level of awareness, knowledge (details regarding the brand offer), differentiation, relevance (price 
level and offer), performance of core values and delivery, consideration, preferences, purchase intention, 
satisfaction, recommendation and repurchase intention (Keller, 2000). These so-called measures of brand 
equity measure and assess consumers’ perceptions about the brand and their deliberate behavior when 
buying. They also assess how close the potential customers are to buying the brand products / services.

Consumer Behavior

Certainly, the brand perceptions are important, but they should convert to purchase, to be commercially 
relevant and effective. This leads to the next element of the brand value chain, which is consumer behav-
ior. Communications and experience associated with the brand impact consumers’ perceptions about the 
brand and what it offers. These perceptions cause consumer behavior. The higher the relevance and dif-
ferentiation of the brand, the stronger its influence on consumers’ purchase decisions, which then affects 
the price, volume and frequency of purchase. Consumer behavior materializes at the point of purchase 
(direct or indirect) through the sales price, volume and frequency, and repeated purchase (Aaker, 2004).

Financial Results

The consumer purchasing behavior produces business income from which the profit is extracted and, 
ultimately, the value of shareholders. The brand impact is a continuous process which causes the cash 
inflows. Communications and brand experience ensure that customers buy the brand products / services, 
again and again, creating a base of loyal customers. At best, the brand perceptions can create a mental 
monopoly with a broad base of customers that do not take into account any other brand. Then, a sustain-
able flow of earnings is created. Historical and future cash flows generated from the brand build the 
basis for an assessment of the share price of the company by analysts and investors. This way, the brand 
is fulfilling its most important role in creating sustainable value for the stakeholders.

Employees Value Chain

While the core of brand value creation is based on generating revenue from customers, the brand can 
also be affected by other stakeholders related to the business. Measures of the brand impact on em-
ployees are, in fact, the level of employees’ qualifications, fluctuation rates, productivity, revenue and 
operating profit per employee (Business Week, 2009). In order to unite the employees with the brand, 
companies need to design such corporate values which are communicated and implemented throughout 
the company, including the recruitment and management. Brand values should be part of the audit of 
the employees’ performance and affect the payment and promotion. However, the brand values need to 
be relevant. Credibility is fundamental in order to connect employees with the brand.

The Investors Value Chain

Another group that is affected by the brand is investors. But their reliance on the brand works very dif-
ferently from other stakeholders. Investors recognize that strong brands attract consumers, and the recent 
generate revenue from which the shareholders value is extracted. This is especially true for companies 
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that manufacture and sell products / services for final consumption, such as: Coca-Cola, P & G, Nestle, 
Unilever, Pepsi and others. For these businesses the brand is a key factor for financial success. However, 
when they need to assess the created value and make investment decisions, investors rely on the analysis 
of financial data. Historical financial indicators are available for all publicly traded companies and can 
be analyzed through complex statistical models in order to identify future trends. However, the golden 
rule is that past performance is not sufficient to predict the future.

The investment decision to buy shares from a company is based on the expectations for future value 
creation, which in turn consists of the appreciation of the share price and the dividend yield. This means 
that investors rely on the expectations of future cash flows when making the decision to invest. Strong 
brands support and warrant the detailed analysis of analysts and institutional investors. It is unlikely the 
shares of companies with strong brands to fail. It is because these companies provide better and more 
predictable financial results. There are several companies that use the financial value of its brand to 
demonstrate their superiority to the investors. Samsung, Intel, Philips and Coca-Cola began to cite the 
value of their brand in the annual financial statements and in communications with all stakeholders to 
show the strength and sustainability of the company’s cash flows (Wreden, 2005). Messages intended 
for investors should inform on the potential of the brand to support the company’s strategy and expected 
financial results.

The brand is the key asset for the success of the business. The brand has become one of the key indica-
tors in reports for the success of companies. But this is also followed by the limited interest in publishing 
details about this intangible asset that prevents spilling of sensitive information to competitors. Investors 
should pay special attention to the value of brands. The published ratings have a direct impact on stock 
prices. Investors can rely on the belief that brands will provide new and, possibly, increased cash flows 
in the future. The brands are, still, the most important asset of the business.

CONCLUSION

The justification of all the theoretical knowledge in this book is verified through the evaluation of the 
brand. Gradually, we fully complete the concept: from idea to brand evaluation. The brand evaluation 
through radical transparency is elaborated through several variants: the brand equity as a measure of 
the value of the brand, financial approaches to brand evaluation, integration of finance and marketing 
through the “best practice” approach for brand evaluation and the brand value chain. Thus, we conclude 
the efforts to understand, apply and assess the brand equity as a source of competitive advantage through 
the prism of radical transparency.

Studies use the brand value results from “The Best Global Brand” publications to show the impact of 
the brand on the shareholders value. These studies compare the performance of companies with a strong 
corporate brand with the performance of the market portfolio consisted of all other shares of companies 
listed on stock exchanges in the United States. According to the findings, the portfolio which is based 
on brand value significantly exceeds the market portfolio, both according to the risk and yield.

There are many approaches and models for determining the value of the brand. However, all relevant 
approaches, in principle, can be systematized in three categories. The first category consists of models 
that are based on marketing research in order to measure different brand dimensions, and to evaluate 
the relationship consumers have with the brand. These models are categorized under the term “brand 
equity” models. All these models provide important insights on the value of the brand, but no economic 
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assessment of the brand is achieved. The second category of models and approaches to valuing brands 
consists of purely financial approaches that are designed to provide financial value of the brand. This 
category brings together more methods, but they are mainly based on income, and comparative approaches. 
Besides financial value, they provide little information about the relationship between consumer per-
ceptions and intentions and generating non-financial value. The third category combines financial and 
marketing approaches and models in order to fully understand and assess the value of the brand. These 
models result in a financial amount based on the perceptions of consumers and financial analysis. Only 
a few models systematically integrate financial and marketing analysis.

Pure marketing research and financial-focused methods fail to provide complete, satisfactory results 
for assessing the economic value of the brands, because the lack of understanding the marketing or the 
financial dimension. As a result, new approaches to brand valuation that integrate marketing and finan-
cial analysis into a complete model for evaluating the value of the brand are constructed. This method is 
often referred to as the method of economic use. This method values the brand as part of the company 
and focus on the added value provided by the brand. The approach appeared as a result of the need to 
go beyond the mechanical calculation of the financial value and to understand and manage the process 
of creating brand value. Several world renowned consulting firms have developed their own versions of 
the method of economic use, including: Interbrand, Brand Finance and Millward Brown.

Between the theory and practice of valuing brands a kind of consensus is “born” that is distilled in a 
tested and recommended framework for valuing brands. The analysis of the various approaches for valu-
ing brands showed that the appropriate model should integrate marketing and financial analysis, without 
sacrificing any of them. The approach should keep up with the current theory of corporate finance. The 
basic model for brand valuation should result in NPV of the expected future earnings of the brand. The 
approach for brand valuation should focus on the assessment of the specific process of creating brand 
value. The best practice approach for brand valuation consists of five key steps:

• Market segmentation.
• Financial analysis.
• Brand impact.
• Discount rate.
• Brand value calculation.

Brand value lies in the brand influence on the customers’ purchase decision. The manifestation is 
the economic value arising from current and future purchases of products / services. In order to maxi-
mize the generation of brand value, it is good to understand the cash flows generated by the brand or 
its impact on the purchase decision. This flow can be described through the brand value chain. There 
are several concepts that attempt to describe and explain the relationship between the brand, marketing 
activities and financial results. One of the best academic approaches comes from Keller who identified 
the brand value chain, comprised of four elements: investment in marketing program, the mindset of the 
consumer, the performance of the brand and the value of shareholders. Then this basic concept experi-
enced a transformation into a model that consists of five separate elements: the brand content, customer 
touch points, customer perception, customer behavior and financial results. The brand value chain model 
is based on the concept of brand value and is the result of numerous theoretical and practical experi-
ences. The rational division of the process of creating brand value in different stages is not a claim for 
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the linear relationship between the phases; it has the purpose to provide a useful logic for identifying, 
understanding, quantifying and managing the creation of economic brand value.

The brand is the key asset for the success of the business. The brand has become one of the key indi-
cators in reports for the success of companies. But this is also followed by a limited interest in publish-
ing details about this intangible asset that prevents the spilling of sensitive information to competitors. 
Investors should pay special attention to the value of brands. The published ratings have a direct impact 
on stock prices. Investors can rely on the belief that brands will provide new and, possibly, increased 
cash flows in the future. The brands are, still, the most important asset of the business.
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ABSTRACT

India is a land of diversity where we find varieties of culture at each step throughout the country. The 
various approaches discussed in this chapter have emotional connect so that the communication will be 
applicable to culturally diverse groups using a common creative theme. Communication such as the above 
requires skills like persuasion, comparison, response generation, image building etc. Many advertising 
methods and attempts suggest that the audience must derive meaning and use imagination to recreate 
cultural context and meaning. This chapter presents an emotional approach applied to various products 
to carry meaning in what is influenced by the cultural orientations across India. . The purpose of this 
paper is to discuss overall fundamental dimensions of Indian culture and its core values and resultant 
marketing implications. A few examples have been taken and primary research has been conducted to 
understand the connection between emotions and brand appeal in India.

INTRODUCTION

India’s culture is amongst the oldest in the world and our civilization can be dated back to about 4,500 
years ago. It is said that “Sa Prathama Sanskruti Vishvavara” which means ‘the first and the supreme 
culture in the world is India’. It is a land of cultural diversity and rich heritage as many religions co-exist 
and practice in complete conglomerate in this country. An old saying in India is “Atithi Devo Bhava” 
which means a place where every guest is treated as God. This land was invaded, lived and thrived by 
Aryans, Persians, Mughals, French, British and many more. All were welcomed with equal gratitude, 
humbleness and hospitality. India has become the land where cultures and thoughts interact to provide a 
new way of living to all with different caste, creed and color. The influence of various cultures on each 
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other is evident from the architecture styles, language as well as the religious practices followed. India 
is also referred to as the epitome of the world in many countries.

In his research, A.W. Green defines race as a large biological human group with many distinct char-
acteristics. The 1961 Census of India has listed 1,652 languages that are a part of our democracy out of 
which few languages are regional. In the 8′th Schedule of our Indian Constitution, 22 languages have 
been recognized, out of these 4 are derived from Sanskrit while the languages like Kashmiri, Nepali and 
Sindhi do not belong state specific but have a rich cultural heritage are mentioned in ancient literature. 
In the words of A.R. Desai, “India presents a spectacle of museum of tongues.”

Culture is the united thought that includes knowledge, faith, customs and many traditions attained by 
people in the society. India is a land of diverse cultures and this unique intermingling of cultures impacts 
on consumption patterns of people. The consumption pattern is usually looked at through the cultural 
philosophy lens for consumers. This creates an opportunity as well as problems for the marketers, busi-
ness houses to promote their brands for appealing to consumers/ people / Individuals.

A brand, to compete and to co-exist and be accepted by the customers, has to overcome the first 
roadblock of this cultural situation. Brand has to adopt the new strategies in line with this prevailing 
cultural philosophy so that the brand can represent the Indian culture. One of the important evidence 
of branding is to reduce the hunt and danger taken by customers so that the overall cost is reduced. Ev-
ery brand will be known and recognized by any customer by standard images, tag-lines, attributes and 
features conveyed through different modes of communication. Most of the brands endeavor to maintain 
their identity and image across the different markets. This standard brand has to grow and adopt across 
countries culturally and as per customers preference.

Marketers should adopt strategy and models so that cultural meaning is assigned to their consumer 
brand through activities like expansion, emotional communication of brand and brand strengthening. The 
brand itself must have attributes with emotions relating to cultural appeal such as ‘natural’ for Dabur or 
‘high interest rates’ for ICICI. Fundamental dimensions of Indian culture should be imbibed in the brand 
for emotional communication and strategies should be adopted for brand development and influence. 
Other emotions and techniques must also be added to develop flavor like aligning pricing and product 
placement (Nokia mobile handsets for rural areas), promotion and packaging (Like sachets by HLL /
Unilever for rural areas) to connote the cultural sense.

Emotional branding in a layman’s language can be understood as the exercise of building the people’s 
desire towards a brand by creating appeal that directly relate to a customer’ emotional state. It is a very 
effective tool in India as it Indian people are sensitive and this sort of brand appeal can trigger an emo-
tional response and Indian consumer, is too much emotionally attached to a product (dead or alive) and is 
not fully rational. Emotions when related to a brand cause a trigger to disrupt and impact on our attitude, 
behavior and thoughts because of the consumer practices which are related to a brand are attached with 
emotions like love, happiness, sadness etc.

Branding is not only related with the quality of the product being advertised but also talks to the 
people about various other facets attached to the product or service. The emotional connect or people 
centric behavior has been followed since the start of human civilization when the livestock owned by 
then humans was branded with signs to indicate ownership. Any livestock like human (when slavery 
was practiced) and others (cattle and sheep) was given a special mark to categorize them or brand them. 
Even during the World War the soldiers, prisoners were all given an identification number so that the 
recognition and registration was easy. After the world war, the economies grew and competition deep-
ened with so many consumer goods pouring into the market. Marketers came up with ingenious brand 
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attraction methods to increase sale. This collective innovation started creating major swings in branding 
of products and services. The brands were required to sell through display of features, unique ingredients 
and benefits. Slowly in the post liberalization era human emotions started being used for branding and 
actors or renowned artists were used to sell the products on media (brand ambassadors) to create an 
emotional connect. Emotions are activated by illusions, imagination and feelings practiced by people/
customers after the consumption of the product or service. In the era of media revolution, it’s a different 
picture, sea change completely with the upcoming intelligent branding techniques and models.

The father of modern advertising, Thomas Barratt searched about many methods to help products get 
approval from customers in the most desired way. He used a combination of different methods, tools and 
techniques so that the customer can be attracted through focused advertising campaign. Many companies 
have adopted the methods suggested to make their brand successful and to help in recognition of their 
brand through the product. He is also called as the father cause his thoughts and study marked a begin-
ning of emotional branding which helped many products create a brand value through few products and 
gain recognition.

Marc Gobe in his authored book ‘Emotional Branding: The New Paradigm for Connecting Brands 
to People’ has dealt in depth with how brands deliver the product/service idea to people by connecting 
with their emotions. He also made observations by conducting primary survey which resulted in an 
outcome which states that it is possible to connect people through creating an emotional link through 
message/story etc. relating to the product or service. He also discussed that every brand must have the 
emotional connect imbibed in the corporate policy so that the impact is long lasting and creates an aura 
in the mindset of customers relating to the brand. Every consumer selects the brand depending upon the 
emotional connect which makes him or her a distinct consumer. Brand is also a symbol of trust which 
should not be shattered at any point of time as the emotions stay intact and the customer will stay loyal 
for years to come.

Every brand must therefore try and make an emotional bond with the customer through which most of 
the products/services associated with it can be marketed and sold. This will help the brand and customer 
to enjoy a long-lasting relationship, build trust and make the brand successful. This customer after having 
his lifelong positive impact will be the brand ambassador for lifetime without any additional expense 
to the brand and help in spreading the word to make new lifetime customers. The feedback given by 
one assured, fulfilled, emotionally charges customer can bring in change in brand value and perception 
of the brand among the people. Attitude of this customer will be built through time and the emotional 
connect will grow. Experiential marketing as discussed by Prof. Thomas above is really important and 
has been proven by experimentation by himself and Prof. Gobe. Brand is also a sacred promise towards 
the customer that the quality and standards are met and no compromise has been done. This is a very 
influential message that every customer feels after he becomes brand loyal. He is then continuously 
motivated to experience new and improved products developed/launched by the brand. Every loyal 
Customer then inclines to be loyal to a brand as the experience has been breathtaking overtime and he 
is ready to indulge in re-experiencing the same again and again.

Examples of few brands which customized products for Indian population. Nokia recognized that the 
Indian mobile market mostly rural was growing (300,000 subscribers in 1996 to 55 million subscribers 
in 2004) and introduced handset with dust-resistant keypad, antislip grip and an inbuilt flash light. These 
small features appealed to a specific target of truck drivers initially and then to a broader segment of 
rural consumers. It also had an alarm clock and was priced at less than 5000Rs. These features recom-
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mended by Nokia especially for the Indian consumer are as per recognized and valued by Indian culture 
and connecting with the local needs of the customers.

Pizza Hut studied the Indian market and people and launched its first vegetarian restaurant in Ahmed-
abad in 1996 (Gujarat - a state with a large Jain population). The first Pizza Hut to serve no meat and 
also offered a selection of Jain toppings. There are other signs of ‘Indianization’ like the ‘Great Indian 
Treat’ product range and customize international flavors to suit local preferences.

People in India believe that by tying lemons and chilies or a black doll on the car will decide the road 
safety and will bring luck during travel. CEAT understood these emotions, built tyres and creatively 
communicated their ad campaign aired on talks of safety and better grip during travel to burst the myth. 
CEAT used brand ambassador Irfan Khan to communicate the CEAT promise of a better grip and control 
during travel. Oreo also used children’s emotions to advertise the biscuit. Take the middle portion and 
lick it first and then dip the remaining portion in tea/milk. It beautifully built upon this habit and carried 
forward the line ‘Twist, Lick and Dunk’ in all its communications.

Some examples of brands that have successfully used local cultural elements in brand positioning 
are Cadbury, Pizza-Hut, Maggi Noodles, LG, ICICI, Mc-Donald, Samsung, Idea etc. Similarly, some 
examples of the local brands that have used local cultural elements in brand positioning are Amul, Dhara, 
Vicco, Bajaj, LIC etc.

BRAND APPEAL AND ACCEPTANCE: A REVIEW OF LITERATURE

Sandhya Rajasekhar and Deepa Makesh (2013) in their paper discuss that the need of the product/service 
is the base of recognition of a brand or entry level for the brand. Every customer has to go through an 
elaborate decision-making process for selection of the brand. The emotions in the minds of the customer 
are played with after extensive information search and after evaluating a lot of alternatives. All this leads 
to customer involvement in the product/service through the advertisement campaign leading to creation 
of brand impact.

Anil Mishra (2009) did a primary survey research to verify if the impact of advertisement on the 
customers mind has any impact on his choice of decision relating to selection of a product or service. 
The survey was conducted in two stages and the respondents were classified into 2 age groups. 200 
respondents were divided according to their age and the findings of the study revealed a few factors 
responsible for customer selection of a brand or choice of product / service. The factors were persua-
siveness, distinctness, perfectness, fascinating, sensational, energetic, aesthetic, elegant and captivating 
for the advertising appeal. These factors were measured in relation to certain dimensions of emotions 
for a certain business.

Bhimrao M. Ghodeswar (2008) also conducted a study in order to understand the efforts by an or-
ganization towards structuring of its brand. The researcher tried to align the various organization goals 
and objectives to check if the organization follows patterns to imbibe the same in its policies. It also 
looks at brand promises made to customers and how well a brand is able to justify the same and deliver.

Radha Sharma (2012) in her paper discussed for Indian context the approach and method of organiza-
tions towards brand building. She conducted primary survey to understand competency-based approach 
applied by Indian organizations for brand building. Also, if social intelligence can be empirically justified 
looking at the managers of Indian organizations. Her research is important as it proves that managers 
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are mostly responsible for success of the brand and further cross-cultural validation states that Indian 
companies have well developed managers which are truly responsible for the brand.

Arpita Khare (2011) in the research has directed the method to find whether lifestyle and values have 
any impact on the brand connect or desire. Indian society is in the transition phase and thus the study 
finds its relevance. The purpose of the research was attained by collecting factors depicting lifestyle, 
value and desire for group as well as for the individuals. The conclusion and findings of his research 
tell a tale of emotional connect aspired by true deep inherent values in our lifestyles. Indian youth today 
is more drawn towards western values but they too love to be Indianized for certain occasions. Family 
traditions and values still play a pivotal role in embracing the brand.

Saikat Banerjee (2012) in his study about brands in India has a lot of suggestions to offer. He states 
that in India we have a lot of people travelling for education and medical reasons and these can be tar-
geted by the company to brand their products and services to globalize the market for them. If the brand 
involves Indian culture and values, then the impact will be greater. The researcher suggests the culture 
must speak out through the brand and values will be imbibed in the product or service.

Mun Mun Ghosh, Arindam Ghosh and Moumita Ghosh (2016) have recently completed a primary 
research to help organizations understand how a brand is important in the eyes of a loyal customer and 
he identifies it with the culture and tradition. Creating brand identity is the foremost goal of company 
and hence the impact of value and tradition on emotions of the consumer is studied.

Michael, Karen and Vikas in their paper concluded that the logo has a much greater impact on cus-
tomer emotions. The dimensional aspects of logo creation hence must be kept in mind for a much better 
evaluation. The logo depicts value, strength, trust and can be accepted by the customers integrally.

Lynn and Kim in state that the consumption pattern in India is very diverse and varies from state 
to state or street to street. This can also be adopted for creation and target of a brand. The researchers 
explore the nostalgia (ability) old songs used in Indian TV ads in relation to its effects on audience, 
and product involvement. The research concludes that old songs can evoke different nostalgic feelings, 
better ad effects on young Indian consumers and old songs lead to better ad effects leading to emotional 
brand building.

Preeti Dhillon conducted a research in 2013 on values in Indian context as per the World Values 
Survey (WVS). The research was conducted from the year 1981 to 2010. It includes from most of the 
countries following various cultures and traditions. The researcher adopted survey method which was 
especially designed for the study. The values ingrained in the Indian culture or traditions are related to 
family, education, customs, rituals, marriage, death etc. According to the study, emphasis has been on 
the importance of familial relations is maximum on the selection/choice of the brand in India.

India consumers often use their emotions to make judgement and hence emotional branding looks at 
the values and traditions and imbibes it into the brand for long lasting effect. To maintain a strong bond 
in a long-term basis, emotions should be banged upon the customers in various ways to build strong 
bond of the brand with their customers. According to Sanjeev Bansal and Khattri, Indian ads use more 
vibrant colors like red yellow green etc. which can be attributed to the fact that these colors are auspi-
cious colors and reflective of Indian culture.
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RESEARCH METHODOLOGY: AN INSIGHT

All the above studies reveal that brands are marketed today using Emotions and values in Indian Context. 
Many brands have changed strategies and models to market their product / services for Indian consum-
ers. But the gap between emotional Communication Appeal and Acceptance of a brand for an Indian 
customer is prevalent and the present chapter tried to bridge the gap.

The chapter has the following objectives:

1.  To identify values across cultures in India and relate it to the emotional marketing;
2.  To discuss basic dimensions of Indian culture and how emotional connect should involve core 

values of the culture and tradition; and
3.  A few examples are taken and primary research is conducted to understand the connection between 

emotions and brand appeal in India.

The objectives established in this research are tested through primary survey using a duly framed and 
structured questionnaire. The respondents were students and working (an age group of 18 – 54 years) using 
a convenience sampling technique. The questionnaire was administered to 72 respondents, 60 responses 
were collected and collated for further analysis and discussion. The total number of female respondents 
was 35 and male respondents were 25 i.e., 58 percent and 42 percent respectively. The attributes incor-
porated for constructing the questionnaire are Quality, Culture and Self. The questionnaire comprises 
of 7 Questions to understand (i) If a customer perceives brand as quality, (ii) If the selection of brand is 
related to cultural beliefs and, and (iii) If there are other self-decisions related to selection of a brand.

FINDINGS AND DISCUSSION

The data analysis is done using SPSS (IBM SPSS version 22) and the data is analyzed as per the objec-
tives established in this research. Then the data is tested through primary survey using a duly framed 
and structured questionnaire. Table 1 below shows the respondents for the question – Which emotions 
connect to them for brand appeal and acceptance. The questionnaire was administered to 72 respondents, 
60 responses were collected and collated for further analysis and discussion.

Table 1. Emotions that connect for brand appeal and acceptances

Emotions that Connect for Brand Appeal and Acceptance

Frequency Percent

Valid

Family Orientation 21 35.00

Education and Values 9 15.00

Sacrifice and Quality 11 18.33

Respect and Trust 12 20.00

Marriage and Recognition 7 11.67

Total 60 100.00

Source: SPSS
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Interpretation

The respondents were asked to select an emotion which helps them to decide their brand and most of 
the respondents selected Family and the second choice was respect. Out of 60 respondents 21 select the 
brand based on family tradition or decision, 12 select the brand based on respect (previous user) or trust 
for the brand, 11 select for quality, 9 for values and 7 for recognition.

The questions in the questionnaire are tested through Cronbach’s alpha to check the reliability. The 
alpha value for seven items is given in the table below (Table 2) which shows the high reliability of items.

Interpretation

The Cronbach’s Alpha Values in the above table indicates that the constructs are reliable and suggest 
that most of the respondents agree to importance of brand and the emotional connect. The highest value 
is for 6th and 7th questions which talks about the emotional connect.

Interpretation

From the above table it is evident that most of the respondents agree that brand is important to define 
a product or service. More than 50% respondents agree that Brand is important for them to choose a 
product or service. Like Xerox and Dalda – We have forgotten the word photocopy and we find the word 
Xerox being used. Similarly, Oil / Ghee was so much called as Dalda for many years.

Interpretation

From table 4 it is evident that quality and value are the reasons for emotional connect with brand. From 
table 1 and 4, quality and value is very important emotion for selection of a brand as it relates to one’s 
Family culture and tradition.

The study uses five values ingrained in the Indian culture and also conducts a primary survey to prove 
that these are important emotions for brand selection. The respondents were asked to select an emotion 
which helps them to decide their brand and most of the respondents selected Family and the second 
choice was respect. Out of 60 respondents; 21 selected the brand based on family tradition or decision, 

Table 2. Questions tested through Cronbach’s alpha

SL No Questions Cronbach’s Alpha Values

1 A brand spells quality of the product or service it offers 0.852

2 A brand should differentiate according to local needs. 0.792

3 People select a specific brand because of fashion and offers 0.755

4 People select a specific brand because of relatives and friends 0.786

5 People select a specific brand because it is reliable and valued 0.895

6 People select a specific brand because it connects emotionally 0.925

7 How much is emotion related to a brand? 0.955

Source: SPSS
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12 selected the brand based on respect (previous user) or trust for the brand, 11 selected for quality, 9 
for values and 7 for recognition. For example, McDonald’s clearly lays more emphasis on family values 
and tries to promote itself as a family restaurant in India. This proves our first objective to identify values 
across cultures in India and relate it to the emotional marketing.

The Cronbach’s Alpha method was used to check data reliability and values indicate that the constructs 
are reliable and suggest that importance of brand and the emotional connect are related. The highest 
value is for 6th and 7th questions which talks about the emotional connect. Marketers have to transfer 
cultural meaning to their brand through activities such as brand expansion, emotional communication of 
brand and brand strengthening. The brand itself must have attributes with emotions relating to cultural 
appeal such as ‘natural’ for Dabur or ‘high interest rates’ for ICICI. This proves our second objective 
that overall fundamental dimensions of Indian culture should be imbibed in the brand for emotional 
communication and strategies should be adopted for brand development and influence.

From the data analysis, it is evident that most of the respondents agree that brand is important to 
define a product or service. More than 50% respondents agree that Brand is important for them to choose 
a product or service. Like Xerox and Dalda – We have forgotten the word photocopy and we find the 
word Xerox being used. Similarly, oil/ghee was so much called as Dalda for many years. From table 
4 it is evident that quality and value are the reasons for emotional connect with brand. From table 1 
and 4 Quality and Value is very important emotion for selection of a brand as it relates to one’s Family 
culture and tradition. India displays distinct food cultures and particularly around which animals and 
parts of animals should or shouldn’t be eaten and this has made many food giants change their menus 
in the Indian context.

Table 3. Respondents’ value of brand as important for products/services

Brand is Important for a Product/Service.

Frequency Percent

Valid

Agree 34 56.67

Disagree 7 11.66

Maybe 11 18.33

Little 8 13.34

Total 60 100.00

Source: SPSS

Table 4. Reasons for respondents’ emotional connect for favored brand

Reasons for Emotional Connect for Favored Brand

Frequency Percent

Valid

Appeal and Trust 22 36.66

Quality and Value 26 43.34

Tradition or Custom 12 20.00

Total 60 100.0

Source: SPSS
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CONCLUSION

Every research has limitations which is the research gap for further researches. In this chapter too the 
number of articles reviewed is less. However, the major areas are covered. It has failed to address in-
depth the notion that the relationship among culture, emotion, communication and strategy should be 
strong for a brand to survive and grow. This chapter tries to focus attention on people of India and their 
emotions in selection of a brand. It tries to offer a few theoretical and managerial insights on the 3 ob-
jectives earlier mentioned.

Emotional branding is serious as every customer is emotionally attached to a brand. Individual’s envi-
ronment and emotions therefore uniquely motivate towards the choice and decision of selecting a brand. 
Marketers use strategies such as a young child or an animal to touch upon these emotions and capture 
the consumer. If a bond is created the experience of customer with the brand will foster the company’s 
profitability and value. Customers can form emotional attachments with anything irrespective of size, 
living etc. The attachment to a brand denotes one’s strengthened love and connection towards the brand. 
Every loyal and strengthened customer with high attachment level is bound to become a long tern cus-
tomer and is ready to commit to a long-term relationship. The strategy of every brand must therefore be 
to reach out to the right kind of emotions within the consumer. Author Barbara Green states, “You have 
to have a love affair with the consumer-flirt with them, provide that titillating buzz. When that flirtatious 
relationship becomes a deep relationship, then you have a major brand.”
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ABSTRACT

The term ‘cool’ is widely used expression in popular culture. This word is prefixed liberally with anything 
including people, behavior, place and brands. Notwithstanding ambiguity about what it stands there is 
complete clarity that it certainly adds value. ‘Cool’ in this perspective is precious resource which can 
be used in brand building. The authors’ exploration into its genesis and meaning revealed interesting 
insights. The concept of ‘cool’ finds mention in theological discourses of religions including Buddhism, 
Hinduism and Stoicism. However the modern ‘cool’ originated during the time of slavery a coping 
mechanism of slaves which later drifted into popular mainstream as counter-culture with shades of rebel-
lion. This study found four perspectives of ‘cool’ as composure, paradox, good, and cheeky. These use 
these strands of ‘cool’ are evident branding efforts of various companies that target the youth market.

A multi- level marketing company has made an entry into premium skin care segment with a new brand. 
The brand is being aggressively promoted on television. But unlike many cosmetic brands which employ 
‘ingredient-benefit’ strategy this brand exclusively focuses on a particular user personality. One of the 
ads of the brands goes as follows: the setting is that of a fashion show and models in their high precision 
choreographed walk on the ramp are appearing one after the other. And then emerges a gorgeous model 
and camera zooms to show her meticulous and confident walk down the stage. She is probably the most 
admirable of all for the confidence and control of the moment and then there happens the unexpected. 
Her stilettos go loose and she tumbles. She smiles, collects her stilettos and holds them in her hands, 
claps, and stands up only to continue her walk up to the end of the ramp unruffled and perfectly at ease. 
The communication refrains from making elaborate description of product and only introduces the name 
and who it is meant for. The brand seeks to connect with women, who can laugh at their own self. That 
is a person who can take imperfection, failures and stress with a characteristic ease.

In another case, a soft drink brand seeks to connect with its target consumer with the proposition 
that it is perfectly fine to be afraid of certain things. The brand communication shows the protagonist 
in challenging situations like jumping off a cliff into the sea. In one of its latest campaigns, the ads 
show a group of boys engaged in a rescue mission training on high seas. As other boys happily take the 
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plunge, one of the boys upon being asked to take a jump is shown to be seized by fear at the moment of 
action. The protagonist then gathers himself, overcomes his inhibitions and takes the plunge to emerge 
victorious. The brand story focuses that it is perfectly fine to fear and be afraid of certain situations but 
success lies in overcoming fear to face a challenge. The brand’s essence is condensed core proposition 
which says that victory is next to fear.

The above and many other brands provide testimony to the emergence of a new psychological makeup 
especially amongst the younger generation. The ideas that are closer to reality seem to be building up 
acceptance. Unlike tried and tested success formula which dichotomized between the ‘reality’ and the 
‘projected’ to cultivate resonance based on the unreal, the new format is given to realism with all its 
flaws and defects. Now it is ‘cool’ to ‘being’ rather than ‘becoming’. The term ‘cool’ captures a con-
densed distilled identity of new emergent young consumer which militates against the accepted idealized 
identity stereotypes.

RATIONALE

‘Cool’ is irresistible property for a brand to have. Brands gain value if they are added with ‘cool’ prop-
erty. But it is not easy to achieve because ‘cool’ is nebulous and hard to apprehend. This is the reason 
why phenomena of ‘cool’ merits attention.

‘Cool’ Adds Value

Notwithstanding the difficulty in understanding cool, being cool matters. It is associated with popular-
ity and attractiveness which can endow a person considered to be cool with a wide range of benefits 
including personal, social and economic (Hamermesh, 2011; Zebrowitz & Rhodes, 2004). It is com-
mon understanding that some people and products are considered to be cool and being bestowed with 
this nebulous; hard to define property certainly gives them a position of advantage. For many people a 
brand like Apple is cool and this gives the brand in question a position of relative superiority in terms 
of brand desirability, price advantage and brand stickiness. Cool is especially important in children and 
youth segments. A lot of importance is attached to being cool. But consensus is difficult to reach as to 
what cool is and what it is comprised of and who personifies it the best (Adler & Adler, 1998; Pountain 
& Robins, 2000).Cool does not lend itself to easy articulation. It is elusive but sought after and it is 
something to be coveted (Dick & David, 2000). The property of cool holds tremendous marketing worth 
especially during the time of dawning of commoditization.

Coolness is an appropriated property. It is not manufactured or assembled in factories. With the 
dawning of pervasive parity across product categories, brands are forced to tap into the culture reservoir 
to create differentiation. Being a cool brand can reverse the effects of free market system and provide 
escape routes by abstracting a quantifiable value into a symbol of expression and identification. Grossman 
(2003) called Cool as the ‘most precious natural resource’ which can make an otherwise substitutable 
product ‘fantastically valuable’. Cool in this contextualization assumes position like a marketing resource 
which is used to drive consumer behavior. The phenomenon of cool in branding context is capable of 
influencing consumer response. It is through this consumer influence brands can gain significantly. Cool 
is key favorability driver across wide products and services and it is important across all age groups 
(Sturgess, 2013). The new globalised economy leaves very little scope to set one product apart from the 
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other. Consider a pair of jeans or drinks or sneakers or automobiles, none differ substantively. Many 
brands like Rolex, Ray Ban, Aston Martin and Absolut defy commodity gravity by the power of ‘Cool’. 
Becoming Un-cool is a sure run down the lane of oblivion.

The arrival of Cool in branding context is interesting and intriguing. Brand gains power by develop-
ing a perception of being Cool, which implies that it appropriates myths and mythology from a non-
branding context. A brand achieves value transformation by tapping into meaning reservoir housed in 
socio-cultural construction of the society. Becoming cool is about dissolution of objective reality and 
subtly replacing it with a subjective and perceptual construction. It is about de-centering, shifting the 
product from the centre of perceptual frame and filling the centre with the imagined reality. Coolness is 
one of the important ways to make a brand stay hot. Among other things, coolness is essential ingredient 
of a youth brand (Berg & Behrer, 2011).

‘Cool’ Is Nebulous

What is meant by cool remains elusive and invites diverse set of explanations including edgy to hip 
to ‘sweet’. Cool Brands Council develops a list of cool brands based on expert and expert opinions. In 
deciding which brand is cool, the rating begins with understanding the concept of ‘cool’. The idea of 
cool remains subjective and personal. In spite of subjectivity surrounding the concept, the Council relies 
upon factors such as style, innovation, originality, authenticity, desirability and uniqueness to rate brands 
(Cool Brands Council, 2013). At the heart of the debate lies seeking answer to the most fundamental 
question, what is cool? Is it a particular way of behaving or a personality or a kind of sensibility or an 
ideology or an attitude (Poutain & Robins, 2000)?

‘Cool’ is an elusive aspect but adds definite value. Its inroad into marketing is visible in product design 
and promotion. A study of tweens identified three drivers of ‘cool’: design, innovation and uniqueness 
(Jones, 2012). Consumers, especially in younger age groups want ‘cool’ things. The importance of ‘cool’ 
is widely shared by people who market to children. DelVecchio (1997) found that peer group influences 
the perceptions of what is cool for children. ‘Cool’ aesthetics has become significant in youth culture as 
is visible in youth music and fashion (Botz-Bornstein, 2010). Whatever it is, its transformational effects 
are undeniable. Consider a brand like Apple which has long thrived on being perceived as cool while 
Levis has suffered because it is no longer considered to be cool a pair of jeans. Rival brand like Calvin 
Klein is cool and happening. Cool is transformational. The perception of cool can catapult a commodity 
into a higher value spectrum and thereby create liking and preference. Cool however remains a fuzzy 
concept and it defies description into finely crafted definition. What it stands for has been changing with 
time and differs across cultures. For instance cool’s early slang meaning dates back to early seventeen 
hundred which stood for large sums of money which went on to evolve into somebody ‘calmly auda-
cious’ in early eighteen hundred. Again in a radical break from its earlier meaning ‘cool’ came to stand 
for ‘fashionable’ in nineteen hundred and thirties (Kiplinger, 2012).

Any sign operates in language through a two tiered meaning structure. The first order signification 
is about denotation or dictionary meaning. The second order signification stands for culturally adjusted 
meaning (Barthes, 1967). ‘Cool’ as a linguistic sign carries a literal or denotative meaning. In order of 
signification the word ‘cool’ literally stands for a particular level of temperature which cannot be des-
ignated hot or warm or is of comparatively low temperature or less hot. ‘Cool’ in this frame of meaning 
offers little marketable value capable of value transformation. However a cool attribute or character 
can be of use for products whose functionality is tied to generating coolness. Acceptance of ‘cool’ in 
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brand building probably has something to do with the hidden signified which conveys meaning at the 
denotation level. ‘Cool’ is a double entendre word, its meaning operates in marketing through connota-
tive signified with its movement into the cultural realm; the sign assumes psycho-social dimensions at 
the expense of its literal meaning Considering the second level the word assumes a new meaning by an 
act of subversion of its literal signified. This opens up opportunities for strategists to fill their brands 
with a psychological substance relevant to consumers, especially the youth segment. But before ‘cool’ 
could be exploited as marketable value adding dimension, it is important to explore what it stands for.

THE STUDY

There is no denying the fact that phenomenon of ‘cool’ is both real and impalpable. Marketing strategists 
fully appreciate the value that it can add to an otherwise commoditized good or service or place. Consider 
what Judge Colin Briss presiding over an infringement suit between Apple and Samsung observed. In 
response to Apple’s claim that Samusng’s Galaxy tablet was very similar to iPad, the Judge disagreed on 
two counts. First Galaxy did not have the same simplicity as iPad’s created by its design and secondly it 
was not as cool. Brands differ in their cool quotient. It is a powerful differentiator. It is a strange reality 
and some brands like Apple and Aston Martin become hot by being ‘cool’.

This apparent irony between hot brand and ‘cool’ characterization raises many questions. First of all 
how the ‘cool’ and ‘hot’ dichotomy assumes significance in popular consumer culture. How do brands 
gain consumer liking and preference by appropriating meaning. How does a brand achieve value trans-
formation by becoming ‘cool’? What symbolic qualities does a brand need to appropriate in order to be 
‘cool’? What does ‘cool’ have to do with the culture of consumption? The search for capturing the fluid 
and transitory phenomena of ‘cool’ has given rise to a whole new industry of cool hunters (Gladwell, 
1997; O’Donnell & Wardlow, 2010). The race is on to capture construct of cool and develops cool 
products. This study was guided by the following objectives:

1.  To explore the genesis of the concept of ‘cool’ and its meaning;
2.  To understand how ‘cool’ has become a marketable property capable of value transformation;
3.  To find what does the term ‘cool’ mean.

A step research design was adopted to pursue research objectives. A discovery of meaning of the 
concept of ‘cool’ necessitated a dig into literature; accordingly literature published on the subject was 
collected, analyzed and synthesized. The purpose was to locate and explore the origins of the concept 
of cool and what consumer behavior processes were responsible for its translation in general domain 
of marketing and branding in particular. Armed with this background, an exploratory study was under-
taken with a young group of respondents between age group of 18-24 years. A convenient and judgment 
sampling procedure was adopted in which college students were asked to express their ideas as to what 
does the term ‘cool’ signify to them. The respondents were asked to write down their ideas on a piece 
of paper in a free flowing manner. Often identity disclosure causes the participants to provide guarded 
responses. In this survey the participants were not asked to reveal their identity. The responses were 
collected from a sample of two hundred respondents. The data were also collected by asking the same 
question on a Facebook page which had over thirteen hundred friends from the target age group. We 
managed to get forty usable responses on the Face book page. The collected responses were content 
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analyzed to explicate the meaning and dimensions present in the construct of ‘cool’. Content analysis 
is a widely used tool in fields like social psychology, communication and advertising (Pollay 1985) and 
image analysis (Zimmer & Golden, 1988).

FINDINGS AND DISCUSSION

The study led to the following findings which are divided into three sections. First the genesis of the ‘cool’ 
is reported followed by its migration into popular culture. Finally results from the survey are reported.

Genesis

Theological Connection

‘Cool’ in its latest avatar appears to have originated and found currency in marketing. But quite contrary 
to popular opinion, the concept of ‘cool’ is traced to religious discourses. It shares some connection 
with the concept of equanimity. Equanimity is one of the four fundamental tenets of Buddhist religious 
orientation. Buddhism is about cultivation of virtues of compassion, loving kindness, sympathetic joy 
and equanimity. Equanimity is English translation of Pali, ‘upekkha’ and Sanskrit ‘upeksha’. This stands 
for a mental stage of an individual who is not ruled by passion, desires, likes and dislikes. A top Bud-
dhist monk and scholar described it as:” a state of inner equipoise that cannot be upset by gain and loss, 
honor and dishonor, praise and blame, pleasure and pain. Upekkha is freedom from all points of self-
reference; it is indifference only to the demands of the ego-self with its craving for pleasure and position, 
not to the well-being of one’s fellow human beings.” (O’Brian, 2013). The corresponding Sanskrit word 
‘upeksha’ translates into a state of non-attachment, non-discrimination, even mindedness and letting go 
(ThichNhatHanh, 1998). It is about liberation from the influence of passion, desires, likes and dislikes.

According to Hindu philosophy, human life is all about a negotiation between opposites. It is charac-
terized by duality of pleasure and pain, success and failure, happiness and misery. Breaking from these 
dualities is a movement toward realization of the true self. The suggestion is to be indifferent to the pair 
of opposites- nirdvandvonisthyasattvastho (Sargeant, 2009).Being affected by the dualities is not the true 
nature rather being unaffected and unattached is. One of the core principles of Bhagavad Gita is winning 
over senses and not be affected by opposites that surround life. Living in the world of pleasures and 
pains and yet being unaffected and unattached is core to reaching the real being. The key to liberation 
is action without getting attached to fruits of action. Yoga is all about development of indifference and 
evenness of mind (Minor, 1986). Yoga has been used in many ways in Gita but its use is special in the 
sense of cultivation (Smatwam Yoga Uchachyate) of indifference to sorrow or happiness (Karan, 1989).
Being in a world full of pleasures and pains and yet keeping a practiced detachment and indifference is 
core to existence. It is about transcendence from attachment to joys and aversion to miseries. One should 
remain unaffected by these opposites of life.

The idea of tranquility and indifference to is also found in western religious beliefs. Found by Zeno, 
Stoicism focuses on virtue of ‘Ataraxia’ or painlessness. An indifference to the opposites of pleasure 
and pain, life and death, wealth and poverty is central to the Stoic idea. The pain and adversities should 
be endured as they are beyond control. And this endurance should be done without display of emotions. 
Conflicts and turbulence are givens to which a mindful indifference should be cultivated. Sufferings 
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are unavoidable therefore a life of ‘apatheia’ or apathy is desirable. The idea is not to kill emotions, 
rather to achieve transformation in them by developing clear judgment and inner calm (Graver, 2009). 
Passions, desires, and impulses depend on us and therefore these must be mastered. Whatever comes 
your way must be accepted with equanimity rejoicing in victories or despairing in failures. Destructive 
emotions are caused by errors in judgment. Stoic calm is about achieving freedom from anger, envy, 
and jealousy (Russell, 1972).

Cool and Slavery

‘Cool’ as is presently known in marketing as an aesthetic concept is quite different from its origins. 
The ‘cool’ in its original context was invented as a survival strategy of slaves who were subjected to 
extreme and adverse human conditions. The people on the fringes of society like prisoners and slaves 
were subjected to brutal behavior and inhuman conditions. Disobedience or retaliation attracted severe 
punishment like burning, mutilation, and hanging. The identity of African men in pre-colonial, pre-
slavery period was defined in terms of its connection to battles and tied to strength, bravery, capability 
to uphold ‘manhood creed’ established by strong community bonding and family relationships. When 
placed within the context of an enslaved existence, the physical abuse and soul wrenching conditions 
challenged this African notion of masculinity to fight back and revolt but only to invite accentuated 
degradation of existence (Mazrui, 1977). ‘Cool’ was invented as a mask to hide inner reality. It emerged 
as a counter strategy. To act out composed, unruffled, nonchalant, detached, un-perturbed and unexcited 
against the agitating body, mind and soul (Morris, 1969).

For African-Americans the society continues to be restrictive and oppressive in many ways. The social 
system and institutional organization denies them fair opportunities to join the mainstream culture. The 
black males living in inner cities of the US adopt behavioral patterns entailing unique postures, impres-
sions, and carefully orchestrated performances defined under the rubric of ‘cool pose’ (Majors & Billson, 
1992). All this is done to establish an identity defined by pride, strength and control. Four reasons that 
propel black males to adopt postures of coolness are as: a navigation strategy of their world; systems 
to establish their manhood; source of resilience and form of aggression, strength and power (Connor, 
1995). ‘Cool’ is paradoxical. It is about manufacturing a calculated inconsistency between manifest and 
the manifested. Cool in this sense is ironic. It represents paradoxical fusion of submission and subver-
sion (Bornstein, 2010). Cool is about curbing and concealing the internal agitation and presenting an 
unaffected façade outside. Cool is about disguise.

‘Cool’ and Popular Culture

A word in linguistic system is called a sign which stands for a signified or a concept. Words have the ca-
pacity to carry multiple meanings. This phenomenon is represented by the concept of ‘polysemy’ of signs. 
A text has potential to generate infinite range of meanings (Hebdige, 1979). Words evolve and change 
their meanings with time. Slang and popular culture contribute adding of multiple meanings to words. 
A word like ‘gay’ has acquired a completely different meaning from what it used to mean. In popular 
culture it represents ‘homosexual’. The dissimilarity of backgrounds between the producer of text and 
its reader can potentially alter the interpreted meaning. There are always several meanings attached to a 
sign (Gottdiener, 2001). The lack of boundaries surrounding the sign ‘cool’ has contributed to its usage 
in different contexts including popular culture. The word ‘cool’ is used as slang to mean several things.
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The polysemic nature of ‘cool’ prompted one study to investigate what all is associated with it 
(Dar-Nimrod, Hansen, & Proulx, 2012). It found that the term is used in somewhat different sense in 
popular culture far removed from its original meaning and original context. Cool seeped into mainstream 
consciousness through music and musicians, especially Jazz. Jazz is certainly a form of music but it 
also stands for a camouflaged idea. It represented a confrontation between an imposed structure of 
prejudices, exclusion and restrictions and a fragment trying to challenge it. As a music form of blacks 
it stood for defiance and confrontation (Shapiro, 1999).Jazz evolved in twenties and was perceived as 
something hostile to old values. For the people in establishment jazz represented anti-establishment at-
titudes, decadent values and culture of unencumbered living. Later, taking a further detour ‘cool’ went 
on to get linked with a category of people called ‘hipsters’. The term hipster is a derivative of the word 
‘hip’. Hip is slang for a person who is aware of new fashion and stylish. Hip is opposite of traditional or 
square. ‘Hipster’ and ‘hippie’ represented a counter sub-culture. Their lifestyle was influenced by the 
Jazz music and musicians influencing their dressing sense, language, attitude, drugs usage and liberal 
sexual orientation. To Tirro (1977) hipster is amoral, anarchistic, gentle, and over civilized to the point 
of decadence. Hipster subscribed to an alternative lifestyle that ran counter to the mainstream ideology, 
they subscribed to their own liberal sensibility. Jezer (1992) calls it as an amorphous movement without 
ideology, way of ‘being’ without reason ‘why’.

Criticism notwithstanding, hipster way of ‘being’ did enjoy a magnetic pull over a lot of people in-
cluding whites. Norman Mailer (1957) explored how the then emergent black counter culture attracted 
younger whites. The pull of life style related to blacks was so strong among younger whites that many 
of them voluntarily adopted artifacts, language, dress, music and values associated it. Norman Mailer’s 
book’s title ‘The White Negro’ is oxymoronic, a White cannot be a Negro and vice versa. One excludes 
the other in physical sense but a White can be Negro in thinking. Rejection and rebellion are two core 
ideas governing hipster beliefs and attitude. The quest for new meaning of life through sensory grati-
fication by use of stimulants and sex by the marginalized ended up building up its own followers. The 
values like self expression, unrestricted hedonism and sensory orientation, adoption of the forbidden, 
liberal sexual orientation unique to a select group came to define ‘cool’ as sections of people from the 
adjacent. For marketers, these values presented powerful symbolic resource for brand building. Brands 
by incorporating ‘cool’ values make the ‘cool’ available off the shelf. But ‘cool’ is transient. It can be 
incorporated on after it has been identified.

What Is ‘Cool’?

The phenomenon of ‘cool’ has attracted numerous meanings and interpretations yet it remains elusive and 
difficult to capture. The range goes on to include ‘cool’ as an attitude of individuality, series of move-
ments and flash of red hot radiation (Rice, 2002). It is often said that the very act of finding ‘cool’ is to 
lose it simultaneously. The discovery of ‘cool’ is paradoxical; ‘cool’ if discovered is no longer ‘cool’ and 
it takes a flight. There is circularity in ‘cool’s discovery and its loss (Gladwell, 1997), the moment of its 
find is also the moment of its loss. The cycle of discovery and loss gave rise to a new set of marketing 
professionals given to hunting what is cool. They immerse themselves in the natural habitat to discover 
cool trends to be used by marketers.

The word ‘cool’ is used in different contexts and with different imports. Some of the expressions that 
are used by the young include ‘cool money’, ‘cool looks’ ‘cool treatment’, ‘that’s cool’, ‘cool song’, ‘cool 
person’, ‘cool down’, ‘cool it man’, ‘cool movie’ and ‘take it cool’. The wide range of its usage implies 
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its amorphousness and flexibility. There is certain amount of attraction that ‘cool’ enjoys but the ques-
tion arises what do young have in mind when they use the term ‘cool’. Is it an attitude, a way of being, 
or behavior pattern? What is it that invests it with mythical power that it has become an important coin 
in the currency of youth communication? What sits at the heart of the concept of cool? Our attempt to 
apprehending the meaning of ‘cool’ led to understanding that it is a term characterized by multiplicity 
of meaning. The lack of a fixed meaning leaves it open to adaptation in different contexts. The range 
goes on to include different aspects of a person including moral character of person, way of behaving, 
external appearance, orientation towards life and personality. It is a human phenomenon. Our study led 
to identification of four aspects of ‘cool’: ‘cool’ as temperament; ‘cool’ as reconciliation of opposites; 
‘Cool’ as an external façade and ‘cool’ as moral character.

• Composure as ‘Cool’: this perspective comes closest to its genesis during the time of slavery 
when people subjected to extreme inhuman treatment and harsh conditions cultivated an attitude 
to remain calm under stress. It also is in harmony with the religious or theological interpretation 
of ‘cool’ as equanimity or a sense of detachment. The ‘cool’ sits here as a survival device. The 
character of James Bond is ‘cool’ for he always remains unruffled and unaffected by the pressures 
of the situation. Mahatma Gandhi was ‘cool’ for his capacity to stick to his resolve irrespective of 
pressures. Not getting agitated or excited during situational provocations is the reverse of ordinari-
ness. It is common to break down under stress. But it is ‘cool’ to have ‘never break under pressure 
‘personality.

There is no dearth of examples when people give in under pressure but to remain calm and poised 
under stress is extraordinary. Tag Heuer, a well-known Swiss watch brand in one of its advertising cam-
paigns used a tagline that went as ‘What are you made of?’ The brand is endorsed by the likes of Shah 
Rukh Khan and Tiger Woods. Both of the endorsers epitomize extreme mental strength and remain calm 
in challenging situations. This was in continuation of its earlier ‘Don’t crack under pressure’ campaign. 
The ‘Inner Strength’ ads ran in nineties and focused on the supremacy of mental strength. A recently 
launched brand by the name of Attitude by Amway taps into this ‘cool’ psychology to build customer 
pull. One of the ads of Attitude shows how a model walking down the ramp suddenly gets tipped over 
due to high heels. Instead of hiding her face in embarrassment and shame, she pulls herself together with 
surprising ease, smiles, and continues her walk.

• Paradox as‘Cool’: Actor Shah Rukh Khan’s character in Bollywood blockbuster ‘ Kuch Kuch 
Hota Hai Hai’ exemplifies ‘cool’ as juxtaposing apparently irreconcilable opposites. He is por-
trayed as a typical cool dude in his appearance and his demeanor is typical American student on 
the edge. He wears designer clothes, is hyper active, bursting with energy, spontaneous, and reck-
less to a point of appearing insensitive, rash and carefree. But what makes this character appeal-
ing is the juxtaposition of his external ‘hip’ and reckless façade with sensitive and value oriented 
hidden character (‘A man bows his head only in front of three women – in front of his own mother, 
in front of Goddess Durga and….; (‘We live once, we die once, we marry once and love also hap-
pens only once’.) The ‘cool’ is about effortless negotiation of culturally imposed binaries. The 
culturally imposed binaries that have been imposed to regulate behaviors are now in state of flux. 
To be ‘cool’ is to challenge these apparently dichotomized gender roles, notion of time, hierar-
chies and values. The ‘cool’ is the concept of ‘the complete man’, a concept appropriated by brand 
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‘Raymond’. Completeness is about transcending muscular notions of manliness and combining it 
with the soft and emotional side associated with women.

Consider developments in beauty and wellness space. Beauty has made inroads into masculine gen-
der and muscularity is new womanhood. The cricketer ViratKohli epitomizes ‘cool’ for the youth in 
our study. He juxtaposes his brash, aggressive, arrogant and outspoken side with extreme talent which 
makes a ‘cool’ idol. It is ‘cool’ to escape from binaries like love and hate, study and play, rich and poor, 
reverence and ridicule. The ‘cool’ is to be able to juxtapose contradictory emotions and beliefs like love 
with hate, and reverence with ridicule. This is in consonance with postmodern cultural reality (Foster, 
1983; Hutcheon, 1988; Wilson, 1989). ‘Cool’ is reconciliation between apparently irreconcilable cultural 
opposites.

• ‘Good’ as ‘Cool’: What characterizes the Occupy Wall Street, Arab Spring, Protest against Delhi 
Rape/ violence against women, anti-corruption protests, and other movements of similar nature 
led by youth across the globe? What unites these protests amidst their different locations and is-
sues is that they all are voices against the ills that plague our society. Over the years society across 
different continents has witnessed tremendous depreciation in values. The value system acts like 
an extra judicial system that does not allow human behavior to violate established socio-cultural 
norms. But ethical and economic breaches that have rocked the conscience in the recent times 
have brought conscience back into both popular and serious academic discussion. The youth is 
frontrunner in this movement.

Quite contrary to popularly held notion that being rich and successful is cool, our study discovered 
that young find it ‘cool’ to be a man of conscience. It is ‘cool’ to bear a torch against degraded human 
character which is at the root of social, economic and environmental malaise. To protest is perfectly le-
gitimate; to be able to hold on scruples is ‘cool’. In the business space Narayana Murti and Azim Premji 
is cool, so is anti-corruption crusader Anna Hazare. Dr Devi Prasad Shetty credited for compassion in 
health care is ‘cool’. In response to our question defining cool, we found that to be able to keep to your 
conscience and uphold ethical values against pervasive moral degradation is ‘cool’. Beneath the apparent 
glitz and gloss of consumerist society, for some sections of youth, ‘cool’ is to resist moral derailment 
caused by ‘money culture’. Consider the television advertisement of Mahindra’s newly launched compact 
sedan Verito Vibe. The ad exhibits a young person driving the car happily with a group of friends. On 
the road another person riding a scooter with his son gets involved in a race like situation. Both race to 
beat each other, but eventually the car driver deliberately slows down to let the kid on the scooter win. 
The ad appeals to moral value of sacrifice for the sake of others. Similar theme is visible in currently run 
advertisement featuring actor Salman Khan for Dicxy Scott innerwear for men. The ad features an arm 
wrestling competiton wherein the actor wrestles against a man. Upon discovering that his opponent’s 
son is watching the game and he wants his father to win, the actor gives up only to make the child happy.

• ‘Cheeky’ as ‘Cool’: This concept of cool is epitomized by ad campaign for Sprite, a brand of cool 
drink signed off by the statement chalo apni chal (‘walk your own way’). In is one of TVC shows 
three boys are being taught violin by a beautiful teacher. One of the boys is smitten with his violin 
teacher. As the teacher arrives and wishes them good morning, all the boys try to impress her by 
their skills by playing violin. Then the protagonist is asked to perform. Instead of impressing her 
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with skilled play of violin he starts to make a screeching noise. The teacher impressed with the 
performance of other boys, tells them to meet her next week and asks the protagonist to spend two 
hours with her every day. The campaign appeals to a sense of overcoming odds with tongue in 
cheek humor and ingenuity.

Our study discovered that tongue in cheek humor and ability to poke fun at yourself is ‘cool’. The 
‘cool’ in this strand challenges the idea of being overly rational and thought driven. This ‘cool’ thrives 
on unexpected juxtapositions that produce humor. . The Dollar Club ad begins with Akshay Kumar 
pretending to be blind. He stumbles his way into a bank being robbed by armed men. He fights the rob-
bers off in a high voltage action sequence. After having beaten all the robbers he comes back into his 
blind garb. He puts on dark glasses and begins to walk with a stick. One of two staffers witness to the 
sequence visually stupefied by his heroic feat observes ‘sad, he is blind but what a fighter’. In a shock-
ing tongue in cheek reply he reminds her that her button is unfastened (‘button khulahaiaapka’). ‘Cool’ 
in this perspective implies thinking out of box and acting smart. It is harmless cleverness to produce 
results. ‘Good looking rascals’ campaign of readymade apparel brand John Miller comes very close 
to this category of ‘cool’. The brand is targeted at young men and seeks to develop connect based on 
difference between hard-worker and smart worker. The ads show how a young good looking executive 
smartly maneuvers a difficult office situation.

The four perspectives in Table 1 were found to be dominant in our investigation. Besides this con-
ceptualization of ‘cool’, some other minor fragments were also found. These perspectives were not 
categorized separately for the reasons of low frequency of mentions. Some of the popular meanings that 
‘cool’ represented include ‘great’, ‘excellent’, ‘clever’, ‘skilled’, ‘socially adept’ and ‘acceptable’. Two 
noticeable minor categories of ‘cool’ were found to be making money quickly and being well-dressed. 
It is ‘cool’ to rise up the wealth spectrum either through entrepreneurship or climbing corporate ladder. 
Being ‘cool’ is also found to be construed narrowly in terms of external appearance of a person. Being 
in the know of contemporary fashion and keeping pace with it is also ‘cool’. The phenomenon of ‘cool’ 
extends on to include attitudinal or dispositional, behavioral and aesthetic sphere of human existence.

Branding Implications

Brands create value therefore the route to value creation sits at the center of branding process. The value 
path cannot be independent of consumer imposed structure of needs and wants. Three facets of satis-
faction are: functional, symbolic and experiential (Park, Jawarski & MacInnis 1986).Consumers look 
for self-expression and self-fulfillment from products and brands (Brownlie, Hewer, & Traynor, 2007). 

Table 1. Different perspectives of ‘Cool’

Perspective Meaning Illustrative brands

Composure as ‘Cool’ Clam under stress, un-crushable spirit Tag Heuer, 7 UP, Attitude

Paradox ‘Cool’ Juxtaposition of cultural binaries Raymond, Bajaj, Wills

Good ‘Cool’ Conscientious, moral and ethical Dicxy Scott, Verito Vibe

Cheeky as ‘Cool’ Smart ingenuity, out of box, harmless 
clever John Miller, Sprite, Pepsi, Ell 18
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Marketers invest in their product with symbolic meanings designed to help customers achieve their iden-
tity related goals (Belk, 1988; Holt, 2005; Fournier 1998). A brand apart from functionality can also be 
instrument of identity expression and creation. Brands are consumed for their symbolic properties (Levy, 
1959; Elliott, 1999). The embedded symbolism serves crucial need for meaning creation for consumers.

Marketed goods and services constitute raw material to create, foster and develop identity (Eliott & 
Wattanasuwan, 1998). Products are transformed into brands by sign making process to become ‘live 
information system’ (Douglas & Isherwood, 1996). The drive to form self- identity is likely to be more 
pronounced in early states of life. During this stage brands and consumption assume significance in 
identity creation reinforcement process (McCracken, 1986).Many brands follow identity oriented strategy 
linking consumer, brand and identity intended to create self-conceptual links (Reed, 2002) to produce 
superior results. Consumers respond positively to brands whose image is synchronous with their identity.

Functionality is essential but is not sufficient to create attachment. The brand-consumer bonding is 
critical to profitability and consumer lifetime value (Thomson, MacInnis, & Park, 2005). A sense of 
unity or oneness with brand translates into love and attachment which starts with building cognitive and 
emotional linkages between consumer and brand (Chaplin & John, 2005; Escalas, 2004). It happens when 
a brand ceases to be an entity extraneous to consumer and becomes the part of consumer’s identity. At 
the heart of identification lies a feeling being in oneness with the brand, a sense of belongingness (Bhat-
tacharya et al., 1995). By moving into the realm of perception, brands appropriate relevant consumer 
identity dimensions and strike a fit to create identification (Mael & Ashforth, 1992).

‘Cool’ in this background offers symbolic resource for brand building (see Figure 1). It involved with 
products, designer labels and aesthetics and niche brands (Nancarrow, Nancarrow and Page, 2002) ‘Cool’ 
is important for consumers for three reasons. First, brands like other cultural artifacts contain abstract 
cultural meaning (McCracken, 1986) and embedded ‘coolness’ implies a specific meaning. Consumers 
buy brands to extract meaning contained therein to use them in their lives (Fournier, 1998). ‘Cool’ as 
symbolic brand property permits consumers to realize self-concept related goals by identity matching 
and extension. Second, brands are also helpful in creation of social identity and negotiation of social 
roles. The desire fit-in and stand out is inherent to people. Brands help consumers express who they 
are and who they are not. For instance by buying a Mercedes a person joins a select group of moneyed 
social class yet at the same time he also conveys that he is not a yuppie. ‘Cool’ brand allows consum-

Figure 1. ‘Cool’ and brand building
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ers to leverage its symbolism for their purpose of expressing and constructing social identity. Lastly, 
consumers form communities based on their consumption or use of brands (Muniz & O’Guinn, 2001). 
Some of the known brand based communities are that of Apple, Beetle, Saturn and Harley Davidson. 
Commonness of a brand among people can pull them together and create communal bonds. ‘Cool’ here 
offers opportunity for brand community creation in which people could be bound together by a specific 
concept of ‘cool’ integrated in a brand. Danesi (1994) observes that people in teenage group with sen-
sitivity to self- concept are likely to affiliate with others based on traits like ‘coolness’. They are likely 
to both conform to group norms and also retain their individual identity.

Being ‘cool’ bestows power upon a brand but becoming un-coolness robs it off. Brands lose appeal 
when they become un-cool. A brand can become ‘uncool’ when it fails to sync itself with changing con-
cept of ‘cool’. Levis lost its ground in the youth market as it lost its ‘cool’ appeal. Behind the manifested 
sales statistics lies a reason that the quintessential blue pair of jeans is no longer perceived as ‘cool’ 
(Poutain & Robins, 2000). ‘Cool’ is not a static phenomenon. It evolves with time. It is through this 
evolutionary process, today’s ‘cool’ can become ‘un-cool’ tomorrow. The blue double seamed riveted 
denim became ‘cool’ during fifties and sixties for associations and imagery with working class. Levis 
drew its ‘cool’ by becoming symbol of anti-establishment generation. It was a sartorial expression of a 
rebel identity. The anti conformity, anti-establishment symbolism held sway till seventies and eighties. 
But as time passed rebel of then aged and came to signify the establishment. How can a pair of blue jeans 
worn by the parents be ‘cool’? The new brands gained grounds taking ‘against’ position by building 
and evolving rebel phenomenon in contrast of Levis which by now had come to symbolize jeans of old 
generation. For the new youth and their rebel identity Levis was not the right pair. Brands such as Calvin 
Klein and Tommy Hilfiger filled in this space. Tommy Hilfiger built its brand by harnessing of ghetto 
cool into marketable commodity. The brand feeds off the alienation in American race relations. It sells 
fetishization of black style to white youth and fetishization of white wealth to black youth (Klein, 2000).

The Cool Brands Expert Council compiles a list of brands which are considered to be cool on the basis 
of expert and consumer opinions. Their evaluation criteria are based on the premise that the concept of 
‘cool’ is very personal and subjective. Hence no objective definition forms the background in their selec-
tion process. However there are factors that do guide selection process which include style, innovation, 
originality, authenticity, desirability and uniqueness (Cool Brands Council, 2013). The top cool brands 
of 2012-13 include names like Apple, YouTube, Aston Martin, Twitter, BBC, Virgin Atlantic, Bang & 
Olufsen, Sony, Bose, HaagenDazs, and Vogue. The technology brand Apple pushed high price luxury 
automobile car Aston Martin from its previous top position which has consistently occupied the top slot 
for many years. This may imply that being expensive, super luxury and aspirational may not be all that 
which makes a brand cool. Affordability does not prevent a brand from being perceived as cool. Aspects 
like free spirit, enjoyment and pleasure have assumed significance in defining coolness in a brand. There 
are over 39 different explanations of ‘cool’, ranging from edgy to luxurious and from hip to ‘sweet’.

CONCLUDING REMARKS

Marketing’s quest for value creating ideas is endless. For long the value intrinsic to a product held its 
ground in winning the consumer. But with the passage of time marketing has evolved into a kind of 
psychological battleground. Functionality embedded in tangible product is essential but not sufficient. 
Consumers, especially the youth want their brands to be ‘cool’. The phenomenon of ‘cool’ is widely 
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cherished but scantily understood. Its presence or absence has palpable effect on brand performance. The 
presence of ‘cool’ can transform brands into objects of desire. Consumers want it but rarely understand 
it. Marketers cannot do without it but do not comprehend it. ‘Cool’ is a new nebulous resource, abstract 
and elusive but capable of influencing marketing outcomes in a very tangible way. Cool is a new value 
adding substance that spins the wheel of new consumerist culture. It is therefore hunted, appropriated 
and disseminated through resonating brand narrative.

Advances in manufacturing technologies and their dissemination has been working counter to the 
goals of consumer franchise building through unique value. ‘Cool’ is not a substance to be manufactured. 
It does not reside in product, it is finely crafted symbolism around a brand sourced from consumers and 
delivered to consumers. A product is a fixed realty defined by its dimensions but ‘cool’ being psycho-
logical construction is transient. Change is inherent to its nature with time and across people. Something 
that is ‘cool’ today may cease to be so tomorrow and same is true for people from one location to the 
other. It is a fleeting phenomenon. Accordingly brand need to shift gears to discover the codes of ‘cool’ 
and align with perpetually changing reality.

The frequent and varying usage of the term ‘cool’ acted as trigger to undertake this exploratory study. 
It is interesting to find the two sides of ‘cool’, one that is axiomatic in popular consumption culture and 
second, the more profound ‘way of being’ in theology texts. It originated as attitude of endurance and 
cultivated sense of detachment in tense situations during slavery but it later evolved to acquire different 
meanings in popular culture including an oppositional or rebel attitude. ‘Cool’ is characterized by lack 
of consensus on its meaning. However it does have different facets. Our study discovered four facets: 
cool as composure or an attitude of calm, negotiation of cultural binaries or contradictions, essential 
goodness and being cheeky or harmlessly cleaver. These facets resonate with youth psychology. It is 
not surprising therefore to find how different brands choose these paths to invest in symbolism in a 
bid to create a sense of identification. Cool is about brand characterization. This is achievable by tak-
ing brand narrative beyond economic utility. Functionality is limiting in the contemporary marketing 
environment. It can take a brand into customer consideration but may fail in creating engagement and 
commitment. The brand must have a narrative which people buy into. Notwithstanding the difficulties 
in catching the essence of this elusive and opaque phenomenon, marketing managers need to crack the 
code of ‘cool’. It is a scarce resource capable of value transformation, once captured it can endow a 
brand with abundant success.
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ABSTRACT

This study examines factors related to the effectiveness of mobile advertising. Using a large data set with 
115,899 records of ad tap-through from a mobile advertising company in China, the authors identify that 
the influencing factors for advertisement tap through are application type, mobile operators, scrolling 
frequency, and regional income level. They use a logit model to analyze how the probability of adver-
tisement tap through is related to the identified factors. The results show that application type, mobile 
operators, scrolling frequency, and the regional income level are positively correlated with the likeli-
hood whether users would tap on certain types of advertising. In addition, they use the Bayesian network 
model to estimate the conditional probability for a user to tap on an advertisement in an application 
after the user already taps on another advertisement in the same application. Based on the findings, the 
authors propose strategies for mobile advertisers to engage in effective and targeted mobile advertising.

1. INTRODUCTION

The rapid development of mobile technology makes it possible for mobile advertisers to use various 
applications to dynamically push advertisements onto smartphones and tablets (Wong, Tan, Tan et al., 
2015). The traditional advertising formats of short message service (SMS) and Multimedia Message 
Service (MMS) (Park et al. 2008; Samanta et al. 2009) are gradually being replaced by mobile interactive 
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advertising (Laszlo 2009). More advantageous than the traditional advertising, this new form of mobile 
advertising possesses properties of real-time, mobility, higher rates of user reachability, and instantaneous 
interactions. Because of the unique match between a smartphone and its user identification, mobile 
advertisers can analyze users’ behavior and preferences and achieve more accurate advertising content 
delivery. The mobile advertising service industry, resulting from the popularity of mobile advertising, 
sets its core business as pushing advertisements to mobile users. They not only organize a large number 
of mobile application developers to provide application services to mobile customers, but also promote 
the development and practice of personalized advertising service market.

Since Apple marketed the first generation of smartphones branded as iPhone in 2007, the mobile 
Internet industry has flourished. The emergence of Android, Windows, and other smartphone operat-
ing systems, along with iPhone, has provided strong support to smartphone handset manufacturers. The 
model of mobile applications (App), third-party developers and application stores quickly becomes the 
most popular and opportunistic business model in the market. This model calls for sharing smartphone 
operating system interface (API) or the source codes, allowing non-platform developers and third-party 
operators to develop Apps, and then uploading them to the App store for global users to download either 
for free or for a fee. The developers and platform operators share the revenue. Apple and Google are the 
well-known examples of this business model. Because this model allows any developer to upload Apps, 
the number of applications on the platform can increase rapidly to meet users’ demand for a variety of 
applications. Apple’s iOS platform has become a mature fee-based model, and its rigorous audit ensures 
the quality of Apps. Because most of the Apps in the Apple store are for fee-based downloads and iOS 
users have been accustomed to paying, iOS developers can earn a decent income. As a result, this busi-
ness model has created many miraculous entrepreneurs.

In contrast to iOS, Android platform is an open platform. Because most of Apps are free to download, 
developers on the Android platform develop and upload Apps for free. Such an open platform leads to 
uneven application quality and results in the current situation where majority of users do not want to 
pay for downloading Apps. For example, Viennot, Garcia & Nieh (2014) find that about 80% of apps 
in Google Play Store are free). In general, developers on the Android platform cannot make money by 
relying on the basic App downloads, although many commercial apps are paid and an important source 
of revenue for their developers is the price of the app. To overcome this shortcoming, a new kind of 
profit model of “free Apps + advertising” has gained market popularity in recent years. Taking advan-
tage of this trend, a number of mobile advertising companies emerged. Successful examples include 
Millennial Media, StrikeAd, and AirPush in the US, and Cellphone Ads Serving E-Exchange (CASEE), 
WOOBO, and Youmi in China. In 2012, Millennial Media saw its initial public offering (IPO) price rise 
more than 90% on its first day listed on the NASDAQ, showing the market confidence and expectation 
for this emerging industry. Among all forms of advertising, the mobile advertising is expected to grow 
the fastest. It is the new frontier of advertising. Social media companies such as Google and Facebook 
race to gain shares of this form of advertising. According to the U.S. market research firm eMarketer, 
the U.S. and China mobile advertising revenues in 2015 reached $28 and $13 billion, respectively, and 
in 2018 are expected to reach $57 and $40 billion, respectively (Dogtiev, 2016).

Tsang et al. (2004) summarize the nature of mobile advertising as follows: 1) the rapid growth of 
mobile Internet has made effective one-to-one marketing possible; 2) the user attitudes toward mobile 
advertising are generally passive unless the content are specifically customized; and 3) the user atti-
tudes have a direct impact on their behaviors. Xu and Gutierrez (2006) also think that the widespread 
use of mobile phones has resulted in the rapid growth of mobile commerce (m-commerce), and mobile 
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advertising is one of most important m-commerce applications, as well as one of the highest potential 
direct marketing channels.

The mobile advertising business model consists of mobile advertising companies, advertisers and App 
developers. Mobile advertising companies are responsible for contacting advertisers, making advertising 
banners, and pushing advertising content to a variety of apps. They also provide advertising placement 
Software Development Kits (SDK) to third party developers who have registered with the companies. 
Developers embed the SDK in their developed Apps and publish them on the web. Mobile phone users 
can download Apps and install them on their phones. When users open an App, the embedded SDK 
application will request data from the back-end service for specific advertisement banners to display on 
mobile terminals. The advertisements will scroll in a specific position on the smartphone. When interested 
in the content of a scrolling banner, a user can tap on it. Then the specific content of the advertisement 
is shown in appropriate forms on the phone screen. This completes the publication cycle of an advertise-
ment. The mobile advertising company records the number of taps and advertisers pay an appropriate 
fee based on the hits. The mobile advertising company then shares part of the revenue with developers.

Because this advertising model is the combination of ad push by mobile advertising companies and 
ad tap by mobile users, a great deal of randomness is involved. Tap-through on mobile devices is similar 
to click through on desktop/laptop computers. The tap-through rates (TTR) are usually low. One online 
experiment measured TTR as low as 0.18 percent (MetaRain Blog, 2014). The low TTR may be attrib-
uted to the poor effectiveness of the mobile application advertising. In addition, too many ineffective 
ad displays can make mobile users unhappy because of unwanted interferences. Huang & Wang (2010) 
argue that mobile media companies should respect users by highlighting the core advertising value of 
displaying accurate advertising for targeted customers. How to increase the accuracy of advertising 
placements and reduce user irritation is a very challenging proposition for mobile advertising companies.

We attempt in this research to answer this challenge of personalized marketing of “at the right 
time, sent to the right person” (Chen & Hsish, 2012). We build an empirical model based on 115,899 
records from a local mobile advertising company to discern the relationships between a tap-through 
of an advertisement by a user and type of Apps, mobile carriers, and the number of scrolls. The local 
mobile advertising company was in one of the largest metropolitan areas in China. The data should be 
representative of urban areas in China. In addition, we build a Bayesian network model to estimate the 
conditional probability of a particular ad tapping through on an ad already being tapped. Based on the 
results, we draw policy implications for more precise advertisement deliveries.

2. RESEARCH BACKGROUND

Mobile advertising is an emerging research field and many researchers attempt to identify its success or 
adoption factors (Ma et al. 2009; Park et al. 2008; Vatanparast and Butt, 2010). Identified factors include 
time, location, information and personalization (Bauer et al., 2005), and social norms, users’ motives, 
mode, and personal characteristics (Barwise and Strong, 2002). Studies also propose other key variables 
including perceived information, entertainment, and social utility (Bauer et al., 2005) and entertainment, 
irritation, informativeness, credibility and personalization (Xu and Gutierrez, 2006). Similarly, Cheng et 
al. (2009) analyze four strategies of digital advertising placements on mobile devices and discover that 
three elements - informativeness, entertainment, irritation – have impact on the effectiveness of mobile 
advertising. Jun and Lee (2007) find that convenience and multimedia service are statistically related to 
users’ acceptance of mobile advertising.
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Castro (2006) introduces customer location information and user interest in mobile advertising push 
research. He uses decision keywords to filter the neighborhood list to find the similarity between user 
locations and interests, and makes recommendation for advertisements. The experiment showed good 
results with almost 100% of the users expressed a certain level of interest in the received advertisement 
recommended by the system. Kim (2009) designs a system that not only provides recommendations based 
on users’ interest, but also improves the efficiency of advertising by mining user preferences based on 
text messages. The simulation of the system achieved good experimental results. A qualitative study by 
Peters et al. (2007) finds that users’ adoption of wireless advertising depends on process motives, social 
needs and content needs.

From the marketing perspective, some mobile advertising research focuses on how to provide users 
with valuable information and accurate marketing services based on market segmentations and user 
preferences. Tsang et al. (2004) propose that entertainment, credibility, irritation, and informativeness 
are important influencing factors for users’ acceptance of mobile advertising. In a study of the young 
African consumers, Waldt (2009) finds that users generally have negative attitude toward mobile ads 
due to entertainment, credibility, and irritation. Similarly, Chowdhury (2006) discovers that among 
credibility, irritation, entertainment and information, only credibility is a significant factor influencing 
users’ attitude toward mobile advertising.

In a comparative study, Cheng (2009) offers some interesting insights into the old and new advertising 
push methods. Traditional forms of mobile advertising generally use SMS and telephone calls to push 
advertising content. However, this type of advertising is often treated as spam messages or phone calls. 
In the 3G era, the widespread use of smartphones has made new advertising push mode more appealing, 
because users have the freedom to view or not view the advertising content. This leads to the decreased 
psychological resistance for mobile advertising.

Another popular mode of mobile advertising is advertiser sponsored services offered by mobile 
operators. Relative to banner advertisements, sponsored advertising is more reliable at consumer tar-
geting because it can be customized based on a user’s web search history on such social network sites 
as Facebook (Barreto, 2013). Dehghani & Tumer (2015) state that sponsored mobile advertising is an 
effective way of marketing message dissemination because of direct connections among advertising 
consumers, producers and brands. A specific process may involve a sponsor presenting an advertisement 
as a story with a user’s real time experience with a product. Once followers start to repeat story-telling 
and additional information sharing and exchanges about the product, more intensive brand experiences 
are created (Dyrud, 2011). Lin & Kim (2016) frame their study based on the technology acceptance 
model (TAM) and find that both privacy and intrusiveness concerns are impactful variables for perceived 
usefulness but not for perceived ease of use of sponsored advertising. In addition, consumer attitudes 
toward sponsored advertising is impacted by concerns of both privacy and intrusiveness, but product 
purchase intentions are only influenced by privacy concerns.

Although current research on mobile advertising enhances our understanding of this new form of 
advertising and its effectiveness, two gaps between theory and practice still exist. First, theoretical 
frameworks proposed in the extant literature are mostly abstract in nature. This makes their applications 
to reality difficult. Second, the focus of most of research is on the sender (seller) side of advertising 
instead of on the recipient (user) side. This leads to the need to examine advertising effectiveness from 
the users’ perspective (Ahn, Kim & Han, 2006). The rapid growth of mobile phone users has attracted 
a large number of mobile advertisers to enter the market. To minimize irritations with mobile user 
experience, it is crucial for advertisers to find an innovative and non-invasive method of advertising 
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placements. Topsümer and Yarkin (2015) argue that unwanted mobile advertising would be interpreted 
as “time loss” by customers. (Tripathi et al, 2006) argue that the precise advertising and targeting face 
challenges because of the increasingly large demand for mobile advertising and the uncertainty of user 
behavior. Kim & Lee (2015) propose a new theoretical framework based on customer psychological 
typologies in smart mobile advertising industries by departing from previous demographical criteria or 
researcher-oriented empirical research.

This study aims to close these gaps. We propose an empirical and testable model for the likelihood of a 
user would tap through a particular advertisement. Moreover, we introduce four key explanatory variables 
directly related to users and they are: app type, income level of the user location, mobile operators, and 
the number of scrolling advertisements. We detail the reasons for the inclusion of the variables below.

First, we use app type as a proxy for user interests, which are the most decisive factor for a successful 
advertisement (Zhu and Chen, 2015). For example, when a user opens a game app, it is an indication of 
his interests in playing games. This variable is similar to the informativeness and relevancy dimensions 
of mobile advertising in literature (Barwise and Strong, 2002; Bauer et al., 2005; Xu and Gutierrez, 
2006; Cheng et al. 2009; Topsümer and Yarkin, 2015).

Second, we believe that the level of regional income is related to the popularity of certain types of 
advertising. For example, users in a relatively low income region may be more interested in downloading 
coupons from their cell phones, whereas users in more affluent regions can obtain coupons in a variety 
of ways. This is similar to the user location concept in literature (Bauer et al., 2005; Castro, 2006; Gana 
& Thomas, 2016).

Third, the mobile operator situation in China is unique. Among the three major mobile operators - 
China Mobile, China Unicom, China Telecom, China Mobile is much larger than the other two smaller 
rivals. Its market share in China is about 65 percent, with a market capitalization seven times as large as 
the other two combined (Yahoo Finance). Because the big operator can offer more megabytes/month to 
their users and provide offers for smartphones with more capabilities than the smaller rivals, users are 
less worried about data usage when viewing and tapping on ads. As a result, users of different mobile 
operators may exhibit a different level of preference to certain types of advertising. To our best knowledge, 
no prior studies have investigated the role of mobile operators in mobile advertising due to the fact that 
the mobile operator situation (with one dominating the other two much smaller ones) is unique in China.

Finally, The number of scrolling advertisements. When users open an application on their phone, a 
mobile advertising company starts to send advertisements to scroll in the application. This number is 
cleared to zero when one advertisement is tapped on. This variable represents the irritation factor iden-
tified in the literature (Tsang et al. 2004; Waldt, 2009; Le & Nguyen, 2014; Lin, Zhou, & Cen, 2014; 
Topsümer and Yarkin, 2015).

In addition, we use the Bayesian network model to predict the conditional probability for a user to 
tap through one particular ad after the user tapped through an ad. Bayesians believe that events that have 
occurred in the past are capable of providing relevant information for the prediction of future behavior. 
Researchers widely use Bayesian networks to estimate conditional probabilities based on users’ past 
behavior. For example, Cui, Wong, & Lui (2006) suggest Bayesian network models are one of the most 
attractive direct marketing tools due to their ability to perform reasoning under uncertainty. Zhu (2013) 
uses Bayesian networks for churn analysis to help decision makers to formulate appropriate customer 
retention strategies. Li (2013) studies the application of Bayesian networks in commercial bank credit 
risk assessment methods. Dai (2013) compares various models for predicting user behaviors on online 
social networks and finds that the Bayesian network model is more accurate and comprehensive than 
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existing models. Verbraken (2014) uses Bayesian network algorithms to improve the power of explanation 
of the prediction model for customer churn rates of telecommunication carriers. Finally, Xiong (2014) 
classifies the individual emotions in social networks based on the Bayesian network model and finds 
that the number of friends is closely related to the personal emotions. He further proposes a dynamic 
evolution model of collective emotions by taking into consideration both self and mutual developments.

3. RESEARCH DESIGN

We carried out this study in three steps. First, we collected user data from a mobile advertising com-
pany in Guangzhou, China. Second, we extracted the data for the variables used in this study. Finally, 
we analyzed the data using logistic regression to calculate the probability of user tap-through based on 
App types, mobile carriers, the number of scrolling advertisements, and local GDP. The GDP data were 
collected from the China Statistics Book.

3.1. Data Collection

We collected the data for a period of three months, including the number of ad displays, tap through, the 
number of scrollings, and mobile carriers from the mobile advertising company. The data was randomly 
selected from the company’s back-end servers. The volume of the data set was 80 gigabytes. The back-
end data was stored as text based on a predefined structure specifying the length of each variable. We 
obtained the value of the variables used in this study according to the specification of the defined format. 
Given the variables were measured in raw numbers, no classification was performed. We developed a 
Java program to segment and extract the raw data and saved the results in a database for forthcoming 
analysis. To overcome the large amount of data and limited computing capacity, we filtered the records 
for the time period 17:00-20:00 each day. This time period was selected mainly because this was when 
people got off work and had the leisure to use apps on their phones. This was confirmed by the higher 
tap through rates in this time interval than any other time of the day. The filtering procedure reduced the 
number of records to 60 million, among which 115,899 were tap through, representing a rate of about 
1.9‰, consistent with findings in the current literature (MetaRain Blog, 2014). The 115,899 records 
constituted the working data set for our study.

We use the classifications for advertisements and Apps defined by the company. The classification 
system is based on the specific form of advertising and promotional content. There are four categories 
for advertisements. The first category is website promotion advertising, mostly the promotions of e-
commerce, portals and other websites. This type of advertising is mainly pushed to smartphones in the 
form of text. The second category of advertising is promotional sales of goods and services by merchants 
in the form of GIF images. The third class of advertising is for group shopping cards, coupons, as well 
as application software downloads. And the last category is the direct introduction and showcase of new 
products using rich media of audio, video, and animation.

The classification of apps is in Table 1. The definitions are straightforward. For example, the utility 
software category included communications and journalism; the games category included chess, puzzles, 
casual fun, strategic games, simulated adventures, shooting and flying, etc.

Tables 1, 2, and 3 show the classification of Apps, advertisements, and mobile providers.
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Table 1. Classification of App

App App Code

Application Software 0

Communication Aids 1

Casual Games 2

Chess Puzzle 3

Other 4

Multimedia Software 5

Strategy Games 6

Network Application 7

System Software 8

Role-playing 9

Shooting & flight 10

Adventure Simulation 11

Security Software 12

Sports Competition 13

Action Fighting 14

Table 2. Classification of advertisement

Ad Ad Code

Website Promotions 1

Product recommendations 2

Coupons and Promotions 3

Rich Media Promotions 4

Table 3. Classification of mobile carriers

TC TC Code

China Mobile 1

China Unicom 2

China Telecom 3

Other 4
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3.2. Correlation Analysis

For the 115,899 tap through records, we report the descriptive statistics and correlation analysis Tables 
4 and 5.

Table 4 offers a few insights into the relationships between Apps and Ads. First, the tap through on 
three Apps (Application Software - App0, Casual Games - App2 and Other - App4) account for 67.96% 
of all tap through, with Casual Games accounting for more than 41%. Second, four Apps, Security 
Software (App12), Communication Aids (App1), Strategy Games (App6), and Adventure Simulation 
(App11), account for only 1.03% of the total tap through. Third, ad type Coupons and Promotions is the 
most popular, accounting for 67.96% of the total tap through. Fourth, Rich Media Promotion ads were 
tapped through the least for only 2.27%, of which 63.84% were opened in Casual Games Apps.

Correlation analysis in Table 5 shows that the correlations between App and Ad are significantly 
in most of the cases. The positive correlation implies that ad type is more likely to be opened in that 
particular App. The negative correlation implies that ad type is less likely to be opened in that particular 
App. The results in Table 5 suggest that App4 are highly correlated with Ad1 and Ad2, but negatively 
with Ad3. Moreover, Ad1 is least likely and Ad3 is most likely to be tapped by China Mobile users. 
Finally, users in more affluent regions are more like to tap Ad1 but least likely to tap Ad3.

Table 4. Descriptive statistics

AppType ad1 ad2 ad3 ad4 Total %

App0 3375 2232 9021 30 14658 12.647

App1 10 0 335 0 345 0.298

App2 4657 2212 39446 1676 47991 41.408

App3 472 290 6736 1 7499 6.470

App4 10279 9001 8941 805 29026 25.044

App5 264 800 2912 90 4066 3.508

App6 57 18 625 4 704 0.607

App7 124 6 1072 0 1202 1.037

App8 29 0 1120 2 1151 0.993

App9 94 1 1854 4 1953 1.685

App10 310 0 3754 0 4064 3.507

App11 9 2 716 12 739 0.638

App12 10 0 94 0 104 0.090

App13 32 5 1144 0 1181 1.019

App14 34 189 992 1 1216 1.049

Total 19756 14756 78762 2625 115899

% 17.046 12.732 67.957 2.265 100
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3.3. Logistic Regression

We use logistic regression model to estimate the factors affecting the probability of users tapping through 
an advertisement. The dependent variable is defined as:

y = 1 if an ad was taped, 

0 otherwise 

The independent variables are App type, mobile operators, GDP and the number of scrolls of an 
advertisement. Specifically, the logit model is as follows:

ln
P

P
app tc GDP RC

i
i i

j
j j1

14 3

−
= + + + +∑ ∑α γ τ σ ρ  (1)

Table 5. Correlation analysis

Ad1 Ad2 Ad3 Ad4

app0 .061** .028** -.052** -.053**

App1 -.021** -.021** .034** -.008**

App2 -.164** -.205** .256** .069**

App3 -.075** -.070** .123** -.040**

App4 .282** .317** -.460** .020**

App5 -.054** .040** .015** -.001

App6 -.019** -.024** .035** -.009**

App7 -.018** -.038** .047** -.016**

App8 -.039** -.038** .063** -.014**

App9 -.043** -.050** .076** -.018**

App10 -.048** -.073** .100** -.029**

App11 -.034** -.030** .050** -.003

App12 -.006* -.011** .014** -.005

App13 -.039** -.037** .063** -.015**

App14 -.039** .009** .030** -.015**

tc1 -.274** -.109** .292** .021**

tc2 .022** .031** -.034** -.017**

tc3 .208** .064** -.214** -.001

tc4 .174** .066** -.182** -.017**

GDP .143** .082** -.173** -.003

Scrolling Freq .005 .018** -.011** -.019**

**significant at the 0.01 level. *significant at the 0.05 level.
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where P is the prob(y=1); app is the App type, for i = 1,2,3,4; GDP is the local income level of the area 
where the users resided; RC is the number of scrolls after the App was turned on; and tc is the mobile 
operator, defined as:

tc1 = 1 if China Mobile, 

0 otherwise 

tc2 = 1 if China Unicom, 

0 otherwise 

tc3 = 1 if China Telecom, 

0 otherwise 

3.4. Bayesian Network Model

The logistic model estimates the probability for a user to tap through an ad based on a set of factors 
including the types of App, mobile operators, GDP and the number of scrolls of an advertisement. It 
does not, however, take into consideration users’ past behavior. It is important for advertisers to know 
the probability the person would tap through another ad, after a user tapped through a certain ad. To 
this end, we build a Bayesian network model based on the existing behavior of the user to calculate the 
probability of subsequent behavior of the user. In general, Bayesian networks are graphical models for 
probabilistic relationships between a set of random variables and their conditional dependencies. They 
capture the conditional probabilities between variables. A Bayesian network can be best represented in 
a directed acyclic graph, such as the one in Figure 1. In its simplest form, a Bayesian network has two 
nodes (A and B) and an edge between them. An edge from A to B represents causality with A being the 
cause and B the effect (Cui, Wong, & Lui, 2006). In our case, the first level domain variables (node A) 
are the ads being tapped, and second level variables (node B) are the ads to be tapped. Bayesian networks 
can help us find the conditional probabilities of B given A.

We show the Bayesian network in Figure 1.
In the personalized advertising recommendation system, users’ previous selections of ads can be seen 

as a priori knowledge for the Bayesian network. Users’ uncertain future behaviors and preferences can 
be regarded as the posterior probabilities verified by a Bayesian network model. In order to facilitate the 
parameter estimation of the Bayesian network model, we reclassify the 15 types of mobile applications 
into three categories according to the characteristics of the applications. They are Games, Applications 
and others.
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4. RESULTS

We ran the logit model separately for the four different Ad types. The estimation results using SPSS are 
reported in Table 6. The estimated coefficients of a logistic regression reflect the change in the logarithm 
odds of the dependent variable for a one unit increase in the predictor variable. Overall, the probability 
of a tap through of a certain type of ad is related to App type, mobile operators, the income level of the 
area where a user resided, and the number of scrolling advertisements.

Among the four types of advertisements, the first type is text based website promotion advertising, 
mostly for the promotions of e-commerce, portals and other websites. The probability of tap through of 
this type of ads is correlated with the types of Apps. The likelihood of tap through is largest in the Apps 
in the App4 category, while smallest in the Adventure Simulation category (App11). This suggests that 
adventure simulation gamers most likely do not want to be interfered by this type of Ad in the form of 
text. The second category of advertising is GIF images based promotional sales of goods and services 
by merchants. They are more likely to be opened in App4 and App5 (Multimedia Software). The third 
category of advertising is for group shopping cards, coupons and application software downloads. They 
are most likely to be tapped through in App8 (System Software), while least likely in App4. For the 
fourth ad category (the rich media based direct introduction and showcase of new products), it is most 
likely to be opened in App2 (Casual Games), App4 (Other), App11 (Adventure Simulation) and App5 
(Multimedia Software). Because this category of Ad relies on audio, video and animation for deliver-
ies, users who open multimedia related Apps should be more interested in this type of advertisement.

Figure 1. Bayesian Network Model
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The probability of tap through is also correlated with mobile carriers. On one hand, our results show 
users on the big three networks (China Mobile, China Unicom, and China Telecom) were more likely 
to tap on ad3 and ad4 than those on the other smaller operators. On the other hand, users on the smaller 
operators were more likely to open ad1 and ad2 than those on the big three network.

The income level of geographical locations of users has different effects on the ad tap-through prob-
ability. The higher GDP was correlated with the likelihood of ad1 and ad2 being tapped on. That is, 
ad1 and ad2 were more acceptable to users in areas with high income. On the contrary, ad3 was more 
acceptable for users in regions with a lower income level. This phenomenon can be attributed to the fact 
that coupons and group shopping cards are relatively more valuable to users in the lower income areas 
and smartphones may be one of few ways of getting them. However, users in more affluent and devel-
oped areas, such as big urban centers, can obtain coupons and group shopping cards through a variety 
of ways because discount delivery terminals are relatively common. This resulted in the weakened use 
of mobile phones to download coupons or group shopping cards.

Our results on the scrolling frequency are mixed. On one hand, the number of scrolling has a negative 
effect on the tap through for advertising types 3 (Coupons and Promotions) and 4 (Rich Media based 
Promotions). That is, the increased number of scrolling reduces the likelihood of tap through for these 
types of advertisement. This is consistent with previous studies that have found that the scrolling irritates 

Table 6. Logit estimation

Ad1 Ad2 Ad3 Ad4

App0 2.067*** -.092 -.770*** .963

App1 .133 -19.457 2.007*** -14.137

App2 1.314*** -1.336*** .074 3.809***

App3 .835*** -1.551*** .777*** -1.596

App4 2.622*** .818*** -2.112*** 3.525***

App5 .631*** .244*** -.405*** 3.351***

App6 .957*** -1.986*** .784*** 1.889*

App7 1.342*** -4.016*** .746*** -14.046

App8 -.324 -19.513 2.346*** .634

App9 .673*** -5.847*** 1.419*** .871

App10 1.070*** -19.501 1.069*** -13.968

App11 -.941** -4.217*** 2.093*** 3.361***

App12 1.457*** -19.499 .714** -14.191

App13 -.123 -3.763*** 2.086*** -14.044

tc1 -2.303*** -.433*** 2.363*** .972***

tc2 -1.199*** -.121*** 1.557*** .568***

tc3 -.689*** -.206*** 1.105*** .790***

GDP .276*** .136*** -.325*** .015

RC .030*** .071*** -.076*** -4.594***

ρ -2.104*** -1.393*** -.300*** -8.431***

***significant at the 0.01 level. **significant at the 0.05 level.
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users for their normal use of Apps and would reduce the probability of tap through (Cheng et al., 2009; 
Xu and Gutierrez, 2006). On the other hand, the number of scrolling has a positive impact on the prob-
ability of tap through of advertising types 1 and 2 (Website promotion and Product recommendation). 
That is, a positive correlation is found to be between the number of scrolling of such advertising and 
their tap through probability.

5. DISCUSSION

This research extends the current understanding of mobile advertising effectiveness. Our research 
framework makes theoretical contribution by identifying four variables - App type, income level, mo-
bile operators, and the number of scrolling advertisements - that are related to better mobile advertising 
customization. Our logistic model identifies the probability of each of four different Ads being tapped 
given the four independent variables. In addition, our Bayesian network model outlines the conditional 
probability of a certain type of Ad being tapped given one type of ad is already tapped.

Specifically, our findings show a close relationship between Apps and Ad type. The type of apps 
used by a user may help reveal a part of personal preference. For example, adventure simulation gam-
ers do not want to be interfered by the type of Ad in the form of text. This extends the current literature 
on informativeness and relevancy of mobile ads (Barwise and Strong, 2002; Bauer et al., 2005; Xu 
and Gutierrez, 2006; Cheng et al. 2009; Topsümer and Yarkin, 2015) or customer sensitivity (Martín-
Consuegra, Gómez, & Molina, 2015). We also enrich the user location variable in literature (Bauer et 
al., 2005; Castro, 2006) with the levels of income in user locations. We find that the probability of ad 
tapping is related to local GDP. Further, we show users exhibit different levels of preference for certain 
types of advertising based on their mobile operators in China. This represents a new construct in mobile 
advertising study. Finally, the number of scrolling advertisements is also significant. This is consistent 
with the irritation factor identified in Tsang et al. (2004), Waldt, (2009) and Topsümer and Yarkin (2015).

Our results provide helpful guideline for the mobile advertising company to determine the best pos-
sible strategy for ad placement based on user characteristics. By knowing the probability of tap through 
of a particular ad given App type, mobile carrier, scrolling frequency, and the income level of the region, 
the company can push the ads to users who are most likely to tap through.

Table 7 list the Apps by the advertising type in descending order based on the probabilities of Ad tap 
through predicted by our model. It omits the insignificant coefficients in Table 6. Based on the prob-
abilities, the mobile advertising company can select the advertising type with the highest probabilities to 
push to users based on the opened apps. For example, for users who open App type 4 (Other) and are in 
high-income areas, the company should give a high priority to push advertising types 1 and 2 (Website 
promotion and Product recommendation). Similarly, for users who open App8 (System Software) and 
App2 (Causal Games) and live in moderate income regions, the company may select first ad3 (Coupons 
and Promotions) to push to App8 and ad4 (Rich Media based Promotions) to push to App2. If a user 
opens App5, the company should push Ad2 first.



153

An Exploratory Study of the Effectiveness of Mobile Advertising
 

6. CONCLUSION

In this exploratory study, we model the probability of tap through on a particular type of ad based on App 
type, mobile operators, scrolling frequency and the regional income level. Through analysis of a large 
data set of 115, 899 records, we find that the variables have significant relationships with the likelihoods 
of ad tap through. Our findings provide a theoretical basis for mobile advertising companies to switch 
from random ad placements to more personalized ad deliveries based on users’ individual characteristics. 
This consequently can increase the probability for mobile phone users to tap through advertisements, 
resulting in enhanced efficiency of mobile advertising.

This exploratory study offers many avenues for future research. First, more sophisticated modeling 
techniques can be used. For example, one can build a Bayesian Network to reveal the conditional prob-
ability for tapping through a mobile Ad after a particular Ad is tapped. Second, individual personal 
characteristics, such as age, gender, education, etc., of mobile phone users could be directly related to 
their preference to certain types of advertising. Future research can consider collecting this type of data 
by surveying mobile users through a questionnaire. Analysis of both data collected by mobile advertising 
company and from the survey can provide more insights for the effectiveness of personalized mobile 
advertising (Varshney & Joy, 2015). Finally, the fact that this research filters the data to a specific time 
period may limit the generalization of the findings. Future research can expand the time period or focus 
on a certain type of event such as search for a night club later during day or meal carry out during the 
lunch hours.

Table 7. Order of Ad Pushing by App

Order from Highest to Lowest Ad1 Ad2 Ad3 Ad4

1 App4 App4 App8 App2

2 app0 App5 App11 App4

3 App12 App14 App13 App11

4 App7 App2 App1 App5

5 App2 App3 App9 App6

6 App10 App6 App10 App14

7 App6 App13 App6

8 App3 App7 App3

9 App9 App11 App7

10 App5 App9 App12

11 App14 App1 App5

12 App11 app0

13 App4

14 App14
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ABSTRACT

Innovation as a core value for most organizations is not simply the application of new technology to 
achieve a business goal: it must be directly expressed through brand experience. Brand driven innovation 
is human centric. New ideas require a welcoming organizational culture, positive mindsets and internal 
advocacy to grow. Businesses can really innovate when employees become their brand evangelists. In 
this chapter, we initially explore internal branding values and tactics. We assess its role as critical bridge 
over vision, culture and image gaps in case studies to bring awareness on success and risk factors. 
Employee perceptions of communication practices are captured and matched to aspiration, missions 
and organizational values. From this premise, we establish internal branding as practice that affects 
the company’s ability to innovate effortlessly and organically. The strong liaison between diffusion of 
innovation and brand endorsement is confirmed, consolidating the vital role of internal branding in the 
implementation of an organization’s business strategy.

INTRODUCTION

Internal Branding is rooted in the philosophy that we are all stakeholders in creating sustainable futures. 
A participatory brand culture inside the organization builds a mandate for the effective delivery of the 
brand to its constituents. This employee engagement is mobilized by the acceptance and wide adoption 
of a corporate citizenship across every functional level of the company. Employees are no longer con-
sidered peripheral stakeholders; as brand ambassadors they are made central to the protection and the 
development of the company’s image and reputation, delivering a promise that is consistent with the 
organization’s mission and values (Berry, Tom, Carson, &White, 2003).

Internal Branding as 
Innovation Tenet:

A Transformational Paradigm Shift

Maria Matiatou
The American College of Greece, Greece



157

Internal Branding as Innovation Tenet
 

Effective internal branding requires aspiration, meaningful relationships of trust, and clear communi-
cation lines across departments and hierarchy from top to bottom. Alignment of personal and corporate 
values does not occur behind closed doors, nor can brand faith be instilled on the grounds of ignorance, 
guessing or improvisation. Where there is a vision-culture gap, there is first and foremost lack of aware-
ness, understanding and organizational identification.

If we want to exceed the trust of our customers, then we first have to build trust with our people. – How-
ard Schultz, Chairman of Starbucks

THE CONCEPT

There is no commonly accepted definition for internal branding so far except a descriptive sum of words 
used to depict the functional approach of the term: it is often perceived as the activities that build the 
bridge between strategy and execution. While people individually use words such as “living the corporate 
values”, “leveraging the corporate brand strategy”, “reinforcing brand requirements internally”, staying 
true to the brand promise is not done consistently and unanimously across organizational levels. The 
typical format is for senior management to decide on the strategy while the actual brand experience is 
communicated by the least informed and lowest paid associates.

The Canadian Marketing Association defines internal branding as

… the set of strategic processes that align and empower employees to deliver the appropriate customer 
experience in a consistent fashion. These processes include, but are not limited to, internal communica-
tions, training support, leadership practices, reward & recognition programs, recruitment practices and 
sustainability factors. (MacLaverty et al, 2007)

Internal Branding is the glue that holds together what the company says about the brand and what 
employees actually do, by applying the external brand to internal vehicles. This greater call to action 
boosts engagement and drives business outcome (Grossman, 2008).

Much like brand, corporate reputation spreads across business territories and mirrors itself in con-
stituents’ brand perceptions. As Fombrun states (2005)

… a company’s reputational capital is the excess market value of its shares—the amount by which the 
company’s market value exceeds the liquidation value of its assets. 

Internal branding works in three consecutive layers:

• Effective communication of the brand to employees
• Demonstration of its relevance and worth
• Link with every job in the organization to ensure successfully delivery of the brand essence

Through internal branding the organization links its culture and values to the personal values of its 
internal stakeholders in ways that enable both the organization and the individuals to achieve their goals 
in consistent ways.
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Internal branding:

• Nurtures the organizational identity. It reinforces who we are and what we do by offering a clear 
view of the net result.

• Drives organizational clarity through message communication and meaningful associations.
• Initiates change. Successful transformational process is boosted by alignment across functions and 

employees committed to the brand.

THE FIVE Ws

Internal branding is the “who” and “why” beyond the “how” and is rooted in the need for meaningful 
engagement of key stakeholders, moving from an arm’s length relationship to a multi-level dialog that 
can influence company decisions. The roadmap to brand validation is radically transformed to reflect 
the changing dynamics from linear employee management to active collaboration at the following levels:

• Integrated approach replaces fragmentation among departments
• Shift of focus from managing to building relations
• Emphasis on bridging and creating mutual benefits rather than buffering the organization from its 

internal stakeholders
• Common view of the bigger picture in space and time, linked to long term objectives instead of 

short term goals
• Coherent unanimous approach is embraced by everyone and replaces departmental idiosyncrasies

Companies that disregard internal branding deprive themselves from a critical asset: the missing 
link between promise and delivery. By focusing solely on external efforts and not sufficiently infusing 
internal brand with the time, budget and energy it deserves, they should not be surprised that employees 
don’t deliver as promised.

Rarely is one individual exclusively assigned to internal branding; usually the task it is piled up to-
gether with a stack of other responsibilities, such as advertising, branding or direct marketing, and more 
often than not claimed by overlapping authorities of the marketing and human resources departments. 
These blurred lines of responsibilities are partly due to the cross functional nature of internal branding, 
but nevertheless challenge the clarity, linearity and univocity required for the task.

Internal branding needs to be embedded in the corporate strategy even more so in times of signifi-
cant changes, challenges, or industry hardships that require rallying employees around a key initiative. 
Because they are the ones to deliver the brand, they need to believe in the product or service, to live the 
brand and stand 100 percent behind its mission (Grossman, 2008).
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THE HOW FACTOR

Ideally Building the Internal Brand

By adopting an internal branding strategy the organization allows itself to communicate its identity to 
stakeholders in clear and consistent ways. Stakeholders’ perceptions in turn are favorably shaped over 
time because they emerge from the company’s transparent and consistent responses to their needs and 
interests. As per Melcrum’s Special Report on Internal Branding (2008), the resumptive eight-step 
model devised by DG&A reflects this continuum and can be adapted for use in organizations of every 
size, culture or industry.

1.  Identify the Business Outcome: If we know what success looks like, we can focus on bringing 
along the specific business results. The branding landscape helps articulate two types Of outcomes: 
a broader, vision-and-culture-related, that strengthens the emotional bond between employees and 
the organization; and an initiative-bound, focused on inducing specific behaviors around a new 
project.

2.  Engage Key Audiences by Determining Where They Come From: To identify audience percep-
tions, key audiences need to be prioritized and analyzed on the basis of their demographics, status, 
educational qualifications, time and position within the organization. Their mindset, concerns, 
hopes and needs, as well as the job realities they face and their source of information also must be 
identified and assessed. Once this is done, the organization gets a strong grasp of where they stand 
and where we want them to be led so they can drive the desired business outcome.

3.  Define Communication Goals: With business outcomes and audience mindset at hand, next level 
is to assign communication goals such as:
a.  Raise awareness about a product/service or initiative
b.  Provide audience with relevant and timely information
c.  Drive understanding of mission and values
d.  Increase employee participation and foster enthusiasm
e.  Build support for change and calm fears about impending change

Goals should follow the SMART model and be Specific, Measurable, Achievable, Realistic, Time-
bound.

4.  Create and Develop Core Messages: Develop a message map based on the anatomy of an elevated 
key speech that trickles down to supporting messages, proof points and anecdotal illustrations. 
Meaningful and interesting messages engage people, relieve them from overwhelming pressure, 
connect the outcome and purify communication.

5.  Develop an Internal Theme With Visual Identity: In other words how to get the message across 
in a strategic and memorable way. A theme has to resonate with and inspire audiences, embrace 
the business goal, be memorable, unique, and complementary to the external brand. Brainstorming 
is essential during the first phase—scanning for quality will follow.

6.  Initiate a Communication Plan and Align Management: Once the theme and identity are in 
place, the overall plan will be tailored on employee needs, using the best vehicles –personal meet-
ings, newsletters, letter from the CEO—and taking into account roles and appropriate timing. 
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Repeating the message in a regular pace will reinforce understanding, adoption and behavioral 
shifts. Management support is crucial to the success of the plan; validation and alignment need to 
happen before communication. As soon as the brand is introduced to the organization, employees 
are ready to engage themselves in becoming the new brand ambassadors.

7.  Select Tools and Tactics to Implement the Plan: Tools such as e-mails, intranet, internal/external 
publications, podcasts and employee surveys, all encapsulate the crux of communication through 
different arteries and work best across different platforms. Tactics needed to implement the plan 
include leader training, team accountability and measurement of delivery results, which in turn 
will allow the monitoring and adjustment of strategy if needed be.

8.  Evaluation will determine the success of the brand initiation by connecting the outcome to the goals 
determined in steps 1 and 3. Measurement can focus on employee engagement, understanding of 
messages, leadership communication, behavioral changes and bottom line impact.

Custodians of Corporate Reputation

For the company identity to reflect positive expectations of key stakeholders and these expectations 
in return to mirror the company identity, internal perception and external image need to be carefully 
harmonized.

It starts with vision, carries on with culture and ends up with image. If a central thread doesn’t hold 
them together, emerging gaps impact company reputation in direct and obvious ways. Senior manage-
ment aspirations and organizational values relate to human perceptions and feelings; they can greatly 
jeopardize impressions of external stakeholders when not working together under a shared scheme. 
Ideally, the company identity underlying a corporate brand is transparent and consistent to what the 
organization stands for in the minds of customers.

Gaps inevitably occur where there is communication deficit: misunderstanding, insufficient listening 
or selective, one-way flow of information. Opportunities to speak out, be heard and taken into account 
must not be left to chance; when individuals are made part of decisions concerning their environment, 
they identify more readily with this environment, integrating it into their value systems. A customer 

Figure 1. Corporate branding
Source: Hatch & Schultz, 2003.
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whose request has been fulfilled, an employee whose insight has been picked up, a leader whose aspira-
tion has penetrated management layers to reach everyone on board, are all results of superior, transparent 
stances headed towards the same direction.

Key Behaviors

Internal Branding is an investment in the development of corporate image that induces the strategic 
advantage of distinctiveness through employee awareness, recognition and confidence. Projection of a 
consistent and inspiring image in internal as well as external environments safeguards the company’s 
integrity and raises employee motivation and morale by allowing people to identify with their organi-
zation. It is the senior management’s responsibility to transfuse its aspirations into a corporate culture 
through a set of organizational values felt and shared by all employees. Elevation of the internal identity 
held by employees will in turn reflect expectations of key stakeholders and influence them positively 
towards the organization (Cornelissen, 2011).

To make sure internal practices and processes are aligned to create the desired customer experience, 
an organization needs to step on the following stones: (BrandXpress Blog, 2005; MacLaverty, McQuil-
lan, & Oddie, 2007).

• Follow a specific set of rules but beyond that, trust people to get things done.
• Be different and unique rather than formulaic and generic. Endorse the initiation of ideas to keep 

the message fresh, simple and relevant. Keeping things traditional within a changing environment 
will not help the organization move forward.

• Expand the frontiers outside the head office. Decentralizing emission centers reinforces the mes-
sage and helps the organization speak in one voice.

• Let employees know before customers. Bypassing the very people who deliver the brand promise 
will undermine understanding, trust, and consistency of the message.

• Operate across functions. A brand is not in custody of a sole department; it’s adopted, consumed 
and guarded across all departments who work in a networked way to build class within the brand.

• Think long-term as a requisite for brand building and a tool for success.
• Evaluate by measuring the things that really matter to the brand against current behaviors. 

Feedback obtained from such measurements should be actively fed to employees instead of rest-
ing in a file cabinet.

Setting the Right Context

In order to indoctrinate staff into the brand cult, practice of due diligence on behalf of leadership is the 
sine qua non that sets the wheels in motion within the right context. Careful selection of people willing 
to go the extra mile—walk out of their comfort zone to live up to the brand— can make a world of dif-
ference in how the brand will be experienced by customers. Skills can be improved, whereas preexisting 
attitudes are much harder to change.

From the viewpoint of a brand strategist, indoctrination to the brand culture starts with leadership (Van 
Anken, 2007). By helping senior management achieve their performance targets, tying objectives to their 
compensation system, appealing to their mentorship aspirations, involving them in cross-functional brand 
teams and enlisting their overall support, corporate officers are willing to act as brand champions while 
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being accountable for other corporate functions. Other out-of-the-box tactics can be applied to obtain 
the support and involvement of employees in brand initiatives: brainstorming sessions, brand contests, 
achievement awards, performance appraisals, promotions, customer testimonials and compensation, all 
tied to delivery of the brand promise.

Jobs, Roddick, Branson, Dyson, are surrounded by devoted staff who is passionate about the brand; 
such leaders go out their way to encourage critical thinking, innovation, risk taking and curiosity—ev-
erything that mobilizes the creation of lasting brand value. From genuinely caring about people’s lives, 
sharing their success stories, keeping them satisfied and interested, companies obtain all sorts of spillover 
benefits; employees feel they matter and this is directly proportional to the quality of services customers 
enjoy. Brands are held to higher account when values expand above the anticipated buzz and marketing 
spin (Hatch & Schultz, 2008).

A powerful brand house as per the Novo Nordisk model is visible from the roof (vision) and sustained 
by four pillars: people with values, science for people, care for people, and healthy communities, which 
align the multiple activities behind the brand. Real, imperfect leaders build a corporate brand memory by 
playing a very visible role in day-to-day activities and setting the example of brand engagement (Bever-
land, 2009, pp. 159-74). The undisputable modus operandi that leads to brand loyalty is ‘show, don’t tell’.

STAKEHOLDERS BETWEEN PROMISE AND DELIVERY

Modern stakeholder theory (Mitchell, Agle, and Wood, 1997, pp.853-86) and innovative, visionary 
leadership identify employees as crucial to the company’s successful brand delivery, placing them in 
quadrant D of the power-interest matrix —key players—because of their power to internalize and dis-
seminate the company’s values and invigorate its brands. The second four-field matrix depicts the two 
dimensions of brand strength, internal and external. While brands with high internal value are potential 
winners, those with high external affirmation but thin internal substance are eventually threatened. In-
ternal brand substance is of paramount importance for overall brand strength; market penetration alone 
is not sufficient to sustain and boost an elusive brand. Corporate identity does not necessarily reflect 

Figure 2. Internal branding model, topsail group
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brand identity, which in turn may not coincide with the brand image (Temporal, 2002). The harder a 
company works on the customer experience as nurtured by a dedicated and well informed staff the closer 
is customer perception to brand reality.

Yet in most companies employee status of high legitimacy and power is still underestimated and in-
ternal branding is either done poorly or not done at all. Senior management often fails to instill faith in 
the brand power, taking it as a given among employees. Possessing and utilizing the appropriate internal 
marketing tools and choosing the right turning points—moments of natural corporate change—to evoke 
the desired behavioral shifts, are key drivers with intrinsic value as ideal opportunities for an internal 
branding campaign. In times of a fundamental challenge or change, employees are more receptive to such 
initiatives as they enhance their sense of belonging to the new era and contribution to the advancement 
of the brand in its new endeavors. By creating messages that resonate with staff, the brand becomes part 
of their everyday experiences and on-brand behavior becomes instinctive.

Beliefs are far more valuable and inspiring than intentions—they are all about caring and they don’t 
change over time. It is the brand essence that produces beliefs whereas intentions stick to the achievement 
of short term objectives and do not engage people in a timeless commitment. Evoking and sustaining a 
sense of pride for the company through mediums that become the message themselves, such as in the 
case of BP’s The Scroll—a huge document with hard facts about the company—provides employees with 
the energy and the faith that are vital to energize them and help them embrace the brand vision (Colin, 
2002). Of course, employees received a strong blow to their pride in 2009 when the oil spill destroyed 
most of the US east coast while BP shifted publicly the blame to contractors; the way a company handles 
a crisis has a direct impact on the staff’s sense of dignity.

Figure 3. Stakeholder power-interest matrix
Conellissen, 2011, p.48.
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FACTS AND FIGURES

As per the global consulting firm Watson Wyatt Worldwide, Inc. (“Branding Internal Branding Topsail 
Group”, n.d.) high levels of employee trust, understanding and belief in their brand result in 186 percent 
better performance in company earnings than low levels.

According to a study published by the American Marketing Association, while 8 percent of customers 
switching brands are enticed by competition, 68 percent are turned away by an employee’s indifferent 
attitude.

Melcrum’s Special Report on Internal Branding (2008) brings up a gallup of 2007 according to which 
companies with high engagement levels have 12 percent higher customer advocacy, 18 percent higher 
productivity and 12 percent higher profitability than those with average engagement levels.

Conversely, those with low engagement levels have 31 to 51 percent more employee turnover, 51 
percent more inventory shrinkage and 62 percent more accidents than companies with average engage-
ment levels.

Figure 4. Brand strength categorization scheme
Burmann, Jost Benz, & Riley, 2009, pp. 390-97.
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ALIGNING CULTURE AND IMAGE BEHIND THE NEW VISION

Notorious Players

In the case of General Motors’ attempt to fight small car brands with the new product line of Saturn, 
the “business as usual” attitude had no chance. Instead the company chose to start from the beginning, 
unconventionally launching the new brand from the inside out. The campaign was a film titled “Spring. 
In Spring Hill.” It was only after GM’ image was detached from Detroit and relocated in the Spring Hill, 
Tennessee plant that the internal experience was widely felt across retailers, white collar workers, sup-
pliers and other internal constituents. And it was well after this internal experience had been articulated 
and evangelized by everyone in the company that the consumer brand was implemented.

Cisco was traditionally perceived as a place of hardware; somehow this perception had to be replaced 
by a new vision and perspective that would reflect the company’s integral placement at the crossroad of 
all internet trajectories. This grand vision was communicated in an inspirational and empowering way 
by internally making it a call to action: “The Internet is here: Are you ready?”

The iconic Cadillac also had to undergo a major brand lifting when it lost pace of the significant shift 
from large, soft cars of marginal quality to high class, state-of-the-art design, luxury entries that ad-
dressed a much younger and more sophisticated customer group. Employees were hesitant and doubtful 
of the new project, so the company’s ideas had to change in a radical and integral way. Aside from the 
lucrative new design, a whole new vocabulary was created and adopted to verbalize the bold, confident, 
forward-looking attributes in harmony with the timeless values of an iconic brand. Internal skeptics were 
repowered and re-oriented towards the new vision that would help the company recapture its iconic status. 
To foster attitude change films were created, linking the glorious days of the past to the new strategies 
and products and the profile of the new affluent buyer. Not long after, domestic doubters had become a 
dedicated team of brand ambassadors.

When Levis Strauss & Company decided to move beyond the traditional denim and launch the 
Dockers for Men line, initially wanted to target a slightly older male group without giving up its key 
brand attributes with the 501 brand. Dockers would be sold in different department stores hitting on 
the more sophisticated target group and would forever change perception on how man’s clothing was 
sold. To succeed this, inside partners such as employees and retailers had to be convinced that the new 
strategy was not only possible but highly beneficial. Everyone was involved in the change of culture 
through innovative sessions and meetings that focused on consumer behavior and highlighted the new 
brand’s shining possibilities. A radical new imagery was brought to life through the “store within the 
store” concept that demonstrated the entire scope of growth opportunities and benefits for customers 
and retailers (Sherwood & O’Neil, 2011).

The Saab Case

Although Saab is an example of successful brand re-ignition communicated through the value of its 
people, it is also a case in point that manifests the historic loss of a corporate identity which led to its 
inevitable demise.

In order to deal with declining sales during the 1990s, Saab assessed its brand according to the five 
Cs approach – Clarity, Commitment, Communication, Culture, Compensation. The uniqueness of the 
brand—comfort, security, individuality and personal focus—was captured and embedded in internal 
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and external communications. Product development was redesigned to reflect the key brand features: 
safety, high class taste and unconventionality. Customers were surrounded by reception areas in a sym-
bolic move that placed them at the epicenter of corporate consciousness. Finally, organizational culture 
shifted from the business-centered to the customer-centered approach through extensive staff training. 
At times of a relatively flat car market and under the shared ownership of General Motors, the company 
returned to an impressive growth of 40 percent (Bergstrom, Blumenthal, & Crothers, 2002, pp. 133-42).

Ironically, it was that same re-ignition that marked Saab’s sharp decline and fatal bankruptcy in 2011. 
Much of the blame is laid at General Motors, which according to skeptics disrupted Saab’s corporate 
identity by dismantling the brand integrity and melting it into their production system. It was not possible 
to reinvigorate Saab by degenerating it to an Opel clone with little left from its famous idiosyncratic vibe. 
Whatever made Saab a unique selling proposition, including its tradition and heritage, was diluted and 
suffocated without proper managerial or financial support. From a more pragmatic point of view, Saab 
most likely had concluded its corporate life cycle way before General Motors took over to extend its life 
expectancy for another 15 years. 140,000 cars per year is a fatally low production in an industry largely 
defined by economies of scale; a company with such a narrow identity was doomed to remain small and 
eventually die. New model engineering with all the safety and environmental issues that come along 
requires sales volumes in the hundreds of thousands. On top of it all, the privileged Swedish workforce 
model—high wage, low output—led to poor productivity and abysmal quality. In an era where consoli-
dation through mergers and acquisitions had started to backpedal towards more streamlined business 
ventures, Saab was probably a consumable asset, also known as collateral damage.

Even if General Motors started off with the best of intentions and helped produce some of the finest 
9-lines ever, acquiring Saab was the wrong move with the wrong company at the wrong time. Cash-
stripped Saab required funding and support that GM was not adequate to provide, given its automation 
schemes and investment plans with Opel, Fiat, Lancia and Alfa Romeo. The narrow market of Saab 
devotees never fully accepted the innovations introduced in Saab 9000. Despite GM’s good intentions, 
implementation was defective exactly because it attempted to fuse incompatible elements from different 
value systems which simply would not add up: US funding, German engineering, Swedish production 
systems. Such an amalgamation of corporate cultures could only blur Saab’s identity and remove dis-
tinctiveness and impact from its corporate personality (Taylor, 2011; Pollard, 2011; Malmberg, 2008).

What could have saved Saab? Probably nothing since GM refused to fund the Youngman takeover 
and the company was insolvent beyond hope. Its excellent rebranding initiative never transformed its 
image in radical ways to reach massive target markets. But most likely two life jackets, respect of its 
unique identity and faith in the brand, could have led to better financial resolutions in the first place. A 
narrow, eclectic identity can be enhanced if it is carefully upgraded to a more salient status, reaching out 
to wider, more geographically dispersed market segments that share the same values and preferences. It 
will remain unknown if Saab’s stellar reputation among its insane followers could have been magnified as 
a trend with the contribution of more appealing message strategies and less reluctant funding decisions.



167

Internal Branding as Innovation Tenet
 

LIVING THE BRAND

The ‘We’ Philosophy

Maritz Research and the Chartered Institute of Marketing, who worked together under the Living-the-
Brand bandwagon project, discovered that 70 percent of customer perceptions of their brand experience 
tend to be driven by people-to-people moments. “Making the promise” and “keeping the promise” seems 
to be the paramount evidence of brand equity in the longer term.

Clearwater was the name given to HSBC bank’s philosophy of ensuring alignment between every 
practice and process and this desired customer experience. HSBC was temporarily acquired by the 
Midland Bank brand and at the time was scoring very poorly in terms of image in the banking sector. 
It was only after HSBC decided to reposition its focus from organizational, marketing-oriented and 
company-centered jargon, to plain, measurable, consumer-centered talk that the bank got its act together 
and reacquired its status as a star performer.

Still, brand repositioning doesn’t always succeed. Changes on the inside of the company often do not 
keep pace with the new messages about the brand sent to external constituents; without keeping the staff 
on board, without advancing organizational culture messages will fail to get across in consistency with 
the company’s mission and values. When Barclays decided to reposition its brand for the first time in 
thirty years, it took care to coordinate its pace internally as well as externally, by setting an infrastructure 
to communicate with staff and help it to deal with negative public relations in the outside world. As 
a result, Barclays was then voted the world’s most improved bank in a survey by Euromoney banking 
magazine (Euromoney, 2001; Gretchen, 2012). Currently it is interesting to observe how the bank works 
its way out of the crisis recently emerged from manipulating the Libor benchmark rates: settling out of 
court, waiving executive bonuses and cooperating with the Justice Department.

In the case of British Airways, the brand seemed to have a powerful internal reference and an over-
looked role inside the organization that functioned solely on the inside without sufficient outward-facing 
manifestation. Physical reminders such as the introduction of a cellar on board were integrated in the 
brand promise to remind customers and cabin crews of what the brand was really about.

Mark Waller, Manager and Brand Specialist for Renault UK says: “Brand Management is essentially 
about culture change.” Changing the culture does not exclude anyone in any capacity or functional level 
if the company wants to speak in one voice to its customers.

Not everyone agrees that increased empowerment leads to better performance, especially with brands 
that are highly formulaic and don’t give staff the sufficient latitude to deliver them. McDonalds’ for 
one deals with standardization of their products and services across the world relying heavily on their 
consistency of standards and thus not allowing customization or flexibility. On face value, such cases 
evaluate increased empowerment of staff as running counter to the principles of brand management. 
Yet, even standardized products or services will eventually be in need of change, and real change can 
only happen when people across the company can connect with the customer experience (Brooke, 2002).

Ford Motor Company is a well-known case of sharpened focus and clarity through internal branding. 
Their message “Quality is Job 1” highlights their priority of commitment to quality using their brand 
as a communications vehicle.

Ritz Carlton, the epitome of brand consistency, is a legend in exceptional customer service among 
hotel customers and serves its reputation brilliantly through the message “we are ladies and gentlemen 
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serving ladies and gentlemen”, which highlights that corporate and internal brand are one and the same. 
Such level of brand equity does not occur by happenstance; it is taught in workshops, absorbed by per-
sonal and professional cultures and constantly reinforced at work (Baldoni, 2004).

A Corporate Culture of Sharing

A deeply rooted culture of outstanding service, such as the case of Ritz-Carlton, becomes second nature 
for the staff. A company benefits from employee loyalty because of their strong brand affinity, longer 
stay and valuable institutional knowledge that saves valuable resources needed for training of new staff. 
The American College of Greece has a long history of loyal employees acknowledged through initia-
tives such as the 25-year Associates—people who are part of the College’s extensive history and carry 
its brand tradition and values for over two decades to the next generations.

According to findings from a study by the Canadian Marketing Association (Groom, MacLaverty, 
McQuillan, & Oddie, 2008), to the extent that internal branding requires cross-functional teams and 
multi-disciplinary practice, employees bridge strategy and implementation when their key drivers are 
understood and integrated in the process. Such drivers include pride, reward and consistency. Brands are 
associated with sets of values, such as passion, creativity, excellence, team work, integrity, or innova-
tion, some of which are smoothly applied to the external whereas others to the internal brand promise.

Values are developed through the following stages:

• Quest for meaning through competitive analysis, best practices, external research and employees’ 
experiences.

• Benchmarking and identification of gaps between best practices and internal protocol
• Development of values into themes tested against corporate brand
• Behavioral shifts to communicate messages associated with the values
• Maintenance programs to keep the plan going and the values fresh and relevant

Overall motivation, involvement of senior management, possibly an internal branding budget and 
individual advertising are means for inducing pride and confidence. The study claims that evaluation of 
employee intake and suitability, formal training and intensive brand orientation are key factors leading 
to desired behaviors. This overly structural and utilitarian approach tends to leave out the much neces-
sary emotional and experiential components that lie at the root of a brand’s relationship to its internal 
constituents. It takes much more than formal training and superficial orientation to adopt a brand and 
speak for it. It takes time, an ongoing relationship built on mutual trust and respect. The brand is a living 
thing that evolves and develops by virtue of the people who uphold its values.

According to a brand consultant, companies don’t realize that internal brand advocacy is much more 
than a marketing tactic to get the buzz going; it is rather a strategic imperative to be immersed in the 
company culture (Gunelins, 2010). Employees rarely move from talking about their company to advocat-
ing it, defending it against negativity, and eventually evangelizing it. Yet this word-of-mouth marketing 
they are capable of generating is so powerful it is astonishing that only some companies realize its value 
and decide to jump on board the brand advocacy train.

It works like a pebble tossed into a pond: it sends out ripples in concentric circles that last long after 
the pebble sinks. Building a sustainable place for the brand should not under-consider the work force of 
the company and subsequently everyone else these people know and influence. Employees are a goldmine 
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of information ready to offer their unique perspectives if only they are asked: they recognize flaws in 
procedure, identify barriers to purchase, spark innovation, obtain customer feedback. Listening to them 
is like putting a stethoscope to the company heartbeat. It is imperative that this type of information not 
only is collected but also tabulated to gain valuable, relevant and timely insight, and acted upon for the 
company to be true to its brand promise.

Branding within each of these people is tapping into the valuable living assets who live and breathe the 
brand and truly want to be part of something bigger than them. Holding the company flags carries little 
meaning without the tools that establish internal brand culture: mentorship programs, career develop-
ment training, fringe benefits, alignment between HR and Marketing and a leadership that walk the talk. 
This higher purpose and meaning makes employees move to a larger space and infuse their “job” with 
a mission essence, shielding it from the shallowness and the vulnerability inherent to anything perfunc-
tory (Rast, 2010). On the flip side, several tactics raise red flags within the work culture: if authority 
micromanage, if inequity is encouraged or tolerated, if there is disproportionate leniency or strictness 
to some, people will eventually talk and derogate, inside and outside the company.

A VEHICLE FOR INNOVATION

Brands are built by companies but they are owned by people and grown by experiences.
Engaging internal communication nurtures creativity because it activates employees and keeps them 

motivated. A corporate culture that fulfills this purpose motivates personnel to generate ideas. Employees 
will accept and respond to an innovation culture when their company demonstrates credibility, trust, con-
sistency in its decisions, guidance, support, respect as well as a certain freedom of choice (Mast, 2009).

Innovation cultures are implemented through appropriate communication channels and change 
management frameworks. Employees who have a line-of-sight between their job and the organization’s 
vision are more likely to be engaged in the innovation cycle. There are three domains where internal 
communication can impact employee engagement and build an effective communication culture:

• Interdepartmental relations, between peers and supervisors
• Alignment between the employee’s values and the company’s mission
• Creation of effective, multi-directional channels of communication (top to bottom, side to side, 

bottom up)

Diffusion (Rogers, 1995) is the process by which an innovation is communicated through certain 
channels over time among the members of a social system. In social systems members depend on each 
other to make innovation related decisions. Early adopters, the 10-25% of system members on the rapid 
adoption side of an innovation profoundly affect the decisions of later adopters. Each member of the 
social system follows his/her own innovation-decision cycle with a 5-stage process:

1.  Knowledge: Awareness of the innovation and general purpose
2.  Persuasion: Positive or negative attitude toward the innovation
3.  Decision: Engagement in action that leads to adoption or rejection choice
4.  Implementation: Putting innovation into effect
5.  Confirmation: Evaluation of innovation-decision results
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To be functional within an organization, this chain needs open and effective communication channels. 
It also requires an organizational culture that supports side-to-side, interdepartmental collaborations 
where flow of information is unhindered and knowledge is perceived as collective asset. People adopt 
an innovation when they are convinced that it will not disrupt normal functionalities and it will yield 
significant advantages compared to the idea it supersedes. Innovations may encounter resistance when 
they require significant adjustments and people are not convinced that rewards from adoption are immi-
nent. Embracing the unfamiliar comes with awareness, persuasion and understanding of the new options.

Four additional variables complement the above to indicate varied rates of adoption and the context 
of an organization (Perez et al., 2017):

1.  The type of decision for innovation: optional, collective or authoritarian. The more people involved 
in the decision-making process of an innovation, the slower its adoption rate.

2.  The types of communication channels used in the diffusion process: individual or mass.
3.  The nature of the social system or organization: leadership, standards, internal network connection 

that facilitate the diffusion of an innovation.
4.  The personality and role of the promoter: idiosyncratic perspective and cognitive base of decision 

makers that determine their relevance as change promoters and innovation disseminators.

The conceptual model by Pfeffermann (2011) places dynamic capability for innovation communica-
tion at the center of a cyclical system of cross-functional elements. The model relies on information 
management, the function that permeates each of the interacting components for appropriate transmis-
sion of the innovation within the company. Innovative capability depends among others on the strength 
of interrelation among innovation activities and organizational communication. Upholding corporate 
communication with key stakeholders is a fundamental function in the openness required for the adop-
tion and promotion of an innovation in systemic environments.

Innovation Communication as a Cross-Functional Dynamic Capability

The key to advancement of innovative ideas in a company is employee perception. Compatible, triable, 
observable, less complex innovations with greater relative advantage will be adopted more rapidly. Influ-
encing employee perception comes with effective spread of the new idea in an environment of transpar-
ency, reliability, mutual trust and understanding. Hence, it is safe to assume that innovations are spread 
more rapidly in companies with a strong internal brand and an organizational culture of collaboration.

Damanpour (1991) in his seminal meta-analysis associates organizational innovation with 13 of its 
potential determinants, with statistically significant results among others in managerial attitude toward 
change and internal communication (Greenhalgh et al., 2004).

Climate for Implementation

According to Klein and Sorra (1996) effective implementation of an innovation depends on two factors: 
the organizational environment for the implementation of a given innovation and targeted employees’ 
perceptions of the innovation’s suitability to their values.

What matters beyond the objective characteristic(s) of an innovation is how managers perceive and 
value them. To the same extent, the degree employees accept and use the said innovation wholeheartedly 
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is an indicator of how aligned they are with their corporate brand and how they collectively perceive 
implementation policies and procedures.

Practices that encourage innovation adoption are training, user support, time to experiment, praise and 
incentives for innovation use (Spanos 2009). To the degree that employees expect support and reward 
within their organization for learning, adopting and implementing the innovation, internal communica-
tion as a facet of internal branding plays a key role in facilitating the transition.

It is not easy to achieve a reputation for innovation. In fact, most companies hope to be perceived as 
innovative but few really live up to this expectation. Demonstrating a line of innovations does not make 
an innovative company (Aaker 2007). Facts do not automatically translate into perception. It is hard to 
tell the innovation story to outside people if you don’t have a task force of firm believers supporting the 
story. To break out of the clutter and establish yourself as a true innovator out there, you need to start 
from within.

Bold Moves Embraced by Organizational Culture

Taking the ‘suggestion box’ notion to another level, Ericsson brought the “inside the box” thinking into 
life. In 2008 the company started IdeaBoxes, its own internal innovation pipeline for people to get their 
own concepts noticed and developed (Paynter, 2013) (Sunderland, 2015). An online forum is available 
for employees to post their ideas for peer feedback and votes of approval. Box creators use this brain-
storming space to spot weaknesses and recommend ideas for improvement. Employees from all kinds 

Figure 5. Elements of the dynamic capability innovation communication based on the conceptual definition
Pfeffermann 2011.



172

Internal Branding as Innovation Tenet
 

of disciplines and backgrounds (Karlsson, 2015) flock into the thread to contribute their ideas for which 
they always receive credit. Through discussion and feedback, the topic is transformed progressively into 
a concept with application potential.

In the same vein, IBM created a novel culture for social media innovation to bring together employ-
ees, customers and friends in a vibrant forum for powerful idea-sharing. The decentralized philosophy 
is a milestone in the history of the company—driving unprecedented collaboration and innovation: 
100,000 employees are registered on the company platform and share their insight across 17,000 blogs. 

Table 1. Impact of structural determinants on organizational innovativeness from a meta-analysis of 23 
studies of service and manufacturing

Damanpour, 1991.



173

Internal Branding as Innovation Tenet
 

The company has its own internal tools to encourage discussion within its diverse and distributed cul-
ture, but does not regulate employees’ social media activity in public. An internal wiki serves as a hub 
of information drawing millions of views and downloads every day. IBM innovative approach can be 
summarized in four pillars:

Stand Back, Involve Employees in SM Planning, Give Them 
Tools—and a Green Light, Use Crowd-Sourcing

Brands like Ericsson and IBM invest in a participatory culture that manifests a steadfast commitment to 
their knowledge-based human capital. Employees encouraged to voice their ideas or concerns and praised 
for their contribution are highly likely to uphold their brand and deliver on its promise wholeheartedly. 
Within the culture exist different identification levels indicating the type of perception: innovation culture, 
pioneers, mediocrity, standstill and refusal (Linke and Zerfass, 2011). Effective internal communica-
tion is the critical link between identification and positive action towards the innovation. In their highly 
regarded study “Internal communication and innovation culture: developing a change framework”, 
Linke and Zerfass (2011) measure the quality and degree of involvement within a company and propose 
a framework for implementing an innovation culture by means of internal communication. The table 
below highlights the rate of employee identification with a set of important messages associated with 
different phases in the innovation culture.

The study reveals that employees do not embrace innovation in similar ways, rates or time frames. 
Awareness, understanding, acceptance and action levels vary according to the message evaluated. Clearly 
acceptance stands out showing good penetration of the message and a culture encouraged to adopt in-
novation. Where responsibility is felt and employee initiative is supported across the organization there 
is higher level of commitment that leads to action.

Table 2. Messages of innovation philosophy and according phases of identification

Linke & Zerfass, 2011.
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LITERATURE REVIEW: ISSUES ADDRESSED AND QUESTIONS RAISED

Steyn’s Educational Model of Corporate Communication Strategy (2003) shifts focus from the linear 
external approach ‘from company to stakeholders’ to the analysis of the internal environment as an in-
tegral slice of the corporate communication landscape. This open-eyed approach was the outcome of a 
longitudinal research project conducted by the University of Pretoria amongst non-profit organizations, 
government institutes and small to medium-sized companies in South Africa, and prioritizes the key role 
of stakeholders in strategy formulation via the alignment of their relationship issues with organizational 
goals. Internal branding enters the equation as the corporate strategy that will lead to resonance of the 
brand to inside stakeholders – an important thread woven inside Steyn’s interactive model, which regards 
every functional micro-strategy as part of the larger strategic macro-picture.

Keller (1990) has developed the Mannheimer CI test to measure the internal effect of corporate 
identity and employee identification to their company. A corporate identity evokes reactions which in 
turn affect the culture and behavioral shifts within the organization. This diagnostic instrument can yield 
results that will point the way toward an effective internal branding strategy. Based on this model, five 
dimensions assess employee involvement: (Van Rier & Cees, 1995, pp. 56-57)

• Identification Skill: The need, willingness or fear to identify
• Performance: The willingness or motivation to perform
• Satisfaction with career or job
• Corporate climate: information, style of leadership and atmosphere in the company
• Evaluation of company

According to Benet et al (2009, pp. 126-43) paid communication is only the deliberate, structured 
part of brand communication; messages however are more often amplified or undermined by people 
within the business. The question raised is how much of what companies communicate is intentional. In 
a highly connected world, employees are brand ambassadors carrying the news all over the place: family, 
friends, social media. Knowledge brings power, so if a company lifts the veil of traditional management 
secrecy, makes brand values part of employees’ everyday reality, expands the talent base and fosters the 
big-picture mindset, there is huge potential to stimulate and harness the energy of employees and engage 
the brightest talent in growing the corporate brand.

Bridging the gaps between mind-sharing to emotional branding and from there to cultural branding 
is an issue addressed by D.Holt in his book How Brands Become Icons (Holt, 2004, pp. 21-22). Marc 
Cobe argues for the need of a brand to be packed with emotion, personality and sensory experience, 
while Bedbury remains focused in the generic code and brand essence of the mind-share paradigm. 
Contemporary experts argue that internal branding is a magic tool that unites the entire organization in 
an emotive brand spirit which they express in everything they do. Communications build emotional link-
ages between brand and customers, mediated through employees who act as brand advocates and create 
long lasting bonds with loyal customers. It is this extra mile that managers are to walk that empowers 
employees so they in turn will trigger distinctive associations articulated through everything the brand 
does and forge an intimate connection with customers. The problem is to resist the impulse to restrict 
the brand in a mind-sharing, abstract-term typology, which necessarily overlooks what makes iconic 
brands valuable to both internal advocates and external consumers.
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Often the terms Internal Branding and Internal Marketing are used interchangeably despite their dif-
ferences at the semantic level and beyond. Internal Marketing is a forerunner that operates as an auxiliary 
facet of what is considered to be the overall endogenous corporate strategy, reinforcing the relationship 
between employee and customer satisfaction. The two strategies walk hand-in-hand but contrary to internal 
branding, which is about awareness and adoption of identity, image and reputation, internal marketing is 
about selling the concept of the product/service first to the employees and prioritizing their satisfaction. 
At the higher levels of Maslow’s pyramid of needs, self-actualization and self-development are rooted 
in the high expectations held by both employees and customers in service environments.

According to Fisk et al. (1992) the employee is an internal customer who needs to be satisfied so 
that s/he is best prepared to serve the external customer. Motivated employees are crucial to the com-
pany’s success even more so in times of thin margins and an elusive economic recovery. As pointed out 
by Mishra at the International Journal of Business and Management (2010), the objective of Internal 
Marketing is to achieve service excellence through motivated and customer conscious employees. As 
per the two-step flow theory, employees are prepared to act as a powerful intercessory public of opinion 
leaders who will in turn pass their verdict to the people they serve. Service delivery relies primarily on 
people, so their actions have a major impact on customer acquisition, retention and erosion.

Scholarly work also detects linkage of internal branding and innovation. Baker et al. (1992), Goes 
and Park (1997) contend that communication structures and inter-organizational networks positively 
influence the company’s aptitude to innovate with opportunities for shared learning, knowledge transfer 
and resource exchange (Baker et al., 1992; Goes and Park, 1997).

A CRITICAL VIEW

As a strategic choice, internal branding can be the vehicle to successful brand adoption but futile if not 
effectively implemented. Employees may not perform adequately because they don’t experience properly 
the brand themselves, the management does not set the right tone, the training content is not engaging, 
or there is lack of post-training reinforcement that leads to a shift from the goals initially set forth. This 
deficit of momentum, backed up by absence of feedback and recognition derails the plan and undermines 
expected results (Bird, 2012).

It is therefore the emergence of experiential education rather than surface training that leads to align-
ment of corporate and personal values, memorable brand actualities and long-lasting relationships.

Challenges

• Overpromising through external branding without adequate preparation of employees to deliver 
on customer expectations. This situation is addressed by training and effective communications 
that help orient employees and adjust their behavior prior to external campaign launching.

• Failure to align internal branding with proactive brand-building strategy, thus compromising first-
line support of organizational messages and their successful delivery to external stakeholders. 
Internal branding should not be the aftermath of a successful campaign; it needs to be integrated 
to strategic planning initiatives as a distinct individual brand behavior.

• Extensive relying on external communications to build internal brand awareness rather than train-
ing, peer-to-peer recognition, alignment of appraisal/assessments and rewards.
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• On the flip side, extensive relying on internal communications where an integrated communica-
tions approach through internal and external media is necessary to inspire people and change their 
behaviors.

• Viewing internal branding as a tactic rather than a strategy. Support from senior management 
backed up with sufficient planning and resources are mandatory to sustain the project over time.

• Internal branding is not the big and splashy corporate brainwashing, so careful alignment of mes-
sage and tactics should be used to get everyone on board.

• Employee motivation through feedback, appraisals or incentives is often overlooked. An attractive 
message can never get across if people carrying it are not inspired and motivated.

• Behaviors need time to change. Go slow before you can go fast, in other words allow time for 
expectations to turn into results (Steinmetz, 2009).

Risks and Threats

It is a paradox to assume that risks in the internal and threats in the external environments may occur 
because of adoption of an internal branding strategy. It is more likely that such disruptions occur because 
of defective implementation or rejection of the internal branding philosophy as a whole. Biases can be 
endemic in an organization and attitudes built up over the years are difficult to change. In big hierarchies 
orders trickle down from top but rarely make it beyond the first few layers of management. Without 
reinforcement of strategies and objectives clarity is blurred, the message hardly gets to the bottom, and 
managers are left to improvise. More often than not, traditional managers act as gatekeepers to vital 
information that needs to get across if they don’t endorse the sharing culture that benefits the brand. This 
type of management feels threatened by shared knowledge; they believe that withholding information 
protects the organization, reinforces their sense of job security and downsizes competition dangers. Top-
down approaches like ‘Tell and Sell’ and ‘Withhold and Uphold’ encourage buffering from the inside; 
they intentionally keep employees disengaged from dialogue or even uninformed, and thus skeptical or 
cynical about any change. In defensive corporate cultures employees are often excluded from crucial 
information and decision-making as a way for managers to avoid dissent and negative feedback (Corne-
lissen, 2011, pp. 221-22). These are serious impediments in the alignment of corporate and employee 
values. To a large extent open-mindedness and direct communication between senior management and 
the company workforce generates feedback that can lift such barriers and function as an assessment tool 
for the efficiency of communication channels within the organization.

Risks also stem from resisting innovation. To survive and thrive in times of limited resources and an 
ever-evolving technological context, companies intelligently adapt to the differentiated needs of their 
stakeholders. Forward-looking organizations see the necessity for departure from outdated managerial 
models, promote adoption of new technologies and support the creative involvement of employees as 
key strategies to advancement and growth. The pervasiveness of modern technology across all indus-
tries, the possibilities it offers for data management and enhanced experiences, and the ways these affect 
decision making and consumer behavior are the reasons why companies should embrace an innovative, 
horizon-view approach.

Trashing of brands occurs all the time in corporate history and causes shock waves all around the 
company. Powerful brands survive by infusing their proposals with more attractiveness, their products 
with more addictive ingredients, while spending time, money and energy to restore the company’s image 
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in the public sphere. Sustaining corporate pride within its internal constituents is only feasible through 
skilled intervention and is a key driver in successfully handling the crisis.

Although a national brand is much broader and historically significant than a corporate one, Greece 
is a typical example of a brand gone bad during the past three years, with total lack of rebranding initia-
tives and a deafening silence from the internal branding territory. Greek citizens more than ever need 
to be inspired and encouraged to restore belief in their country, the timeless values it represents and its 
potential to recover from the worst crisis it has faced since World War II. The serious blurring of identity 
and deficit of reputation based on a sequel of negative images spinned around by drama-seeking media 
are nurtured by the lack of consistent message and alignment strategy. Moreover, the chronic absence 
of a dignified leadership with the country’s best interests at heart boosts suspicion and disbelief—two 
disastrous elements that are certainly echoed outside the borders and traumatize national reputation.

Opportunities

When corporate and personal values are aligned, the organization is at a place where it can advocate its 
brand(s) in one voice, bridging the gaps between what it projects to external constituents (image) and 
what these constituents perceive about the company (identity). It also brings into sharp focus corporate 
personality, the profound level in which the organizational spirit and culture is manifested, infusing it 
with integrity and credibility (Cornelissen, 2011, p. 48).

It is precisely this alignment that warrants the company’s stability, coherence and distinctiveness in 
the eyes of stakeholders, elucidating where it comes from and where it aspires to be directed.

SUGGESTIONS FOR FURTHER RESEARCH

Like previously stated, internal branding has not always been successfully implemented and carried 
out for a number of reasons: misunderstandings, failure to align implicit and explicit brand image, or 
lack of the open-mindedness that removes barriers between functionalities and leads the way to aware-
ness, acceptance and action. Behavioral shifts occur from an insightful strategic plan, hard work and 
an honest commitment; anything less will produce from zero to minimal results. A notion worthy of 
investigation is the extent to which employees are able to act as a homogeneous, stable and role-based 
group (Greenwood, 2008), whose shared values enable the brand to slide across organizational functions 
and radiate to external publics. In reality, group interests are not the sum of individual needs, which are 
often divergent and mitigated. In this context, alignment of values may be more easily said than done.

Striking cases of failures to internally promote the brand can be aggregated and tabulated in categories 
according to their level of penetration, length and intensity of effort, barriers raised, and reasons behind 
the failure as perceived at different operational environments within the organization. This type of research 
will require a combination of qualitative and quantitative methods, such as intensive interviews, focus 
groups or survey questionnaires over a certain period of time that will produce a wealth of information 
on each attempt for internal branding and the reasons why it did not produce the desired outcomes.

A different type of research that can yield a useful indicator of internal branding success is a be-
fore—after assessment of the ways employees perceive their brand and how this understanding reflects 
the true brand identity as perceived by customers. This parallel study could reveal stunning results on 
how perceptions on both sides are aligned and the extent to which customers actually receive what they 
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have been initially promised. Again an amalgam of qualitative and quantitative tools exhausting both 
customer and employee feedback can help identify the vacuums that may exist at different stages of the 
branding journey and the outcomes that these disruptions may evoke.

Future studies should also be directed to develop a cross-cultural comparison of employees’ percep-
tions as outcomes of internal brand commitment that support or mitigate innovation adoption and affect 
sustainability performance.

CONCLUSION

As a corporate strategy, internal branding is rooted in the concept of oneness that permeates every orga-
nizational function or discipline. It also stems from an inclusive worldview which finds a lot of resistance 
within traditionally fragmented and sheltered corporate structures that perceive shared knowledge as a 
high risk tactic. In the social era, reward comes to organizations that embrace change and create value 
by connecting people and ideas instead of building stereotypes; power stems from community and col-
laboration rather than ownership of direction by a few.

What If…Let’s visualize the ideal scenario of a legit inside branding effort, one that brings together 
the best possible arrays of actions that can be taken towards this direction and see how it looks:

What if all insight obtained from external research on customer demographics, profiles, preferences, 
is spread across the company and ingrained in the minds of each employee?

What if management actually requests employee feedback before a campaign goes public?
What if they are the first to reflect on the brand experience and be armed to act as brand ambassadors?
Most likely they will deliver the brand as their personal experience—a powerful way to communicate 

the corporate persona to customers and impact their behavior.
And most likely this success will be the outcome of an insightful plan devised by Corporate Commu-

nications and Human Resources—a strategy that takes into full account the interfaces between corporate 
brand, VCI alignment and organizational identity.

Disney’s mantra “employees are our cast members” comes to life because it places them where they 
belong: on stage. Internal branding initiates a virtuous circle of improvement by enabling employees to 
detect the job elements that are incompatible with the company orientation and thus improve customer 
experience. It’s not just a matter of training—it’s nurturing the brand internally to the point that it be-
comes part of the company’s DNA.
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ABSTRACT

In the past decade, emotional branding has been emerged as an extremely influential brand management 
paradigm and is widely heralded as a key dimension to marketing success. Branding of emotions focuses 
upon the consumer and not the product at the very forefront; it examines how brands can communicate 
with consumers in a more rational and humanitarian manner and affect people deeply at the varying 
degree of the feelings and senses. Due to the steadily growing competition in the international market, 
brands have become an important component. Therefore, the objective of marketers is to understand 
the people’s emotional desires and increase the consonance of the brand personality for their brands 
with the self-image of their target customers. The purpose of the chapter is to recognize the potential 
nature of emotions in creating strong brand attachments between consumers and brands, and promote 
active participation as it leads to customer loyalty. It also articulates the effects of interactive features 
that enhance emotional branding elements in a virtual community.

INTRODUCTION

Over the past decade, emotional branding has emerged as a highly influential brand management para-
digm (Zaltman, 2003). Emotional branding is a consumer-centric, relational, and story-driven approach 
to forging deep and enduring affective bonds between consumers and brands (Roberts, 2004). Proponents 
of emotional branding proclaim that this high degree of consumer passion is seldom, if ever, cultivated 
through rational arguments about tangible benefits or even appeals to symbolic benefits, such as height-
ened self-esteem or status (Gobe, 2001). Rather, these persuasive consumer brand linkages classically 
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emerge when branding strategies use narratives and tactics that demonstrate an empathetic understanding 
of customers’ inspirations, aspirations, and life circumstances and that generate tepid feelings of com-
munity among brand users (Atkin, 2004; Muniz and Schau, 2005).

The most commonly accepted definition for brand is the one proposed by the American Marketing 
Association as “a name, term, sign, design, or a unifying combination of them intended to identify and 
distinguish a product or service from its competitors” (Kotler, Bliemel, and Keller, 2007). According 
to Chan-Olmsted (2006), brands add thoughts and feelings that are designed to enhance the value of a 
product beyond its product category and functional values. Thus, from an audience’s perspective, we 
may understand a (media) brand as a construct carrying all the connotations of the audience in terms of 
the emotional, stylistic, cognitive, unconscious or conscious significations.

Emotional branding is frequently utilized by competitive brands attempting to build on their perfor-
mance benefits to strike an emotional chord in the hearts of their customers. The emotional environment 
of branding leads the brands towards an unparalleled and complying strategic personality, which enables 
the brand to distinguish itself completely from the competitors and secure a unique place in the minds 
of consumers (Jamwal and Soodan, 2014). Many companies develop marketing strategies in order to 
improve their sales and to make their brands stand out among the competitive ones. For most firms, the 
ultimate goal of marketing success is to generate a brand, which can differentiate their companies from 
others. Aaker (1991) equates brand equity with the following elements: brand loyalty, brand awareness, 
perceived quality, brand association, and other proprietary brand assets. According to Yoo and Donthu 
(2001), and Washburn and Plank (2002), however, brand equity, specifically consumer-based brand 
equity, can be measured according to four elements: brand loyalty, brand awareness, perceived quality, 
and brand association.

With the growth of e-commerce and global competition, business-to-business (B2B) marketers are 
asking whether branding, especially corporate branding, can help improve their competitive position in 
the new economy. Branding may not be important to everyone, but as long as it is important to some of 
our customers, we want to know about it. Price and tangible attributes of products in highly competitive 
markets often differ only slightly. To prevent their products from becoming commodities, companies 
seek to differentiate themselves with service, with the company brand, and with brands at the product 
level. Organizational buyers have long been known to consider service and other more intangible aspects 
of the offer, in addition to price and product quality. Many industrial purchase alternatives tend to be 
toss-ups. The decisive factor then can turn upon what a brand means to a buyer (Aaker, 1991). Some 
industrial buyers may be more receptive to branding than others.

BACKGROUND

Emotional branding emerged in the late 1990s as a self-proclaimed corrective to the shortcomings of the 
conventional benefit-driven approach to branding (Gobe, 2001). Specifically, emotional branding gurus 
challenge the benefit-driven approach’s fundamental claim that brand managers must establish a clear, 
consistent, and distinctive benefit position in the mind of the consumer (Aaker, 1997). Rather, proponents 
of emotional branding argue that a benefit-driven positioning cannot provide an enduring competitive 
advantage, because it is readily emulated, particularly when the benefits are tied to technological and 
product design features. They further contend that straightforward benefit appeals are unlikely to break 
through the clutter of a saturated marketing environment that a plethora of brands are fighting to claim 
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distinctive associations. In this vein, emotional branding proponents insist that the brand meanings that 
inspire consumer passion and abiding loyalty are seldom, if ever, attribute oriented benefits (Roberts, 
2004).

According to Heath and Nairn (2005), feelings and emotions have primacy over thoughts, and emo-
tional responses can be created even when we have no awareness of the stimulus that causes them. Martin 
and Morich (2011) understand emotions as catalysts that determine what stimuli we attend to or ignore, 
that affect our behaviour and influence what we choose to remember. Even so, the role emotions play 
for processing media messages also for political topics has been an integral part in contemporary mass 
communication research (Bucy, 2011). As Schwab and Schwender (2011) state that the function of emo-
tions in the perception of media is essential for an understanding of media and its role in society today.

The benefits of emotional branding strategies are increasingly being endorsed by the academic mar-
keting community. Fournier (1998) details the ways that consumers can experience brands as relation-
ship partners that help them accomplish personal goals and resolve dilemmas in their everyday lives. 
Rather than being generated through skilful marketing, Fournier contends that these relational meanings 
(i.e., love/passion, self-connection, commitment, trust, and intimacy) emerge only when brands become 
integrated into consumers’ lives and identity projects. Several subsequent studies (Brown, 2003; Kates, 
2004) have supported the identity significance of emotionally based consumer–brand relationships. The 
social dynamics that underlie the emotional branding paradigm have been most fully explicated in schol-
arly studies of brand communities, such as the Harley Owners Group and Apple Macintosh enthusiasts 
(O’Guinn and Muniz, 2005). In these communities, brand meanings are collectively forged among a 
group of consumers. These shared meanings enable consumers from diverse walks of life and different 
geographic locales to experience deeply satisfying feelings of community and solidarity.

The tenets of emotional branding are perfectly aligned with the post-modern view that brand mean-
ings are not controlled by managers but rather are co-created through ongoing interactions among their 
users (Cova and Cova, 2002). In the emotional branding literature, consumers are commonly portrayed 
as enthusiastic partners who engage in intimate dialogues with other brand users and brand managers to 
create mutually beneficial, identity-enhancing, community-building, and loyalty-sustaining meanings 
(Atkin, 2004). The Apple Macintosh and Harley-Davidson brand communities exemplify this model 
of shared brand ownership. By participating in these collaborative dialogues, brand managers can gain 
valuable insights into product design improvements and innovations, new product development oppor-
tunities, and resonant meanings that can be leveraged in advertising campaigns (Lindstrom, 2005). In 
addition, proponents of emotional branding argue that these passionate consumers/owners will often 
act as brand missionaries, promoting the brand through their own invocative, personalized brand stories 
(Gladwell 2000; McAlexander, Schouten, and Koenig, 2002). When a brand is viewed as transgress-
ing or abandoning its emotional branding promises, formerly loyal customers can create a significant 
backlash (Deighton, 2002).

In addition to estranged customers, the media can also circulate brand meanings that are maligning, 
worrisome, or opprobrious. For example, as Martha Stewart gained celebrity status, she also became the 
target of an escalating litany of scandalous exposés, unflattering media constructions, and pop culture 
satires, all of which generated serious brand management headaches for Martha Stewart Living Om-
nimedia, even before the ImClone scandal (Fournier and Herman, 2004). In these alternative cultural 
constructions, a brand may be used as fodder for humorous parody, cautionary tales about latent lifestyle 
dangers, or derisive critiques of corporate capitalism. These uncharitable brand meanings and images 
can quickly spread through multiple channels, such as the news media, entertainment media, e-mail 
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networks, and bloggers (Klein, 1999; Lasn, 1999). Consider Procter & Gamble’s initial introduction of 
the fat substitute Olestra, which was effectively sunk by the deadly combination of sensationalized press 
reports about unpleasant gastrointestinal side-effects and the incessant lampooning of this supposed side 
effect by popular comedians, such as Jay Leno (Kozinets, 2004).

The significance that consumers attribute to this ephemeral ideal of authenticity has been documented 
in several studies (Grayson and Martinec, 2004; Kozinets, 2001; Peñaloza, 2000; Price and Arnould, 
1999; Thompson and Tambyah, 1999). Brands that successfully shroud themselves in the cloak of au-
thenticity are able to convey desirable consumer meanings of inner directedness, lack of pretense, and 
genuine commitment to brand-related activities (Lewis and Bridger, 2000). In pursuit of the authenticity 
grail, leading brands, such Miller, Burger King, Adidas, and Coke, now routinely use stealth marketing 
campaigns that are designed to give their brands a more authentic persona through tactics such as the 
co-option of urban vernaculars and styles and the seamless integration of their brands into the worlds 
of art and entertainment (Frank, 1997).

VIRTUAL COMMUNITY

Virtual community is getting popular for online and offline companies as a marketing tool to achieve 
brand loyalty. The survival and expansion of the community depends on the level of active participation 
by the members. Therefore, factors promoting active participation have a significant role to play. This 
study proposes emotional branding as an effective tool to promote active participation in an online com-
munity. As in a virtual environment, the absence of human interaction and lack of sensory elements, it 
needs to provide with more sensory experiences to increase member’s involvement.

Online community is the group of people with common interest who interact regularly over the Internet 
(Ridings, Gefen, and Arinze, 2002). It provides a platform to share information and experiences with 
the members of the community, which also creates group cohesiveness (Casaló, Flavián, and Guinalíu, 
2008). This strong association to the virtual community will create value and promote a member to be 
loyal to the community. Therefore, active participation within a virtual community will lead to customer 
loyalty. While the importance of online community as a powerful tool in promoting customer loyalty 
has been accepted by the industry practitioners and academicians, there is a need to study the promot-
ing factors of active participation with an emotional branding strategy approach to overcome the lack 
of sensory elements in a virtual community. Also, there is a need to identify the effects of interactive 
features such as communication, customization and culture that enhances emotional branding elements 
in a virtual community.

Online community is different to traditional community which is more geographically bounded. This 
has been explained by Boorstin (1974) as traditional communities are shifting from tight interpersonal 
bonds of geographically bounded collectives to directions of common but tenuous bonds of brand use 
and affiliation. Most of the Internet based communities which are also known as virtual communities 
fall under relational-based communities as the members are not physically bounded (Wellman and Gulia, 
1999). Members of such communities exchange information and knowledge related to that site and show 
emotional attachment similar to other members of the community with the brand.

Virtual communities have become a tool for many website-based companies to distribute informa-
tion, products and gain market share. Members of the virtual community are involved more if there are 
applications available to interact, website is designed as user-friendly and more activities are going on. 
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For a community to survive and expand, the members need to actively participate and the brand needs 
to provide such tools of engagement to share, connect and engage in trusted social experiences with 
other members. Virtual community can be used to create engagement between providers and customers 
to build a relationship that will eventually have an effect on loyalty (Thompson and Sinha, 2008). With 
online communities in hand, a customer can easily evaluate alternatives without any time limits and 
conversely discard any unwanted options; and for the brands, it can attract customers to their websites 
and retain them as loyal and profitable customers. Some travel companies such as virtualtourist.com 
and lonelyplanet.com have already attracted large flow of customers to their websites after introducing 
the concept of the online community.

The antecedents of participation in a virtual community can be referred to as:

• Trust: Trust plays an important role in the active participation in an online community. It lifts un-
certainty attached to a relationship, especially in a virtual environment where member interaction 
is not face-to-face. Trust is a vital factor in an online context where individuals perceive higher 
risk in a relationship (Varey, 2002).

• Commitment: Organizations spend huge portions of their marketing budgets to increase consum-
er’s level of commitment to the brand. Organizations communicate through different channels to 
reinforce the bonds created with their existing customers to reduce the high cost of attracting new 
ones. In the case of virtual community, the provider needs to strengthen the level of commitment 
of the members to the community which will encourage active participation, leading to e-loyalty. 
According to Casaló, Flavián, and Guinalíu (2008), providers should organize virtual meetings 
for their members for discussions and suggestions regarding the brand. Organizations need to 
promote communication between the members to increase their commitment to the community.

• Satisfaction: The non-economic satisfaction which takes the psychological factors in account is 
more relevant to virtual communities. An example of such satisfaction is emotional satisfaction 
in a relationship with a partner. Some authors suggest that satisfaction is a global evaluation or 
resultant attitude caused by an interaction or behaviour of other members of the virtual commu-
nity. Therefore, satisfaction is not the result of a single interaction but any new interaction will 
provide perception of the member with new information that will determine the level of satisfac-
tion (Casaló, Flavián, and Guinalíu, 2008).

• Sustainability: Sustainability is an important factor to consider for a virtual community. Taken 
lightly, it can lead to the death of the virtual community. The generic reason for discontinuation 
of a virtual community is reduced active participation, and not meeting the needs of the members. 
To guarantee the sustainability of the virtual community, companies need to constantly evaluate 
the growing and changing needs and interest of the members (Varey, 2002).

In a new virtual world, getting higher brand equity is difficult because customers are virtually shop-
ping with the lack of personal and sensitive stimuli compared to the physical world; therefore, we need 
to apply emotional branding strategies to the e-brand creation based on online shopping experiences. It 
is assumed that emotional branding strategies provide good e-branding methods for virtual communities 
for attracting members, building emotional relationships, and creating e-loyalty.
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IMPORTANCE OF EMOTIONS IN BRANDING

Emotion has a significant role to play in branding and increasing customer loyalty towards the brands 
(Wikipedia, 2016):

• Emotion is a mental state derived from ones intuitive feelings, which arise from reasoning, knowl-
edge and cognitive appraisals of events or thoughts.

• Emotion may trigger actions depending on its nature and the reason for the person having an 
emotion.

• Emotions happen as feedback of what one makes of a situation such as a brand consumption 
experience.

• Emotion plays a dominant role on the influence of brand experience and brand loyalty.
• Emotions are triggered by fantasies, imagination, feelings, and pleasure experienced during con-

sumption of an object.
• Emotions cause the positive or negative relationship between brand experience and brand loyalty.
• Emotion plays a dominant role on the influence of brand experience and brand loyalty, market-

ing practitioners need to pay more attention to customer’s emotions than to customers’ brand 
cognition.

• Consumers are likely to indulge in emotionally or culturally significant products.

BRAND LOYALTY AND CUSTOMER BEHAVIOUR

Consumer behaviour is directed towards new components of brand loyalty by enhancing its emotional 
dimension. Thus, we begin to define brand loyalty through a more emotional perspective, especially 
with the rise of the experimental approach. Brand loyalty is an emotional link that leads the consumer to 
maintain an action in favour of a brand despite the circumstances he/she encounters. Loyalty is a strong 
commitment to regularly buying a product or service more popular than others, despite the fact that 
changing circumstances or marketing activities represent a potential impact, which can be sufficient to 
cause behavioural changes (Zohra, 2011).

Brand loyalty is a measure of the attachment that a customer has to a brand. Essentially, it refers to 
a consumer’s consistent repurchase of a favoured brand. Considerable discussion exists in the litera-
ture over the definition and dimensionality of loyalty (Ball, Coelho, and Machas, 2004). According to 
Aaker (1991), brand loyalty reflects how likely a customer will be to switch to another brand, especially 
when that brand makes a change, either in price or product features. Fournier and Yao (1997) note that 
there appears to be general agreement in the literature that brand loyalty refers to a biased behavioural 
response to choose one brand out of a set of alternative brands. There are many advantages of brand 
loyalty. Primarily, it is clear that it is much less costly to retain customers than to attract new ones, 
and existing customers represent a substantial entry barrier to competitors, in part, because the cost of 
enticing customers to change loyalties is often prohibitively expensive (Aaker, 1996). There is also the 
advantage of trade leverage, ensuring preferred shelf space for preferred brands and, additionally, brand 
loyalty provides a firm with time to respond to competitive moves (Aaker, 1991). According to Delgado-
Ballester and Munuera-Aleman (2001), the interest in brand loyalty derives from the value that loyalty 
generates to companies in terms of: a substantial entry barrier to competitors, an increase in the firm’s 
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ability to respond to competitive threats, greater sales and revenue, and a customer base less sensitive 
to the marketing efforts of competitors.

Caudron (1993) and Olsen (1997), however, argue that the ever-increasing proliferation of brands, 
price competitiveness, and the strength of own label brands have worked to drive down brand loyalty. It 
has been suggested that a loyal customer is an oxymoron in today’s market place. Research has shown 
that there is a 50% chance that a shopper will switch from their normal brand to a competitor’s brand, 
which is on promotion, and furthermore that two-thirds of shoppers claim to always compare prices 
before choosing a product (Pressey and Mathews, 1998). Research in the UK across different industry 
sectors has shown that more than 95 per cent of retail petrol buyers buy more than one brand; about 85% 
of customers shop at more than one grocery retailer and personal investors will, on average, subscribe 
to three different financial services companies (Knox and Macklan, 1998). Given these tendencies, it is 
not surprising that marketers are increasingly interested in understanding the sources of loyalty and the 
mechanisms through which it comes about (Wernefelt, 1991).

When developing an understanding of loyalty, it is essential to describe what loyalty is not (Fournier 
and Yao, 1997) to enable the true dynamics of brand loyalty to be understood. Essentially, brand loyalty 
is not satisfaction with a brand nor is it repeats purchase behaviour (inertia). Both of these concepts are 
explored in the following sections.

Satisfaction

Satisfaction can be broadly characterised as a post-purchase evaluation of product quality given pre-
purchase expectations (Kotler, 1991). Anderson and Sullivan (1993) found that satisfaction among con-
sumers has a positive impact on repurchase intentions. They argue, that by consistently providing high 
satisfaction a resulting higher repurchase intention among consumers should be observed. This finding 
is supported by Cronin and Taylor (1992) who found that satisfaction has a significant positive influence 
on repurchase intentions. However, while satisfaction is widely regarded as an important indicator of 
repurchase intentions, satisfaction with a product does not ensure the development of loyalty.

Repeat Purchase Behaviour

Brand loyalty is not the same as repeat purchase behaviour (Light, 1993). Repeat purchase behaviour 
means that the consumer is merely buying a product repeatedly without any particular feeling for it. 
Where a brand is bought out of habit merely because less effort is required, inertia is said to be present 
(Solomon et al. 1999). Many people tend to buy the same brand almost every time they go to a shop 
and such a consistent pattern of behaviour is often due to the presence of inertia. It is argued in these 
cases that there is little or no underlying commitment to the product. In essence, the consumer passively 
accepts a brand.

Brand Loyalty and Cognitive Decision Making

Loyalty expressed in terms of cognitive decision making and consumer behaviour has traditionally 
received most attention in the literature (Uncles et al. 2003) but is limited according to Fournier (1998) 
as it fails to truly inform the phenomenology of brand–customer interactions. Loyalty as a result of 
cognitive decision-making occurs when, through trial and error a brand, which provides a satisfactory 
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experience is chosen. Rational thought processes dominate where loyalty to the brand is the result of 
repeated satisfaction with it (Uncles et al. 2003). This perspective has primarily centred on the relation-
ships between perceived quality, satisfaction and loyalty (Delgado-Ballester and Munuera-Aleman, 
2001). Interestingly, Chaudhuri and Holbrook (2001) recently suggested that behavioural loyalty tends 
to lead to greater market share.

Brand Loyalty and Positive Brand Attitudes

Examination of loyalty in this way focuses on the attitudes that consumers hold towards brands. These 
attitudes are seen as taking the form of a consistently favourable set of stated beliefs towards the brand 
purchased (Uncles, Dowling, and Hammond, 2003). Research of brand loyalty at this level has dominated 
the literature for the last decade or more, with studies primarily examining the role that brands play in 
the lives of consumers. Concepts such as brand identity and brand personality, coupled with the role of 
brands as relationship partners, has resulted in a relationship perspective to the study of brand loyalty 
governing much of this literature (Blackston, 1993; Dick and Basu, 1994 and Fournier 1998). Those 
in support of this perspective argue that people relate to brands much like they relate to other people 
and delving into loyalty is much like studying interpersonal relationships. A significant brand provides 
meaning and is important to a person because it connects with their life, and they have behavioural, 
attitudinal and emotional involvement (Varey, 2002). The essence of a brand–customer relationship 
resembles the typical “personal” relationship between two people (Schleuter, 1992). Essentially, the 
stronger the relationship the greater will be the brand loyalty.

Brand Loyalty and the Role of Bonds

An examination of brand loyalty is incomplete without an analysis of the development of bonds. Bonds 
are those which join two parties together, and when present, can lead to the development of brand loy-
alty. Bonds can be of either a structural or a social nature. Fournier (1998) refers to structural bonds 
as substantively grounded and social bonds as emotionally based. Trust and commitment, followed by 
interdependence are the most mentioned social bonds. Other social bonds include reciprocity, empa-
thy, cooperation, and satisfaction. Bonds are present where consumers are loyal for either cognitive or 
emotional reasons, however it is interesting to note that the type and nature of bonds that develop where 
consumers are loyal for emotional reasons have traditionally received more attention in the literature 
than the types of bonds that develop for cognitive reasons.

DETERMINANTS OF CUSTOMER LOYALTY

In the past years, the researchers have recognized and studied many antecedents of customer loyalty to 
stores, companies, and brands. Terblanche and Boshoff (2006) said that it is imperative to understand 
the precursor drivers of loyalty in order to leverage the greatest benefits available from it. Johnson, Her-
rmann and Huber (2006) as well as many other practitioners and academicians in the field of customer 
loyalty ascertained that the factors leading to loyalty are complex and dynamic, changing and evolving 
over time. Customer loyalty and its determinants into different markets and countries may bring out 
significant variance in the explanation of loyalty. Knight, Cronin Jr., Toma, Hult, and Keillor (2005) 
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argued that despite various studies focusing on drivers of loyalty, the practitioners are still lacking in 
understanding of loyalty determinants and their relative importance. The following are the marketing 
variables which are considered to be the antecedents of customer loyalty:

• Service Quality: Gronroosn (1983) stated that service quality contains two components – techni-
cal quality (what is delivered) and functional quality (how it is delivered). Parasuraman, Zeithaml, 
and Berry (1988) noted that early researches projected service quality as an attitude shaped on the 
basis of disparity between customers’ expectations regarding a service to be received and percep-
tions of the service being received. Fogli (2006) defined service quality as ‘a global judgement or 
attitude relating to a particular service; the customer’s overall impression of the relative inferiority 
or superiority of the organization and its services. Service quality is a cognitive judgement’.

• Customer Satisfaction: Mano and Oliver (1993) described satisfaction as a post-consumption 
attitude or evaluative judgement which varies along with the hedonic continuum focused on the 
product. Rust and Oliver (1994) defined customer satisfaction or dissatisfaction as a “cognitive or 
affective reaction” that surfaces in the form of a response to a single or prolonged set of service 
encounters. Giese and Cote (2000) believed that there are three main components of consumer 
satisfaction, namely, cognitive, affective (the type of response); the subject at which the response 
is directed; and the duration in between which evaluations are done. Cronin and Taylor (1992), 
Reichheld (1993), Anderson and Fornell (1994) found that satisfaction is the most significant fac-
tor leading to customer loyalty.

• Trust: Moorman, Deshpande, and Zaltman (1993) argued that trust is a willingness to rely on 
an exchange partner in whom one has confidence. Morgan and Hunt (1994) found that trust ex-
ists when one party has confidence in an exchange partner’s reliability and integrity. Reichheld 
and Sasser (1990) opined that to achieve customer satisfaction and retention and consequently, 
long-term business profitability, it’s important to fulfil the promises. Rousseau, Sitkin, Burt, and 
Camerer (1998), Singh and Sirdeshmukh (2000) indicated that trust has been given great impor-
tance for building and maintaining long-term relationships in business.

• Commitment: Dwyer, Schurr, and Oh (1987) defined commitment in service provider-customer 
relationships as ‘an implicit or explicit pledge of relational continuity between exchange partners’. 
Commitment can also be defined as an enduring desire for preserving a valued relationship.

• Switching Cost: Jackson (1985) posited that switching cost is the sum of economic, psychologi-
cal and physical costs. Porter (1998) defined switching cost as the cost a customer incurs in the 
process of changing service providers. As put by Hellier, Rickard, Carr, and Geursen (2003), 
switching cost refers to the customer’s assessment of the personal loss or sacrifice in terms of 
time, effort and money associated with shifting to another service provider.

• Corporate Image: Barich and Kotler (1991) proposed that corporate image is the overall impres-
sion of a company on the minds of the public. So, of course, corporate image has been always a 
factor determining customer loyalty.

• Service Recovery: Boshoff (1997) stated that the mistakes are an unavoidable feature of all hu-
man endeavour and thus also of service delivery. Duffy, Miller, and Bexley (2006) defined service 
failure as the real or perceived service breakdown either in terms of outcome or process. Gronroos 
(1988) suggested that the response a service provider emits in the event of service failure is known 
as service recovery.
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• Emotions: Izard (1977) found emotions to be primary motivators of behaviour. Westbrook (1987) 
discovered that the customers’ experiences generated emotions and concluded that emotions have 
a direct relationship with post-purchase behaviour, such as re-purchase intentions.

• Communication: Anderson and Narus (1990) presented a new idea of communication that is an 
interactive dialogue between the company and its customers, which takes place during pre-selling, 
consuming and part-consuming stages. Ndubisi and Chan (2005) opined that communication is 
responsible for building awareness in the early stage, developing customer preference, convincing 
and encouraging the customers to make the decision to purchase.

INFLUENCE OF EMOTIONAL BRANDING ON CUSTOMER LOYALTY

Emotional branding influences customer loyalty in many ways. There are several benefits to the manu-
facturer as well as to the customer (Yourarticlelibrary, 2016). These are discussed as follows:

Benefits to a Manufacturer

• Advertising and Promotion in an Easy Way: Emotional branding has an impact on customer 
loyalty. There is no doubt, given that once a company has an emotional connect with customer 
loyalty, it will be easy for the producer to push his goods easily into the market with simple adver-
tising or sometimes with no advertising, as it is evident from the real market place.

• Establishes Permanent Identity of Product: Emotional branding will also help the company in 
creating a space in the customer’s mind permanent identity is something which companies like 
Apple, Samsung and few other companies enjoy in the market. This helps the producer to have 
more leads and can hence increase his production timely.

• Promotes Repurchasing: Once a company has created that emotional connect and of course is 
going good with it for enough time, it automatically creates the habit in customer to go for its 
product time and again, thus, encouraging repurchasing, which is something a company can only 
get with a strong emotional connect.

• Competition Becomes Easier: Competition is something which every producer has to worry 
about when presents in the market, but emotional branding help a company to stay above competi-
tion and thus benefit from the fruits of profit.

• Easy Sales and Demand: Once a brand is placed well in customer mind, sales are implied to 
increase together with huge demand.

Advantages to a Customer

• Quick Buying Decision: Every customer would like to zero-up on the product, which he/she 
wants to pick without wasting time. Emotional branding helps them in this process. The moment 
they reach the market place, they will be clear what they want and thus pursue it.

• Saves Hectic Shopping Time: Time is very important for everyone and emotional branding helps 
customers in saving big time.
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• Guaranteed Product Quality: An emotionally connected customer can be sure of the quality and 
quantity that the company will provide and need not worry about any variation in the product or 
services most of the times.

• Reliable Customer Service: Customer service is provided to a customer as part of a company’s 
job, in which the end result is the “reasonable” satisfaction of the customer.

Other Benefits

According to brandxpress (2016), there are some other benefits that influence emotional branding on 
customer loyalty.

• Goodwill and Recognition: The main benefit of branding is that customers are much more likely 
to remember your business. A strong emotional connect helps to keep your company image in the 
mind of your potential customers. If your business sells products that are often bought on impulse, 
a customer recognising your brand could mean the difference between no-sale and a sale.

• Image of Size: A strong brand will project an image of a large and established business to your 
potential customers. People usually associate branding with larger businesses that have the money 
to spend on advertising and promotion. If you can create an effective emotional connect, then it 
can make business appear to be much bigger than it really is.

• Image of Quality: A strong brand projects an image of quality in your business; many people see 
the brand as a part of a product or service that helps to show its quality and value. It is commonly 
said that if you show a person two identical products, only one of which is a product having emo-
tional branding, they will almost always believe the item is of a higher quality.

• Image of Experience and Reliability: A strong brand creates an image of an established business 
that has been around for long enough to become well-known. An emotionally connected business 
is more likely to be seen as experienced in its products or services, and will generally be seen as 
more reliable and trustworthy than an unbranded business. Most people will believe that a busi-
ness would be hesitant to connect emotionally if they have something that was of poor quality.

• Multiple Products: If your business has a strong emotional connect, it allows to link together 
several different products or ranges. It allows putting the brand name on every product or servicing 
that the company sells, meaning that customers for one product will be more likely to buy another 
product from the company.

CONSUMER LOYALTY OUTCOMES

The outcome of brand influence on consumer loyalty can be categorized into behavioural, attitudinal 
and cognitive outcomes, as discussed below:

Behavioural Outcomes

The behavioural outcomes of consumer loyalty include the repeat buying intentions or customers’ chain 
buying behaviour and considering the customer retention as a proxy for loyalty (Jones and Taylor, 2007). 
Behavioural outcomes of loyalty are repurchasing from the same service provider (Zeithaml, Leonard, 
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& Parasuraman, 1996; Jones, Beatty, & Mothersbaugh, 2000); over switching intentions (Bansal and 
Taylor, 1999); and making all purchases in a particular category from a single or exclusive service pro-
vider (Reynolds and Arnold, 2000).

Attitudinal Outcome

According to Pritchard, Havitz, & Howard (1999), loyalty can be seen not only in its behavioural mani-
festations but in the attitudinal dispositions towards a service provider. The relative attitude (an emotions 
based assessment of the brand) has mostly been referred to as: Recommending the service provider to 
others (Javalgi and Moberg, 1997); Strong preference to the service provider (Mitra and Lynch, 1995); 
Feeling a sense of affiliation with the product, service, or organization (Fournier, 1998); and Altruistic 
behaviour, which includes helping the service provider or other customers for better service delivery 
(Patterson and Ward, 2000).

Cognitive Outcomes

Cognitive loyalty is referred as a conscious assessment of a brand and its attributes or a conscious as-
sessment of the advantages and incentives of repurchasing (Lee and Cunningham, 2001), which makes 
the customers believe a particular service provider to be superior to others. Jones and Taylor (2007) 
reviewed that loyalty based upon the cognitive judgement of the customers and expressed as: occupying 
a prominent space in the mind of the customer (Dwyer, Schurr, and Oh, 1987); being the first preference 
of the customer (Ostrowski, O’Brien, and Gordon, 1993); sensitivity towards price fluctuation (Anderson, 
1996); considering a service provider exclusively for a particular service (Gremler and Brown, 1996); 
and identifying a service provider as an extension of one’s self and accepting this by using terms such as 
‘my service provider’, or by including oneself with the service provider and referring collectively with 
‘us’ and ‘we’ (Jones and Taylor, 2007).

STRATEGIES TO ENHANCE CUSTOMER LOYALTY

The strategies that are to be adopted by the marketers to enhance customer loyalty are discussed as fol-
lows (Marketingwizdom, 2016):

Reducing Attrition

Virtually every business loses some customers, but few ever measure or recognise how many of their 
customers become inactive. Most businesses, ironically, invest an enormous amount of time, effort and 
expense building that initial customer relationship. Then they let that relationship go unattended, in some 
cases, even losing interest as soon as the sale was made, or even worse, they abandon the customer as 
soon as an easily remedied problem occurs, only to have to spend another small fortune to replace that 
customer. The easiest way to grow your business is not to lose your customers. Once you stop the leak-
age, it’s often possible to double or triple your growth rate because you’re no longer forced to make up 
lost ground just to stand still.
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Sell and Then Sell Again

Many persons do an excellent job of making the initial sale, and then drop the ball and get complacent, 
ignoring the customer, while they chase more business. The selling has actually only just begun when 
someone makes that initial purchase decision because virtually everyone is susceptible to buyer’s re-
morse. To lock in that sale, and all of the referrals and repeat business that will flow from it, you need 
to strike while the iron is hot to allay your customers’ fears and demonstrate by your actions that you 
really care. The buyer should thank them and remind them again why they’ve made the right decision 
to deal with the company and put a system in place to sell to them again, and again, constantly proving 
that they made the right decision.

Bring Back the “Lost Sheep”

There’s little point in dedicating massive resources to generating new customers when 25 to 60 per cent 
of your dormant customers will be receptive to your attempts to regenerate their business if you approach 
them the right way, with the right offer. Reactivating customers who already know you and your product 
is one of the easiest and quickest ways to increase your revenues. Re-contacting and reminding them of 
your existence, finding out why they’re no longer buying, overcoming their objections and demonstrat-
ing that you still value and respect them will usually result in a tremendous bounty of sales and a drastic 
increase in revenues in a matter of days and will lead to some of your best and most loyal customers.

Frequent Communications Calendar

Avoid losing your customers by building relationships and keeping in touch using a rolling calendar of 
communications. This is a programmed sequence of letters, events, phone calls, “thank you”, special 
offers, follow-ups, magic moments, and cards or notes with a personal touch etc. that occur constantly 
and automatically at defined points in the pre-sales, sales and post-sales process. People not only respond 
to this positively, they really appreciate it because they feel valued and important. It acknowledges them, 
keeps them informed, offsets post-purchase doubts, reinforces the reason they’re doing business with 
you and makes them feel part of your business so that they want to come back again and again.

Extraordinary Customer Service

The never-ending pursuit of excellence is to keep customers so satisfied that they tell others how well they 
were treated when doing business with you. Moving the product or service you deliver into the realm of 
the extraordinary by delivering higher-than-expected levels of service to each and every customer. Key 
facets include: dedication to customer satisfaction by every employee; providing immediate response; no 
buck passing; going above and beyond the call of duty; consistent on-time delivery; delivering what you 
promise before & after the sale; a zero-defects and error-free-delivery process, and recruiting outstand-
ing people to deliver your customer service. Extraordinary service builds fortunes in repeat customers, 
whereas poor service will drive your customers to your competition.
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Courtesy System

It is a powerful system that improves the interpersonal skills of a team and changes the spirit of an or-
ganisation. It involves speaking to colleagues politely and pleasantly, without sarcasm or parody, and 
treating them at least as well as you would want them to treat your customers. This will help your team 
to feel worthwhile and important, which makes for pleasant social contacts at work. It also motivates 
them to provide extraordinary service, encourages them to be consistently pleasant in all of their dealings 
and to relate to customers in a warm, human and natural manner. This results in better, warmer, stronger, 
more trusting relationships and longer term bonds with your customers.

Product or Service Integrity

Long-term success and customer retention belongs to those who do not take ethical shortcuts. There 
must always be total consistency between what you say and do and what your customer’s experience. 
The design, build quality, reliability and serviceability of your product or service must be of the standard 
your customers want, need and expect. Service integrity is also demonstrated by the way you handle 
the small things, as well as the large. Customers will be attracted to you if you are open and honest with 
them, care for them, take a genuine interest in them, don’t let them down and practice what you preach 
and they will avoid you if you don’t.

Measure Lifetime Value

There’s a vast difference between the one-off profit you might make on an average sale, which ignores the 
bigger picture, and the total aggregate profit your average customer represents over the lifetime of their 
business relationship with you. Once you recognise how much combined profit a customer represents to 
your business when they purchase from you again and again, over the months, years or decades, you’ll 
realise the critical importance of taking good care of your customers. And because you’ll understand 
just how much time, effort and expense you can afford to invest in retaining that customer, you’ll be in 
control of your marketing expenditure.

A Complaint Is a Gift

Almost 96 per cent of dis-satisfied customers don’t complain. They just walk away, and you’ll never know 
why. That’s because they often don’t know how to complain, or can’t be bothered, or are too frightened, 
or don’t believe it’ll make any difference. Whilst they may not tell you what’s wrong, they will certainly 
tell plenty of others. A system for unearthing complaints can therefore be the lifeblood of your business, 
because customers who complain are giving you a gift, they’re still talking to you, they’re giving you 
another opportunity to return them to a state of satisfaction and delight them and the manner in which 
you respond gives you another chance
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LIMITATIONS AND FUTURE IMPLICATIONS

As is typical for exploratory research, the research raises many questions. Given the consolidation in 
many B2B sectors, questions arise as to the brand value of acquisition targets, and the management of 
acquired company brands. Branding strategy related to acquisitions, alliances, and ecommerce initiatives 
needs further attention. Academic research lags behind industry practice in many respects. More and 
more companies are investing in their company brand because they can see the bottom-line results and 
can envision the future potential. More attention is needed to the link between the marketing mix and the 
creation of brand equity in B2B markets, drawing on work in customer markets. Online B2B hubs and 
exchanges, and changes in the industrial distribution pose challenges to marketers trying to differentiate 
their companies and products. Given the complexity of managing in the dynamic B2B marketplace, the 
role and importance of branding will continue to be explored and examined.

CONCLUSION

An emotional branding strategy focuses on customers in the low-interest cluster who might communicate 
the potential importance of the purchase decision. Product catalogues and web sites can be made attrac-
tive and appealing in an attempt to increase buyer interest in the product and in the purchase decision. 
The coordination of telephone, fax, online ordering systems, and personal selling can enhance ease of 
ordering. Branding strategies to attract more business from the highly tangible cluster may focus on the 
many tangible, quantifiable, and objective benefits of the product itself, and of the manufacturer behind 
the product. Physical product improvements may be important, yet the emphasis needs to be on closely 
matching the physical features to the benefits to the customer.

Communications need to identify ways to more objectively evaluate even the more intangible ben-
efits of the brand, such as reduction of perceived risk and uncertainty, and corporate financial stability. 
Efforts to attract branding-receptive customers should emphasize the unique nature of each purchase, 
and the need for objective advice and support from a well-established, highly reputable, and flexible 
manufacturer. Communications will acknowledge the foundation of a high-quality physical product, 
and augmented services, but will highlight the emotional and self-expressive benefits of the brand. A 
combination of a strong company brand and an effort to differentiate an individual brand is likely to be 
the most worthwhile to these customers.
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KEY TERMS AND DEFINITIONS

Branding: The process involved in creating a unique name and image for a product or service in the 
consumers’ mind, mainly through advertising campaigns with a consistent theme.

Consumer Loyalty: Both attitudinal and behavioural tendency to favour one brand over all others, 
whether due to satisfaction with the product or service, its convenience or performance, or simply fa-
miliarity and comfort with the brand.

Dissonance: Lack of agreement or inconsistency between the beliefs one holds or between one’s 
actions and one’s beliefs.

Emotion: Any strong agitation of the feelings actuated by experiencing love, hate, fear, etc., and 
usually accompanied by certain physiological changes, as increased heartbeat or respiration, and often 
overt manifestation, as crying or shaking.

Emotional Branding: The strategy of linking a brand with the human emotions through marketing 
and positioning of the brand. It is used by marketing communication professionals and refers to the 
practice of using the emotions of a consumer to build a brand.

Virtual Community: A community of people sharing common interests, ideas, and feelings over 
the Internet or other collaborative networks.
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ABSTRACT

The Indian healthcare industry is third largest economy in the world. India’s competitive advantage 
also lies in the increased success rate of Indian healthcare sectors. All organizations benefit from great 
branding, but it is more important in healthcare than any other industry. Creating brand is an impor-
tant object in marketing in order to reach to maximum customers. Organizations across the world and 
in India are constantly striving to achieve excellent branding to attain top recall value of healthcare. 
Physicians, dentists, physiotherapist, nurses, nursing home owners, hospital administrators have many 
challenges regarding branding and communications of healthcare. It is an ideal for energizing their 
healthcare organization and sustain financially and operationally. This chapter explains what is brand, 
its strategies, how to develop branding of healthcare organization and how to manage brands. Many 
illustrations and case studies are described in this chapter.

INTRODUCTION

The Indian healthcare industry is third largest economy in the world with USD 280 billion and it is con-
tinuously growing. The annual growth rate of this sector is expected around 23 percent during 2015-20. 
The factors which contribute for this growth are, raising financial status, more awareness among people, 
increased life style diseases and improved health insurance. Private sector plays very important role in 
healthcare sector of the country, both in national and international level. It accounts for 74 percent of 
total healthcare expenditure. India stands on the top for the world-class hospitals and skilled medical 
professionals. The Indian Government is stepping ahead to develop India as preferred destination for 
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medical tourism. Government facilities have inadequate equipment and poor quality health services as 
a result private healthcare services mushrooming in the country. There is immense scope for growth for 
healthcare services in India. With 4, 50,000 tourists every year, the industry of medical tourism is esti-
mated at USD 3 billion annually. This is the reason for strengthening the medical tourism and preferred 
destination for medical tourism (Tomey, 2008).

Private sector is diversifying and opportunities are emerging in every segment. With growing com-
petitions, organizations are cognizant of new challenges and are looking to explore the latest business 
dynamics. The need of an hour is to identify and strengthen support pillars of healthcare delivery sys-
tems. These may include production of quality manpower, technology enabled solutions and adoption of 
low cost drugs and vaccines. Today general population has become wise, educated and more practical 
to make their own decisions. Instead of the old passive approach of just responding to the needs of the 
sick, healthcare institutes need to think proactively to builds trust and enables clients to stay well (Press 
Information Bureau, 2015).

Healthcare industry consists of hospitals, pharmaceutical companies, diagnostics, medical insurance 
companies, and medical equipment companies etc., which generate substantial revenue of which hospitals 
are at top profit making. Rise in the medical insurance sector and resultant increasing commercialization 
of the health sector have resulted in a competitive environment in the healthcare industry (Kotler, 2015).

Medical devices industry is growing very fast in India. High-tech Diagnostic facility is another in-
vestment opportunity for medical professionals. In short there is vast opportunities for investments in 
equipment, material and supplies to hospital industry.

In this technological era and growth of information technology healthcare sector has become more 
dynamic and growth oriented. There is substantial improvement in social media, mobile and digital 
technology. This has more impact on marketing, advertising and building a appropriate brand. It is now 
very easy to reach potential client than past. It is very wise for healthcare industry to use the technology 
and science to make a brand and grow with this challenging and competition world

BRANDING IN HEALTHCARE SECTOR: A REVIEW

Brands have become integral part of our lives. Brand can be defined as a symbol, sign, name, or all of 
these elements combined together, that differentiates one maker of a product or service from the other. 
Advertising influences our day-to-day decisions. Our aspirations are probably just a step away from 
influencing our dreams. From use of car to mobile phones and till end our day with cup of coffee, ev-
erything we do is influenced by advertising. The world of advertising is organizations to create messages 
of persuasion to take the story of the brands to the customers. Healthcare branding is no exception from 
these principles (Kotler, 2012; Press Information Bureau, 2015).

Figure 1. Five segments through which the healthcare market functions
Source: Hospital market-India, TechSci Research, January 2016
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Branding is an important element of marketing for any industry and today a lot of branding are done 
for the healthcare industry due to intense competition. Strong brand creation aides customers to make 
decisions about their purchase choices based on the trust that the consumer has on the brand. For medi-
cal, dental, pharmaceutical and nursing profession, branding is an experience. Nevertheless, the hospital 
services might be little different.

An effective branding and promotion requires careful understanding of the target audience. Healthcare 
organization may establish brand in local, state, national and international level. In local market, brand 
increases the preference among residents within their primary service area. In recent advancement and 
in changing social structure, there has been revolutionary transformation in branding strategy in local 
market. For healthcare organization, significant areas to be considered are nature of medical technology, 
quality of medical staff, relationship between patient and clinical staff.

John Muir health, California has successfully established a brand of patient centered care – “We 
explain, we listen and we care for you.”

The role of branding and promotion in healthcare sector is wide and vast due to competition and 
changing attitude of the Indian healthcare market. The changing financial status and lifestyle has brought 
various new opportunities in healthcare industry. consumer satisfaction is very significant component 
in growth of the healthcare industry. The hospital management also makes every effort to bring posi-
tive reinforcement and disseminate information to public through print media in order to attract clients.

Branding culture makes it imperative for organizations to develop strategies and accordingly esti-
mate its financial profitability to handle its competitors. Organizations across the world and in India 
are constantly striving to achieve excellent branding to attain top recall value of healthcare. The Indian 
healthcare organizations internationalize their image and global companies localize their services in 
order to match customer expectations. Healthcare services are facing many challenges to create brand 
awareness among customers. Generally, hospital services advertisements are prohibited by some laws. 
Healthcare providers have been restrictive till recently to sell their products to patients as customers, 
unlike in many other industries where branding products is as natural as breathing the air. The factors 
which influence on creating brand are trust, relationship, commitments and customer satisfaction. If 
relationship with customers is effective, the hospital becomes successful in creating their brand.

Building Strong Brands

As the saying goes “Product are created in the factory but brands are created in the mind”, the manage-
ment and development of brands are key elements for building up strong brands.

Brand equity increases when parameters like consumer preference and loyalty are measured as po-
tential for brand’s ability to connect to the consumer. Positive brand equity occurs when consumer reacts 
positively to generic version of same product. A brand with high brand equity is very valuable asset. 
High brand equity provides a company with many competitive advantages. A powerful brand enjoys a 
high level of consumer brand awareness and loyalty. Brand name caries high credibility. According to 
Brandt (2007), “a powerful brand offers the company some defense against fierce price competition. 
Companies need to think of themselves not portfolios of product but portfolios of customers.”

The biggest challenge of healthcare branding is how to differentiate their practice as distinctive. One 
should execute exact strategies with attention to detail and speed, as well as consistency of leadership.
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BRANDING STRATEGIES IN HEALTHCARE: A DISCUSSION

Image Building

Image in general is the impression that individual, group, firm or product would have on the consumers 
as perceived by the public. Recently, due to increased accountability, autonomy and expanded respon-
sibility, health professionals have tried to upgrade themselves and change their functioning in pursuing 
their medical practices, however these changes have not been able to significantly contribute in terms 
of the domestically oriented and traditionally subservient image they have in public. Contemporary 
medical and allied health professionals are trained to exhibit acquired skills, complex technology and 
actions along with a highly specialized domain of knowledge.

According to Kotler (2009), image has four components - attribute, value, customer satisfaction and 
quality of product or services. Branding is the expression of the essential truth or value of an organiza-
tion, product or services. It is communication of characteristics, values and attributes that clarify the 
characteristics of the product. Primary purpose of the branding is to facilitate trust and reach maximum 
customers. Clients are supposed to trust physician, whether known or not. Customer enquires about 

Figure 2. Knowledge accommodation

Figure 3. Brand strategy decision making process



209

Branding and Communication Strategies in Healthcare Organizations
 

healthcare provider before they are entering into the treatment process for all these activities brand 
formation is important.

There is accepted relationship between brand image, quality of healthcare service rendered and client 
satisfaction. Success of any organization is dependent upon ability to fulfil the wants and requirements 
of their clients. So, the emphasis should be placed for effective message strategies with each healthcare 
organization offering their own distinguishable marketing plan for reaching a desired patient pool (Nanda, 
Telang, & Bhatt, 2012; Koch, Breland, Nash & Cropsey, 2011)

Basics Principles for Image Building

The first and most important objective in any healthcare practitioner is to establish a clear and powerful 
branding message, which should be unique and genuine. It is only path to sustainable success. These 
are as follows:

1.  Creating a positive culture for practice must place their patients in the center
2.  The practice performance and viability must be excellent for sustainable improvement;
3.  Top performance in any healthcare focuses on patient wellbeing and not just the metrics of the 

practice
4.  Transparency and accountability is one of the key factors in growth of any organization. Transparency 

accounts for the feeling of the patient about care they receive
5.  Detailed written plan on how to deliver on expectations put forth by the brand’s promise. There 

are some common expectations of the patient regarding medical practices e.g. skilled, transparent, 
easily available and accessible, knowledgeable and lawful

6.  Tips and ideas regarding healthcare services which patient can be benefitted to build a trust
7.  Tell prospective patient what to look for choosing a healthcare practitioner, how to take care of the 

health issues, the benefits of certain services e.g. food and nutrition, etc.
8.  Education based marketing is perceived as valuable rather than as just advertising; and
9.  Principles of relevant brands are customer focused, innovative, pragmatic and distinctively inspired.

Figure 4. Promotion and image building
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Awareness and Strengthening Brand

Brand Identity

Logo, theme, motto, packaging, colors, and design, are important in making a brand unique and different. 
Engage patient and staff to enhance their brands celebrating healthcare events with branded memorable 
merchandise programs.

Content Management

According to different researches, “this is your promotional and sales materials and actions that engage 
customers, moving them through the marketing and sales funnel. This can include your website, blogs, 
videos, podcasts, social media brochures, mailers, email marketing, webinars, catalogs, e-books, white 
papers, sales presentations, training materials, etc.” Engage staff and drive brand recognition with pro-
motional products, from uniforms and scrubs to way finding and signage. Tell cohesive story to your 
patients, staff and community.

Customer Service

Some research suggests, “This is how you and your team render your services and/or products to meet 
or exceed your customers’ needs and expectations”. From admission to discharge successfully leaving 
promotional products can boost patient satisfaction and can give your patients a reason to rate your 
organization high.

In fact, the reputation of a brand is built on all these three parameters and the corporate must do 
significantly well to successfully execute the ‘Branding Triangle’ consistently.

Figure 5. Determinant factors of customer loyalty
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Promoting Healthcare Brand

Quality is one of the important components in promoting healthcare brand. The healthcare Service must 
be made more comprehensive and focused in many ways to communicate effectively about quality. When 
it comes to healthcare, it is very difficult to judge the service quality in terms of caring, competence 
and integrity while at the same time focusing on customers and employees. Healthcare organizations 
must build and manage their brands carefully. Media can help. However, brands are not maintained by 
media but by brand experience. Various communication platforms should be utilized to make consumers 
aware about the healthcare brands. Companies must use media partnership carefully and wisely, some 
guidelines are given below. (Kotler, 2015)

Educating Media

Mass Media is the strongest medium to reach to the maximum people. It’s our responsibility to educate 
the media. Medical professionals and mass media have close relationship. Mass media is contributing 
in reaching to the general public; hence it can be used very wisely to reach to the grass root level. In 
this process, medical professionals must disseminate the knowledge regarding research, new updates in 
the medical profession. General public is unaware of updates in regard to the new drugs in the market, 
new technology and innovations, it is mass media and medical professionals particularly Physicians, 
nurses, technicians, dieticians must communicate important information to the public in view to brand 
the profession and the medical institutions (Ajitha, 2010).

How to Reach Out?

When you hear a radio talk show about a health issue, call in, identify you as a doctor, nurse or other 
paramedic and contribute your expertise and insights to the discussion. There is not much heavy lifting 
involved in that.

Write letters to the editor, both to comment on current issues and to introduce new ideas to the media. 

Physician, Surgeons, Technologists and other healthcare providers should establish good rapport with 
local newspaper reporter and editors in order to establish positive image of the medical profession among 
the people. Television, internet, social media etc are the upcoming image building resources for the 
hospitals and healthcare institution to exploit to build a positive image and branding.

How to Prepare Press Conferences

Press conference is a process in which significant information is presented to the news paper, TV, radio 
reporter so as to reach to the general public. Medical institutions can hold press conference related to 
arrival of new technology, innovations, new drugs, new procedure or any outstanding work to be carried 
out or any successful event.

Major Steps:
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1.  Set appropriate goal and objective: Write a proposal mentioning what is to be disseminated, get 
approval from management after verify from legal and ethical component.

2.  Decide on location, date and time of the press conference. Choose a good backdrop.
3.  Invite press reporters, guests and experts in the field so as correct and filtered information reaches 

to the audience.
4.  Prepare spoke person and convener of the press conference. Ensure good coverage for TV display, 

good resolution camera and good write up in case of print media.
5.  Hand over write up to the reporters and answer all questions of the reporter
6.  On the day of coverage, ensure it is displayed in write perspective.
7.  Collect all reports and keep for further reference

Hospital public relations departments should promote them as well; to give a better picture activities 
and specializations. This is exactly what leading corporate hospitals has done while choosing their logo. 
Their logo plays very important role in spreading the message of the healthcare organization. Most of the 
leading hospitals believes in continuity of caring process intact. All healthcare personnel are involved 
in patient care including nurse. She is the pivot around things move to reach the patient. Incorporating 
a nurse in the logo may push to the center stage of the entire hospital operating system and thereby, 
creating a care-driven brand.

Every employee of the hospital needs to be proactive and work to change the image of the organi-
zation, with the media, public, the medical profession and with themselves. Image building is totally 
depending upon how we feel about ourselves as healthcare professionals and how we are perceived as a 
profession: whether by physician, the public or prospective nurses. If we feel good about whom we are 
and what we do the same will transfer to others.

Today healthcare sector has changed substantially. In this computer and high technology period every 
client is smart and knowledgeable enough. Traditional client image is changed to more sophisticated 
and smart image. Public is demanding unique skills and more dedicated work of the professionals. As 
a result, it is said that healthcare profession has graduated from its previous position of dependence to 
more working independence.

Organization Branding

Business leadership is unique feature in development and functioning of the branding, it can be defined 
as Strategic, Branding of an organization is in fact the branding of the employees and the leadership team 
benchmarked against similar segment entities. Organization branding is done by both the employees and 
perception of the service or product consumers of the organization. Usually, organization branding takes 
place in multi-segments such as employee and general perceptions about overall image of the functioning 
and future of the organization as benchmarked against its peer organization.

Employee branding is mostly on the quality of their engagements with leadership teams and among 
themselves with an eye on the type of benefits for the present and for the future and possibilities of 
career growth. The employees help to build branding of an organization or let down its brand depend-
ing on their comfort levels and hope of success for future. Technically, the entity is branded against the 
competencies of its management teams for generating trust, values and support.

It does happen that organizational brands are built on positive image thrown in by those who are 
employees or other stakeholders in which the organization’s brand overlaps with brand recognition of 



213

Branding and Communication Strategies in Healthcare Organizations
 

the manager, either boosting it in the perception of the consumers or weakening its effectiveness. Only 
the branded employers and organizations have the skills to cue into nuances of employee satisfaction 
and productivity levels and read behaviours of employees constantly for their comfort levels in various 
levels of engagements. However, no branding of an entity is stable: it is fluid and moves with current 
and potential success of the future impacting positive or negative recognition.

Doctor Nurses Appreciations

Recognize employees with branded items like crystal awards and plaques, pins and training certificates 
and other special gifts. Reward outstanding performance.

Nurse and Physician Recruitment

Leverage promotional product to recruit and retain the best physician nurses and staff. Stay top of mind, 
create a team environment and show you care by including promotional products in your physician and 
nurses recruitment strategies.

Healthcare Communication

Medical, Nursing professionals and staff should be connected to patient via effective communication to 
improve the effectiveness and efficiency of marketing communication. Patient Communication is one of 
important aspect in branding healthcare organization. Client’s satisfaction is central to branding; client 
should be communicated and monitored regularly through proper channel in a meaningful way is zest 
of all branding activities.

Managing Brand Through Change

The Healthcare sector is on a rapid expansion rate with additional programmes, services, and physician 
practices along with complex integrated healthcare locations. Brand management has become more chal-
lenging. Change is inevitable in healthcare. Change is occurring in the healthcare field at an outstanding 
rate. It is complex phenomena. Change is driven by many factors: the increasing health cost, the nursing 
shortage, the rapid advancement in technology, information management and public expectation. Health 
care professionals are constantly confronted with new challenges. Progress cannot occur without change. 
Everybody in the organization must understand the changes occurring in the healthcare arena to effec-
tive and influential in today’s world.

As a change agent, the leader identifies the problem, assesses the client motivations and capacities 
for change, determines alternatives, explores and assesses resources, determines the appropriate helping 
roles, recognizes the phases of the change process and guides the client through them, and implements 
planned change (Huber, 2010).
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CONCLUSION

This research suggests that brands are not merely symbols and names. Rather they lay emphasis in de-
veloping equity with the consumers to create an asset-like value in the minds of the individual. Building 
strong brands are time consuming and every step from brand positioning to development needs to be 
carefully strategized. Finding appropriate brand name is a daunting task involving the marketers to look 
at the target market, reviewing of product offerings and proposed marketing strategies. Media related 
communication strategic planning should involve primarily the traditional media platforms like news-
paper, television and radio to communicate significant information to public for developing the image 
of the institution. This study will help the marketers in developing appropriate marketing media mix for 
enhancing the brand image of the company and subsequently healthcare organizations would exhibit 
strong branding acumen in the future world of intense competition.
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ABSTRACT

This chapter aims to provide insights into the various facets of building brands with the use of emotions. 
Today, technology is playing an intrusive but imperative role in our lives and has made it fast paced. This 
leaves people with little time to decide on the products and services they want to buy. It is tending to a 
decision based more on learning about the attributes of the product from a utility perspective alone. The 
part where customers feel about products and services and then pay attention to attributes, irrespective 
of they being high-involvement or low-involvement products is slowly reducing. Purchase decisions are 
being taken more by the head than by the heart. The necessity to consider building strong brands as 
an essential strategy in order to succeed in an ever-growing highly competitive environment has taken 
significant proportions today. Customer experience management has been adopted as the process for 
establishing brands using emotions.

INTRODUCTION

Today, technology is playing an intrusive but imperative role in our lives and has made it fast paced. This 
leaves people with little time to decide on the products and services they want to buy. The decision to 
buy is based more on learning about the attributes of the product from a utility perspective alone. The 
part where customers feel about products and services and then pay attention to attributes, irrespective 
of their being high-involvement or low-involvement products is slowly reducing. Purchase decisions 
are being taken more by the head than by the heart. The necessity to consider building strong brands 
as an essential strategy in order to succeed in an ever-growing highly competitive environment has 
taken significant proportions today. As stated by an Indian Advertising agency professional (Business 
Standard, 2013), “We are in an era where product differentiation is reducing; so, the only way to create 
differentiation is by giving your brand a personality (emotions) that resonates with consumers”. It is 
well-known that a strong connect with a product or service comes from creating brand linkages through 
an emotional connect. The emotional connect has always proved to be stronger and more sustainable over 
time. In recent years, there is a growing emphasis on utilizing emotions as a mechanism to build brands.

The Emotional Branding Process
Manaswini Acharya

Auronya College, India
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The American Marketing Association def (2011)ines a brand as “a name, term, design, symbol, or 
other feature that distinguishes one seller’s product from those of others.” A brand can be defined as 
an intangible asset and it is often the most important asset on a corporation’s balance sheet. Branding 
is an exercise undertaken by an organization by using marketing communication techniques to create a 
difference from the competition and build a lasting relationship with the customers.

Creating and building enduring brands is not a simple task. While companies spend a significant 
quantum of resources to create brands, the biggest challenge is to be able to establish the basic founda-
tion on which the brand is created, the fundamentals, the values that the brand will represent. A Brand, 
which is a combination of symbols, such as logos and colour schemes, represents the core values that 
make up the company’s ‘personality’. This could be in the form of reliability or creativity. The values 
are something that are lived through every aspect of the company activities, from the way a project is 
undertaken to the way a client or customer meeting is followed up to ensure business. The values of 
a company should resonate with the emotions and personal values of the target audience. For a suc-
cessful brand, it is important to be able to generate a logo that will be the core of the brand for years. 
Whether one assigns an illustrative or a specially designed font for the company name, it needs to fit 
with the company’s brand values. There are various parameters that influence the process of creating 
and establishing a brand and it is a long drawn process that takes time. Research and practice, both have 
demonstrated time and again that of all the factors that influence brand building, the ability to generate 
an emotional connect between the brand and the audience has been found to play a significant role in 
building the brand and generating above-average returns. Recent research on brands has progressed into 
varied directions. Steenkamp (2017) presented justification for the fact that the digital space is reshap-
ing how organizations go global with their brands. Lee, O’Cass and Sok (2017) found that firms are 
more likely to build brands with high levels of awareness and uniqueness in the market when their brand 
orientation is supported by formalisation as this impacts branding consistency. Urde (2016) assessed 
the core of a brand through a longitudinal study of the Volvo brand. He found that the Volvo brand has 
evolved by adding and shifting mindsets, which has kept its core surprisingly stable. In another research, 
Iyer, Paswan and Davari (2016) addressed the extent to which love cues are used by brands targeted at 
multiple decision-makers in a family. They found that functional cues dominate the ads for the brands 
in functional product categories, as well as hedonic product categories.

Earlier research on brands has addressed various aspects related to brands. A considerable number 
of reviews of extant literature on brands have been conducted. Keller (2002) has provided an elaborate 
review of the literature on brands and brand equity while Keller and Lehman (2006) have created a list 
of many prospective research questions on various dimensions of brands. These questions that they 
enumerated were related to brand positioning, brand personality, brand relationships, brand experience, 
corporate image and reputation, integration of brand elements, channels and communications for brands, 
organization managed and externally managed events, brand performance evaluation and issues related 
to brand strategies. Schmitt (2011) offered an integrated model of the consumer psychology of brands 
that helps understand all dimensions related to brands. The model defines five brand-related processes, 
namely, identifying, experiencing, integrating, signaling and connecting with the brand. Table 1 presents 
a brief description of each of these. Thereafter, elaborate descriptions of activities that go into each of 
them are explained in greater detail (Refer to Table 1).

In Table 1, experiencing would be the stage wherein emotional-connect would be established. While 
the next three stages would further contribute to finally reinforcing the connect with the brand by means 
of repeated communications that the company would endeavor in order to build the brand. Once the 
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foundation of values that the brand has been concretized, it is for the marketing communication team to 
devise the best communication that would bring out the emotions among the audience when they view 
the various marketing communication messages on all the different mediums that the organization is 
using for the said purpose. Certainly, the emotional connect has to be consistently pursued across all 
different mediums being used to ensure sustenance of the brand in the long run.

As per behavioural science, every human impulse to act is driven by some emotions. There is a chance 
that the rational thought process may ignore the impulse, but if the emotions are strong enough, they would 
override the rational thinking. Every company looks at identifying and working on a specific emotion/ 
feeling that they want their customers to experience when they view, touch, think about, and purchase 
their product. This chapter presents and explains the process of emotional branding and how companies 
should plan and execute this activity so as to provide enhanced customer value, thereby generating the 
customers’ commitment. The ensuing section focuses on providing insights into the world of emotions 
and emotional connect that need to be understood to make effective use of the various possibilities of 
emotional connect that can be established for building brands.

WHAT ARE EMOTIONS AND HOW DO THEY CONNECT WITH BRANDS?

The dictionary meaning of emotions is, “a strong feeling deriving from one’s circumstances, mood, 
or relationships with others”, (American Marketing Association Dictionary, 2011). To understand 
emotions, the most authentic work that one should refer to is the one by Robert Plutchik (2002). His 
psycho-evolutionary theory of emotion is one of the most influential classification approaches for general 
emotional responses. He considered there to be eight primary emotions-anger, fear, sadness, disgust, 
surprise, anticipation, trust, and joy (Refer to Figure 1). To be able to understand these emotions, he 
proposed the wheel of emotions. He first proposed the cone-shaped model and later in 1980, proposed 
the wheel of emotions. He suggested 8 primary bipolar emotions:

• Joy versus sadness;
• Anger versus fear;
• Trust versus disgust; and
• Surprise versus anticipation.

Table 1. The consumer psychology model of brands: brand related process

No. Process Description

1 Identifying Consumer identifies the brand and its category, forms associations, and compares the relations between brands.

2 Experiencing Sensory, affective and participatory experiences that a consumer has with a brand.

3 Integrating Combining brand information into an overall brand concept, personality and relationship with the brand

4 Signaling Using the brand as an informational cue, identify signal and cultural symbol

5 Connecting Forming an attitude towards the brand, becoming personally attached to it and connecting with the brand in a 
brand community.
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Further to this, the circumflex model propounded by him created associations between the notion of 
an emotion circle and a colour wheel. Just like colours, primary emotions can also be expressed as made 
up of different concentrations and can mix with one another to form different emotions. As is apparent 
from the wheel of emotions, there are both positive and negative emotions that one can experience. At 
the same time, there are variants of these emotions as presented in the wheel. This wheel can help in 
identifying the intensity of emotions that should be evoked as a step to building lasting relationship with 
brands. If we further try to create dyads out of these based on what human feelings depict, Table 2 would 
be a possible outcome enumerating the variants.

These are the options that one can consider while trying to connect which emotion would best manifest 
the values of the organization that the target audience would also subscribe to. The following section 
takes us deeper into the realm of emotional branding and further on to the process.

Figure 1. Plutchik’s wheel of emotions
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EMOTIONAL BRANDING

While most social scientists agree with marketers that emotion plays a vital role in cognition, action and 
social behaviors, there are two distinct schools of thought on the exact nature of emotion itself. There 
is fair amount of agreement among social scientists and marketing people about the significant role of 
emotions in cognition, action and social behavior. There are two distinct set of thoughts on the nature 
of emotions. (Bagozzi, Gopinath and Nyer, 1999; Fiske and Taylore, 1991). The first school of thought 
believes that emotions are the outcome of cognitive evaluation of an inducement which is influenced 
by the individual’s background and cognitive mindset. At the same time, according to another school 
of thought, an emotion is totally a physiological response to a stimulus that provides cognition but is 
separate from the cognitive process (Lazarus, 1984). A lot of researchers have found evidence for the 
physiological perspective of emotion.

O’ Shaughnessy and O’ Shaughnessy (2003) suggested a model to present the way emotions are 
generated in a consumer when he is exposed to a stimulus. They proposed five stages in this model that 
explained the way emotions were a consumers’ response. The stages are as follows:

1.  The consumer’s value system: whether of evolutionary origin or cultural;
2.  The emotive stimuli: the object of emotion, whether an event, action or attribute;
3.  The appraisal of the emotive stimuli;
4.  Beliefs or imaginings and wishes / wants /desires;
5.  Emotional responses (cognitive effects, arousal of feelings, behavioral expressions/ displays and 

affect-driven consumer action and the choice processes themselves).

O’ Shaughnessy and O’ Shaughnessy (2003) further provide a fundamental framework that helps 
in developing an understanding about how consumers view products and services in terms of choice 
behavior that expands upon Ajzen’s insights. Ajzen had proposed the theory of planned behavior (1985) 

Table 2. Human feelings and associated emotions

Human Feelings (Results of Emotions) Emotions Opposite Emotions

Love Joy + Trust Remorse Sadness + Disgust

Guilt Joy + Fear Envy Sadness + Anger

Delight Joy + Surprise Pessimism Sadness + Anticipation

Submission Trust + Fear Contempt Disgust + Anger

Curiosity Trust + Surprise Cynicism Disgust + Anticipation

Sentimentality Trust + Sadness Morbidness Disgust + Joy

Awe Fear + Surprise Aggression Anger + Anticipation

Despair Fear + Sadness Pride Anger + Joy

Shame Fear + Disgust Dominance Anger + Trust

Disappointment Surprise + Sadness Optimism Anticipation + Joy

Unbelief Surprise + Disgust Hope Anticipation + Trust

Outrage Surprise + Anger Anxiety Anticipation + Fear
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wherein he stated that “human behavior is guided by three kinds of considerations: beliefs about the likely 
outcomes of the behavior and the evaluations of these outcomes (behavioral beliefs), beliefs about the 
normative expectations of others and motivation to comply with these expectations (normative beliefs), 
and beliefs about the presence of factors that may facilitate or impede performance of the behavior and 
the perceived power of these factors (control beliefs).” They posit six categories of consumer choice 
criteria (Refer to Table 3).

They further argue that emotion functions to aid consumers in making decisions along these criteria 
when logic and information are unavailable, which is normally the case in the selection of service of-
ferings. Understanding the nature of each choice criterion will help marketers develop more effective 
messages. Each criterion has a different level of emotional potential, and a different level to which 
emotional messages will be effective marketing devices. An understanding of the exact nature of how 
each criterion affects consumer choice behavior will allow marketers to develop very specific messages, 
designed to elicit very specific emotions to result in specific buying behaviors.

To understand emotional branding, it is essential to look at the emotional-cognition approach, there-
after, it is necessary to positon the brand into the center of the consumers’ lives and help the consumer 
to identify himself with the brand. Companies adopt many different and innovative ways to achieve an 
emotional connection. This can range from simple advertising, to the frontline consumer contact, to 
consumer membership organizations and company-sponsored consumer events. Emotional connection 
is what takes a company’s customers way beyond brand loyalty to the ultimate measure of a compelling 
brand i.e., brand advocacy. Establishing an emotional connect is not only about products in the B2C 
domain but is equally applicable in the B2B domain of business. Though, the emotions for buying B2B 
are very different from those of consumer brands.

Emotional branding can be defined as the successful attachment of a specific emotion to a brand. 
Research has advocated that this is increasing in popularity as the most important element of advertising 
strategy (Roberts, 2004; Rossiter and Bellman, 2005). Different facets of emotions and branding have 
been researched and all research has reiterated the importance of emotions in leveraging brands. Yoo 
and MacInnis (2005) highlighted this importance in their work. The pioneer to emphasize the use of 
emotions in branding dates back to the work of Watzkawick et al., (1967) who suggested that ‘it’s the 
emotional content which creates and communicates brand values through the development of a strong 
brand relationship’. The subject of emotional branding has been researched by different people on differ-
ent dimensions. Yoo and MacInnis (2005) studied the role of Emotions in brand attitude; Wyner (2003) 
studied the role of emotions in building brand relationships; Heath et al., (2006) and Holbrook, (1987) 
addressed emotional content in advertising; Jawahar and Maheshwari, (2009), Morrison and Crane (2007) 

Table 3. Consumer choice criteria categories

Criteria Explanation

1 Technical The primary purpose for which the product was designed.

2 Economic Benefits set against price paid and effort expended

3 Legalistic Choices guided by what others demand and want (the kids, the spouse, etc)

4 Integrative Social acceptance, status, visibility, fashion, standing within one’s milieu

5 Adaptive Desire to minimize risk, reduce anxiety of uncertainty or fear of regret.

6 Intrinsic How the product looks, feels, tastes, smells, sounds.
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worked around the role of emotions in service brands; DeWitt. et. al., (2008) addressed emotions and 
customer loyalty. Rossiter and Bellman (2012) conducted a study of buyers of large-scale frequently 
purchased consumer products and found that for such products, full-strength emotional branding can 
be attained among about 25% of the brand’s buyers. This once attained pays off massively in terms of 
personal share of purchases. They adopted Bonding, Companionship and Love as the three emotions. 
Bauer, Heinrich, and Martin (2007) researched on how to create high emotional consumer-brand rela-
tionships. They suggested that only brand-related determinants such as prestige or uniqueness influence 
brand passion, which affects relevant factors such as the purchase intention.

Airikka (2014) conducted research on the role of emotional branding in building brand personality 
and reinforced the role that emotional branding plays in establishing brand personality. The research 
could clarify the thinking process behind emotional branding.

Rasoulifar and Eckert (2014) proposed a framework that “can help to achieve a better analysis of 
the factors that are contributing to generate or affect the emotions and evaluations that consumers make 
of a branded product and reduce the risk of overlooking those emotions that brand elicits without the 
intermediation of the product.”

The emotional branding view suggests that companies should concentrate on building strong and 
meaningful emotional bonds that proactively enrich the consumers lives (Thompson et al., 2006). The 
relationship between the brand and consumers that are built on emotional bonds are increasingly gaining 
popularity and thus importance (Thomson, et al., 2005). Jawahar and Maheshwari (2009) suggest that the 
antecedents of emotional branding are affection, connection and passion. Carrol and Ahuvia (2006) did 
a similar study and addressed brand love of satisfied consumers as a form of emotional attachment to a 
brand. Grisaffe and Nguyen (2010) identified the antecedents to emotional attachments as sentimental-
ity, emotional memory, socialisation, traditional customer outcomes superior marketing characteristics, 
user-derived benefits. Further to this Malar, et al., (2011) proposed a different model wherein perceived 
ideal and perceived actual self-congruence have positive effect on emotional brand attachments.

The literature on consequences of emotional branding is bleak. Of these, Thompson et al., (2006) and 
DeWitt et al., (2008) propose a model wherein trust and emotions play a mediating role in the relation-
ship between perceived justice and customer loyalty. Oliver (1999) study that linked deep emotional 
attachment to brand loyalty and repurchase intentions was further reinforced by Thomson et.al, (2005). 
Fournier (1998) had given a general approach to the benefits of emotional branding in the form of his 
brand relationship quality model that leads to stronger emotionally based consumer-brand relations. 
Thompson et al., (2006) suggest that emotional branding goes on to create new opportunities for product 
development and product design improvements over a period.

EMOTIONAL BRANDING AND BRANDING EMOTIONS

On-a practical level, emotional branding can take two unique connotations. The first is about establishing 
an emotional bond with the product/service company and the second is, the use of emotions in brand 
building. While the first should be the goal of each company, the second is more in practice these days.

When the question is of an emotional bond with a product/ service and/or its company it has been 
observed that the brands which have lived the test of time have been those that developed an emotional 
bond with the customers. To delve deeper into this dimension let us look at a few examples from our 
surrounding and appreciate how this manifest.
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• A little girl playing with a Barbie doll. The way Barbie doll was introduced by Mattel and pre-
sented to little girls (as a product) instantly created a bond between the product and the consumers. 
They were not only able to relate to the doll as one of themselves but also found all the activities 
and add-on features that they had a strong association with. Little girls feel very proud and posses-
sive about their Barbie doll. So much so that they would hold on to them even when their daughter 
might be good enough to play with that Barbie.

• When we sell a car that has been with us for years, while it seems like a simple economic transac-
tion, the moment that car leaves the place there is a lot of emotional turmoil that happens. That’s 
because from the time the thought of purchasing a car comes to an individual’s mind and then 
the subsequent choice is made, a sense of belongingness is established. The choice that is made 
is not of just a four-wheeled vehicle but of a brand, features, color, design, ease of maneuvering. 
The emotional bond comes from a blend of all but the primary bond is with the brand that offered 
such a vehicle.

• If we consider the Iphone from Apple, while it is considered the best phone by many, not all 
product features are to the liking of the larger user base. Even then the emotions attached to the 
ownership of an iPhone are of a very high order. This is evident from the number of people who 
upgraded from iPhone 3 right up to iPhone 7 today.

• When we go to buy grocery stuff where do we normally go? We tend to have developed a bond 
with a specific store. Although there may be more stores of the same company but we would prefer 
to venture only to a specific one. Please make a note it is not just about the products offered at a 
store, it is about the bond that is established.

• Consider the case of personal computers. When Dell introduced its online customize- your-PC 
offering, it was an enormous success because it did not require the customer to venture to differ-
ent places to find the PC with the right configuration. It was just a matter of a few clicks and that 
included the professional after-sales service also. The whole experience of identifying, selecting, 
buying, using and servicing a PC is what ensured that more and more people held on to the Dell 
PC or laptop as it was embedding the emotions of owning, something which is a complete and 
perfect choice for an individual. Dells success with establishing a strong positive emotional con-
nect with its customers has led the other PC manufacturing companies to adopt Dell model in their 
business as well.

On similar lines, we can find examples of products and services across almost all categories wherein 
the emotional bond has been the one that has led to the continuous growth and success of companies.

At the same time, there are examples of emotional branding that indicate the potential it has and at 
the same time the extent to which it is being used these days. Some examples are:

• Google India’s latest advertisement is a beautiful example of the use of emotional connect. It 
shows the coming together of two friends who are separated during the 1947 partition of the 
Indian sub-continent. It is the granddaughter of the elderly person in India who traces the where-
abouts of her grandfather’s friend using the Google search engine and reunites them.

• While Coca-Cola changed its tagline from “Open Happiness” to “Taste the Feeling,” it continued 
to maintain its focus on happy images of people connecting and engaging with one another.

• The collaboration between Jaago Re, a social awakening group, and Tata Tea proves the point 
while delivering a strong social message.
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• Humour and cultural sentiments have also been the cornerstone of Indian commercials. The tele-
com company Airtel’s “Har ek friend zaroori hota hai” was an instant hit amongst consumers of 
all age groups. The other campaign of the brand was - “Barriers break when people talk”, which 
was an excellent depiction of two children from different countries crossing the barbed wires of 
their nations’ boundary to play together.

• MetLife Hong Kong produced a heart-breaking advertisement that featured a daughter who de-
scribes all that she loves about her father, and the story breaks down when she also describes all 
the ways he lies to her.

• Fear is an instinctive feeling -- one that helps us to react appropriately to threats to increase our 
chance of survival. A lot of marketing communication messages bank on the tactics of scaring so 
as to prevent people from engaging in pursuits that are unsafe for us, e.g., drunken driving and 
cigarette smoking. The World Wildlife Fund is one brand known for its controversial and fear-
inducing imagery.

• Naukri.com advertisement, wherein the boss in an office setting, Hari Sadu has been shown to be 
a tyrant. His name is spelt as: H for Hitler, A for Arrogant, R for Rascal and I for Idiot. This adver-
tisement has a strong recall. As it touches on something that most of us have either gone through 
or may go through of being stuck with a boss like Hari Sadu. There’re very few ads that hit the 
pain points of their target audience and this is one of them.

Disgust and frustration can cause us to reconsider our perspective and ask important questions. Brands 
want to be associated with smiling, laughing, happy customers. Positivity has been shown to increase 
sharing and engagement.

EMOTIONAL BRANDING PROCESS

The process of emotional branding involves identifying the emotion that we as an organisation feel 
would best establish a connect with the consumer. It is important to research consumers and the market 
to determine where a company’s brand fits. There is a need to do some research to ascertain and ensure 
that the emotions you’re focused on connecting to your brand are the same ones that the consumers feel 
about your brand. It would be inappropriate to assume that one knows how the consumers feel. Identify 
the emotions that can be related to the nature of the product.

Once the most effective emotional triggers tied to your brand are identified and there is understandings 
of the feelings consumers have for the brand and for the competitors’ brands, it would be the appropriate 
time to create branded experiences that support emotional involvement in the brand so that the bond 
grows stronger. Branded experiences are similar to the environment in a brick-and-mortar location, the 
user experience and content on a website, etc. One needs to identify a mechanism to permit people to 
experience the brand personally and develop their own emotional connections to it.

One of the most potent and recent methodologies being adopted by companies to establish, leverage 
and maintain their brand is Customer Experience Management. To be able to understand the emotional 
branding process, we take help from this methodology.
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CUSTOMER EXPERIENCE AS A PATH TO BRANDING

To establish a successful brand, organizations and researchers have always been on the look out to find 
new ways to ensure that the customer develops a strong association and preference for their offering over 
the offering of competitors. This is the case of all sectors, whether it is a for-profit business organizations 
like a GE or a Coca-Cola, or, a not-for -profit organization like Red Cross.

Customer experience has been an important subject of research and attention. The fact that besides 
the growth in the number of products, the growth in the variety and quantum of services has also oc-
curred. As per Gartner (2016), in the coming years, over 90% companies have chosen to compete on 
customer experience. It has become an important dimension of the professional efforts of companies to 
compete (Fatma, 2014). Gentile, Spiller, and Noci, 2007 stated that “the customer experience originates 
from a set of interactions between a customer and a product, a company, or part of its organization, 
which provoke a reaction. This experience is strictly personal and implies the customer’s involvement at 
various levels (rational, emotional, sensorial, physical, and spiritual)” (p. 397). De Keyser et al. (2015), 
defined customer experience as comprising of “the cognitive, emotional, physical, sensorial, and social 
elements that mark the customer’s direct or indirect interaction with a set of market actors” (p. 1). At 
the same time, Keiningham et al., (2015) suggested a five-component model of customer commitment. 
Lariviere et al., (2014) suggested that commitment is the attitudinal component of consumer loyalty 
that is developed after an experience (or experiences) with a brand. Verhoef, Lemonb, Parasuraman, 
Roggeveen, Tsiros, and Schlesinger (2009) proposed a conceptual model to understand the determinants 
of customer experience.

Even to ensure a sustained life a lot of products are now integrated with associated services and as 
such the way the customer benefits from both the products and the services is to a significant extent 
dependent upon the way companies provide for life-time value through the combination of product 
and services. While, there is a tricky part with services that one valuable experience builds confidence 
while one bad experience can take away everything. A repeat transaction would happen only with happy 
and satisfied customers and a single unique unpleasant experience would lead to pessimism, which is 
a negative emotion.

In 2002, Berry, Carbone and Haeckel in one of their papers stated that

Offering products or services alone isn’t enough these days: Organizations must provide their customers 
with satisfactory Experience. Competing on that dimension means orchestrating all the “clues” that 
people pick up in the buying processes.

This statement further strengthens the view that if a company desires to grow and be known to the 
world as an excellent company, the only way forward is to put all efforts in ensuring a near to flawless 
customer experience.

Beery et.al., 2002 further suggest that there are two set of parameters that companies need to work 
on in order to ensure a flawless customer experience. The first is the actual functioning of the good or 
service and the second is the emotions that include the smells, sounds, sights, tastes and textures of the 
good or service, as well as the environment in which it is offered. Companies that get any of these wrong 
are bound to face problems. If a company is witnessing a decline in its customer satisfaction scores or in 
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the sales of its products it is time to take a step back and check on these parameters and see where they 
are not up to the mark. The significance of emotions in brand building, as mentioned above, is equally 
important when you consider any perspective.

EXPLAINING THE EMOTIONAL BRANDING PROCESS 
USING CUSTOMER EXPERIENCE MANAGEMENT

Customer experience can take various connotations. It began with the retailing sector looking at the 
way the customer can be made to have an experience that is rich and valued by them and thus became 
an essential for firms to succeed. However, this has now become an imperative for all sectors. From a 
PC manufacturer like Dell, Banks, to companies like Starbucks, Uniliver, Procter and Gamble, and so 
many others, all seem to have made substantial gains with building and leveraging their brand with the 
use of customer experience management. Customer experience management plays a significant role. 
Here, we take a few examples to explain how customer experience management can contribute to brands. 
Further within each example, while there are a lot of renowned brands that have lived the test of time, 
one of the best examples of creating and establishing a brand through customer experience is Starbucks.

EMOTIONAL BRANDING THROUGH CUSTOMER EXPERIENCE 
MANAGEMENT: THE CASE OF STARBUCKS

The business concept of Starbucks was based on the social setup of the US at that time. People were 
becoming health-conscious and looking for non-alcoholic options for drinks and at the same time, there 
was a growing tendency to look for a place to socialize, unwind in a setting similar to what was there 
at home. Starbucks created its whole business based on a response to the above situational necessity 
and clubbed it with a variety of assorted flavors of coffee. Trained Baristas would educate you on the 
difference in variety of coffee and how they are made. At the same time, the ambience resembled the 
living room of a house with nice sofa around the place with small tables, and furnishings that give the 
feel of a living room. There were magazines and books places that people could pick up and read while 
they were there. There was space available for them to do what they wanted to do while having a cup 
of coffee and snacks. The customer was not being rushed to have coffee and leave but allowed to spend 
time as per his convenience.

The way the quality of coffee was controlled was that the sourcing of coffee beans was done from 
specific territories across the globe and the company had retained the right to refuse a specific lot if 
it did not meet the standards. After that the Research and Development wing would carry out experi-
ments to ascertain the various kinds of coffee flavors that can be developed. This is how a significant 
number of coffee flavors were developed. The team of Baristas was trained to blend coffee and serve the 
customers accordingly. So, every aspect of the coffee shop if we call it in raw terms was controlled for 
quality- coffee, the ambience, comfort and space to socialize. It is a case in point that by caring for each 
and every aspect of the business and not essentially just the outlet where customers would come, the 
company was able to establish a brand that stands clearly ahead of all others in the world of coffee. The 
fact that every aspect- touchpoints that a customer was involved in was carefully handled and managed 
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and as a consequence we all know and talk about the fact that Starbucks is not about coffee but about 
the experience of having coffee in a home-like environment, but away from home.

Emotions that are developed and retained in the customers is a function of the way the business is 
conceptualized. From Toyota/ Honda cars, Walmart stores, Iphone, Southwest airlines, 3M, Amazon 
to any other product or service company that we can think of, success of a brand lies in the experience 
that a customer goes through in a direct or indirect manner with the constituents of the business that is 
represented by that brand.

Customer experience management is the key to a successful brand and emotions are always integral 
to ensuring sustenance of the brand because it relies on the experience.
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ABSTRACT

Marketing a product to global consumers is a challenge due to intense competition and consumer biases 
toward specific country in global market. This paper has been used to address the specific challenge of 
country made in label in context of ‘Made in China’ because China is largest manufacturer and exporter 
in the world. A conceptual framework has been drawn using extant literature to determine the perceived 
positioning of ‘Made in China’ label. For conceptualization of this study means-end theory has been 
used which determine product characteristics at superior level. The proposed conceptual framework 
provides strong managerial insights and indicates that positioning of ‘Made in China’ label is signifi-
cantly influenced at cognitive, normative and affective level. Authors believe this framework as a valuable 
guideline for brands those are thinking to approach global consumers. This study is also comprised of 
the mechanism that can be used by firms to handle the perceived positioning of ‘Made in China’.

1. INTRODUCTION

According to (World Bank, 2015; WTO, 2015) China have highest value in term of export goods and 
it is second largest economy in term of total GDP. It shows the availability of Chinese products in the 
international market and it confirms that consumers in general are buying ‘made in China’ label prod-
ucts in global market place. In international marketing scenario consumers are heterogeneous and they 
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distinguish among products from different countries of origin, therefore author believes that country of 
origin is a significant factor that can influence consumer’s attitude toward different products. Country 
of origin concept has been widely studied by scholars, usually country of origin concept is operational-
ized as ‘made in’ concept (Samantha Kumara & Canhua, 2009). Authors further operationalized ‘made 
in’ concept into two different parts the one is product country of design and the other one in product 
manufacturing country. The concept perceived positioning of country ‘made in’ label has been defined 
as perceptions about of specific country products in the mind of customers (Crawford, Urban, and Buzas, 
1983). Therefore authors believe that ‘Made in China’ label products can be defined as products those 
are designed and manufactured in China.

Consumer attitude is a significant construct that is used to determine perceived positioning of product 
‘made in’ label and it plays a vital role in consumer product evaluation and selection. Most of consumers 
evaluate the products on several bases (Spielmann, 2015) e.g. size (Nugroho, Rostiani, & Gitosudarmo, 
2015), quality (Hastak & Hong, 1991), price (Veale & Quester, 2009), emotional attachment or referred 
by friends, these basis determine whether product meets consumer expectation or not. Products those 
meet customer’s expectation level that can motivate customers to build a positive perception about these 
products (Akbar et al., 2014). Perceived positioning of country ‘made in’ label play a significant role in 
developing opinion about foreign products. Moreover, the clear product image in the mind of customers 
serve as strong basis of product quality and unclear product image divert customer intention from product 
quality to product country ‘made in’ label. Therefore, we believe that in absence of clear product image, 
positioning of country ‘made in’ label used as cue in product evaluation phase.

Consumer attitude can be categorized as cognitive (perceptual reactions and spoken statements of 
faith), affective (compassionate nervous reactions and vocal expressions of emotion) and normative (ac-
tions and vocal statements regarding behavior). Obermiller & Spangenberg (1989) found that country 
of origin influences consumer attitude and purchase behavior during product evaluation from one of 
three interconnected mechanisms: cognitive, affective and normative processes. Previous studies has 
highlighted that with the help of knowledge regarding cognitive, affective and normative mechanisms of 
attitude, it is feasible to estimate the perceived positioning of ‘made in’ label and one can also measure 
the influence perceived positioning on product evaluation and behavior of consumer (Brijs, 2006; Roth 
& Diamantopoulos, 2009).

In recent years, China has established more and more brands. Chinese were manufacturer for western 
brands but recently Chinese firms have started their own branding which can been seen by the existence 
of Chinese brands (Xiaomi, Anta, Li-Ning, 361°, Great Wall motors) in global market. It indicates that 
China is moving from manufacturer to consumer goods (März, 2015; Ohlhausen, 2015). Nation (China) 
that was just a producer of western products in the past, now Chinese brands are competing with west-
ern brands. Thus, the focus has been diverted from just producer to design and produce, the concept is 
called introducing own brands. Positioning a brand is a key decision for companies. As we noted earlier 
if brand is not so familiar then consumer pay attention to the brand country of origin.

The country of origin China has been already studied by many researchers (Giraldi, 2016; He & 
Wang, 2015; Adina, Gabriela, & Roxana-Denisa, 2015; Ben Mrad, Mangleburg, & Mullen, 2014; Ben 
Mrad, Mangleburg, & Mullen, 2014; Lew & Sulaiman, 2014; Karami, Pourian, & Olfati, 2011; Ikeda 
et al., 2011; Farber, 2015), most of these studies have focused on either the general country-of-origin or 
the country-of-origin label of specific product categories and their context is limited to specific country 
like Cengiz & Kirkbir (2007) measured perceived positioning in the mind of Turkish consumers, Ikeda 
et al.,(2011) has studies in context of Brazil, Lew & Sulaiman (2014) focused on Malaysia, Karami, 
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Pourian, & Olfati (2011) studies the consumer perception of Iranian consumers and Srivastava (2014) 
studied the perceived positioning based on the opinion of Indian consumers. Furthermore, the overall 
focus of these studies was merely on the country of origin effect by addressing only products those are 
manufactured in China not designed in China. In this study, we separated the concept country of origin 
into two separate parts, the first part address product manufacturing origin and the other is used for 
product designed origin. As we already highlighted that many western companies (apple, HP, Dell, Nike) 
have their manufacturing hubs in China and their products are perceived as manufactured in China. The 
perceived positioning of products of western companies manufactured in china is different from those 
Brands manufactured and designed in China, (i.e. Xiaomi, Anta, Li-Ning, 361°, Great Wall motors). 
Thus, we believe, measuring the perceived positioning of products those manufactured and designed in 
China as a significant research gap that need to be addressed. Moreover, to the best of our knowledge, 
there is no study available that has focused upon China as a country of origin from both aspects (i.e. 
manufactured and designed).

Therefore, to fill the above-mentioned research gap, at first this study has been designed to address 
the both product manufacturing and designed origin by providing comprehensive outlines about per-
ceived positioning of ‘Made in China’ label. Secondly, this study incorporates the findings from all 
previous studies that have been done to measure the perception of consumers toward Chinese products. 
We believe this study can provide an overall managerial insight to brands those are moving to approach 
global consumers. Consequently, present study build on and incorporate disparate literature to provide 
a theoretical background of perceived positioning of ‘Made in China’ label on the basis cognitive, af-
fective and normative level using the viewpoint of means-end-theory which is designed to understand 
product characteristics on superior level (Kang, Kang, Yoon, & Kim, 2013; Lin & Huang, 2009; Grunert, 
2010; Hoonyoung, 2010; Jauss, 2008). Authors believe there has been almost no attempt in international 
marketing literature which determines the perceived positioning of ‘Made in China’ label using view-
point of means-end-theory. To best of our knowledge, first time this study represents theoretical basis 
for perceived positioning of ‘Made in China’. Our study will help companies to use this mechanism to 
understand the perception of consumers regarding Chinese products.

2. BACKGROUND OF STUDY

International business, globalization and liberalization have significantly influenced the market; in 
highly competitive environment the competition is not only among the national brands but existence 
of global brands make this competition more intense. The challenge in international business is not to 
sell the product but how to market a product is also a big challenge (Parente-Laverde, A. M., 2014). In 
current scenario, perceived positioning of product ‘made in’ label significantly influences consumer 
purchase behavior and it is highly important for managers to understand how consumers respond to 
specific country ‘made in’ label (He & Wang, 2015). Product ‘made in’ label can be used as a competi-
tive advantage if consumer have positive bias toward specific country ‘made in’ label and on the other 
hand it works as a barrier to enter into new markets if consumer have negative bias (Samantha Kumara 
& Canhua, 2009). Due to the growth in e-commerce and cross border linkages among firms, scholars 
and practitioners in international marketing are focusing to examine different factors that significantly 
influences the perceived positioning of country ‘made in’ label, such as product category involvement, 
brand name, knowledge of a particular country and patriotism (Lew & Sulaiman, 2014).
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As parallel to globalization of the markets, thus an increasing need of measuring consumers’ attitudes 
toward domestic and foreign products, it is highly significant to split the concept into two streams the 
one is made in and second is designed in because several multinational corporations, such as Apple, 
Armani, Nike, HP and Dell manufacture their products in China but not perceived as Chinese brands. 
These brands are recognized with their parent country. According to (Goldstein, 2008) brands are rec-
ognized with their country of designed not with country of manufactured. When these brands sold in 
developing countries the country of origin (country of designed) is aggressively promoted. On the other 
hand, developing country products/brands are not promoted with their country of origin. For example, 
when Tetley-tea was acquired by an Indian company TATA, no effort was made to promote India as its 
country of origin by new owners.

Samantha Kumara & Canhua (2009) argues that when consumer purchase a foreign made product the 
main factor that influences consumer behavior is the economic value of the product that’s why customer 
seeks more information’s about the product. Based on information’s customer determines the impact of 
brand personality on consumer personality. He & Wang, (2015) argues that product with ‘Made in China’ 
label have low image in the mind of consumers even though country image of China has been improved 
in recent years due to aggressive national branding campaign. This low image of ‘Made in China’ label 
in the mind of consumers significantly influences perceived positioning and their purchase decision.

International marketing literature indicates country perceived image as specific country products im-
age in terms of quality or it can be extrinsic cue which consumer may use to infer product quality (Mrad 
& Kozloski-Hart, 2014). The perceived positioning of country of origin in the mind of customer can 
influence him/her to buy or reject that product. Moreover, building and maintaining perceived position-
ing of product is a biggest challenge for marketers. Specifically, marketers from China are facing such 
challenges in international market. According to (Ben Mrad, Mangleburg, & Mullen, 2014) ethnocentric 
attitude is a significant factor which can influence consumers and can play a vital role to evaluate a 
product. Ethnocentric consumers prefer to buy domestic products instead of foreign products because 
such kind of consumers think domestic products has better quality as compare to foreign products. Such 
kind of ethnocentric attitudes of consumers also work as a barrier to entry for new international brands. 
Balabanis, Diamantopoulos, Mueller, & Melewar (2001) argued that consumer behavior in contentious 
countries like Japan for China, the USA for Iran and Israel for Palestine is significantly influenced by 
ethnocentrism. In these types of cases most of products are rejected by consumers. As if we visit Nanjing 
China, we can see very limited Japanese cars on the road. If we work on it and try to explore the rea-
son we can see that it is due to Nanjing Massacre, peoples of Nanjing avoid buying Japanese products. 
Carter & Maher (2014); Shankarmahesh (2006) found consumer ethnocentrism as a significant factor in 
international marketing and suggested that marketers should consider this factor while developing their 
marketing campaign for international market. Consumers build perception toward specific product due 
to specific events as we already mentioned the case of Nanjing Massacre. This is a challenge for market-
ers and marketers can overcome these kinds of challenges by societal marketing and telling peoples that 
we are working for you and we are part of your country. Here we can mention the example of Telenor, 
Basically Telenor is Norway based Telecom Company, in 2006 while they were suffering from specific 
challenges in Pakistan due to some Islamic factor that took place in Norway, they advertised and told 
peoples that we are Telenor Pakistan, we are the part of Pakistan and serving peoples of Pakistan. In 
this way, Telenor detached itself from Norway and survived in the market and today after a decade they 
are one of largest 3G provided telecom company of Pakistan.
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Srivastava (2014) studied the Indian consumer’s attitude toward products having ‘made in China’ 
label and found that the major reason to buy Chinese products in India is affordable price. Pricing also 
play a vital role in perceived positioning of product, as products with ‘made in China’ label is already 
positioned as cheaper products in India, now it is a big challenge for marketer to reposition themselves 
with new brands with new prices. Xiomi a china based mobile phone company has already entered in 
Indian market and it is successful. Consumers in Brazil have negative perception about products having 
‘Made in China’ label they just purchase these products due to lower price (Ikeda, Campomar, & Janaina 
de Moura Engracia Giraldi, 2011). Turkish consumers prefer to buy electronic products having ‘made in 
China’ label due to competitive price and innovative design (Cengiz & Kirkbir, 2007). Innovative design 
of products is a positive factor that can help to build perceived positioning of product as we can see in the 
case of Turkish consumers toward Chinese products. Behavior of 5,000 consumers of USA, Germany, 
France and China has been studied to evaluate their attitude toward country of origin. Survey results 
indicate that 65% of European consumers prefer to buy products that are made in their home countries. 
But more than 80% of American and surprisingly 61% of Chinese respondents show their willingness to 
pay premium price for USA made products (Kim, 2012). Demirbag, Sahadev, and Mellahi (2010) found 
that western consumers have negative perception about products from emerging economies.

Consumer attitude toward foreign made products can be amalgam of different factors it may be the 
case that consumer believe product from specific country as inferior quality or they may have felling 
of animosity toward specific country and boycott their products. Similarly, Consumer may have strong 
feeling of pride & patriotism to purchase domestic product and consider immoral to purchase foreign 
made products. The mean-end-chain of attributes, values and benefits has been designed to understand 
the product characteristics at superior level (Keller, Aperia, & Georgson, 2008). Consequently, this 
study has been used to explore the perceived positioning of ‘Made in China’ on the basis of a cognitive, 
affective and normative aspects using means-end theory.

3. RESEARCH PROCESS/METHODOLOGY

In the process of deterring the perceived positioning, initially to explore the basic determining factors of 
perceived positioning, we used different search engines like Baidu, Bing, Sogou, Yahoo, Google Scholar 
(using VPN Service) and many others those are available in China. Key terms used to search was “country 
of origin” “Made in China” and “means end theory”. These initial results helped us to understand the 
basic phenomena and we also found countries those are biggest exporter of Chinese products. After the 
basic understanding, we moved our focus to scholarly literature. We used university library to access 
books related to our topic and digital library to find relevant studies. Using specific key terms, we found 
many diverse studies from digital library. In the digital library, our search focus was Emerald, Science 
Direct, JSTOR, EBSCO and Web of Knowledge for research studies. From our search result we found 
more than 1000 research studies related to our area of interest. We filtered the results and found almost 
65 studies those are directly or indirectly related to China. These articles are downloaded to build on 
and incorporate to understand the theoretical basis of perceived positioning of ‘Made in China’. Selected 
research papers books and other data from different surveys, websites have been processed to accomplish 
the present study. As noted by (Kang, Kang, Yoon, & Kim, 2013; Lin & Huang, 2009; Grunert, 2010; 
Hoonyoung, 2010; Jauss, 2008Zanoli & Naspetti, 2002b) means-end theory is knowledge structure that 
can be used by consumers in building perceived positioning of specific country or product by matching 
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personal knowledge with attributes. Means-end theory suggests that consumers perceive product char-
acteristics in terms of personal consequences. Therefore, means-end theory has been used to determine 
the perceived positioning of ‘Made in China’ label. Present study used website RefMe for referencing 
and referencing style has been selected as APA.

4. MEANS-END THEORY AND PERCEIVED POSITIONING OF ‘MADE IN CHINA’

Means-end theory is integrated approach which is used to determine consumer choice at superior level 
(Kang, Kang, Yoon, & Kim, 2013) and this theory is based on expectancy-value theory which is widely 
used to understand consumer behavior (Kempen et al., 2016) in marketing research. In present study as 
we are using the consumer behavior to determine the perceived positioning of ‘Made in China’ and we 
have conceptualized our study using the perspectives of means-end theory.

According to (Zanoli & Naspetti, 2002b) means-end chain is knowledge structure that consumer use 
to determine perception about product by matching personal knowledge with product attributes. Ac-
cording to (Packard & Wooten, 2013) consumer knowledge also plays a significant role in determining 
the perceived positioning about product. Moreover, means-end theory suggests that consumers perceive 
product characteristics in terms of personal consequences (Lin & Huang, 2009). Therefore Figure 1 given 
by (Reynolds & Olson, 2000) shows that each level has been divided into two parts to understand the 
product attributes and consumer personal consequences in better way.

4.1. Conceptualization of Study

There are three perspectives of means-end theory those are cognitive, affective and normative (Grunert, 
2010; Hoonyoung, 2010; Jauss, 2008). Present study used these three perspectives as levels of means-end 
theory which we further operationalized as product quality, brand associations (O’Cass & Lim, 2002) 
and ethnocentric attitude. These factors are considered as most important factors by marketers while 
creating positioning of brands. Thus we believe that these three levels are the determinant of consumer 
perception which further leads toward the conceptualization and measurement of perceived positioning. 
Figure 2 represent the conceptual model of present study which indicates that perceived positioning of 
‘Made in China’ is based upon three level of means-end theory.

Product perceived quality refers to consumer’s choice concerning overall brand excellence (Vera, 
2015). Initially at cognitive level consumers use product ‘made in’ label in product choice. Therefore, 
the initial level play a vital role in determining perceived positioning of made in label of product. Brand 
associations can significantly influence consumers to formulate perception toward certain brand (O’Cass 
& Lim, 2002). Keeping this in the mind our study further suggests that strong emotional and affective 
associations significantly influence consumer behavior to formulate opinion about specific country. 

Figure 1. Six levels of mean-end chains (Reynolds & Olson, 2000)
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Consumer ethnocentrism influence consumers purchase decision that’s the reason such consumers pre-
fer to buy local products instead of buying foreign products (Watchravesringkan, 2010). Therefore, we 
included consumer ethnocentrism as normative factors which moderate the association among ‘made 
in’ label and product acquisition by associating approaches of affinity or animosity towards particular 
countries. Therefore, we have conceptualized the model which indicates that perceived positioning of 
‘Made in China’ is based upon three level of means-end theory those are used as product quality, brand 
associations and ethnocentric attitude in this study.

4.1.1. Cognitive Aspects of Perceived Positioning

At cognitive level of perceived positioning of the ‘made in’ cue is considered as signal of product quality. 
Cognitive aspects are those factors which influence consumer choice based upon product quality. Ac-
cording to the scholars in international marketing this choice is a main element for perceived positioning 
of product. Consumers those use less famous products (not big brands) from specific country and found 
these products as quality products, in such case consumers build perception that product ‘made in’ this 
specific country have good quality. For companies those are intending to move toward international market 
need to understand what kind of product of their origin country are available in the international market 
and how these products are framing consumer’s perceptions. So that such companies can position their 
products accordingly. According to (Lee, Yun, & Lee, 2005) Consumers use product ‘made in’ label as 
indicator of product quality in a case if consumers don’t have enough information regarding product. 
Zeithaml (1988) found that perceived quality of product refers to consumer’s choice concerning overall 
brand excellence which can be classified as product manufacturing quality and design quality. Brucks, 

Figure 2. Conceptual model to determine perceive positioning of ‘Made in China’ (author’s own)
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Zeithaml, and Naylor (2000) proposed dimensions to measure quality of product which includes ease of 
use, versatility, durability, serviceability, performance, and prestige. Thus, we believe cognitive aspects of 
product can help consumers to use product ‘made in’ label as a significant factor in their decision making.

The growth of manufacturing sector of China indicates a significant link among crises and quality 
upgrade. If we go back to the era prior to 1977 quality of products manufactured in China was very poor 
as compare to the products manufactured in developed countries like USA, Germany, and Sweden etc. 
Alvarez and Claro (2007) believes that Since late 1970s when China opened its manufacturing sector 
for global firms to make their manufacturing hubs here in China the quality of products with ‘Made in 
China’ label has been improved, which can be seen in three facts (1) Increase in total exports which was 
1.2% in 1983 and in 2015 in reached to 8.0% which is at number third right after Germany and USA 
(Wu 2001; WTO 2015). (2) State Trademark Bureau (2015) data shows that registered trademark in 
China has been exceed 10 million this is first time that state trademark bureau has achieved the target 
of 10 million. (3) Subsequently from 1990s remarkable growth has been seen in the applications for 
patent rights in China. Based upon these arguments we can argue that quality of products having ‘Made 
in China’ label has been significantly improved.

Peng (2012) argued that perceived image of ‘Made in China’ label with in China and outside the 
China is Low cost, cheap price but only passable quality. But if we talk about the products having label 
‘Made in Germany’ the perceived image would be totally different. International marketing scholars 
believe that products without having strong branding are recognized by their country ‘Made in’ label. 
According to (Lee and Lee 2009) country of origin is the sum of product attribute knowledge with respect 
to specific country. ‘Made in’ label is basically the indicator of product quality this is the motivation 
to consumers to use it in product evaluation. Study of (Liu and Johnson, 2005) indicates that based on 
stereotypes about developing countries consumer evaluates products unfairly. These unfair judgments 
of consumers create negative perception about the quality of products from developing nations and such 
products have negative perceived positioning in the mind of consumers. This negative perceived position-
ing of product influence consumer buying behavior. Therefore, we can argue that perceived positioning 
of product made in label can play a significant role in consumer purchase intention. Listiana (2015) 
argues that ‘made in’ label of product is a significant construct which indirectly plays an important role 
to determine the perceived quality.

Karami, Pourian, and Olfati (2011) studied the behavior of Iranian consumers and found that the 
perception of quality regarding ‘Made in China’ label is not good among consumers in Iran. In develop-
ing countries, the purchasing power of consumers is low this attract consumers to select product on the 
basis of price. Products having ‘Made in China’ label are cheaper and highly available in the markets 
of developing countries this is the biggest determinant for the sale of Chinese products. In such a case 
reshaping perceived positioning is a challenge for marketers. Seligman (2014) argued that product with 
‘Made in China’ label have one of worst reputations among consumers around the globe. This worse 
reputation toward products can influence consumer buying behavior negatively. The biggest concern of 
consumers is quality even though many manufacturers in China are meeting strict quality standards, but 
they get lumped in with corporations that are not using such standards. Therefore, peoples’ government 
of China needs to use strict rules and regulations so that each and every firm make it sure that their 
products are meeting all quality standards in this way ‘Made in China’ label can work as competitive 
advantage. At its current if we see consumers avoid list regarding countries then we found China at top 
of the list Based on consumer perception. Schniederjans, Cao, & Olson (2004) compared the consumer 
perception about quality of products manufactured in China with products manufactured in other countries 
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and found that product manufactured in China have poor quality as compare to others. So that product 
having ‘Made in China’ label need to improve product quality so that these manufacturers can compete 
in the global market.

According to the data from consumer survey in USA (Butschli, 2012) argued that due to safety and 
quality concern consumers in USA are less likely to buy products that are Made in China. But in USA 
consumer perception survey data indicates that there are positive associations of ‘Made in China’ label 
with better price. Farber (2015) found that products having ‘Made in USA’ label have better quality as 
compare to the products have label as ‘Made in China’, this would obviously attract consumer in USA 
to buy local made products. Products manufactured in developed countries have significant better qual-
ity as compare to product manufactured in China. If a consumer compares the products correlatively 
made in British, French, Canadian, and German versus products ‘Made in China’ then he/she will find a 
significant quality difference among products. Khan & Ahmed (2012) studied the consumer behavior in 
Pakistani market and found Product quality as a significant factor which determines consumers attitude 
but consumer perception regarding ‘Made in China’ label is very poor as compare to product having 
other labels. Consumers in Hong Kong, UK and USA have less intention to buy ‘Made in China’ label 
products due to quality concerns (Wang, Li, Barnes, & Ahn, 2012). Therefore, we posit the following 
proposition:

P1: Product quality has significant positive impact on Perceived positioning of ‘Made in China’ label.

4.1.2. Affective aspects of Perceived Positioning

As noted in this study that product made in label is determinant of product quality but authors believes that 
product ‘made in’ label cannot be recognized as the only signal of product quality. Countries have strong 
emotional and affective associations that may significantly influence consumer behavior to formulate 
perceived positioning and opinion toward specific country. In current context of study affective level of 
‘made in’ label is basically a cue which have symbolic and emotional significance to customers. This 
cue play a vital role in product evaluation and building perceived positioning because product ‘made in’ 
label is an image that associates the brand to symbolic and emotional advantages which includes social 
status and national pride to consumers (Askegaard & Ger 1998). Roth & Diamantopoulos (2009) argued 
that affective components can be described as the emotional value of country to the consumer. Giraldi 
(2016) studied the consumer attitude in Brazil and found that affective aspects have strongest influence 
on consumer behavior. Thus, we believe that affective aspects can play a significant role in determining 
perceived positioning of made in label.

At affective level of product evaluation product ‘made in’ label directly influences consumer choice in 
experiential purchase but not in rational purchases. In these situations, international marketers, retailers 
and exporters should focus and use positive country image in their marketing strategy at global level to 
avoid negative consequences associated with country image (Li, Lu Wang, Jiang, R. Barnes, & Zhang, 
2014). Consumers make decisions virtually by evaluating their feelings at a specific time about specific 
product which determines consumer’s attitudes. Therefore, affection play a vital role in defining how 
opinions are designed, appraised and how intensely they are weighted in the establishment of preferences 
(Wang, Li, Barnes, & Ahn, 2012).

China’s participation in the world events create positive image of China in the mind of global con-
sumers which reduces the chances of rejection for Chinese made products. Here we want to disclose 
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some events of recent past President Hu Jintao is meeting with EU leaders on regular basis recently he 
participated in nuclear security summit and BRICS leaders meeting. Vice President Xi Jinping’s visited 
Turkey, Ireland and US after the Chinese New Year (Spring Festival) which enhanced the cooperation and 
friendship among China and relevant countries. This Chinese diplomacy is highly significant for Chinese 
brands because such events creates highly positive image in the mind of global consumers. Moreover, 
these events can also influence consumer’s knowledge and purchase intention towards Chinese brands 
which can further enhance perceived positioning of ‘Made in China’ label.

Chinese consumers’ attitude toward products ‘Made in Japan’ is independent of quality. Due to Nan-
jing massacre in the past Chinese consumers have negative perception about the Japanese products and 
it significantly influences product evaluation and purchase intention. Chinese consumers try to avoid 
‘Made in Japan’ label products due to animosity toward Japan. According to (Klein, Ettenson, & Morris, 
1998) animosity toward Japan is negatively related to consumers’ willingness to purchase product ‘Made 
in Japan’. Animosities among Australian consumers have direct negative impact on consumer purchase 
intention toward products ‘Made in France’ (Ettenson & Gabrielle Klein, 2005). Muslim countries rec-
ognize that products ‘Made in Israel’ are superior quality but they have negative attitude toward these 
products due to negative attitude toward Israel. So, author’s believes that affective aspects of product 
‘made in’ label significantly influence consumer behavior in determining perceived positioning of made 
in label. Above discussion lead us to propose the following:

P2: Emotional and affective associations have significant positive impact on Perceived positioning of 
‘Made in China’ label.

4.1.3. Normative Aspects of Perceived Positioning

Adina, Gabriela, and Roxana-Denisa (2015) found misidentification and Consumer ethnocentrism as 
normative factors which moderate the association among ‘made in’ label and product acquisition by 
associating approaches of affinity or animosity towards particular countries. It is further argued that 
disidentification or consumer ethnocentrism lead to liking or disliking of consumers toward domestic or 
foreign products. Consumer prefers to buy local made products to boost up their national economy. He 
& Wang, (2015) found that consumer ethnocentrism have opposite relation among growth in purchase 
of domestic products and decline in the purchase of foreign products. Pecotich & Rosenthal, (2001) 
argued normative response to ‘made in’ label of product may effect customer preference development 
and persuade customer’s acquiescence to the emotions of nationalism which can significantly influence 
the perceived positioning of foreign products. Brand equity is a significant factor which influences con-
sumers purchase attitude but in the case of ethnocentrism even brand equity can’t influence consumer. 
Ethnocentric consumer will purchase local product even though the brand equity of local product is 
lower as compare to foreign product.

Study of (He & Wang, 2015) indicates that Consumer ethnocentrism have negative impact on the 
preference of foreign products but no impact on preference for domestic products. These results sug-
gest that consumer ethnocentrism contribute toward perceived image of foreign products but it is not 
necessarily to like domestic products. Jianlin, Ning, & Qi, (2010) found that Chinese consumers’ ethno-
centrism significantly influences the domestic product attitude but when consumer ethnocentrism has 
been tested to check its impact on purchase intention using the mediating effect of product attitude then 
results support partially. At the time of purchasing most of the Chinese consumers prefer to buy quality 
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products it means the perception of ‘made in China’ products in the mind of Chinese consumers is not 
up to mark. Thus, companies can determine the perceived positioning of made in label by keeping in 
mind the normative factors because these factors play a vital role in building perceived positioning of 
certain country made in label.

According to Lew & Sulaiman (2014) it is very common term today in Malaysia that everything is 
made in China. Bojei, Awang Tuah, Alwie, & Ahmad (2010) argued that Malaysian consumers’ have 
high level of ethnocentric trends, as they prefer to purchase products made in Malaysia. Consumers in 
Malaysia compare both products (made in Malaysia & made in China) based on the pricing and quality 
of products if they found favorable response toward Malaysian product then consumers are willing to 
pay higher prices for domestic products to enhance the economic development of their country. Thus, 
in the case of the Malaysian consumers’ normative factors are barrier for improving perceived position-
ing of ‘Made in china’ label. When consumer can’t found a domestic product then they go for any other 
alternative available as author argues that in today’s market every product is made in China consumer 
buy product with ‘Made in China’ label even though he/she is ethnocentric. Perceived image of prod-
ucts made in Malaysia is same like products made in China (Lew & Sulaiman, 2014) the difference is 
that Chinese products offer competitive prices but Malaysian consumers prefer to buy products made in 
Malaysia. Consumers those are price conscious they prefer to buy products with low price as product 
with ‘Made in China’ label are available with low price that’s why this segment of consumers buy these 
products. These lower prices of product with ‘made in China’ created an image in the mind of customers 
that these products are cheaper. Ethnocentric attitude of consumers play a significant role in building per-
ception about any product or country. Based upon the ethnocentric attitude author believe that Perceived 
positioning of ‘made in China’ in Malaysia is better but the reason of product preference by Malaysian 
consumers is that they are ethnocentric. According to (Laforet and Chen, 2012) perceived positioning 
of ‘made in china’ label among British consumers is negative and is significantly affecting consumer 
choice. Every brand which have a worth in consumers mind they first developed their image among the 
domestic consumers. Perceived positing of ‘made in China’ label is affected by negative perception and 
ethnocentric attitude in different countries around the globe. Keeping the stories of successful brand 
in the mind it is highly recommended that Chinese firms should focus on domestic market in the first 
instance before moving toward a global market. These decisions can help Chinese firms to build their 
perceived positioning better. Shankarmahesh (2006) found that consumer ethnocentrism is a significant 
construct and it can be used for segmentation and targeting in international markets. In such countries 
where consumer ethnocentrism is found as significant factor, it may be the case that consumers feel 
equally exposed by multinationals brands that these will destroy their culture (Alden, Kelley, Riefler, 
Lee, & Soutar, 2013). Thus, we can argue that customer loyalty; value and purchase intention can be 
influenced by ethnocentric attitude which can further contribute in building perceived positioning of 
specific country made in label. Based upon our argument and past evidences we expect the following:

P3: Ethnocentric attitude have significant positive impact on Perceived positioning of ‘Made in China’ 
label.

In summary, our model is unique in nature which is a valuable guideline for Chinese brands to un-
derstand the perception of global consumers. Our model provides comprehensive managerial insights 
which can be used by firms to understand the perceived positioning for Chinese products so that firms 
can reposition their products if needed to get maximum returns. Based on the evidence from literature 
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we have developed three propositions in this study. Product quality is a significant factor that is used 
by consumers to determine perceived positioning so we have developed proposition (P1) to measure 
the contribution of product quality to perceived positioning and we found that product quality is a 
significant factor in determining perceived positioning. Consumer negative or positive biases toward 
specific country also contribute in determining perceived positioning of specific country made in label, 
therefore we have developed another proposition (P2). We have also found that consumer ethnocentric 
attitude influences perceived positioning and we have developed proposition (P3). In our study we have 
outlined these propositions and we believe that these propositions can work as three pillars of perceived 
positioning of ‘Made in China’. We believe these three pillars of determining perceived positioning 
can be generalized for other countries but our focus in this study remains around the ‘made in China’ 
label. Therefore, we believe our study as valuable guideline and managerial insight for companies those 
are based in China and thinking to approach global consumers. Such companies can use our study to 
understand the perceived positioning of Made in China in international market.

5. CONCLUSION AND MANAGERIAL IMPLICATIONS

5.1. Conclusion

Consumers in global market are heterogeneous and their thinking is different from each other which 
determine the perception of products from different countries and it work as strong basis of determin-
ing perceived positioning of specific country. China being a largest manufacturer, increasing number of 
trademarks and Chinese brands entry to global market influenced authors to study the perceived posi-
tioning of ‘Made in China’ label because it is highly significant for Chinese brands in developing their 
international marketing strategy. According to best of our knowledge there is no attempt in literature to 
determine the perceived positioning of ‘Made in China’. We have developed a theory based conceptual 
framework which Chinese brands can use to frame their marketing strategy to approach global consum-
ers. Our study is unique which theoretically established the role of cognitive, normative and affective 
level of consumers’ product evaluation to determine superior choice and perceived positioning.

This study indicates that positioning of ‘Made in China’ label is significantly influenced at cognitive, 
normative and affective level. Initially at cognitive level of perceived positioning of the ‘made in’ cue is 
considered as signal of product quality. Consumers use product ‘made in’ label as indicator of product 
quality when consumer don’t have enough information regarding product. Cognitive aspects of product 
help consumers to use product ‘made in’ label as a significant factor in their decision making. The study 
of (Karami, Pourian, and Olfati, 2011) indicates that Iranian consumer’s perception of quality regarding 
‘Made in China’ label is not good. In developing countries, the purchasing power of consumers is low 
this attract consumers to select product on the basis of price. Products having ‘Made in China’ label are 
cheaper and highly available in the markets of developing countries this is the biggest determinant for the 
sale of Chinese products and largest exports toward global market. Seligman (2014) argued that product 
with ‘Made in China’ label have one of worst reputations among consumers around the globe. Product 
made in label is determinant of product quality but authors believe that product ‘made in’ label cannot be 
recognized as the only signal of product quality. Countries have strong emotional and affective associa-
tions that may significantly influence consumer behavior to formulate opinion about specific country. 
In current context of study affective level of ‘made in’ label is basically a cue which have symbolic and 
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emotional significance to customers. When we look upon normative level then we found that Malaysian 
consumers’ have high level of ethnocentric trends, as they prefer to purchase products made in Malaysia 
instead of products ‘Made in China’.

5.2. Managerial Implications

Managerial implication of this study is comprised of a mechanism that may be used for brands those 
are moving toward global market and further it can be used as a guideline in building national branding 
campaign:

1.  Product made in label is used as determinant of quality in this study we have found that the perceived 
positioning of ‘Made in China’ label is now significantly improved but still it’s not good as compare 
to products having made in USA or Germany label. Therefore, in our study we have suggested that 
brands should improve their product quality while moving toward international market;

2.  At second level of our model we have found that Chinese diplomacy have created a good image in 
the mind of global consumers. Brands should contribute their efforts in events those are organized 
in china or organized by China to build their associations with China;

3.  In some countries consumers prefer to buy local products due to their ethnocentric attitude so 
that we have suggested that Chinese companies should build strong positioning among Chinese 
consumers before going to approach global consumers;

4.  It is highly recommended to the Peoples government of China to use strict rules and regulations so 
that each and every firm make it sure that their products are meeting all quality standards in this 
way ‘Made in China’ label can work as competitive advantage.
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ABSTRACT

The challenging times and competition pose a serious threat to the survival of enterprises. The main 
objective of this chapter is to discuss the marketing strategies that help enterprises to continue their 
financial health in challenging times such as during the period of recessions or in rapidly changing 
competitive markets. A framework of strategies, which may enable enterprises to sustain and thrive their 
profitability in challenging and competitive markets, is proposed based upon the strategies on which 
the literature has reached a broad consensus. The proposed marketing strategies for challenging and 
competitive markets include creating customer value, differentiation and innovation, finding alternative 
ways to price cut, emphasizing brand value, maintaining marketing and advertising, focusing on targeted 
marketing communication, reviewing and measuring marketing budget effectiveness, understanding 
marketplace, developing strategies based upon customer insight, becoming customer-centered, focusing 
on customer retention and loyalty, and re-evaluating and prioritizing customer segments.

INTRODUCTION

Marketplace has been changing continually. Challenging times cause change-in customer purchase 
behaviour and also shift in customer needs. The change in markets and economic conditions affects 
various customer segments differently. Nielsen report indicated that in downturn times, customers are 
becoming more value conscious, showing a new norm of purchasing behavior, and they are using chan-
nel proliferation, new media opportunities and promotional offers to their advantage (Nielsen, 2012).

Forrester report states that enterprises have been entering a new era, which is called the age of the 
customer. Forrester report defines the age of the customer as (Cooperstein, 2013, p. 3):
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A 20-year business cycle in which the most successful enterprises will reinvent themselves to systemati-
cally understand and serve increasingly powerful customers.

Forrester report on competitive strategy in the age of the customer tries to explain the characteristics 
of this new era with Michael Porter’s Five Forces. Figure 1 outlines the characteristics of the customer 
age. Forrester report indicates that in the age of customer, customers have been becoming more powerful. 
Barriers to entry are minimal in the customer age because outsourced manufacturing and digital connec-
tions make new entry easier. Online reviews and internet access enable customers to get information about 
products and prices and make comparisons easily. This increases the bargaining power of customers in 
the age of customers. Digital products are considered as threat of substitutes. Digital products overtake 
physical offerings and digital substitution erases profits across multiple industries. In the customer age, 
customers easily switch to the substitute products that offer them more value. Employees play a critical 
role in bringing knowledge, ideas, and relationships that companies need to remain competitive. Thus, in 
the age of customers employees are critical for the performance of an enterprise. If they are not satisfied 
with their jobs, they can leave and work for another enterprise. While they are leaving the company, they 
also carry knowledge, ideas and relationships with them. Competition is much fiercer in the industry. In 
the age of customer, companies have instant access to real-time information about competitors’ pricing 
and policies from the web. This increases the competition, since companies can watch or react to each 
other’s move instantly (Cooperstein, 2013).

Changing market conditions require changing approaches. As the pace of change increases, enterprises 
have to understand purchasing behavior of customers and adopt more flexible new business models in 
order to respond to the shifting customer needs. Success of an enterprise depends on its ability to:

Figure 1. Characteristics of the age of customer
Source: Adapted from Cooperstein, D. M. (2013). Competitive strategy in the age of the customer. Forrester. Retrieved October, 
10, 2013, from http://solutions.forrester.com/Global/FileLib/Reports/Competitive_Strategy_In_The_Age_Of_The_Customer

http://solutions.forrester.com/Global/FileLib/Reports/Competitive_Strategy_In_The_Age_Of_The_Customer
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• Understand customer needs and wants,
• Deliver products that fulfil these needs and wants,
• Discover new insights about the dynamics of the marketplace and
• Capitalize on the opportunities presented by the changing market.

Marketing academicians and practitioners have been studying the impact of recessions, challenging 
times and competitive markets on business performance and suggesting marketing strategies to overcome 
the adversity. Table 1 represents a review of these marketing strategies that are suggested from the point 
of view of both academicians and practitioners. As can be seen in Table 1, becoming customer centered 
(Hollis, April 2008, May 2008; Quelch, 2008; Cravens, Piercy, & Baldauf, 2009), researching custom-
ers (Quelch, 2008; Kotler & Caslione, 2009; Scaringi, 2009) to identify customer value requirements 
(Cravens, Piercy, & Baldauf, 2009; Piercy, Cravens, & Lane, 2010), making segmentation analysis to 
prioritize customer segments (Hollis, April 2008, May 2008; Cravens, Piercy, & Baldauf, 2009; Kot-
ler & Caslione, 2009; Piercy, Cravens, & Lane, 2010); creating customer loyalty (Kotler & Caslione, 
2009; Scaringi, 2009), finding alternatives to price cuts (Pearce II & Michael, 2006; Hollis, April 2008, 
May 2008; Kotler & Caslione, 2009) such as emphasizing core value of the brand (Hollis, April 2008, 
May 2008), improving affordability (Quelch & Jocz, 2009), introducing innovative products (Pearce 
II & Michael, 2006; Quelch, 2008; Quelch & Jocz, 2009; Piercy, Cravens, & Lane, 2010) are among 
the strategies that are suggested by most of the studies. The importance of maintaining communication 
and advertising (Pearce II & Michael, 2006; Hollis, April 2008, May 2008; Scaringi, 2009) and review-
ing the effectiveness of communication budgets (Hollis, April 2008, May 2008; Quelch & Jocz, 2009; 
Piercy, Cravens, & Lane, 2010) are also among the suggested marketing strategies for challenging and 
competitive markets.

Ultimately the purpose of this chapter is to outline marketing strategies that are necessary for the en-
terprises to survive in challenging times and competitive markets. This chapter is not an extensive review 
of the literature on marketing strategies in challenging times, instead it outlines the strategies on which 
there is strong consensus in the literature. At the end a framework will be proposed for the challenging 
and competitive markets based upon the strategies on which the literature has reached a broad consensus.

CREATING SUPERIOR VALUE

In today’s markets the value concept and value adding to product offer seem to be one of the most current 
issues. Demanding customers, global competition and slow-growth economies lead many enterprises to 
look for new ways to achieve competitive advantage. In the 21st century, creating customer value is seen 
as the major source for competitive advantage (Woodruff, 1997). In order to survive in competitive and 
turbulent markets, enterprises have to deliver superior value to their customers.

Strong marketing assets can create competitive advantage and growth options for the enterprises. New 
product development expertise, marketing knowledge, strong brand portfolio, loyal customer base and 
strategic partnerships can be considered as marketing assets of an enterprise. Doyle (2000) indicates that 
two-thirds of the market value of Britain’s largest companies lie in intangible assets such as marketing 
assets. Doyle (2000) identifies marketing knowledge, brands, customer loyalty, and strategic relation-
ships as the four major marketing assets that contribute to the market value creation of an enterprise.



251

Marketing Strategies in Competitive Markets and Challenging Times
 

Table 1. Suggested marketing strategies for competitive and challenging markets

Pearce II and Michael (2006) 
list the strategies to prevent 
business failure in tough times

      • Position the company in multiple markets and geographies 
      • Making strategic plans to confront declining sales 
      • Promoting the enterprise’s products and services 
      • Maintaining advertising 
      • Introducing new products 
      • Finding alternatives to price cuts 
      • Attracting new customers 
      • Preparing for economic recovery

Hollis (April 2008, May 2008) 
mentions about the survival 
tactics in a downturn

      • Focus on competition 
      • Analyse company and brand health 
      • Anticipate competitors’ actions 
      • Concentrate on core brands and products 
      • Support core proposition and emphasize its value 
      • Don’t price promote 
      • Don’t cut quality 
      • Think internal branding and morale 
      • Focus on customers 
      • Review consumer segmentation 
      • Focus on communication 
      • Review communication budget allocation

Quelch (2008) points out 
eight factors for marketing in 
recession

     • Research the customer 
     • Focus on family value 
     • Maintain marketing spending 
     • Adjust product portfolio 
     • Support distributors 
     • Adjust pricing tactics 
     • Stress market share 
     • Emphasize core values

Cravens, Piercy, and Baldauf 
(2009) outline management 
framework guiding strategic 
thinking in rapidly changing 
markets

      • Creating a market-oriented culture 
      • Developing effective market sensing 
      • Becoming customer centred 
      • Identifying the nature of fast changing markets such as new forms of competition and business model 
      • Creativity & innovation 
      • Identifying new market space 
      • Making segmentation analysis 
      • Identifying customer value requirements

Kotler and Caslione (2009) 
emphasize eight strategies for 
mindful marketing in the age of 
turbulence

      • Secure your market share from core customer segments. 
      • Push aggressively for greater market share from competitors. . 
      • Invest more time and resources in customer research. 
      • Seek to increase—or at least maintain—your marketing budget. 
      • Focus on all that’s safe. 
      • Quickly drop programs that aren’t working. 
      • Don’t discount your best brands. 
      • Save the strong; lose the weak.

Quelch and Jocz (2009) 
mention about the marketing 
strategies in a downturn

      • Assess opportunities 
      • Allocate for the long term 
      • Balance the communication budget 
      • Streamline product portfolios 
      • Improve affordability 
      • Bolster trust

Scaringi (2009) points out 
12 smart and cost effective 
marketing strategies for 
surviving and thriving through 
a down economy

      • Keep existing clients loyal 
      • Be opportunistic 
      • Understand your audience 
      • Partnering 
      • Continue advertising 
      • Outsource 
      • Keep market share 
      • Word of mouth 
      • Search engine optimization 
      • Web analytics 
      • Utilize E-newsletters 
      • Measure return on investment

Piercy, Cravens, and Lane 
(2010) propose an action 
agenda for the challenges of 
economic recovery

      • Overcoming behaviour lags 
      • Reinventing marketing strategy 
      • Innovating radically in product strategy 
      • Re-thinking marketing communications 
      • Prioritising market sensing 
      • Developing value-based competitive advantage 
      • Repairing and rebuilding value chain relationships
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Offering of an enterprise will be successful if it delivers value and satisfaction to its customers. The 
findings of Nielsen’s 2011 Global Online Survey show that while factors related to value and price are 
important in determining where to shop and what to buy, getting good value is much more important 
for the customers who try to balance their budget in a tough economy (Nielsen, 2011).

The customer chooses among different offerings by considering perceived value of these offerings. 
Kotler (2000, p. 6) defines perceived value as the ratio of benefits that the customer gets relative to 
costs that the customer bears when making a purchase. The perceived cost includes all the costs that 
the customer confronts when making a purchase: such as monetary costs, time costs, energy costs and 
psychics costs. However, benefit of an offering includes functional and emotional benefits. The customer 
gets benefits and assumes costs in order to get these benefits.

The main objective of relationship marketing is to create customer retention and loyalty; because 
an enterprise can gain competitive advantage by sustaining long-term relationships with its customers 
(Kandampully, 1997). Marketing in a relational context is seen as a process that should support the value 
creation activities for customers in order to create loyal customer base and build profitable as well as 
long-term relationships with customers. Value is considered to be an important constituent of relationship 
marketing because the ability of a company to provide superior value to its customers is regarded as one 
of the most successful strategies to achieve a sustainable competitive advantage (Ravald & Grönroos, 
1996). Since loyal customers are the most important assets of the enterprises, to achieve customer loyalty, 
enterprises have to maintain customer satisfaction by adding more value to their offerings.

Building an effective, differentiated customer value is also seen as the core requirement for build-
ing a successful brand. Differentiated customer value provides many advantages to the brand. When a 
brand possesses such a differentiated advantage it should be able to charge premium prices and increase 
its market share (Doyle, 2001). To increase the value of the offering, either the enterprise may provide 
more benefits or reduce the costs of the offering. Increasing the benefits of the offering means adding 
something that the customer perceives important, beneficial and unique value to the core product. Ravald 
and Grönroos (1996) discuss the value-adding strategies and they indicate that expression “add value” 
gives the impression that something has to be added such as an additional product feature, a supporting 
service, etc. However, they argue that it is also worth to examine how a company can increase the value 
of offering by reducing the perceived cost of customer. Reducing the cost of the customer to purchase a 
product involves activities such as lowering the actual price, increasing the convenience of the purchase 
etc. (Ravald & Grönroos, 1996).

Quality, innovativeness, reliability of the market offering and the degree to which the market offer-
ing can be customized to meet customer needs are the factors that customers consider while comparing 
the product and services (Hunt, Arnett, & Madhavaram, 2006). Doyle (2001) indicates that a customer 
value proposition of a successful brand consists of three components: effective product, differentiation 
and added values. These three components help customers to build confidence in the functional or emo-
tional benefits of the brand. Therefore, building a successful brand starts with developing an effective 
product or service. Developing an effective product or service is important but in order to gain and retain 
customers, enterprises need to differentiate their offerings. Besides differentiation of the offer, adding 
values to the offer is also considered to be crucial for the success of the brand. Doyle (2001) lists the 
requirements of an effective customer value proposition as follows:

• The offer must provide important benefit to customers,
• The benefit must be unique and not offered by competitors,
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• The unique benefit advantage must be sustainable and not easily imitated and
• The value of the offering must be effectively communicated to the market.

Enterprises that provide better value-for-money than their competitors, are both more profitable 
during recession and grow faster once recovery starts. During a market recession, improving customer 
perceived quality of offering relative to competitors also pays off in better profits and growth (Roberts, 
2003). Even in a turbulent economy, consumers around the world favor value over price when choosing 
where to shop. According to Nielsen’s 2011 Global Online Survey, 61 percent of global respondents 
rated “good value” over “low price” (58%) as the most influential reason to shop at a particular retailer 
(Nielsen, 2011). Given the recent economic realities, the “value-conscious” shopper becomes more 
visible trend than ever before. Value and quality are the key attributes that today’s consumers seek and 
this trend will continue.

Enterprises have to follow value requirement trends of the customers in order to deliver unique and 
superior value. Conducting market research and gaining customer insight are essential during a reces-
sion and competitive times because customers’ needs and preferences are continuously changing, and 
this has to lead enterprises to re-evaluate the perceptions of value (Quelch, 2008). Enterprises have to 
differentiate their brand from competitor brands; in order to differentiate their offer, they have to find 
something meaningful and different to add value to their brand and communicate this value to others 
consistently (Rigby, 2009).

MAINTAIN MARKETING COMMUNICATION AND ADVERTISING

Communication is one of the major contributors to build and sustain long term relationships. Find-
ing out what company’s customers and prospects really value and building the communication on it 
will help companies to retain existing customers and also attract new customers. Through marketing 
communication brands can retain their existing customers by reminding them the value that the brand 
provides. Companies have to offer better products and services and they have to also communicate the 
real advantages of their offer in a clear and compelling way.

It is important to maintain communication with customers and suppliers as well as employees. As 
Pearce II and Michael (2006) argue that employee issues are critically important in tough times because 
employees are often overworked and threatened with job loss during the downturn economy. This 
uncertainty causes anxiety among them and they suffer from low morale. With the anxiety and low 
morale, they may not perform well during their interaction with customers and this may lead customer 
dissatisfaction and customer loss. It is important to maintain communications with these employees to 
emphasize the company’s strength as a going concern and the opportunities that a recession creates; 
because communication with employees improves morale and credibility among employees (Pearce II 
& Michael, 2006).

Tough times and changing market conditions can severely affect the performance and survival of 
enterprises. Some enterprises view tough times as opportunity to strengthen their businesses. Therefore 
they try to establish their advantage over the competitors by investing aggressively in marketing activi-
ties, research and development and developing new products whereas some enterprises cut their mar-
keting expenditures and wait for the recession to pass. In challenging times, most frequent response of 
enterprises to recession is retrenchment of marketing investments in order to survive until the economy 
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recovers (Deleersnyder, Dekimpe, Steenkamp, & Leeflang, 2009). Reducing the marketing expenses 
such as advertising and communication may give short-term relief to the enterprise. However, in the 
long run enterprise may have the risk of losing its customer base and market share.

O’Malley, Story, and Sullivan (2011) use a modified meta-analysis to evaluate marketing expenditures 
during recessions. The findings of this study confirm that marketing can be significantly more important 
to the enterprise during a recession than at any other time. This study argues that marketing budgets 
are cut because of a short-term focus by top management and the absence of a market orientation and 
enterprises who cut their marketing expenditure are likely to risk future sales and profits. Enterprises 
that spend more on marketing during a recession do particularly well, not only during the recession but 
also in the years following recession. O’Malley, Story, and Sullivan (2011) demonstrate the relationship 
between recessionary advertising spend and business performance. Enterprises that increase or even 
maintain advertising spend during recessions benefit from higher rates of sales growth, profitability and 
market share than those that cut advertising spend. Moreover, enterprises that cut advertising face with 
sales and profits fall and continue to lag behind firms that maintain advertising spend after the recession 
ends (O’Malley, Story, & Sullivan, 2011).

Marketing investment during a recession creates opportunities to the enterprise and enterprise gains 
competitive advantage in sales, market share and returns during recession (Kamber, 2002; Roberts, 2003). 
Roberts (2003) divides the 1,000 PIMS (Profit Impact of Market Strategy) businesses into those that 
cut, maintained and increased marketing budgets during recession. Roberts (2003) indicated that those 
enterprises which increased their marketing expenditures were not significantly less profitable during 
the recession than those, which only maintained their marketing spending, or which cut it. Profitability 
averaged 10% for those that cut their marketing spending, 9% for those maintaining their marketing spend-
ing, and 8% for those that increasing their marketing expenditure. However, profitability of marketing 
budget cutters fell when recovery began. On the other hand, enterprises that increased their marketing 
spending dramatically increased their profitability once recovery started. Furthermore, the findings of 
the study also indicate that enterprises that increased their marketing expenditure in recession, gained 
market share three times as fast as marketing budget cutters once recovery began. During, the recovery 
the enterprises which cut their marketing spending in the recession averaged a fall in profits of 0.8%. 
Enterprises which maintained their spending had an increase in profit of 0.6% during the recovery, but 
enterprises which increased their marketing spending in the recession experienced an average increase 
in profit of 4.3% during the recovery (Roberts, 2003).

Srinivasan, Rangaswamy and Lilien (2005) conducted a survey with 154 senior marketing executives 
and the result of the study reveals the fact that enterprises that have a strategic emphasis on marketing, an 
entrepreneurial culture, and slack resources are proactive in their marketing activities during a recession. 
Moreover, enterprises that have a proactive marketing activities in a recession achieve superior business 
performance even during the recession.

On the other hand, Tellis and Tellis (2009) provide a synthesis of the findings from the literature of 
advertising in a recession. They identify ten primary empirical studies about the effects of advertising 
in a recession. A review of these empirical studies suggests that there is strong and consistent evidence 
that cutting advertising budgets during recession can hurt sales during and after the recession. Moreover, 
cutting advertising during a recession does not increase profits. Studies also indicate that not cutting 
advertising during a recession can increase sales during and after the recession. Besides, enterprises 
that increase advertising during a recession experienced higher sales, market share, or earnings during 
or after the recession (Tellis & Tellis, 2009). Binet (2009) mentions about the research findings that 
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support the fact that advertising has long-term effects on sales up to five years after the ads are shown. 
So cutting advertising budget causes long-term damage to enterprises.

Institute of Practitioners in Advertising (IPA) presented evidences that it was worth to maintain 
advertising during recession in the 2008 UK seminar (IPA, 2008). In this seminar, Millward Brown 
presented evidence that there is a strong link between market share and customer loyalty. According to 
him cutting marketing spending leads to decline in customer loyalty to the brand, and also decreases the 
market share. Brand image and brand usage are the two essential elements in creating customer loyalty 
and customer bonding activities suffered considerably when brands cut their marketing communications 
spending for a period of six months or more (IPA, 2008).

According to Binet (2009) cutting advertisement expenditures puts the brand at risk and depresses 
sales and market share of the brand. Binet (2009) indicates that without advertising support, a brand 
confronts difficulty in maintaining distribution and it is difficult for the brand to resist the pressures to 
cut prices. Non-advertised brands with low sales volume and low margins often suffer declining profits. 
Financial markets know all these things and tend to punish enterprises that cut advertising (Doyle, 2000). 
Thus marketing activities can be considered significant in determining the value of the brand.

Cutting the brand communication during an economic downturn weakens the brand and makes brand 
less profitable after recession. Business to Business Media Study Final Report (2001) also shows that 
over 85% of executives believe advertising in a turbulent economy is very crucial and 86% of execu-
tives believe that when customers see a brand continues to advertise in tough times, customers develop 
more positive feelings about the brand and executives also believe that continuing to give advertising 
keeps the brand top of mind for purchase decisions (Yankelovich Partners & Harris Interactive, 2001).

Ehrenberg-Bass Institute for Marketing Science (2008) reviews appropriate marketing strategies dur-
ing a recession. It points out that a recession may provide opportunities for enterprises to increase their 
share of voice. Reduced marketing activity of competitors during the recession period allows a brand 
to increase its share of voice by simply keeping its marketing expenditure. Decrease in media revenue 
in downturn economy can provide opportunity for the enterprises to make their brand communication 
without making high media expenditure. Binet (2009) argues that the combination of low media prices 
and weak competition gives companies a unique opportunity to buy market share on the cheap. Moreover, 
as the media prices tend to fall and the ROI from advertising often increases in a recession (Binet, 2009).

Ultimately, tough times offer some opportunities for proactive enterprises to improve their competi-
tive advantage through considered and carefully tailored marketing efforts (O’Malley, Story, & Sullivan, 
2011). Enterprises have to consider to use more cost efficient marketing communication tools (such as 
stimulating word of mouth communication among consumers and using online media channels) rather 
than reducing their marketing budget, this may help them to maintain relationship with their customers 
and to cultivate a stronger relationship in the long run. Enterprises have to re-allocate some of their 
marketing budgets to measurable programs in competitive markets and downturn economy. Integra-
tion of online media to marketing strategy and a consistent online presence where the customers and 
prospects are looking for information such as websites, directories, search engines and e-newsletters 
will help enterprises stay visible as well as provide measurable lead generation benefits through online 
contact (Maser, 2008).

Digital advertising can be also considered among the cost efficient marketing tools. Digital adver-
tising is targeted and relatively cheap, and its efficiency can be easily measured. Digital advertising 
spending has been growing very rapidly as a result of consumers’ migration to social media. During 
the recession, marketers spent 14% more on online advertising over the first three quarters of 2008 than 
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they did over the same time period in the previous year (Quelch & Jocz, 2009). Maser (2008) also indi-
cates that getting targeted will help enterprises to perform better and carry them through the economic 
downturn and competition. According to Maser (2008), an essential but sometimes ignored marketing 
ability is to “fish where the fish are.” This means that investing in specific and targeted media is very 
crucial to get more out of marketing investments. Use of creative and targeted media alternatives may 
help enterprises in down economies and as well as in competitive markets. Instead of cutting advertis-
ing enterprises may try to maintain frequency by cutting length of advertisements and also target their 
advertising more effectively.

Enterprises have to measure effectiveness of their marketing activities and find out what works 
and what doesn’t and they have to spend on the marketing activities that will generate more return on 
investment. It is important for the enterprises to develop a comprehensive marketing activity plan, this 
will facilitate making projections, measurement and evaluation of marketing activities because without 
a plan it is difficult to be successful. Lake (2013) suggests that in each marketing activity an enterprise 
must develop a plan and strategy that cover quantitative and qualitative goals, campaign budget, fulfil-
ment and response strategy, follow-up strategy, and also tracking and testing criteria for the campaign. 
Depending on marketing campaign objective, goals have to be measured effectively by using cost per 
sale, cost per qualified lead, and cost per visitor (Lake, 2013). Measuring the marketing activities will 
give enterprises the feedback that they need for future campaigns as well as they will find out what works 
and what doesn’t about the campaigns. There are many reasons for unsuccessful marketing campaigns, 
by measuring the marketing activities an enterprise may determine the reasons that cause failure and 
this contributes to the success of future marketing activities.

Binet (2009) points out the optimum marketing strategies for dealing with the downturn and argues 
that enterprises have to cut the right costs. He mentions that some cost-cutting strategies are more help-
ful than others. Enterprises that cut manufacturing and administrative costs and spare capacity tend to 
perform well; however, enterprises that reduce their product quality or cut budgets for marketing and 
new product development tend to underperform (Binet, 2009). Enterprises especially do not consider 
to cut costs that are associated with product quality because customers do not like this and their sales 
may drop dramatically.

PIMS research findings also show that investing in marketing, innovation and customer quality in 
a recession are the critical success factors during and after the downturn. Roberts (2003), based on the 
PIMS Database of business performance, points the strategies to maintain profitability and achieve 
sustainable growth during recovery. The PIMS study investigates “good costs”, “bad costs” and “it 
depends costs” during a market recession. Good costs are associated with the expenditures that should 
be intensified during recession and expenditures about marketing, quality and new products/services 
can be considered as good costs. On the other hand, bad costs are those that need to be decreased dur-
ing downturn economy and high manufacturing and administration costs can be considered among the 
bad costs. Strategic position of an enterprise in the time of recession determines what actions should be 
taken to decide which costs to be decreased. Table 2 lists the losing and winning recession strategies. As 
can be seen in Table 2, marketing, research & development and new product costs are worth to increase. 
The PIMS analysis proves that while maintaining or cutting fixed costs is desirable, the opposite is true 
for new product development and research and development (R&D).
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DIFFERENTIATE AND INNOVATE

Innovation is increasingly seen as a significant factor for the success of a business’s performance. Innova-
tive products tend to be more successful, profitable and meet sales and profit objectives (Kleinschmidt 
& Cooper, 1991). Challenging times lead enterprises to reduce costs and most of the enterprises cut 
Research &Development (R&D) budgets to cope with tough economy. In fact, maintaining or increasing 
investment in R&D during a downturn has a very positive effect on market share during the downturn 
and even in the recovery. Roberts (2003) indicates that R&D expenditures are particularly good costs 
during recession because successful new product introductions during recession are crucial for profit-
ability and growth during the recovery. Enterprises that increase and improve R&D and new product 
introductions achieve higher growth in performance than firms that cut such spending (Roberts, 2003).

Some enterprises may emerge from a recession stronger and more highly valued that they were before 
the recession. Dobbs, Karakolev, and Tomas (2002) studied nearly 1,000 US industrial companies over 
an 18 year period from 1982 to1999, including the US recession of 1990 to 91. This study identified 
companies that either remained industry leaders (those that stayed in the top quartile of performance in 
their industries) or became successful challengers (those that moved up into the top quartile). The findings 
of this study showed that successful industrial leaders seeked to extend their position through innovation, 
more than doubled their already higher-than-average level of spending on R&D during the recession 
relative to their former peers. The financial markets rewarded these enterprises during the downturn. By 
the end of the 1990–91 recession, successful challengers had market-to-book ratios that were 25 percent 
higher than those of the unsuccessful challengers and successful leaders increased their market-to-book 
advantage over their former peers by more than 38 percent (Dobbs, Karakolev, & Tomas, 2002).

In tough times, enterprises need to continue to innovate and invest in R&D; because enterprises 
get a greater percentage of sales from new products and they perform better once the recovery begins 
(Roberts, 2003). Successful new product introductions during a recession are vital for recovering quickly 
after the downturn ends. Most consumers are ready to try new products once the economy improves. 
Therefore, even during a recession, new product introductions have a significant impact on profitability. 
Quelch and Jocz (2009) mention that new product activity slows in recessions overall and enterprises 
that invest in and launch new products can economically gain visibility. Many customers often appreci-

Table 2. Losing and winning recession strategies

Cost Area Winning Strategy

Marketing Increase

Research & Development Increase

New products Increase

Product pricing Maintain –relative to market average

Customer preference Improve –relative to market average

Admin Cut

Fixed assets Maintain/cut

Working capital Maintain/cut

Source: IPA (2008). Advertising in a downturn report. A Report of key findings from 2008 UK IPA seminar. Retrieved October, 12, 2013, 
from www.ipa.co.uk

http://www.ipa.co.uk
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ate, get interested in novelty and welcome new products that offer compelling value compared to the 
alternatives (Quelch & Jocz, 2009).

Roberts (2003) indicates that those enterprises which increased their R&D and new product develop-
ment spending are not significantly less profitable during the recession compare to the R&D expenditure 
cutters. Profitability averaged 10% for R&D spending cutters, 9% for those maintaining it and increasing 
it. However, during the recovery enterprises which cut their R&D and new product development spending 
in the recession had an increase in profits of 0.6%. Enterprises which maintained their R&D spending 
had an increase in profit of 0.8% during the recovery, but those which had increased their R&D spending 
in the recession experienced an average increase in profit of 2.8% during the recovery (Roberts, 2003).

Business to Business Media Study Final Report (2001) indicates that 97% of executives believe 
that even in tough times, it’s important to continue to invest in order to stay competitive in the long run 
and 99% of executives agree that it’s important to introduce new products and services for their long 
term success. Therefore they keep investing in R&D and new product development in a down economy 
(Yankelovich Partners & Harris Interactive, 2001).

Hollis (April, 2008) also argues that a new product launch may actually create greater impact during 
a recession than at any other times. If an enterprise has unique and better products than the competitors 
have, this enterprise may able to charge premium prices for its products and even price conscious shop-
pers may be willing to buy these unique products at a high price. Colvin (2009) believes that product 
differentiation greatly influences a brand’s pricing power. According to Colvin, if a brand makes its 
products or services more outstanding than its competitors by value adding benefits that no competing 
product has, then the brand will able to charge premium price.

Henard and Szymanski (2001) conduct a meta-analysis of the new product performance literature 
in order to identify the determinants that have an impact on new product performance and success. The 
findings of this study reveal that product advantage (superiority and/or differentiation of the offering 
over competitors’ offerings), market potential (expected growth in the demand), meeting customer needs, 
predevelopment task proficiencies (ability of the firm to execute pre-launch new product activities such 
as idea generation, idea screening, market research, and financial analysis), and dedicated resources (ac-
cess to R&D and human resources to initiate the new product development) have the most significant 
impact on new product performance (Henard & Szymanski, 2001).

O’Cass and Ngo (2007) state the relative importance of innovative culture in affecting brand perfor-
mance. They argue that building a successful brand depends on the brand’s ability of delivering unique 
and innovative value to customers. Enterprises must develop business processes that are open to generate 
promising innovative ideas. Innovation, R&D and new product development are vital for the success and 
sustainable prosperity of the enterprise. Therefore, even in difficult economic times and highly competi-
tive markets, an enterprise must highlight the value that makes the product appealing and differentiated 
in the eyes of its customers.

In today’s competitive markets, customers have lots of choices and as the result of globalization, 
competition and internet technologies power has shifted from companies to customers. SAS Institute 
Inc. and Peppers & Rogers Group (2009) indicate that the power shift makes it difficult for enterprises 
to sustain differentiation based only on price or product. Since, customers are increasingly making 
comparative shopping and the unique product differentiation of a brand can be quickly copied by com-
petitors; pure reliance on product differentiation undermines long-term customer loyalty of the brand. 
Customers can also easily make price comparisons through shopping bot to find the best price. Under 
these conditions, customer service and customer’s experience with the brand are becoming the new 
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differentiator. Differentiation through outstanding customer service and experience is more important 
than low prices; because according the Harris Interactive (2007) Customer Experience Impact Report, 
80% of customers quit the company after a negative experience, and that is up from %68 in 2006. Most 
of the enterprises underestimate the significance of the customer experience on customer retention and 
profitability. According to the Oracle (2013) report 49% of enterprises believe that customers switch to 
another company due to poor customer experience; however 89% of customers indicate that they have 
switched to another company because of poor customer experience. More interestingly, enterprises 
underestimate the opportunity of delivering great customer experience. 44% of enterprises believe that 
customers are willing to pay premium price for great experience; however, 86% of customers say they 
are willing to pay more for outstanding customer experience (Oracle, 2013).

FIND ALTERNATIVE TO PRICE CUT

Price promotions and price cuts can be seen a strategy to cope with downturn and high competition. 
However, enterprises have to avoid promotions that are just based on price cuts because price promotions 
and cuts are likely to damage not only profits but also brand values in the long term (Ehrenberg-Bass 
Institute for Marketing Science, 2008). Brand values that are damaged in tough times will be hard to 
restore when the economy recovers (Consterdine, 2009). Binet (2009) indicates that trade promotions 
may help retailers to generate extra sales in the short term and the net effect of trade promotions on 
profits is often negative. Therefore, heavy reliance on promotions may tend to erode brand values and 
destroy profit margins.

Cutting prices is not an effective strategy unless enterprises find a way to cut costs. Hollis (May 
2008) argues that if a brand offers a compelling rational or emotional advantage over the competitors, 
customers who are compelled to switch to cheaper brands during the recession are likely to buy the brand 
again when the recession is over. But once a price premium advantage of the brand is lost, it is difficult 
to regain those switchers (Hollis, May 2008). Therefore, premium-brands should not move their brands 
down-market by cutting prices or making price promotions, they can introduce a fighter brand that is a 
lower-priced version of the premium offering sold under a different brand name with minimal advertis-
ing effort (Quelch & Jocz, 2009). Kotler and Caslione (2009) claim that when an enterprise discounts 
its premium brands, this gives the market two messages: enterprise’s prices were too high before and 
secondly its brands won’t be worth premium price when the economy in a downturn. It is much more 
meaningful to create a distinct and affordable product or service under a new brand name with lower prices.

Cutting prices may also give the impression that the brand is in trouble. Moreover, customers often 
perceive the price as a signal of quality. By cutting prices, a brand may weaken perceptions of quality. 
Instead of making price cutting, enterprises can develop alternatives that fit more in with the customers’ 
budget. Enterprises may improve the affordability of their offerings. Quelch and Jocz (2009) indicate 
that enterprises can improve affordability by reducing the thresholds for quantity discounts, extending 
credit to their customers, reducing item or serving sizes, and then pricing them accordingly and these 
strategies can be used as alternative to price cuts. Depending on whether customers are seeking the 
lowest absolute price or the more value, enterprises can unbundle their offerings and then price their 
offers accordingly or fold more services into the bundle (Quelch & Jocz, 2009). For example instead of 
cutting the full-day spa package, enterprises may offer a three-hour version at half the price or may give 
a complimentary drink and fruit basket.
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Customers in particular are looking for the best deals while shopping. By knowing this fact, all busi-
nesses are increasingly competing on price. However, the result of price promotions causes loss of profit 
margin, and loss of profit margins affects not only the enterprise itself but also the entire industry. Extreme 
price deals can also cause destructive price wars and competition in the industry. If one enterprise starts 
to reduce its price or begins price promotions, its competitors will react by reducing prices. The PIMS 
analysis suggested maintaining price relative to market average as the winning strategy in the recession 
(IPA, 2008). Price promotions weaken the brand and with price promotions a brand only achieves short 
term gains; because, price effects fade quickly (Rigby, 2009).

Price promotions encourage customers to consider the price cut as normal and this makes very difficult 
to return prices to normal levels when the economy recovers. Frequent price promotions train customers 
to expect lower prices and to buy only on deal. Enterprises must carefully analyze customers’ percep-
tions of normal price levels because excessive promotions lead customers to revise their expectations 
about prices downward and this can threaten profitability in the recovery period because customers’ 
resist increases as prices return to normal level (Quelch & Jocz, 2009). Even for non-premium products 
it is estimated that once discounting has started it takes three to five years to get consumers to pay the 
full price again (Gapper 2009).

Successful brands have the ability to charge a premium price; however price promotions may destroy 
this ability. Instead of making price reductions, enterprises may provide more value to customers and this 
will help brand in the long-run. As it is indicated in Box 1, enterprises have to find out what customers 
and prospective customers really value and have to build their strategies on it. Therefore, branding and 
customer insight are two important factors that will help enterprises to gain competitive advantage in 
competitive markets and though times.

Box 1. Mercedes Taiwan Case: Using brand charm to avoid price wars

The case from Ogilvy and Mather Taiwan (2009) shows that using brand charm can be more powerful than joining price wars. As the 
global financial crisis struck automobile industry in 2008, the market became chaotic and unpredictable. In order to attract customers, 
almost all automobile brands began to offer price promotions. They frequently offered free packages and/or regularly lowered their 
prices. Even Volvo, which is considered among the luxury brands, directly cut its prices by 30%. However, instead of joining the price 
war, Mercedes Taiwan decided to offer a number of flexible payment plans and a lucky draw event as sales promotion. Sales promotion 
campaign was developed by Ogilvy & Mather Taiwan. The objective of this campaign was to propose a unique claim to distinguish 
Mercedes’ sales promotion campaign from the bloody price wars and to make customers feel that this is the best time to own Mercedes. 
As a result of market research, they discovered two significant customer insights about luxury car buyers. First, luxury car buyers were 
confused to remember the different offerings in the sales promotion advertisements, since for them the real negotiation points of offers 
were seen in dealerships rather than in advertisements. Second, luxury car buyer segment hesitated to buy brands which made big sales 
promotion offers in advertisements because this made them view the brands as cheap and value declining. Therefore, based on these two 
important customer insights they developed their sales promotion campaign strategy. First, they did not need to communicate the content 
of the sales promotion program in the advertisements; they simply let consumers to know that this was the best time to buy a Mercedes. 
Second, they had to stir their passion to own a new Mercedes and provide them a good reason in this recession. Instead of joining price 
war, Mercedes Taiwan used the strongest emotional weapon in the luxury car segment which was “brand” in order to leverage it to 
distinguish and empower their sales promotion campaign. “The closest you can come to the Star” was the key claim and with this claim 
they emphasized that this was a rare chance to get the best offerings from Mercedes and urged consumers to visit a showroom to learn 
more about their various payment options. The results of the campaign was very interesting. As the total automobile market shrank by 
41% and the luxury segment by 28%, Mercedes was the only luxury brand that increased its market share during this difficult period 
(from 26% in 2007 to 28% in 2008), while it still maintained the highest selling price among its competitors. Marketing director of 
Mercedes Benz Taiwan, evaluated the results of this SP campaign and stated that, “the campaign cleverly removed Mercedes from a 
bloody competition, allowing Mercedes to stand out and win both in terms of business and branding. Moreover, it is proved that branding 
is a crucial and worthy investment, even in a recession.”

Source: Ogilvy & Mather Taiwan (2009). We sell in recession or else. Retrieved December 02, 2013 from https://assets.ogilvy.com/
truffles_email/wesellorelse/Ogilvy_Mercedes.pdf
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BRAND VALUE

Colvin (2009) indicates that brands that attempt to cut their prices in order to increase their revenue may 
only get a short-term increase in sales, but for the long-term their brand value will be eroded in the eyes 
of customers. Colvin (2009) uses the purchasing power matrix to reveal that brands, which are perceived 
as unique and as well as necessary, are currently in the best position to charge premium price. In this 
study, brands that are considered to be both commodities and discretionary are not in the position to 
charge high price. However, brands that are considered as either “unique and discretionary” or “com-
modities and necessary” are in the position of grey areas that must be analyzed further (Colvin, 2009). 
Therefore, brands have to focus on creating a unique value that meets the customers’ needs. Enterprises 
can gain competitive advantage at the marketplace by providing more value to their customers (Hunt 
& Morgan, 1995) and creating a unique and necessary value to customers, this may enable the brand to 
command the price.

In turbulent times, customers prefer to do business with brands they know and can rely on because of 
this reason it is important for the brands to communicate the real value that they offer to their customers 
with a relevant and compelling message. Customers are likely to prefer the brands that are communicat-
ing the brands’ effectiveness, reliable quality and empathy. Therefore, an enterprise has to give reasons 
why customers have to use its brand. Binet and Field (2009) claim that advertising campaigns that aim 
to reduce price sensitivity are more effective and they are more likely to lead to big increases in profits 
than campaigns that aim to increase sales or market share. Binet and Field (2009) argue that emotional 
focused advertising campaigns tend to be more profitable than advertising campaigns that give rational 
messages such as low prices or promotional offers. Therefore the key to creating a profitable and strong 
brand is possible by maintaining a strong emotional bond with customers. The stronger the relationship 
between brand and its customers, the more likely customers keep using the brand. Strong brands enjoy 
the advantage of customer loyalty and they have the ability to attract repeat purchase and recoup their 
marketing investments. Communication and superior product experience are the important contributors 
of building and sustaining the brand relationship.

CUSTOMER INSIGHT

Change which has become the norm in contemporary markets and understanding customers’ changing 
habits, needs, wants, and value requirements, will enable firms to improve their strategies so that they 
can survive in competitive and turbulent markets. In order to create superior value for the consumers, 
enterprises need to know about consumers’ needs, wants, expectations and how they define value. Cus-
tomer insight helps enterprises to deliver value-based products and services.

Developing a management framework is increasingly critical in coping with the competitive and 
rapidly changing markets. An enterprise has to gather information about customers, competitors, and 
markets; and has to distribute the acquired information all across the enterprise. Based on this informa-
tion, an enterprise can make its decisions, determine the implications of information and take actions 
to deliver superior value to customers (Cravens, Piercy, & Baldauf, 2009). Market-oriented enterprises 
track and respond customer needs and preferences in order to create value for their customers. There is 
a positive relationship between market orientation and organisational performance and market orienta-
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tion enables an enterprise to outperform competitors who are less market-oriented (Kohli & Jaworski, 
1990; Narver & Slater, 1990; Baker & Sinkula, 1999).

Cravens, Piercy, and Baldauf (2009) propose a framework for turbulent and fast changing markets. 
As can be seen in Figure 2, the proposed conceptual framework consists of four inter-related stages. In 
first stage, they propose that an enterprise has to develop three market-based strategic capabilities: (1) 
market-oriented culture, (2) effective market sensing and (3) customer centered focus in order to pro-
vide superior customer value. These three market-based capabilities are used to determine the nature of 
market changes and to identify new opportunities, markets, and competitive space. At the second stage, 
the nature of market changes and their impact on customer value requirements must be identified. In 
the later stage an enterprise has to determine if new market opportunities have emerged, apply strategic 
segmentation analysis, and examine the emerging customer value requirements. Lastly, market-focused 
strategies must be developed for the relevant markets (Cravens, Piercy, & Baldauf, 2009).

In the new economy, new customer segments are emerging and enterprises need to understand the 
new customer segments. Typical demographic segmentation is no longer relevant and enough to explain 
consumer behavior, enterprises have to take into consideration lifestyle and psychological segmentation 
in order to understand and predict consumer buying behavior.

Figure 2. Management framework in rapidly changing markets
Source: Cravens, D. W., Piercy, N. F., & Baldauf, A. (2009). Management framework guiding strategic thinking in rapidly 
changing markets. Journal of Marketing Management, 25(1-2), p. 33.
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Quelch and Jocz (2009) argue that customers do not stop spending during economic downturn, they 
just look for better deals and spend their money more carefully; therefore opportunities may arise from 
the change in consumer behavior. Enterprises need to adapt their strategies in order to meet consumers’ 
needs and preferences. Effective market research is essential during a recession because customers’ needs 
and preferences are subject to dramatic changes, which lead them to re-evaluate perceptions of value. It 
is important to know how customers are making their purchasing decision, reassessing their priorities, 
redefining value, allocating budgets, and switching among brands and product categories. Therefore it 
is essential to investing in customer insight (Quelch & Jocz, 2009).

Customer insight is very critical. Enterprises need to understand the evolving consumption patterns 
and modify their strategies according to emerging opportunities. In recent times, it has been much more 
important for enterprises to gather information about customers with the hope that using this information 
to predict customers’ purchase behaviour. Leveraged information about a customer’s purchase behaviour 
could also help an enterprise in its cross-selling activities (Iyengar, Ansari, & Gupta, 2003). Enterprises 
that have leverage information about the customer can satisfy their customer and create customer loyalty.

FOCUS ON EXISTING CUSTOMER BASE AND CUSTOMER RETENTION

It is even much more difficult to acquire new customers in rapidly changing markets and downturn 
times. Kotler and Caslione (2009) emphasize that turbulence is not a good time for venturing into new 
customer segments. In challenging times and competitive markets, it’s more important than ever to see 
loyal customers as the primary and enduring source of cash flow and organic growth (Quelch &Jocz, 
2009). According to Kotler and Caslione (2009) acquiring market share from core customer segments 
has to be the first priority of an enterprise and enterprises must prevent their core source of revenue from 
the attacks of their competitors. Therefore, it is important to retain loyal and profitable customers that are 
at the hand because keeping existing customers loyal is a cost effective marketing strategy for surviving 
and thriving in competitive markets (Reichheld & Teal, 1996). Loyal customers can encourage positive 
word of mouth and help enterprise to attract new customers at a no cost. Moreover, getting additional 
value from existing customers is less expensive than developing business for prospect customers. It is 
critical to keep the customers that the enterprise has by building loyalty through excellent products, 
services and customer experience.

Remarketing to existing and past customers and asking referrals from them help enterprise to grow 
their business (Lake, 2013). Lake (2011) argues that with reactivation and remarketing, enterprises can 
increase their sales by 50% without increasing their marketing budget. Enterprises have to spend much 
more time and effort to maintain and grow the relationships with their current customer base in order 
to get business growth and profitability. This is a strategy that will increase enterprises’ sales by 50% 
without increasing their budget. Acquiring new customers is more costly than retaining and reactivat-
ing them. Therefore, it is meaningful to retain and maintain existing relationships instead of spending 
time, money and effort for looking new customers because repeat customers spend 33% more than new 
customers, referrals among repeat customers are 107% greater than non-customers, and it costs six times 
more to sell something to a prospect than to sell that same thing to an existing customer (Lake, 2011).
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Delivering superior value to customers is an essential requirement of market- oriented companies. 
To create excellent customer experience and develop long term relationship with customers, enterprises 
need a deep understanding of customers’ value requirements. Enterprises can build and develop cus-
tomer relationships by showing customers that they really care about them. It’s also important to satisfy 
customers with the right products and services by making them available at the right time and location. 
However, customer value requirements have been altering due to changes in the market. Cravens, Piercy, 
and Baldauf (2009) indicate that enterprises have to do strategic segmentation analysis in order to identify 
opportunities and changing value requirements and then offer new value to markets and segments that 
are not being served. Market segmentation is also essential in identifying the customers who offer the 
most promising value and cost opportunities to an enterprise. By making market segmentation analysis 
enterprises identify and focus resources on high-value customers (Cravens, Piercy, & Baldauf, 2009).

In order to grow their businesses successfully, enterprises need to attract and retain profitable custom-
ers. Selling to profitable customers is more important than selling to large number of customers. Enter-
prises need to identify the customer groups which they can better serve than the competitors, and modify 
product offerings, prices, distribution, promotional efforts and services according to the needs of these 
segments. However, enterprises have to be sure that their marketing activities are focused correctly on 
their most valuable and loyal customers because not all customers are profitable to serve. Some customers 
are too costly to do business and have no potential to become profitable. Therefore in challenging times, 
enterprises may re-evaluate their target markets based on their profitability and after re-evaluating target 
markets, enterprises have to focus much more on profitable customers and make investment to them in 
order to deepen their loyalty. At the same time, enterprises have to discontinue to serve customers that 
are no longer profitable. Enterprises have limited resources to devote to marketing; however, through 
target marketing an enterprise can still expect satisfactory returns. By concentrating efforts on one or a 
few profitable market segments, an enterprise can gain the most from small investments.

Enterprises also need to consider their inactive customers. There are many reasons for a customer to 
leave the brand such as high or unfair pricing, unresolved complaint, attractive competitors’ offer etc. 
Enterprises have to learn the reasons for the customer churn and develop win back strategies to reactivate 
inactive customers. Enterprises can care about them and reactivate them by special offers. Focusing on 
inactive and ex-customers makes sense because once upon a time those customers have developed a 
relationship with the brand.

A referral program should be included in marketing activities of an enterprise. Referrals are the most 
effective form of marketing that enterprises can use them for acquisition of new customers and they 
are also not expensive. According to Lake (2012), referrals have more impact on customers’ purchase 
decision than any other marketing strategies and advertisement. Most people rely on their friends’ and 
families’ advices because of that reason enterprises can grow their business through referrals. Enter-
prises can ask referrals from their existing customers (Lake, 2013) and they have to develop a referral 
program that rewards current customers for sending them new customers. Effective referral program 
should make it worth their customers time, be creative, be generous, and be reliable; and also make sure 
what the referral program offers has value to customers (Lake, 2012). Customer retention is not only a 
cost effective and profitable strategy, but in today’s competitive markets it’s necessary.
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TOWARDS A MARKETING FRAMEWORK FOR 
CHALLENGING AND COMPETITIVE MARKETS

Based upon the strategies on which the literature has reached a broad consensus, the following market-
ing framework (see Figure 3) can be proposed for the challenging and competitive markets. In today’s 
competitive environment an enterprise’s competitive advantage derives from its ability to sustain long-
term relationships with customers and create customer loyalty (Kandampully, 1997). It is important to 
note the 80/20 rule, 80% of business come from 20% of customers. Therefore enterprises have to focus 
much more on current customers in order to maintain customer retention and loyalty in challenging and 
competitive markets. Customer satisfaction is supposed to be one of the most important requirement for 
customer loyalty because a satisfied customer is not supposed to defect but to stay loyal to the company 
for a long period of time (Heskett & Schlesinger, 1994). A highly satisfied customer is expected to stay 
loyal longer and tend to buy more, buy more as the firm introduces new products, talk favorably about 
the firm, show less sensitivity to price, pay less attention to competing firms, and cost less expensive 
to serve than new ones (Kotler, 2000, p.48). Therefore, the most important mission of an enterprise is 
to maintain customer retention through becoming customer centered and creating superior value for 
customers since loyal customers are the most important assets of an enterprise.

Creating superior customer value is possible by understanding what customers really want. It is 
apparent that successful marketing strategies will depend on deep understanding of the priorities and 

Figure 3. Marketing strategies in challenging markets
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buying behavior of the customers. Enterprises have to understand both marketplace and customers in 
order to develop their strategies. By analyzing the customer information, the enterprise can re-evaluate 
and prioritize customer segments to identify its most valuable customers. Therefore in challenging 
times, to increase the efficiency of marketing activities, an enterprise may re-evaluate its target markets 
based on their profitability and after re-evaluating target markets, enterprise may focus much more on 
profitable customers and make investment to them in order to deepen their loyalty. Moreover, instead of 
making price promotions and cutting prices, enterprises can add value to their offerings. Emphasizing 
core value of the brand, improving affordability, and introducing innovative products can be considered 
among the alternatives to price cuts.

Communication constantly and consistently is also important to establish long term relationships 
with customers. By maintaining advertising and communication, enterprises can inform customers 
about the value of their brands. Enterprises have to consider to use more cost efficient, targeted and 
tailored marketing communication tools rather than reducing their marketing budget, this may help 
them to maintain relationship with their customers in the long run. Targeted communication will help 
enterprises to perform efficiently in economic downturn and competition. Investing in targeted market-
ing communications is very crucial to get more out of marketing investments. Enterprises have to also 
measure the effectiveness of their marketing activities and have to spend on the marketing activities that 
will generate more return on investment.

CONCLUSION

The realities of today’s turbulent world also change the market structure. Enterprises should pay attention 
to the changing value requirements of new markets and focus on the changing customer buying patterns. 
It is now more important to know how customers are redefining value and changing their buying pref-
erences and behaviors. Enterprises have to continuously follow trends, opportunities and threats in the 
markets. All the strategies should be directed toward satisfying customer needs and enterprises should 
determine the needs of their customers through market research. Market research provides timely and 
relevant market information for enterprises to develop effective strategies.

The challenging times and intense competition threaten the survival of enterprises. Some enterprises 
recognize challenging times as opportunity to strengthen their businesses. Instead of cutting marketing 
activities, they prefer to invest aggressively in marketing activities to gain competitive advantage over 
their competitors. Marketing is often considered as an expense that can be cut during the challenging 
times. However, literature review supports the fact that marketing has to be considered as an investment 
in customers and business. Enterprises that increase their marketing spending perform substantially 
better than those that cut or maintain their marketing spending in demanding times. Enterprises that cut 
marketing activities may hold their profit during the recession but could lose out during the recovery. 
However, enterprises that continue to their marketing activities increase both market share and profit 
more than the others during the recovery period.

Choosing activities that are cost efficient and effective is essential in challenging and competitive 
markets. Enterprises may focus on increasing their efficiencies by cutting administrative costs and un-
productive fixed assets, investing on effective and cost efficient marketing activities, using targeted and 
tailored marketing communication tools, and serving profitable customers and discontinuing to serve 
unprofitable customers.
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In the light of the literature review, marketing strategies that enable enterprises to perform well and 
overcome the difficulties of challenging times can be outlined as follows:

• Focus on Customer Retention
 ◦ Create superior value,
 ◦ Become customer centered.

• Customer Insight
 ◦ Understand market & customer,
 ◦ Use data to develop strategies to maximize profit,
 ◦ Prioritize segments & refine targeting,
 ◦ Focus on profitable customers.

• Find Alternative to Price Cut
 ◦ Emphasize brand value,
 ◦ Differentiate and Innovate,
 ◦ Increase affordability.

• Maintain Marketing and Advertising
 ◦ Communicate constantly and consistently,
 ◦ Get targeted communication,
 ◦ Prioritize marketing communication tools,
 ◦ Review the marketing communication budget effectiveness.

In challenging and competitive economy, enterprises have to find out ways to make marketing activi-
ties more effectively and get more out of marketing investments.
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KEY TERMS AND DEFINITIONS

Advertising in Recession: Cutting advertising budgets during recession can hurt sales during and 
after the recession. Enterprises need to use more cost efficient marketing communication tools and 
re-allocate some of their marketing budgets to measurable programs. Integration of online media to 
marketing strategy is essential. Investing in specific and targeted media is very crucial to get more out 
of marketing investments. Use of creative and targeted media alternatives may help enterprises in down 
economies and as well as in competitive markets. Enterprises have to measure effectiveness of their 
marketing activities and find out what works and what doesn’t and they have to spend on the marketing 
activities that will generate more return on investment.

Customer Age: In the age of customer, there is high competition and barriers to entry are minimal. 
Customers have been becoming more powerful; because, online reviews and internet access enable 
customers to get information about products and prices and make comparisons easily. This increases 
the bargaining power of customers. They can easily switch to the substitute products that offer them 
more value.

Customer Insight: Companies can create superior value for their customers by understanding cus-
tomers’ changing habits, needs, wants, expectations and value requirements. Therefore, customer insight 
help companies to survive in competitive and turbulent markets.

Customer Value: Perceived value is defined as the ratio of benefits that the customer gets relative 
to costs that the customer bears when making a purchase. The perceived cost includes e.g. monetary 
costs, time costs, energy costs and psychics costs. However, benefit of an offering includes functional 
and emotional benefits. The customer gets benefits and assumes costs in order to get these benefits. 
The customer chooses among different offerings by considering perceived value of these offerings. To 
increase the value of the offering, either the enterprise may provide more benefits or reduce the costs 
of the offering. Increasing the benefits of the offering can be possible by adding something that the 
customer perceives important, beneficial and unique value to the core product.

Marketing Strategies in Challenging Markets: Understanding priorities and buying behavior of 
customers; creating superior customer value; analyzing the customer information; re-evaluating and 
prioritizing customer segments to identify most valuable customers; focusing much more on profitable 
customers and making investment to them in order to deepen their loyalty; avoiding price promotions 
and cutting prices; adding value to the offerings and emphasizing core value of the brand; maintaining 
communication; and introducing innovative products can be considered among the marketing strategies 
in challenging markets.

Winning Recession Strategies: Increasing marketing, research & development, and new product 
development expenditures; decreasing high manufacturing and administration costs; maintaining pricing 
relative to market average; and improving quality and customer value are among the winning recession 
strategies.

This research was previously published in Customer Relationship Management Strategies in the Digital Era authored by Süphan 
Nasır, pages 1-24, copyright year 2015 by Business Science Reference (an imprint of IGI Global).
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ABSTRACT

The branding process can be classified as business- and consumer-based branding. The current study 
introduces a model proposal to the consumer-based branding process. The model focuses on identifying 
and analyzing the process between consumers’ perceptual benefits and emotional brand attachment. The 
related process focuses on the relationship between product performance, brand preference, subjective 
brand knowledge, self-based brand engagement and emotional brand attachment factors. The basic as-
sumption of the model is that a consumer first benefits on the basis of brand performance, this benefit 
triggers brand preference, then this preference turns into subjective brand knowledge, brand knowledge 
supports consumer’s self-based brand engagement, and eventually leads to emotional brand attachment. 
The analysis is based on the assumption that the consumer performs five main factors modeled in brand-
ing perception in the chain / sequential order.

INTRODUCTION

Product and product performance is the first phase where consumers interact with the brand. Consumers 
want to get their needs satisfied and to be pleasant with the product performance (Keller, 2001). Consum-
ers attribute psychological value to the brand that overlaps with anticipations and individual expecta-
tions of them, thus this causes the consumer to choose and buy that branded product (Ebrahim, 2013). 
When studies are examined, it is seen that those who have more knowledge about the brand are formed 
from those who use the brand longer and more frequently, and positive information about the brand is 
formed according to the level of benefit and satisfaction obtained from use (Mattila,Writz, 2002). Past 
product use experience influences the objective and subjective knowledge of the consumers. Research 
shows that the experience of subjective knowledge is more powerful than objective knowledge (Park, 
1994). It is also seen that in purchasing behaviors of consumers, subjective knowledge is related to the 
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perceptions of the individual. Consumer accepts perceptions as consumer subjective knowledge more 
powerful than objective knowledge (Brucks, 1985).

There are some writers who argue that positive information about consumer-branded products sup-
ported by the celebrities or experts in that field will be positively reflected in the image of that brand 
in the mind of the consumer (Biswas,Biswas,Das, 2006). Messages sent by a brand to consumers via 
advertisements will create positive information about the brand, which in turn, will translate into a 
positive brand image in the mind of the consumer (Cobb-Walgren, Ruble, Donthu, 1995). Dodd et al. 
(2005) established a positive relationship between subjective brand knowledge arising in the consumer 
and self-based brand engagement. They were of the opinion that consumers’ purchase decision is based 
on brand knowledge and self-based brand relationships.

Moreover, consumers gain experience through sharing and interacting with brands, and these experi-
ences have a positive effect on brand engagement(Vivek, 2012). Consumers are more inclined to engage 
in and build links with brands that are compatible with their personality (Escalas-Bettman, 2005). For 
this reason, it is thought that self-direction brand engagement and brand engagement act together (Sprott, 
2009). Jamal (2001) suggested that the harmony of the branded product and the self-image makes the 
consumer emotionally satisfied . In such situations, brands that establish harmonious relations with 
consumers will develop an emotional relationship with brands. These emotional relationships influence 
brand attachment as they link consumers to brands and show emotional brand connections as a buying 
motive (Kressmann, Sirgy, Herrmann, Huber, Huber, Lee, 2006). Ball (1992) suggested that based on the 
degree to which the brand reflects the consumer self-concept, consumer attachment to the brand arises.

This study aims to gain a consumer-based perspective of branding and its effect on businesses. It 
aims to reveal the basic dimensions of the consumer-based branding process. Based on the literature 
review, the author proposed five main factors of consumer-based branding in the chain order (as shown 
in Figure 1). These are as follows:

1.  Product Performance
2.  Brand Preference
3.  Subjective Brand Knowledge
4.  Self-Based Brand Engagement
5.  Emotional Brand Attachment

In the first section, the basic elements of consumer-based branding are defined. The concept of product 
performance is examined in the context of the consumer’s utility expectation. In this context, concepts such 
as product qualities, reliability, resilience, quality, design and price are explained. The concept of brand 
preference is examined in two parts: consumer-based and brand-based. While the consumer-based brand 
preference is related to the psychological structure of the consumer as an internal factor, external factors 
explain brand preferences related to the consumer’s interaction with the environment. The brand-based 

Figure 1. A chain model of consumer-based branding process
Source: Own conclusions based on the literature review.
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brand preference is examined in terms of the perceived risk perception and suitability for the purpose of 
use and the price and brand promise that is not dependent on the product. Concepts such as learning and 
memory theories, knowledge formation in consumers, objective, subjective and experiential dimensions 
of brand knowledge are examined under the heading of subjective brand knowledge. Consumer brand 
perceptions, associations, brand image, brand awareness, brand recall and recognition concepts are also 
examined in this section. The concept of brand orientation shows that when consumers are related to 
brands, they have a structure to develop relationships with brands that are compatible with self-schemas. 
In this section, self-concept, consumer image, brand image and consumer-brand image adaptation are 
emphasized and different dimensions of the consumer are revealed. Finally, the emotional dimension 
of the concept of brand engagement is addressed, and it is revealed that consumers develop long-term 
and emotional relationships similar to brands and human relationships. The second section discusses 
theoretical and practical aspects of the relationships between the mentioned five main concepts in order 
to establish a bond between customers and the brand.

BACKGROUND

Product Performance

The concept of product performance is examined in the context of the consumer’s utility expectation. 
In this context, concepts such as product qualities, reliability, resilience, quality, design, and price are 
explained. When consumers evaluate products and brands, they take into consideration product char-
acteristics and their importance, functional value, and brand beliefs. The brand is seen as an important 
part of the product (Mitchell,Olson, 1981). The experience, opinions and emotions gained after product 
use create a sense of value about the product. Consumers will evaluate product performance according 
to these results and build an idea about the product by comparing the value they expect with the value 
they obtain and the actual value (Woodruff, 1997).

Brand performance, on the other hand, is based on the demand arising depending on brand perfor-
mance, consumers’ perceptions and evaluations about the brand. In order to keep brand performance 
high, businesses need to constantly evaluate consumers’ demands and needs, and understand the decision-
making processes (Ghosh, Chakraborty, Ghosh, 1995). Consumer satisfaction is also assumed to be 
high in brands with high product performance (Tse, Wilton, 1988). There are five important qualities 
and benefits under product performance. These are primary and secondary qualities, product reliability, 
durability and quality, product service efficiency, efficiency and sensitivity, style and design spirit, and 
product price. It is useful to explain these elements in detail to better understand the concept of product 
performance. Consumers usually have a certain belief about the qualities of the products they buy. Al-
though some products are only used according to their original function, some auxiliary and supporting 
qualities are needed for the use of others. Such secondary qualities are features that complement and 
personalize the product for the consumer. These supporting characteristics also indicate the category of 
consumer product or service (Keller, 2013).

The main features and secondary features can be changed according to the consumer’s point of view. 
In this case, the consumer’s familiarity with the product and the brand affect the consumer’s level of 
interest and national empathy (Le, Lou, 1995). Quality is one of the determinants of product perfor-
mance. It can also be considered as objective and subjective quality. Objective quality is a measurable 
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and controllable advantage of a product according to predefined idealized standards (Zeithaml, 1988). 
Subjective quality is perceived quality and is a general perception of consumers about the overall quality 
or superiority of a product or service. It is also an abstract general belief about the brand and a process 
that occurs in the consumer’s mind (Keller, 2013). The expected quality is the benefits or features that 
the consumer expects from the product/service. At this point, it is important to determine the differences 
between real quality and perceived quality (Parasuraman, Zeithaml,Berry, 1988).

In order to meet these benefits, the businesses position their brands so that consumers can meet these 
needs. For this reason, it is necessary to first identify the benefits consumers have. Benefit is the value 
that a product or service provides to consumers and is considered important and meaningful to consumers 
(Keller, 1993). It is the expected benefit that the consumers expect from the products and brands they 
choose to meet their wishes and needs. The consumer expects three kinds of benefits from the products 
and brands they buy, namely functional benefit, symbolic benefit, and hedonic benefit.

Functional utility allows a product or brand to perform its actions in everyday life and achieve func-
tional satisfaction with its rational and objective characteristics (Bhat, Reddy, 1998). The symbolic benefit 
satisfies the symbolic needs of consumers, such as social identity and self-expression. This is personal 
expectations based on the emotions of consumers (Bhat, 1998). Brands that offer symbolic benefits 
are interested in being socially accepted and provide a benefit to eliminate the needs of the consumer’s 
identity and personality (Jamal-Goode, 2001). Brands for symbolic needs express expectations from 
products and brands that meet the inner needs of the individual such as self-development, social role, 
group membership and self-identification (Park, Jaworski, Maclnnis, 1986). Hedonist utility refers to the 
expectation of the consumer to enjoy their personal and subjective feelings, such as enjoying shopping 
(Childers,Carr, Peck, Carson, 2001).

Brand Preference

The concept of brand preference is examined in two parts as consumer-based and brand-based. While 
the consumer-based brand preference is related to the psychological structure of the consumer as in-
ternal factors, external factors explain the brand preferences related to the consumer’s interaction with 
the environment. The brand-based brand preference is examined in terms of the perceived risk percep-
tion and suitability for the purpose of use and the price and brand promise that is not dependent on the 
product (Ebrahim, 2013).

In the definition of consumer buying behavior, there are different stages as presentations and basically 
similar stages. These stages can be divided into three divisions: pre-purchase, post-purchase, and post-
purchase (Hawkins, 2010). According to a view that identifies this process in five stages, it is stated that 
these stages are: problem identification, collecting information, determining options, making product or 
brand preference and evaluating as a result of consumption (Solomon, Bamossy, Askegaard, Hogg, 2006). 
If more than one brand is found to be providing this criterion, the second best criterion is continued and 
the most appropriate option is reached (Solomon, 2006). In the course of the selection of alternatives, 
consumers make preferences according to the properties most suitable for their consumption purposes, 
by comparing between the products and brands they prefer. According to the preliminary designation 
of the product for the consumer, it is possible to skip the step of selecting options in products requiring 
low interest (Hawkins, 2010).

Consumers benefit from advertising, word-of-mouth communication (WOM), packaging, personal, 
and public information (Jacoby, Speller, Berning, 1974) when consumers make brand selection for their 
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purchasing activities. A consumer who chooses a brand is not significantly affected by advertisements 
(Ebrahim, 2013). Two types of sources may be mentioned while choosing a brand to meet consumer 
needs (Hoyer, 2010). These are introverted research and retail outlets consisting of brands, features, 
evaluations and experiences remembered by consumers in memory; and extroverted research, includ-
ing retail outlets, advertising and media messages, contacts with people in close proximity, independent 
research, various displays in stores, temporary uses, and free samples. Consumers can not afford to make 
decisions with insufficient information, and for consumers, too much information is not very beneficial 
to them to make the right choices (Keller, Staelin, 1987).

In the brand-based preference structure, product-based factors express product characteristics whereas 
non-product-related factors are examined as price and brand promise (Ebrahim, 2013). The individual in 
symbolic consumption preferences gives messages to the environment through consumption to create a 
new identity and to discover, maintain and support the social role (Schouten, 1991). While consumers 
prefer functional brands for their functional needs, they prefer symbolic brands to improve self-images 
or social images (Bhat, 1998). In addition, consumer preference will be as important as consumer choice 
and brand preference will enable consumers to express themselves in the social environment (Belk, Bahn, 
Mayer, 1982). Consumers have an experience of the brand and the product in relation to the benefit they 
have obtained as a result of using the product.

Experience can be defined as having a high degree of familiarity and knowledge with certain influ-
ences and interactions on a particular topic or field (Braunsberger, Munch, 1998). The product choices 
made will build-up familiarity and brand knowledge for specific brands over time (Baker, Hutchinson, 
Moore, Nedungadi, 1986). Consumers compare brands with each other and distinguish them from suc-
cessful brands by comparing their brand and consumer needs better (Dyson, Farr, Hollis, 1996). There 
are also experts who argue that the brand choice is related to the attitudes of the products in terms of 
their characteristics and beliefs about the product (Bass, Talarzyk, 1972). Consumers, even if they have 
knowledge of many brands and products, are willing to make a choice about some certain ones (Bettman 
and Park, 1980). Consumers who face a variety of brands in the marketplace can make choices by remem-
bering the information about the brands in their memory (Bettman, 1979). Brand knowledge concepts 
such as the formation of knowledge in consumer learning and memory theories, objective, subjective 
and experiential dimensions of brand knowledge are examined under the heading of brand knowledge.

Subjective Brand Knowledge

Concepts such as the formation of knowledge in consumer learning and memory theories, objective, 
subjective, and experiential dimensions of brand knowledge are examined under the heading of brand 
knowledge. Consumer brand perceptions, associations, brand image, brand awareness, brand recall and 
recognition concepts are also examined in this section.

For the consumer, it is easier recognising a brand in other brands than trying to recall (Keller, 2013). 
In another respect, brand awareness is explained by the “breadth” dimension that explains the extent 
to which the consumer can remember how quickly or easily the brand remembers and the extent of the 
“depth” that the consumer recognizes, and the extent to which the brand purchases and consumes when 
the brand is remembered (Hoeffler, Keller, 2002). In another definition, brand knowledge defined as 
when the product class that the relevant brand belongs to are identified the specified brand is and being 
recalled by the consumer (Aaker, 2012) and brand awareness is defined the influence created by the 
brand in consumer’s mind (Aaker, 1996).
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Consumer knowledge consists of three basic structures related to each other. These are objective 
knowledge, subjective knowledge and product experience. Subjective knowledge assumes that the 
consumer knows what he thinks about, the objective knowledge knows what he has measured by test-
ing, and that the experience he has gained represents knowledge. Objective knowledge and subjective 
knowledge have different effects on consumer behaviors, and what consumers perceive about the product 
and brand are subjective knowledge and what they actually know are different as objective knowledge 
(Raju,Lonial,Mangold, 1995). Product experience, on the other hand, consists of consumer experiences 
that support subjective knowledge (Park, Mothersbaugh, Feick, 1994).

Subjective knowledge is directly related to the self-concept of the individual. For this reason, the in-
dividual can evaluate subjective knowledge more easily. Objective knowledge requires more research and 
logical action because it is based on measurement and comparison (Brucks, 1985). Subjective knowledge 
developed consumers have their own evaluations of the certain brands. Therefore, they are more confident 
on their subjective knowledge and seek less objective knowledge (Selnes- Gronhaug, 1986). Subjec-
tive knowledge provides a stronger impetus in consumer behaviors related to purchasing than objective 
knowledge. Experience is, however, closer to subjective knowledge than objective knowledge. Through 
their experience, consumers are less inclined to research buying behavior (Flynn-Goldsmith, 1999).

Consumer brand knowledge consists of two elements: brand awareness and brand image. Brand aware-
ness consists of two sub-elements, brand recognition and brand recall. Brand awareness indicates the 
purpose of the mark, what it is for, and the number of people who are aware of the elements representing 
the brand (Keller, 2013). Brand awareness is the level at which the brand is recognized, but consumers do 
not have more brand knowledge (Hoyer, 1990). There are emotional and behavioral effects on consumer 
behavior (Ramos, Cataluña, Franco, 2008). Brand awareness is an important element in the branding 
process. Consumers prefer the brands they recognize among the two preferences (Seetharaman,Nadzir, 
Gunalan, 2001). At the same time, it creates convenience between the consumers and the brand by fa-
cilitating the purchasing decision process (Baldauf, Cravens, Binder, 2003).

Self-Based Brand Engagement

The concept of brand engagement reveals that when consumers are concerned with brands, they have 
developed a structure to develop relationships with brands that are compatible with self-schemas. In this 
section, self-concept, consumer image, brand image and consumer-brand image adaptation are empha-
sized and different dimensions of the consumers are revealed.

On consumer brand engagement, the interaction between consumer and brand is defined as a 
process with dynamic and repetitive nature (Brodie, Hollebeek, Juric, Ilic, 2011). On the other hand, 
brand engagement is examined in three dimensions as psychological, behavioral and a process. Brand 
engagement as a process is a psychological process whose end result is brand attachment. Behaviorally, 
brand engagement is a behavioral expression of the consumer beyond a consumer behavior to a brand 
or business. As a psychological state, brand engagement is regarded as a level of vitality, commitment, 
mutual harmony and interaction (Cheung, Zheng, Lee, 2012).

In terms of the brand, the engagement is made to express the relationship between the consumer and 
the brand with some adaptations. There are various opinions about brand engagement. Consumers tend 
to see brands that are important to them as part of their own self-schemas (Sprott, Czellar, Spangen-
berg, 2009). According to an opinion the self-structure of the self is formed by schemes. According to 
Bowden (2009), engagement is based on accountability, emotional commitment, interest and trust. The 
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tendency is to express emotional attachment to the consumer in general with the brand (Bowden, 2009). 
Engagement is the dimension of satisfaction, loyalty, influence and enthusiasm (Sanskrity, 2011), which 
is viewed as an emotional commitment and which is the result of continuous and repeated interactions 
developed by the consumer.

Brand engagement can be explained by symbolic interaction theory and exchange theory. Accord-
ing to the theory of symbolic interaction, consumers consume products because they have symbolic 
meaning appropriate to their own selves and as well as for their apparent functional and commercial 
benefits (Jamal, 2001). When the relationships between consumers and branded products are evaluated, 
the symbolic meanings of the branded products are the origin of the symbolic interaction theory. These 
meanings enable consumers to feel themselves close to the brand and they tend to identify and comple-
ment themselves with the brands (Solomon, 2006). Consumers produce symbolic meanings through 
the products and brands they use and try to keep the identity creation process dynamic. This creates an 
important foothold for brands to produce symbolic meanings (Elliot, Wattanasuwan, 1998).

In brand engagement, the self-structure of the individual is made up of diagrams, and the consumer’s 
engagement to the brands varies according to the structure of the individual’s self-diagrams and the 
structure of the self-diagrams of the brands. This variability implies that consumers will have different 
engagements towards the brand that are compatible with the self-organization (Sprott, 2009). One of the 
approaches suggested on the self-structure of the individual is that the individual has an independent 
self-structure and interdependent self-organization. The influence of the social circle on the individual is 
low in the independent self-structure. In the structure of mutually dependent self-respect, it is the social 
self-respect that the individual feels as a member of a certain social circle, is emotionally fed from his/her 
environment due to this membership, and feels valued around himself (Singelis, 1994). For this reason, 
brands create and use self-schemes to understand the self-organization of the consumer (Markus, 1977).

Emotional Brand Attachment

The emotional dimension of the concept of brand attachment is addressed and it is revealed that consum-
ers develop long-term and emotional relations similar to brands and human relations. Commitment is a 
link between a person and a particular object that has emotions (belonging, security, etc.) and a target-
specific link (Bretherton, 1985). Attachment can also be developed for products or items that consumers 
have in the past but are lost, possessed, or are expected to possess (Ball-Tasaki, 1992). The roots of the 
emotional attachment theory came about through Bowlby’s work. Bowlby argues that the relationship 
between early childhood caregivers (mother, father, relatives) is the determining factor in the systematic 
differences that determine the relationship of the person in later times. The desire to establish strong 
emotional ties with others, beginning with the attachment of a child to his mother and continuing with 
romantic relationships, kinship and friendship in adulthood, is a basic human need (Bowlby, 1977).

In a social environment, individuals need communicate with others and belong to and attached to 
groups which within they feel valued . Brand attachment and group attachment styles show similarities. 
In a survey of types of connections, four attachment styles were presented: secure attachment, insecure 
attachment, worried attachment, and cowardly connections. In secure attachment, the individual per-
ceives himself or herself as valuable and seeks connections that can continue this value. Insecure attach-
ments are the ones in which the individual perceives himself as worthless and others as valuable. In this 
structure, the individual will try to acknowledge others by taking their approval because he considers 
them valuable. In anxious attachment, the individual sees himself again worthless, and worries that the 
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individuals he deems worthy of admission will approach him negatively. For this reason, he may react 
by not establishing close relationships with others in order to protect himself. In a cowardly connection, 
the individual is again worthless and the others are perceived as more valuable. For this reason, the in-
dividual is completely enclosed and does not develop any relationship. This situation can be expressed 
by being connected to nothing, not by connection (Bartholomeow, Horowitz, 1991).

Each purchased product may not support the self and value perception of the consumer. A branded 
product does not require immediate formation of the individual’s needs. Attachment occurs only when 
the brand has a strong commitment with the individual’s self-respect. The strongest thing is that one 
sees the brand as an extension of the self. Strong, individual-brand relationships evolve over time, with 
genuine or fictitious individual experiences, autobiographical memories, individual-specific meanings 
and trust. As far as the brand can develop these associations, the individual will regard the brand as an 
extension of him or herself. The fact that the individual regards the brand as an extension of his own 
self-respect causes him to feel so sad and annoyed that he may lose the brand. In this context, situations 
of separation, distress and depression appear to be powerful influences on the individual’s association 
with other individuals (Park, MacInnis, Priester, Eisingerich, Iacobucci, 2010).

Attachment is defined as an emotional and objective relationship between a person and an object 
and is regarded as an emotional and impressive bond in a consumer towards a particular brand. Brand 
affirmation is considered to be a psychological affirmation between the consumer and the brand as a 
psychological variant of the strong and easily unchangeable emotional reactions that express the close-
ness to a brand (Lacoeuilhe, 2000).

According to the attachment theory, as a result of the strong emotional ties between consumers 
and brands, a strong interaction is created between that brand and the consumers. When this interac-
tion associates with affirmation, compassion, love and passion, it forms stronger emotions (Thomson, 
MacInnis,Park, 2005). Attachment is also considered as a psychological affinity between the consumer 
and the brand, and defines brand attachment as a psychological variant of strong and easily unchange-
able emotional reactions that express closeness to a brand (Lacoeuilhe, 2000).

A consumer, socially and individually, by connecting a brand, an object, or a product with symbols 
tries to interpret and claim (Richins, 1994). According to Park, the conceptual features of attachment are 
still not fully explained, despite the growing interest in attachment (Park, 2006). In the first studies on 
brands, more attention has been paid to other consumer behavior concepts on brands such as loyalty, trust, 
attitude, commitment, satisfaction, and preference (Vlachos, Theotokis, Pramatari, Vrechopoulos, 2010).

Implications

Consumer-based branding dimension requires a psychological and sociological point of view that includes 
consumer perceptions, as well as many references to branding and branding in marketing literature. When 
literature is examined, it is seen that there is no association in terms of consumer dimensional concepts, 
and researchers use concepts that are close to each other or have the same definitions under different 
names. One of the aims of this work is to remove the complexity of this concept.

In spite of the fact that the concept of product performance has more common definition, the concept 
of brand preference should be separated from concepts of brand choice process. Besides, in the concept 
of brand knowledge the importance of subjective knowledge and objective knowledge should be studied 
even more carefully in the literature. The self-based brand engagegement is imported from management 
literature but it is useful and emphasizes the importance of consumers actual or ideal individual self on 
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brand engagement. Emotional brand engagement concept is sometimes confused with loyalty, fanaticism, 
dependency, ownership, commitment, involvement concepts.

With high product performance, consumers get functional or symbolic benefits that they desire to 
reach. Consumers will not only benefit from the use of the product, but also have the branded product 
to be perceived as status symbol in the social environment that provides consumers with emotional 
and symbolic benefits. For this reason, enterprises engaged in branding activities should position and 
support their brands in accordance with the expectations of their target consumers. It is the effect of 
the performance of the branded product in the preference of the brand. A branded product in terms of 
consumer benefits is regarded as a product that produces high performance.The consumer will prefer 
products or brands whose performance he or she is familiar with rather than just any other product or 
brand. Besides, consumers, will prefer brands that suit their income situation and show lifestyle. For 
this reason, target consumers expectations from the brands should be identified nad should be taken into 
consideration while brands are positioned in the market.

Risk perception is important in the brand choice of the consumers. Markets that meet continuous 
consumer expectations and do not disappoint them will be perceived as reliable and consumer risk per-
ception will be low. Along with this, it will empower enterprises to analyze consumer needs correctly, 
to be in the right place at the right price, at right time, to create preferences for brands to encourage 
consumers’ purchasing activities. Brand communication management activities will provide brand-
specific messages that reflect all aspects of the brand such as sales personnel and materials, after sales 
service, consultation, maintenance and repair support personnel and materials, and the communication 
media messages used. It is an important requirement that businesses concentrate on subjective brand 
knowledge so that they can become branded and gain competitive advantage.

As a customer-focused and modern marketing approach, businesses need to look at long-term invest-
ment into their branding efforts. For this reason, creating an accurate, consistent, reliable and specific 
subjective brand knowledge in the mind of the targeted consumer will be an important beginning. Con-
sumer experience should encourage consumers to experience products and brands as they will positively 
support knowledge of the subject brand.

Undoubtedly, the performance and utility of the brand obtained by the consumer from the branded 
product are crucial for establishing this subjective brand knowledge. In terms of the brand, product and 
service delivery must be harmonized with consumer expectations, and the brand and the consumer’s 
success performance should be increased. therefore it is aimed to raise the level of consumer satisfaction 
and to increase the consumer value perception of the brand. As a result of this identification efforts of the 
brand with consumers, it can be expected that consumers perceive the brand as a part of themselves. By 
using the path of product performance to brand attachment, it is aimed to be a brand which consumers 
have positive feelings and thoughts about, feel themselves emotionally connected and happy with the 
convenience of consuming. This path should go through the brand’s product performance, brand prefer-
ence, subjective brand knowledge and self-based brand engagement and ends with brand attachment. 
has the branded product and they are

Subjective brand knowledge emerges as an information about emotions that mostly consumers feel 
as an important variable that mediates consumer-focused branding, including brand image. One of the 
important factors that will affect the development of this emotion-based knowledge is the image that 
the brand has in the eyes of the consumers. The positive impact of the brand activities or advertising 
campaigns and the business perceived by the consumers will also bring positive results at the level of 
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consumer-focused branding by increasing the level of subjective brand knowledge of all business stake-
holders such as personnel, suppliers.

The process ownership of brand stakeholders is important in terms of business objectives and 
strategies, as it involves the adoption and internalization of brand strategies in the branding process. In 
constructing brand identities, the use of simple, specific, visual and sensory attributes and expressions 
that the target group can embrace is of great importance for stakeholders to identify with the brand. 
The brands give the consumers information about their identities through the messages they give. To be 
preferred and consumed by the consumers, businesses adapt their brands to match consumer expecta-
tions and finally to reach brand and consumer self-concept overlaps. Subjective brand knowledge should 
create a situation that is deemed valuable by the consumer and overlaps with the self-perception. While 
businesses aim to increase their market share with various marketing activities, they should also study 
compatibility of their brands and aim to increase their brands share in the consumer’s mind. Therefore, 
a business that is trying to prevent new entrances to the market will not be able to lose its place in the 
consumer’s mind. Brands that are valuable and identifiable by the consumer will be considered as one 
of the family members and will make them feel privileged because of this consumption. Depending on 
consumers self-concept, when the consumer purchase a brand he or she desires to feel and show same 
identity and personality what the brands regular users With brand studies, businesses will be in contact 
with consumers in every environment (social, virtual, etc.) and will communicate with the target con-
sumer with the correct price and features, at the right time, in the right quantity and through the right 
media and will provide positive returns to consumers’ reactions and desires.

It is a fact that businesses with limited resources can not afford additional resources for branding 
work. With limited resources they share, businesses should conduct market research and provide well-
defined, targeted products and services to target consumers in order to effectively use the resulting brand 
knowledge through a number of messages over a long period of time. In the essence of the branding, it 
is important to distinguish the brand itself from the market competitors.

For this reason, while consumer subjective brand knowledge is primarily determined by the benefits 
obtained from the branded product, at the same time, the communication of the brand with the consumer 
also gains importance. The messages conveyed along with the products and services should be chosen 
target oriented so that those messages will form a brand image, finally subjective brand knowledge, in 
the target consumers mind which reflects the consumers actual or ideal self concept. While attempting 
to create brand knowledge in minds, the differences between the existing brand identity and the brand 
image formed in the minds should be minimized. Under brand knowledge, there should be no differ-
ence between the brand identity elements offered by the enterprises and the image formed in the mind 
of the consumer of the brand, that is, they should overlap each other. After continius and harmonious 
interactions with the brands, consumers will form positive brand image and be more satisfied and happy 
with their brands.

For businesses trying to create positive brand knowledge in the target mass, the brand-centricity of 
the messages given by all business personnel and businesses will serve as an operational facilitator in 
terms of branding efforts such as brand identity and personality, in the mind of the consumer. As can be 
seen in the research results, there is a full and meaningful mediating effect of brand preference, subjec-
tive brand knowledge, self-based brand engagementbetween product performance and brand attachment 
. The brand knowledge formed in the consumer is evaluated by the consumer’s self-criterion. When the 
identity that the brand desires to be formed finds itself as the self image of the mind of the consumer, 
the brand knowledge will be transmitted to the consumer.The positive brand image formed within by the 
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brand will form a message integrity in the consumer’s mind. This positive and trustworthy knowledge 
on the consumer side will contribute to the link to the brand when it overlaps with the consumer self-
concept image. Consumers will interpret the messages that the brand has reached to them, evaluate the 
brands that they find positively according to their self-criteria, and create a connection to the brand that 
is compatible with the self-respect, that is, the ideal self-respect.

In order to attain brand engagement, brand preference, subjective brand knowledge and self-based 
brand engagement must be mediated through product performance. Direct branding can not be created 
with product performance. A relationship developed over these intermediaries can create a brand affin-
ity for consumers. The attachment can be built between the consumer and the brand with the common 
influence of these two variables. To create commitment, businesses should address the consumers’ selves 
and address their selves. Markets that give more freedom, more satisfaction, peace or difference to the 
consumer, brands that make themselves to that brand identity and personality when they are owned or 
consumed, may be more successful in the consumer’s view. It should be the duty of the brand to try to 
make the identity and personality closer to the consumer.

FUTURE RESEARCH DIRECTIONS

There are several limitations to this study. This study was done by scanning the databases online.The 
research was designed to include a certain number of concepts.It may be useful to extend the research 
to more and different psychological, sociological or markaeting concepts. This study was not conducted 
for any product category or brand. It was not conducted on cultural or cross-cultural effects. A future 
study of different brands and product categories will be very valuable.

In future work, the process of emotional connection can be examined through different dimensions 
of the benefits of various product groups, sectors and consumers. Moreover, the effects of different 
cultural and demographic structures on emotional commitment can be investigated. Future studies will 
support the generalization of this work by designing to work with different product and brand groups or 
different social groups or cultures.
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KEY TERMS AND DEFINITIONS

Brand Engagement: A bond which results from harmonious relationships which consists of consumer 
perceptions and knowledge between a brand and a consumer self-concept.

Brand Preference: A choice that effects consumer decisions among brands that best suits consumers 
functional, emotional and/or symbolic benefit goals.

Emotional Brand Attachment: An emotional tie between a brand and a consumer. A brand which 
isn’t consuming necessary becomes a meaning of life for the consumer.

Product Performance: The capacity of a product to meet the necessary requirements of the consum-
ers of target market.
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Product Symbolism: An individual’s psychological behavior of consuming brands or products as a 
message to the others in a social environment.

Self-Concept: An individual’s subjective opinion and thoughts about himself or herself.
Subjective Brand Knowledge: A collection of information that a consumer acquires about a brand 

using their own resources.

This research was previously published in Driving Customer Appeal Through the Use of Emotional Branding edited by Ruchi 
Garg, Ritu Chhikara, Tapan Kumar Panda, and Aarti Kataria, pages 209-224, copyright year 2018 by Business Science Refer-
ence (an imprint of IGI Global).
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ABSTRACT

India demographic pattern is changing so fast with the growth of youth segment. it is true that today 
youth generation of Indian are not interested in politics or in casting the votes. There may be a possible 
reason the political parties are not able to understand the requirements of the Indian youth segment. 
This research article is a sincere attempt to study the political brand perception and political brand 
selection behaviour of Indian youth with the empirical data. RIDIT approach is being used to analyse 
the empirical data. The results of this present study have depicted a deep insights of Indian political 
branding aspect from the voice of the Indian youth voters’.

INTRODUCTION

Research on political marketing has established itself as a strong emerging area of distinctive marketing 
research (Kotler and Levy, 1969; Luck, 1969; Kotler, 1972; Enis, 1973; Hunt, 1976; Arndt, 1978; Arndt, 
1982; Hunt and Burnett, 1982; Hunt, 1983; Levy, 2002). It is true that the political parties function like 
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a brand and the potential voter uses to choose them like they make their choices about any product brand 
(Reeves et al, 2006). As per the UNFPA report (2014) India has world’s largest youth population and by 
the year 2020 India is set to become the youngest country in the world. Considering the reality, it can be 
said that, today Indian youth generation are not interested in politics or in casting the votes. There may 
be a possible reason the political parties are not able to project themselves as effective brand (Aaker, 
1991, 1996; Keller, 1993; Kapferer, 2004; Lantieri et al., 2009) which can influence, connect or engage 
the youth population of modern India. The study aims to explore the Indian youth perception relating to 
brand image of the political parties (Kavanagh, 1995; Kotler and Kotler, 1999; Schweiger and Adami, 
1999; White and de Chernatony, 2002; Needham, 2005), which may generate interest within the potential 
voters. In this present study, we have tried to apply the Kapferer’s brand identity prism (Kapferer, 2012) 
to find the brand identity dimensions of Indian political parties. The current research revolves around the 
major objective to identify and arrange the different elements or items of the political brand (French& 
Smith, 2010; Phipps et al., 2010; Smith and French, 2009; Winther, 2015) based on importance and 
priorities. The current research has also tried to identify the prevailing lacunae of the political brands in 
India to generate the unique identity and brand values of the political parties (Aaker, 1996).

The outcome of this current research article has portrayed deep insights of Indian political branding 
and marketing scenario from the youth voters’ opinion. This paper has intended to contribute in the area 
of political branding & marketing domain in Indian context. Present article is organized as follows: first 
unit deals with exploratory research with focus group discussion (FGD) relating to political branding in 
connection with Kapferer’s brand identity prism and the review of the literatures on political branding 
and marketing. The next unit was empirical data collection and analysis. At the last unit of the current 
research article deals with results, discussions managerial implications and conclusion.

Exploratory Section for Identifying the Different Dimensions of Political Brands

Kapferer’s brand-identity prism has talked about six dimensions such as Physique, Personality, Culture, 
Relationship, Reflection and Self-image. As we know that political parties functions like a brand and 

Figure 1. Kapferer’s brand-identity prism
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intends to get more supporter & voter. The Kapherer’s model can be replicated in the “light of” politi-
cal marketing. The exploratory phase with Focus Group Discussion (Calder, 1986; Liamputtong, 2010) 
several components or items has come up relating to political brand related component in the light of 
Kapherer’s brand-identity prism, those are as follows: Kapherer’s brand-identity prism (Kapferer, 2012) 
has spoken about six dimensions such as physique, personality, culture, relationship, reflection & self 
–image. First dimension – Physique is a set of brands physical features or attributes which has the power 
to stimulate the mind of the people, when the brand is protected. In the political marketing, this physique 
factor is composed of other dimensions such as belief, faith, trustworthiness and dependability. Second 
dimension- Personality in the Kapherer’s model exhibits the identity of a brand visualize with the existing 
traits inherent the brand, within the personality- sincerity, competence, charisma, boldness or relation-
ship. As the political brand, brand personality is having the mixture of vision and agenda of the political 
party and the charismatic persona of leaders. Where the leaders endorse the brand of political parties 
and political parties select its own leader, which are complimentary to each other. Over all personality 
is established within the society that influence the common people.3rd dimension- the third dimension 
in the brand identity prism is the Culture which actually the core value, principals and ideology which 
talks about a DNA of the political party & shows what for the political brand stands. Fourth dimension 
is Self-image, which functions as the projected depiction that connects with the target group prominently 
and bring closer itself to targeted segment. The supporter of the political parties can associate them with 
the specific political party and prove to be the supporter and have the séance of cultural association with 
the particular political brand, consequently the supporter matches with the culture, value and vision of 
the political brand. Fifth dimension – Reflexion, how it motivates the target group by influencing through 
set of inner psychological components inherent within the brand & how it can trigger the mind of the 
supporter & can create the engagement with the political brand . The basic component of a political 
brand relating to the dimension are ethicality & practicality. The sixth dimension - Relationship talks 
about how a brand symbolize the definite relationship with the brand follower and how it can engage & 
involve the supporter with functional & emotional connectors.

REVIEW OF LITERATURE

Scholarly researches in the domain of political brand and marketing have suggested that success of the 
political brand depending on the some of the important attributes such as belief or confidence (French& 
Smith, 2010; OʼCass & Voola, 2011; Phipps et al., 2010; Smith & French, 2009), trustworthiness (Erciş 
et al., 2012; Habibi et al., 2014; Sorayaei & Hasanzadeh,2013; OʼCass & Voola, 2011; Guzmán & Sierra, 
2009; Hetherington, 1998; Marien et al., 2011; Hooghe et al., 2012), Faith (Bantekas, 2007; Lupu, 2013; 
Leeper & Slothuus, 2014; Petersen et al., 2010) and Dependability (Guzmán & Sierra,2009; Lupu, 2013; 
OʼCass & Voola,2011) built upon the continuous performance of the political parties or brand. Eminent 
researchers have demonstrated that brand personality relating to political brandsare having the strong 
impact on the prospective voters. Here brand personality comprise of vision & development agenda of 
the political party and the charismatic persona of leaders (Bennett, 2012; Guzmán & Sierra, 2009; Scam-
mell, 2007; Smith & French, 2009). Renowned scholars have confirmed that the political brand identity 
is highly influence with that cultural (Banet-Weiser, 2013; Phipps et al., 2010; Smith, 2001; Smith, 
2009; Voeth & Herbst,2008; Winther, 2015) background founded on core value (Freeden, 2006; Smith 
& French, 2009; Jost et al., 2009), principals and ideology (Reeves et al.,2006; Smith & French, 2009; 
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Voeth & Herbst,2008)that represent the DNA of the political brand. Different studies have illustrated 
that image functions as the most important element of the political brand identity and projects the unique 
individuality of the political brand. It comprise of honesty (Smith, et al., 2009; Smith & French, 2009; 
OʼCass & Voola, 2011), social commitment (Henneberg & OʼShaughnessy, 2007; Scammell, 2007) and 
strong practical agenda (McCombs & Shaw,1972; Parmelee, 2014) of the political brand. Reflexion is 
the power of political brand to motivate the target voter by highlighting a set of inherent psychological 
features of the political brands. In the domain of political branding basic component of Reflexion are 
ethicality and practicality of the political brand (Markovic et al., 2015; Needham, 2006; Scammell, 
2007; Singh et al., 2012). Relationship (Fournier & Alvarez, 2012) is one of the most vital component 
of the political brand which helps in creation of the symbiotic relation with the protective voters and also 
symbolises how any political brand is able to engage (Ekman& Amnå, 2012; Hollebeek,2011; Severi 
et al., 2013) its target group emotionally (Grisaffe et al., 2011; Patwardhan et al., 2011 ; Hwang et al., 
2012) or with functional benifite orientation (French& Smith, 2010; Solt, 2008; Zuniga et al., 2014). That 
ensures the long run loyalty of the voter (Markovic et al., 2015; Needham, 2006; Smith & French, 2009).

Considering the growing youth population of India, it can be said that there is a strong need of 
revamping the political environment to boost the nation building activity by leasing to voice of Indian 
youth voters. Though the aforementioned studies have explored the diverse aspects of political marketing 
and branding, but in the Indian context there are less evidences of empirical research in the domain of 
political branding. This gap has motivated us to develop the objectives of our current study:

• To identify the elements which are having influences on political brand selection
• To evaluate & organize the different elements or items of the political brand on the basis of im-

portance and priorities

Methodology

The present study is founded on exhaustive review of national and international literatures pertaining 
to political branding and marketing context. Kapferer’s brand identity prism model (Kapferer, 2012) 
has been followed to understand the different dimensions of brand Identity of political parties in India 
context. To discover the different components under six specific dimensions of the Kapferer’s Brand 
Identity Prism apply to political branding, one systematic FGD (Calder, 1986; Liamputtong, 2010). 
The research is based on 1120 empirical sample of Indian youth voters, collected from different part of 
India. RIDIT analysis approach has been followed to evaluate and arrange the scale items in the order of 
priority related to political branding and marketing in Indian context. There were different expert from 
divorce background, who have contributed significantly in the FGD process and blessed us in having 
the deeper knowledge about the political branding and how the different components of political brand 
could be incorporate under the different dimensions prescribed in Kapferer’s Brand Identity Prism. After 
identification of different components under six specific dimensions of the Kapferer’s Brand Identity 
Prism, relating to political branding and marketing, the component validation were done with existing 
literatures. We have use a real-time data base of the potential youth voters from the diverse online social 
networking communities, it rather a snowballing approach of creation of harvested dataset. With this 
method, we prepared a harvested dataset of 3852potential youth voters. 1258 sample responses of youth 
voters were collected covering the different parts of the India. The empirical data were accumulated by 
effective execution of Web-survey design methodology (Dillman et al., 1998; Dillman, 2000) with a 
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list-based or harvested dataset oriented sample frame (Couper, 2000; Torangeau et al., 2002; Dominelli, 
2003; Fahmy et al., 2005). In the data collection phase we have got only 1120 valid sample responses of 
the potential Indian youth voters. 138 sample responses were discarded because of data insufficiency. 
The description of the 1120 valid sample follows the following pattern or the distribution design: mean 
age of the sample is 27.4 years, female responders are more than 31.74 percent, more than 42.82 percent 
are the graduates and the average per month household income of the sample distribution is Rs.33, 500). 
The whole empirical data were accumulated in between May 18th to July 23rd, 2016. An organized online 
questionnaire (as prescribed by Dillman et al., 2000; Torangeau et al., 2002) was administrated for the 
empirical data collection. Five- point Likert scale were used to collect the sample responses (1-very 
unimportant, to 5 – very important). Skewness and kurtosis analysis have been done on the gathered 
data to examine data normality. In the present research a RIDIT analysis approach has been followed 
to evaluate and arrange the scale items in the order of priority related to political branding and market-
ing in Indian context to determine the most important components of the political brands based on the 
opinions of the youth voters’. We have used Microsoft office excel 2007 to test the RIDIT model as well 
as skewness and kurtosis tests to judge the normality of the dataset.

RIDIT Analysis

In the domain of social-science, studies are often needs to accumulate empirical primary data based on the 
people’s opinions in Likert scales (Fink, 1995; Fink et al., 1998; Peterson, 2000). In social science usual 
practice of analysing the Likert scales based ordinal data by using frequency tabulations, examination of 
central tendency, Z-tests, Correlation analysis, Chi square test, factor analysis or by use of multivariate 
statistical techniques (Neter et al.,1993; Clason et al.,1994; Fink et al.,1995; Sharma, 1996; Hair 2008) 
etc. But, these aforesaid statistical techniques or analytical approaches are not suitable to generate the 
statistics or statistical outcomes, which can be significantly use as the measure to arrange the response 
scale items in an order of priority basis . RIDIT analysis is the method that can process the Likert scale 
data in helping the researcher in arranging the scale items on the basis of importance or priorities. This 
statistical process can also evaluate the relational boundaries between the different scale items. I. Bross 
(1958) propagated the RIDIT analysis methodology for the first time in the field of social science re-
search. The best part of the RIDIT analysis method is that, it is “distribution free” so there is no need 
of prior assumptions related to the population distribution under the research framework (Bross, 1958; 
Fleiss et al., 2003; Wu, 2007).

RIDIT Algorithm

Algorithm recommended for RIDITs study (Wu, 2007) is as follows: Suppose that there are m items 
and n ordered categories listed from the most favoured to the least favoured in the scale, then RIDITs 
analysis goes as follows.

Calculate RIDITs for the Accumulated Reference Dataset

1.  Select a population set to serve as a reference sample data set. In case the population cannot be 
easily recognised then the total response set for the survey might be considered as the reference 
data set.
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Calculate frequency f
j
 for each group of responses, where j = 1, …, n.

2.  2.  Calculate the mid-point collected frequency F
j
 for each group-wise of responses.
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Calculate RIDIT value R
j
 for each group-wise of responses in the reference dataset.

R
F

Nj
j= , where j =1… n 

Here ‘N’ is the total count of sample survey responses in ordinal scale. By description, the expected 
value of ‘R’ for the existing reference dataset is always 0.5 (Agresti, 1984; Bross, 1958; Wu, 2007).

Compute RIDITs and Mean RIDITs for Comparison Datasets

Note that a comparison dataset is comprised of the frequencies of responses for each category of a Likert 
scale item. Since there are m Likert scale items in this illustration, there will be m comparison datasets.

1.  1.  Compute RIDIT value rij for each category of scale items.
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2.  2.  Compute mean RIDIT ρ
i
 for each Likert scale item.
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3.  3.  Compute confidence interval for ρ
i
. When the size of the reference dataset is very large relative 

to that of any comparison dataset, the 95% confidence interval of any ρ
i
 is:
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4.  4.  Test the following hypothesis using Kruskal-Wallis statistics W.
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Here W follows a Chi-square (χ2) distribution with the degree of freedom of (m – 1). If the null 
hypothesis is not possible to accept then test the associations between confidence intervals of ρ. The 
universal norms for understanding the values of ρ has been explained below.

Step 1: A scale item or component with its ρ
i
 value statistically diverge from 0.5 that suggests a sub-

stantial variance in the response or preference patterns among the RIDITs reference dataset and 
the judgement database or dataset for the specific scale component. If the obtained confidence 
interval of the ρ

i
 comprises 0.5, then it is understood that the ρ

i
 value of the specific scale com-

ponent is not meaningfully diverge from 0.5.
Step 2: A substantially low value of ρ

i
 is always favoured over a high value of ρ

i
 since a low value of 

ρ
i
 signifies a relatively less probability of being in an undesirable priority of the responders.

Step 3: The preference types of the scale components with overlay value of confidence intervals of ρ are 
measured, among the different sample respondents, to be statistically unconcerned from each other.

Data Analysis and Results

Results of skewness and kurtosis tests have depicted that their values are very near to zero. The range 
skewness index varies from -0.382 to 0.0419 and range of the kurtosis index differs from - 0.687 to 
-0.325, which are perfectly satisfying the assumption for normality significantly (Groeneveld et al.,1984; 
Horswell et al., 1993; Arnold et al.,1995; Joanes et al, 1998; Kline, 2010). The RIDITs for the refer-
ence dataset is shown in Table 1 based on the survey conducted relating to destination brand choices 
behaviour pertaining to Indian tourism sector. Here we have taken 20 (twenty) components or items 
which may be carefully judged by the potential youth voters of India pertaining to the selection of the 
political brand such components are as follows: Promotion and Campaigning, Honesty, Trustworthiness, 
Dependability, Sincerity and Commitment, Awareness about Past Performance, Social Engagement, 
Competence, Aggressiveness, Relationship with Society, Core-Value, Principals and Ideology, Culture, 
Word of Mouth, Vision, Development Agenda, Personality of the Leaders, Practicality. We have use a real 
time data base of the potential youth voters, the empirical dataset of 1120 respondents has been used as 
the initial reference dataset of Indian youth voters. For the implementation of RIDIT algorithm there no 
such need of high-end statistical or computational software. In this current research we have tested the 
RIDIT model with the help of Microsoft office excel 2007. The RIDITs for the initial reference dataset 
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is being shown in Table 1 constructed on the basis of survey done on Indian youth voters relating to the 
expected characteristics of the political brands and political brand component preference.

It is true that the voters are different and they have their own feeling and perceptions relating to dif-
ferent components or attributes of the political brands but their likings and the preferences may be alike 
or dissimilar. From the above Table 1 it can be observed that the feelings of respondents in the current 
research article about scale items showing the different component of political brand are expressively 
different from each other. The reference dataset for RIDITs analysis (in Table 1) has established that the 
components (in Likert scale) relating to voters’ political brand selection preferences are significantly 

Table 1. RIDITs calculation from the Indian youth voters’ reference dataset

Item V.I.(5) I (4) N (3) U(2) V.U.(1) πi
Promotion and Campaigning 352 522 78 107 61 1120

Honesty 412 457 108 92 51 1120

Trustworthiness 510 377 88 80 65 1120

Dependability 495 382 96 80 67 1120

Sincerity and Commitment 412 457 106 92 53 1120

Awareness About Past Performance 465 380 131 82 62 1120

Social Engagement 499 262 122 121 116 1120

Competence 425 415 123 102 55 1120

Aggressiveness 335 489 123 173 71 1120

Relationship With Society 475 377 87 107 74 1120

Core-Value 382 458 122 95 63 1120

Principals and Ideology 537 382 62 83 56 1120

Culture 502 377 80 91 70 1120

Word of Mouth 375 440 145 103 57 1120

Vision 480 397 95 86 62 1120

Development Agenda 555 365 47 86 67 1120

Personality of the Leaders 507 422 60 81 50 1120

Practicality 417 325 215 108 55 1120

Emotional Attachments 482 362 103 96 77 1120

Brand Respect of the Peer Groups 385 355 177 126 77 1120

f
i

9007 8005 2171 1993 1310 22400

1 2/ * f
i

4503.5 4002.5 1085.5 996.5 655

F
j

4503.5 13009.5 18097.5 20179.5 21831

R
j

0.20 0.58 0.81 0.90 0.97

Notes: 1 – very unimportant; 2 – unimportant; 3 – Neutral; 4 – important; 5 – very important
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different. The computed middle-point gathered the frequency F
j
 for each category of the response data 

specification is as follows:
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That truly validates that similarity and dissimilarity each category of responses (see Table 1). Cal-
culated RIDIT value ‘R

j
’ for each category of responses in the reference dataset.

R
F

Nj
j= , where j =1… n 

Here ‘N’ is considered as the total number of sample responses from the survey data collected in 
Likert scale. For explanation it can be understood that, the expected value of ‘R’ for the reference da-
taset is always considered as 0.5 (Agresti, 1984; Bross, 1958; Wu, 2007). From the RIDITs reference 
dataset in Table 1 we can see that the Indian youth voters are having diverse likings in each category of 
responses relating to political brand related components.

The Kruskal-Wallis W is calculated as follows: W
i

m

i i
= −

=
∑12 0 5
1

2π ρ( . )

From the Table 2 it can be noticeable that the Indian youth voters are having greater chance to ignored 
the components ranked 18th, 19th and 20th in selection of a political brand to cast their votes, the reason 
being that the numerical value of upper bound relating to components of the political brand are more 
than 0.50 (the threshold limit), this signifies the factors ranked 18th, 19th and 20th are carrying greater 
probability to be overlooked by the prospective youth voters. The components of the political brand that 
are within the threshold limits are likely to be considered as the significant political brand related com-
ponents by the potential youth voters. Table 2 has shown that scale items with its ρ

i
 value statistically 

deviate from 0.5 concludes a significant disparity in the views of the sample respondents of the study 
and the relative data set for the exact scale component. A comparatively low numerical value of ρ

i
 is 

preferred over a higher value of ρ
i
 since a low value of ρ

i
 indicates a high chance of being considered 

as a very vital political brand related component by the voters. Above RIDITs analysis has properly 
exhibited that higher the value of calculated W is representing higher degree of possibility to be consid-
ered as the most significant components which influence the political brand selection behaviour of the 
Indian youths. Since the overall Kruskal-Wallis W is expressively very large, so it can be claimed that 
the opinions and liking about the scale items within the sample respondents are statistically different 
from each other.

Table 3 is perfectly demonstrating the political brand related components in an order of priority that 
specifies the likings, preferences and behaviour of the Indian youth voters in selection of the political 
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brand. In one hand political brand related components with greater order of priorities are having higher 
influences on political brand selection behaviour of the youth voters. On the other hand political brand 
related components or elements with less order of priorities are having low influences on political brand 
selection behaviour of the prospective voters.

Table 2. Calculation of RIDITs comparison on the indian youth voters’ dataset

Item 5 4 3 2 1 ρi Rank LB UB W-Calculated

Promotion and Campaigning 0.06 0.27 0.06 0.09 0.05 0.53 19 0.51 0.55 0.96

Honesty 0.00 0.24 0.08 0.07 0.04 0.43 12 0.42 0.45 4.99

Trustworthiness 0.00 0.20 0.06 0.06 0.06 0.38 4 0.36 0.40 16.16

Dependability 0.00 0.20 0.07 0.06 0.06 0.39 6 0.37 0.41 13.55

Sincerity and Commitment 0.00 0.24 0.08 0.07 0.05 0.43 13 0.42 0.45 4.94

Awareness about Past Performance 0.00 0.20 0.09 0.07 0.05 0.41 10 0.39 0.43 8.78

Social Engagement 0.00 0.14 0.09 0.10 0.10 0.42 11 0.40 0.44 6.79

Competence 0.00 0.22 0.09 0.08 0.05 0.43 14 0.42 0.45 4.90

Aggressiveness 0.00 0.25 0.09 0.14 0.06 0.54 20 0.53 0.56 2.09

Relationship with Society 0.00 0.20 0.06 0.09 0.06 0.41 9 0.39 0.43 9.33

Core-Value 0.00 0.24 0.09 0.08 0.05 0.46 15 0.44 0.47 2.10

Principals and Ideology 0.00 0.20 0.04 0.07 0.05 0.36 2 0.34 0.38 22.49

Culture 0.00 0.20 0.06 0.07 0.06 0.39 5 0.37 0.40 14.22

Word of Mouth 0.00 0.23 0.10 0.08 0.05 0.47 17 0.45 0.48 1.36

Vision 0.00 0.21 0.07 0.07 0.05 0.40 7 0.38 0.41 11.76

Development Agenda 0.00 0.19 0.03 0.07 0.06 0.35 1 0.33 0.37 24.98

Personality of the Leaders 0.00 0.22 0.04 0.07 0.04 0.37 3 0.35 0.39 18.70

Practicality 0.00 0.17 0.16 0.09 0.05 0.46 16 0.44 0.48 1.94

Emotional Attachments 0.00 0.19 0.07 0.08 0.07 0.41 8 0.39 0.42 9.85

Brand Respect of the Peer Groups 0.00 0.18 0.13 0.10 0.07 0.48 18 0.46 0.50 0.44

Notes: LB: lower bound of the 95% confidence interval of mean RIDIT ρ
i

; UB: upper bound of the 95% confidence interval of mean 

RIDIT ρ
i

Table 3.  

Kruksal Wallis – W 2164.183

Chi-Square (26-1 = 25 df) 30.144
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DISCUSSION

From the above analysis it can be noticeable that a RIDITs ranks of the individual political brand related 
components in terms of the probability of being considered as significant item according to the prefer-
ences of the potential Indian youth voters. The different political brand related components have got 
their unique relative rank or position. The RIDITs ranks is arranged in following sequence: Development 
Agenda> Principals and Ideology> Personality of the Leaders>Trustworthiness> Culture> Dependabil-
ity> Vision> Emotional Attachments> Relationship with Society> Awareness about Past Performance> 
Social Engagement> Honesty> Sincerity and Commitment> Competence> Core Value> Practicality> 
Word of Mouth> Brand Respect of the Peer Groups> Promotion and Campaigning> Aggressiveness.

The research model in the presence research article has critically analysed the different components 
of political branding on the basis of preferences and importance highlighted by the potential youth voters 
of India. The RIDIT analysis specified that the youth voter of India is having the unique perception about 
the political brands that has been expressed with the different elements of brand mix or components. 
As per the opinion of the potential youth voters’ development agenda of the political brands takes the 
lead role as the political brand selection criteria followed by philosophies and ideology of the political 
brand and personality and charisma of the leader. Trustworthiness, culture, dependability and long run 
vision of the political brand is also been the highly rated components upon which the political brand are 

Table 4. Rank wise significance of voters marketing mix components in the order of priority

Items Rank

Development Agenda 1

Principals and Ideology 2

Personality of the Leaders 3

Trustworthiness 4

Culture 5

Dependability 6

Vision 7

Emotional Attachments 8

Relationship With Society 9

Awareness About Past Performance 10

Social Engagement 11

Honesty 12

Sincerity and Commitment 13

Competence 14

Core Value 15

Practicality 16

Word of Mouth 17

Brand Respect of the Peer Groups 18

Promotion and Campaigning 19

Aggressiveness 20
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being liked by the potential youth voters. Emotional attachment, relationship with the society, awareness 
based on the past performance of the political parties and social engagement are also highly preferred 
components related to political brand. It is true that the political agenda, trustworthiness, culture are 
those components which are supposed to be in line with the society and in this process awareness also 
plays a vital role in projecting the vision, cultural heritage and past performances to built the emotional 
attachment and strengthen the social engagement. Honesty, sincerity or commitments, competence, core 
value and practical approaches are those set of component which in building the political brand person-
ality. It jointly portrays how a specific political brand can be good for the society and country at large. 
It also shows how a political brand can fit with the prospective group of the voters and creates positive 
expectation in the mind of the voters relating to the involvement of that political brand in nation build-
ing. The research have finally indicated that word of mouth, communication, brand respect of the peer 
group, promotions and aggressiveness of the political parties play significantly inferior role in judging 
and political brand because selection of the political brand is individual judgment where they may be 
some impact of word of mouth but how the political brand is been respected by the peer group does not 
play significant impact. It is also true that in promoting the political brands with the different campaign-
ing activities the political brand will be project the positive side of the brand to gain the public support, 
but it is true the youth generation is very smart and they don’t rely on the propagandas projected by the 
political parties. Aggressiveness is that component of the political brand which is not at all preferred 
by the voters. From the above statistical analysis it can be said that personality of the political brand, 
culture, relationship creates a reflection in the mind of potential voter. It creates the emotional attach-
ment and psychological impact that helps the potential voter to associate them with the political brand.

CONCLUSION

Youth population of India is increasing and it is true that India will be the country with world largest 
youth population in days to come. In this situation one of the major issue for a country is to create or 
revamp the political brand which will take up the leadership in building the nation for greater social 
economic development and peace. Our research article has intended to sink deep in the mind of the 
potential youth voters to identify the necessary components upon which the future political brands can 
leverage their competitive advantage and may take the lead in nation building activities. This study has 
several managerial applications in the perspective of branding and marketing of the political institution. 
In India no such significant research work is being done previously to link Kapferer’s Brand Identity 
Prism with the political marketing and branding. Our research article can be viewed as one of the first 
empirically tested evidence that has intended to analyse the preferences of the potential youth voters for 
identifying most prominent factors or components that can construct a political brand which will have 
huge acceptance and political brand-voter fit.

This paper has contributed in the area of political branding & marketing domain in Indian context. The 
present research is having several managerial implications in designing the political brands (Scammell, 
2007; Guzmán et al., 2009;Smith, et al., 2009; Lupu,2013) political marketing mix (Ruiz Bujedo,2000) 
in strengthening the voters’ engagement at a higher level which would lead to better emotional connec-
tion (Grisaffe et al., 2011; Patwardhan et al., 2011 ; Hwang et al., 2012), trust-relation (Hetherington, 
1998; Marien et al., 2011; Hooghe et al., 2012) and high brand engagement (Hollebeek,2011; Severi 
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et al.2013) for the success of the political brands in India to create a high voting intention(Winther et 
al.,2014) among the potential youths.

In the current study number of components related to political brand have been identified and high-
lighted in an order of priorities. This may have the impacts on political brand selection behavior of po-
tential Indian voter. This research article can be beneficial to minimize the gaps in managing the political 
branding initiatives for greater competitive advantage and equity. The socio economic, demographic and 
cultural dimension of India is changing rapidly. In this context the political brand should also change 
itself to be more relevant with the changing environment. Our research article has critically evaluated the 
different dimension of political brand on the perspective of the youth voter. The outcome of the research 
have established that the developmental agenda, ideological background, the personality of the leaders, 
trustworthiness play significant contribution in political branding which projects the culture, vision, 
honesty and commitments of the political brands. That supports in building emotional attachment and 
social engagement (Newman, 1994a; Kavanagh, 1995; Scammell, 1995; Holbrook, 1996; Butler and 
Collins, 1999; Baines and Egan, 2001; Johnson, 2001; Lees-Marshment, 2001; Lees-Marshment, 2004; 
Wring, 2005; Hollebeek,2011; Severi et al.2013) in a better way. The outcome of this research article 
would allow the political brands in restructuring for greater relevancy by following the voting behavior 
of the potential youth.

LIMITATIONS AND FUTURE SCOPE OF RESEARCH

The components of the political marketing that have been discussed in this present research article are 
not fully exhaustive there may be other factors to. This research is limited to empirical samples gathered 
from the Indian youth voter. Though the overall RIDIT analysis shall stand right but still with different 
sample size statistical outcomes might vary. It is expected that future research shall replicate this study 
in the context of different country related tourism marketing research with a different sample size to 
compare how the results differ from the present study.
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ABSTRACT

One of the most important goals of brand managers is to build strong, long-lasting brands. The meaning 
consumers give to brands comes from a dynamic process of interpretation formed in terms of the context 
in which they are used, the socio-psychological nature of their consumers, and the cultures to which 
these costumers belong. By acknowledging the importance of understanding how brands can be built in 
emerging economies, this paper analyzes the case of three brands in three different emerging economies. 
We highlight how successful firms develop their marketing strategies based on their understanding of 
the local consumer market they are serving. Ultimately, this paper is intended to provide managerial 
guidance on the basis of the analysis of brands and consumers in emerging economies.

INTRODUCTION

One of the most important goals of brand managers is to build strong, long-lasting brands. However, to do 
so, brand managers must understand the needs that these brands cover for their consumers. These needs 
will undoubtedly be impacted by the culture of the market, as marketing is a discipline circumscribed 
to context (Sheth & Sisodia, 1999). Indeed, Burgess and Steenkamp (2006) called for more research 
on emerging markets in order to advance marketing science and propose guidelines to conduct such 
research. They placed a strong emphasis on understanding the new constructs (market particularities) 
that past research has not addressed.

Emerging markets bring particularities that are unknown or a rare practice to the industrialized or 
developed countries. For example, the concept of guanxi refers to the “durable social connections and 
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networks a firm uses to exchange favors for organizational purposes” (Gu, Hung, & Tse, 2008, p. 12). 
Guanxi positively impacts sales growth and market shares. Other researchers have acknowledged the 
concept of ubuntu as important for the African context, as it explains consumers’ decisions and the 
power that word-of-mouth has in the market. Ubuntu, or humaneness, refers to “caring and community, 
harmony and hospitality, respect and responsiveness that individuals and groups display for one another” 
(Mangaliso, 2001, p. 24). Without an understanding of these concepts that govern certain cultures, brand 
managers might face difficulties communicating with their customers.

The meaning consumers give to brands comes from a dynamic process of interpretation that is formed 
in terms of the context in which they are used, the socio-psychological nature of their consumers, and 
the cultures to which these customers belong. The purpose of this paper is to understand how strong 
brands are built in emerging markets. First, we will review the existing literature on building brands in 
these markets. Then we will discuss the concepts of globalization, glocalization, and reverse innovation. 
Next, we will address culture and its effects on consumer behavior, following by an introduction of the 
methodology used in the present research and a discussion of the findings. Finally, we will present our 
conclusions and practical implications for brand managers.

BUILDING BRANDS IN EMERGING MARKETS

Scant research exists on building brands in emerging markets; in fact, the available research mostly dis-
cusses how global brands (from developed countries) enter emerging markets and how they are perceived. 
For example, Kapferer (2008) focused on brands of developed countries entering emerging markets. He 
noted how, in emerging markets, companies prefer to enter with new brands rather than using existing 
ones in order to avoid the risk of decreasing brand capital. He also cautioned about the naming of the 
brands, which may cause trouble based on connotations in another region or language; the translation 
might also be perceived as a counterfeit of the “real” product. In another study, Akram, Merunka, and 
Shakaib Akram (2011) found that, in emerging markets, perceived brand globalness positively affects 
both perceived brand quality and perceived brand prestige; these relationships are moderated by con-
sumer ethnocentrism.

Sheth (2011) presented five key issues from emerging markets that are very different from indus-
trialized markets: market heterogeneity, sociopolitical governance, chronic shortage of resources, un-
branded competition, and inadequate infrastructure. Market heterogeneity refers to the fragmentation 
of the market. Sociopolitical governance is the dominance of institutions such as religion, government, 
nongovernmental organizations, business groups, and local communities. It also refers to the presence 
of mono- or oligopolies. A chronic shortage of resources could refer to power, raw materials, or skilled 
labor. In terms of unbranded competition, Sheth argued that the prevalence of unbranded products might 
be a result of poor infrastructure or because of self-produced goods. Finally, an inadequate infrastructure 
can refer not only to a lack of roads or a poor maintenance state, but also a lack of or inefficient com-
munication technologies.

Despite all these constraints, Sheth (2011) defined three comparative advantages of emerging econo-
mies: policy, raw materials, and nongovernmental organizations (NGOs). In terms of policy, he noted how 
governments’ large influence can move the economy by being a large customer to certain industries and 
promoting trade within the country and with other countries. Some governments even have state-owned 
companies, which are sometimes the market leaders that may even become global leaders. In terms of 
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raw materials, emerging economies possess a large base of resources that industrialized countries do 
not have. For example, India has become a leader in IT skilled labor, while countries such as Mexico or 
Brazil have access to multiple sources of natural resources and countries like Russia can provide energy. 
In regard to NGOs, the needs of the emerging markets have moved toward social entrepreneurship. These 
social entrepreneurships have special marketing needs and also have a social impact that is not seen in 
more developed countries. In the next section, we will discuss the terms globalization, glocalization, and 
reverse innovation in order to understand their place and function in emerging economies.

Globalization, Glocalization, and Reverse Innovation

Globalization is the production and distribution of products and services of a homogenous type and quality 
around the world. Theodore Levitt (1983), in his famous Harvard Business Review article, argued that 
globalization is empowered by the mass production technologies. He also stated that the differences in 
tastes and products disappear because global companies impose the tastes of the industrialized econo-
mies. He acknowledged the existence of multinationals that cater to local tastes, but only as a matter of 
convenience because they have to in order to survive, albeit at high costs. He conceived both views as 
mutually exclusive. The perfect example is Coca-Cola and Pepsi, which have worldwide distribution 
with the same formula for every country.

Meanwhile, glocalization is the “tailoring and advertising of goods and services on a global or near-
global basis to increasingly differentiated local and particular markets” (Robertson, 2012, p. 194). With 
glocalization, the brands market the products developed in industrialized countries but adapt them to 
local tastes. Yet not every product has been developed in industrialized markets, as globalization and 
glocalization assume. A good example is McDonald’s menu, where they have a standard line of products, 
but offer custom options such as avocado burgers in Mexico, a teriyaki burger in Japan, and a chicken 
camembert burger in France.

In contrast, some innovations have been coined in developed markets due to their special needs—
mostly, scarce resources. This process has been called reverse innovation, or the “ability to innovate 
specifically for emerging markets” (Govindarajan & Trimble, 2013, p. xiii). Reverse innovation can be 
seen as the opposite of glocalization according to Sheth (2011) because it refers to exporting innova-
tions from the emerging markets to the industrialized ones. One example is GE India’s development of 
a portable electrocardiogram machine. It was invented to serve the needs of the Indian market and has 
since been commercialized in developed countries. Next, we will discuss culture.

Culture

Culture is “a system of inherited conceptions expressed in symbolic forms by means of which men 
communicate, perpetuate, and develop their knowledge about and attitudes toward life” (Geertz, 1973, 
p. 89). Culture refers to everything that influences individuals’ thought processes and behaviors, prefer-
ences, how they make decisions, and even how they perceive the world around them. Culture is acquired 
and learned rather than innate as a set of deep ordering principles (Hawkins & Mothersbaugh, 2012).

Culture can be seen more clearly when travelling from one country to another or even between social 
classes and ethnic groups within a single nation. In many cases, there are no ways to explain particular 
cultural practices because they are regularly due to historical reasons. It is also important to mention 
that, due to cultural influences, individuals behave, think, and feel in a consistent mode with that of 
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other members of the same culture because it seems “normal” or “correct” to do so. Thus, culture affects 
the choice of, usage of, and resistance to products and even the particular brands we pick (Hawkins & 
Mothersbaugh, 2012; Mariampolski, 2006).

Culture is also based on cultural values and principles that affirm what is desirable. The norms are the 
boundaries set on behavior that specify behaviors for particular situations; the violation of these norms 
results in sanctions or penalties. Thus, cultural values lead to norms and the corresponding sanctions, 
which in turn influence consumption patterns. Consequently, culture provides the framework within 
which people and household lifestyles evolve (Hawkins & Mothersbaugh, 2012). It is important that 
marketers understand the nature of culture and the role it plays in human relations because elements of 
culture are interrelated; thus, changing one piece of culture has implications for the whole while a failure 
to understand cultural differences can produce negative consequences (Mariampolski, 2006).

A useful way to understand the differences in consumer behavior across cultures is to comprehend the 
values embraced by different cultures. Many of the values vary across cultures and affect consumption, 
but one of the cultural values that have the greatest impact on consumer behavior is the other-oriented 
values that reflect society’s view of the appropriate relationship between individuals and groups within 
that society (Hawkins & Mothersbaugh, 2012). Hofstede’s (1997) research on culture initially identified 
four dimensions—

1.  Power distance,
2.  Individualism versus collectivism,
3.  Masculinity versus femininity, and
4.  Uncertainty avoidance—and subsequently added two more dimensions—namely,
5.  Long-term orientation versus short-term normative orientation and
6.  Indulgence versus restraint (Hofstede, 2015).

Furthermore, culture has an impact on consumer behavior. Zhang, Beatty, and Walsh (2008) found 
that people from individualistic countries were harder to satisfy than individuals from collectivistic 
ones. Consumers from collectivistic countries tend to be more imitative whereas individualistic cultures 
have a higher tendency to try new brands, products, and services. They are more innovative in their pur-
chases (Steenkamp, Hofstede, & Wedel, 1999). Individualistic cultures prefer advertising messages that 
emphasize individual benefits whereas collectivistic ones prefer messages with in-group content (Han 
& Shavitt, 1994). This phenomenon was more evident for products purchased and consumed socially 
than individually. In the same way, Choi, Lee, and Kim (2005) stated that advertising in collectivistic 
countries contains more celebrity appeals than those of the individualistic countries.

De Mooij and Hofstede (2002) found that expenditures on leisure and entertainment are negatively 
correlated with the power distance dimension of culture. For example, Koreans allocate a higher propor-
tion of their income than their North American counterparts to apparel and education as these categories 
are relevant to communicate their social status, which is a characteristic of collectivism (Chung, 1998). 
In the following section, we will discuss the methodology for this research and the background of the 
brands under study.
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Methodology

The qualitative method selected for this research was the case study. Specifically, we analyzed three cases: 
Natura from Brazil, Kingfisher from India, and Oxxo from Mexico. Data for this study were collected 
from a variety of secondary sources, such as Euromonitor, the brands’ websites, and online news reports.

Natura from Brazil

Natura is a cosmetics company founded in Brazil in 1969 (Natura, 2015). This company differentiated 
itself from other companies by using natural active ingredients in their formulas. Today it is the leading 
brand in cosmetics and direct sales in Brazil and the largest cosmetics maker in Latin America (Antunes, 
2014). It has operations in Brazil, Argentina, Chile, Mexico, Peru, Colombia, and France. Natura es-
tablished itself as the cosmetics leader in Brazil by introducing natural ingredients. Natura is the largest 
corporation with the B Corporation distinction, which is awarded to companies that “use the power of 
business to solve social and environmental problems” (bcorporation, 2015).

Kingfisher from India

Kingfisher is the leading beer brand in the Indian market, with more than 50% of the market (Stock, 2015). 
The brand, which dates back to 1915, is owned by United Breweries Limited (UBL, 2015). Kingfisher 
currently maintains an alliance with Heineken Group, the largest beer brand globally, which owns 42.1% 
of United Breweries Limited (Dhody, 2015).

Oxxo from Mexico

Oxxo is a convenience store chain owned by FEMSA Comercio. The Mexican company was opened in 
1890 and is now a leader in the beverage industry. The first Oxxo opened in 1978 (Oxxo, 2015). It cur-
rently owns 12,853 points of sale between Mexico and Colombia, all of which are owned by FEMSA as 
they do not have franchises. In 2014, Oxxo became the leading competitor in the fast food industry in 
the Mexican market, surpassing McDonald’s, Burger King, Subway, and Domino’s Pizza (Celis, 2015).

FINDINGS AND DISCUSSION

Context

Table 1. presents some statistics about the three countries for the case studies (World Bank, 2015). Al-
though India has a lower gross domestic product (GDP) per capita, it has a very large population, which 
makes it an attractive market for any product. Mexico and Brazil have a lower population, but still they 
are some of the most populated countries on the planet. Another interesting point of fact is the percent-
age of the total population living in rural areas. Although many believe that Mexico is predominantly 
a rural country, almost 80% of its population lives in urban areas; the same could be said about Brazil, 
with nearly 85% of its population living in urban areas. Only India still has a predominantly rural market.
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The percentage of the population living in urban areas has a great impact on the products available for 
each market and the needs they must cover. People in urban areas are usually more related to the global 
market and exposed to foreign ideas, needs, and wants. This exposure helps globalization by allowing 
people to standardize the tastes of the “global culture”; it also helps glocalization because of the need 
for customization for the specific market. Meanwhile, the special needs of emerging economies favor 
reverse innovation. As the old adage says, need is the mother of invention.

One of the commonalities among the three economies studied was the GINI Index, which measures 
the inequality in the distribution of family income in a certain country. The larger the number, the more 
inequality exists. In the three countries studied, the largest inequality is in Brazil, followed by Mexico 
and finally India. This confirms Sheth’s (2011) observation that there is a large heterogeneity of custom-
ers, at least in terms of their income.

Figure 1. shows the Internet penetration in each of the emerging markets under study. In Brazil and 
Mexico, the growth rate for Internet users has been almost the same for the last 10 years, at 174% and 
158%, respectively. Internet penetration has increased more than 6 times in India in the same period, 
from 2.4 to 18%. Despite the large increase for India, compared to Mexico and Brazil, it continues to be 
the country with the smallest penetration per every 100 inhabitants.

Table 1. Statistics from Brazil, India, and Mexico

Country Population 
(millions)

GDP 
(growth %)

GDP 
(per capita, in US$)

GINI 
Index

Urban population 
(% of total)

Deforestation 
(average anual %)

Brazil 200.4 3.1 11,384.6 52.9 85 0.5

India 1252.1 6.9 1,595.7 36.8 32 -0.46

Mexico 122.3 3.6 10,230.2 48.1 79 0.3

Figure 1. Internet users as a measure of the people that gets access to the global internet network per 
every 100 inhabitants (WorldBank, 2015)
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In Brazil, the beauty and personal care market size represents 101,751.1 million BRL (Euromonitor, 
2015c). Natura Cosméticos was the leader until 2013, but in 2014 Unilever Brasil took the lead with 
11.8% of market share against 11.3% from Natura. The favored channel of distribution for beauty and 
personal care products is store-based retailing, with a 72% value; however, non-store retailing is domi-
nated by direct selling (beauty consultants) with a 26.3% value. Natura is widely distributed through the 
network of beauty consultants and has developed a great experience in the channel.

India favors local production because it has heavy taxes on imports, on-trade sale of alcohol, and a 
luxury tax (Euromonitor, 2015a). This complicates the entrance and growth of global competitors, added 
to the fact that there are different taxes in each region. The government has also prohibited the advertis-
ing of alcoholic drinks since 2000. Being a local brand with a long heritage, Kingfisher had a strong 
brand recall for those consumers active before 2000. What Kingfisher did for the newer generations was 
to add to the holding an airline company and paint its beer name on the planes; thus, any advertisement 
for the airline also worked for the beer. The airline is now in bankruptcy, but it served the purpose of 
boosting beer sales.

Mexico’s convenience stores almost tripled in 10 years, growing from 3,433 in 2002 to 12,720 in 
2012 (Euromonitor, 2013b). In the regulatory framework, the opening hours for establishments that sell 
alcoholic drinks can vary from state to state; however, convenience stores in large cities can sell these 
types of drinks without restriction, although there may be some municipalities that consider it illegal to 
sell alcohol after midnight (Euromonitor, 2015b). Oxxo is in a good position to be able to sell alcoholic 
beverages due to its 24-hour format in large cities.

Socio-Psychological Consumer Behavior

Brazil is known for the aggressive and illegal deforestation of the Amazon rainforest. This damage to 
the environment raises high levels of concern about ecology, leading to the trend of eco-worriers (Eu-
romonitor, 2015f). Eco-worriers, specifically in Brazil, are very much concerned with sustainability 
and fair trade. The latter is also linked with favoring local producers. In addition, women are highly 
concerned about appearance and spend a considerable amount of their annual income on beauty products 
(Euromonitor, 2015d). In fact, Brazil became the largest plastic surgery market in the world in 2013 
(Euromonitor, 2015d).

India has been showing economic progress as a rural society that is migrating to the metropolis and 
sending money back home (Euromonitor, 2015e). In India, rural consumers mirror the aspirations of 
urban consumers and look for branded, high-quality products. Although their economy is not soaring, 
they do not settle for lower-quality products just because they cost less. This trend has also positively 
affected the beer market for the producers, because they are now developing more premium brands 
(Euromonitor, 2015a). The majority of people in India belong to the Hindu or Muslim religions, which 
prohibit alcohol consumption. However, urbanization has led young consumers to travel abroad and 
use telecommunication technologies to learn about the Western world, incorporating part of the culture 
transmitted to their own. In turn, young Indians have tasted and consume beer and spirits.

Mexico has a large middle class that includes dual-income households; in major cities, the commutes 
are longer than they used to be in previous years. Thus, the need for convenience foods, such as frozen, 
canned, or prepared foods, has grown as consumers are constantly on the go (Euromonitor, 2013a). There 
is a very rooted tradition of eating on the street, including foods such as tamales, tacos, and pozole. 
Furthermore, Mexico is the largest consumer of carbonated soft drinks and bottled water. Despite the 
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large water consumption, it has different objectives than soft drinks. In Mexico, bottled water is also 
used as a source of clean water when otherwise not available, such as for cooking or bathing babies. 
Moreover, consumers buy alcoholic beverages (mostly beer) from convenience stores. Although cash 
is the most common payment method, the use of both ATMs and debit cards has tripled in the last 10 
years. However, Mexicans only use ATMs to withdraw money and prefer to make other transactions in 
person. Oxxo has leveraged these characteristics of the market by offering a convenient way to get the 
products and services the consumers want (prepared foods, carbonated beverages, and banking services) 
in the same place.

Culture

Emerging economies are sometimes said to be very similar in culture, especially those located in geo-
graphical proximity. However, this might not always be the case. Figure 2 shows the different cultural 
dimensions for the three economies examined in this paper: Mexico, Brazil, and India.

Although the three markets are very similar in various dimensions, in two dimensions, they differ 
greatly: Mexico has a very high score for indulgence, Brazil has a medium score, and India holds the 
lowest score for this dimension whereas Mexico and Brazil have high scores in uncertainty avoidance, 
while India has a medium-low score. In addition, for masculinity there is a visible difference as India and 
Brazil are more alike than Brazil and Mexico. Although all three countries are emerging economies, they 
do not have similar cultural dimensions. Moreover, Mexico and Brazil are both from the same region, 
but they do not coincide in every dimension. As a result, brand managers should be careful in assuming 
they can use the same strategy and the same offer for two markets, even when they are geographically 
close in proximity.

Globalization, Glocalization, and Reverse Innovation in Brands’ Strategies

The three phenomena—globalization, glocalization, and reverse innovation—cannot be separated from 
each other in emerging economies. Globalization and the exposure that the younger demographics from 
India have from Western cultures have led to an increase in beer consumption in that country. Another 
form of globalization is present in their strategies, such as using bathing suit calendars to sell Kingfisher 
beer. That is an import from other economies in order to promote the products. Yet glocalization has 

Figure 2. Cultural dimensions’ scores for Brazil, Mexico and India (Hofstede, 2015)
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also been present as the beer has been changing according to the tastes of the market, which is relatively 
new to its consumption. Political forces have pushed the local development of breweries. In this manner, 
reverse innovation is being put to work now because they will export the knowledge and formulas pro-
duced in India by opening a brewery to produce Kingfisher beer in London. They will thus be exporting 
a locally developed taste to a developed economy.

In the case of Brazil, the global trend was toward beauty and care for the environment. Natura fol-
lowed the global trend and developed a line of products; however, the company catered to the Brazilian 
consumer, with natural active ingredients being provided by the local environment. Natura developed 
the knowledge to manage sales through beauty consultants and use stores in different countries for dif-
ferent purposes. In Brazil, the company opened stores to boost product sales. Meanwhile, in Mexico, 
these stores turned out to be more of a social club to meet other consultants and get training. Now, they 
also operate in France—one of the capitals of beauty and fashion.

In Mexico, Oxxo was created to serve as a distribution channel for the carbonated beverages and 
beers produced by FEMSA in order to boost sales (Euromonitor, 2014). Global trends indicated that 
convenience stores were a format worth exploring. Despite gaining experience in the retail industry, 
Oxxo found that consumers were looking for convenience not only to shop for beverages or last-minute 
necessities, but also to eat fast when not at home, complete bank transactions, buy cellphone credit, and 
even play lotto at the same place and time. With this experience, Oxxo developed a strong information 
system that allowed the company to gather information to increase efficiency and then decided to replicate 
the model in other markets, such as Colombia and—more recently—the US. In Colombia, Oxxo had to 
cater to the specific needs of the local consumers, who demanded a place to sit and eat their prepared 
food as well as more produce in their meals. In the following section, we will provide our conclusions.

CONCLUSION

Once brands are established in their local markets, they tend to look for opportunities in other countries 
and diversify their offer to suit the needs of their consumers. When finding another market to open op-
erations, usually they also look for emerging economies, as in the case of Natura and Oxxo. However, 
as we demonstrated, not all emerging economies are the same. Product use, stores, and services differ 
from country to country, even between regions of the same country.

Globalization, glocalization, and reverse innovation go hand-in-hand in emerging economies. The 
urbanization of emerging economies has promoted the trend toward globalization. People in emerging 
countries also follow global trends. Such globalization is what makes people want to consume beer as 
they see it on TV and want to fit in with more global friends. In addition, they shop at convenience stores 
because both men and women have to work, follow a hectic schedule, and need fast retail outlets. They 
look for natural products because they care about their appearance and well-being.

However, not every detail can remain unchanged; companies must adapt to local markets. Beer needs 
to be adjusted for consumers experiencing its taste for the first time in generations. Convenience stores 
need to offer a place to sit in economies that have a hectic schedule but still like to eat seated. Natural 
cosmetics producers have to use local ingredients to favor local commerce and deliver on their promise 
of fair trade and sustainability.
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In fact, this customization leads to reverse innovation by attending to the special needs of a market 
and then exporting it to others. Kingfisher beer is now being produced in the UK (Kingfisher, 2015), 
Oxxo recently opened a store in the US (El Financiero, 2014), and Natura has operations in France. 
Overall, knowledge of the market cannot be substituted by any theory or prior experience, even within 
emerging economies. Consumers need to be analyzed from a socio-demographic perspective, markets 
should be analyzed for opportunities and constraints, and consumers’ cultural and socio-psychological 
characteristics need to be addressed.

IMPLICATIONS

The meaning consumers give to brands comes from a dynamic process of interpretation that is formed 
in terms of the context in which they are used, the socio-psychologic nature of their consumers, and the 
cultures to which these customers belong. Brand managers should look for opportunities to increase 
their business and brand equity by being attentive to consumers’ changing needs, trends in consumption, 
and other markets, which can be either emerging or industrialized economies. When the company has 
developed a competitive advantage and a brand name, it might innovate elsewhere if this advantage is 
valuable for other markets.
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ABSTRACT

Most theories in brand management, evolved from 20th century economics, rely on a convenient assump-
tion of how consumers should make purchase decisions. In contradistinction, this chapter demonstrates a 
semiological tradition in the context of brand management using a 128-year-old brand, Muthoot Group, 
to expound upon the ways consumers prevalently perceive brands, which then drive their purchase deci-
sions. Just as in marketing, where the focus changed from “economic exchange” to “social exchange,” in 
brand management the focus needs to change from “symbols” to the way people use semiotic resources 
to produce both communicative artifacts and events to interpret them, which is also a form of semiotic 
production. Since social semiotics is not a self-contained field, the chapter historically plots the brand-
building voyage of Muthoot Group, applying semiotic concepts and methods to establish a model of 
brand and extend the scientific understanding of differentiation, loyalty, and advocacy.

ELEPHANT IN THE ROOM

While several scholars and theorists of marketing as well as a myriad of brand practitioners and con-
sultants irrefutably acknowledge the momentous role brands play in generating a company’s value, the 
actual levers that ascertain how a successful brand is created have been unjustifiably advanced solely 
by neoclassical economics and social psychology.

Historians credit a Danish nobleman, Tycho Brahe as the first competent mind in modern astronomy 
who accurately cataloged the movements of celestial bodies in the sixteenth century. Brahe’s assistant, 
Johannes Kepler along with a long list of brilliant physicists that includes Sir Isaac Newton later further 
advanced Brahe’s empirical data to postulate laws of planetary motion. Charles Darwin, a pivotal thinker 
in establishing the fact of evolution, based his heretical theory upon empirical evidence and rational 
argumentation. Advancements in physical and biological sciences, like astronomy, obtain compelling 
evidence after assiduous observations that then lead to bases of theories or postulations.

Semiotics of Brand Building:
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Hult International Management School, USA
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The theory of consumer behavior under the canopy of marketing advanced by neoclassical econom-
ics, however, is not founded on any such empirical observation of how and/or why consumers make 
purchase decisions, develop strong sense of brand loyalty, or become fierce advocates for brands. The 
brand-building process has been fabricated on the convenient assumption that human beings are rational 
animals who make rational economic decisions. The entire body of work in branding is then constructed 
by elementary extrapolations from these specious assumptions. As if humans were equipped with un-
limited knowledge, time, and power of information-processing, these theories in marketing assumed 
that humans made decisions involving rational Bayesian maximization of expected utility in products 
they bought or in services they hired. However, the imprudent assumption of homo economicus does 
not take into consideration any of the mental mechanisms underlying purchase decisions, loyalty forma-
tion, and other consumer actions that include symbolic, hedonic, and aesthetic nature of consumption 
(Hirschman &Holbrook 1981). Run-of-the-mill theories borrowed from social psychology which adhere 
to the neopositivistic perspectives of the hypothetico-deductive approach have also failed to address these 
significant phenomena in brand building methods and approaches.

To comprehend brand building as we are competent to describe it today, one requires a fairly wide 
background of interests and the meticulously cultivated tendencies favoring complexities of processes 
over simple provisional truths and temporarily adequate generalizations. The somewhat lofty goal of this 
paper is to develop a semiotic approach to brand building which finally overhauls the current obsolete 
model of branding that was anointed in the seventies, which has been the standard ever since. The se-
miotic approach to branding draws from the vibrant discipline of Consumer Culture Theory, one which 
not only experientially elucidates how brands are built over time, but also offers a distinctive way to 
identify opportunity space for growth, as well as providing an invaluable construct to encourage more 
successful startups and/or reviving moribund brands. The paper uses the one-hundred-twenty-seven-year 
peregrinations of a representative corporate brand, the Muthoot Group, as a stanchion for understanding 
the web of meanings woven from signs and symbols ensconced in cultural space and time.

If nothing else, this paper illustrates that the semiotics of branding is pure semiotics; the neuroscience 
of branding is all neuroscience; the cultural anthropology of branding is all cultural anthropology; and 
so forth into the future expansion of brand as a science. Interspersed throughout are direct quotes from 
industry experts and consumers served by Muthoot.

DIFFERENT KETTLE OF FISH

On the continuum stretching from the cave paintings of Homo Erectus to present social media updates, 
via the postmodern man, the insatiable need to communicate identity has created an infinite sensory 
palette of both visual and verbal expression, together unfolding the mysterious and elusive power of 
symbols. As states of mind, the distinctive power of symbols lies in their ability to divulge myriad levels 
of reality, otherwise latent, as a means of stimulating the human mind to wider awareness; heightening 
a strong sense of belonging, in order to induce greater recall and memory.

The US-based trade group, American Marketing Association (AMA) recognizes the influence that 
symbols dispense that it 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.”

In 1887 during the days of British-colonized India, Muthoot Ninan Mathai, patron founder of the Mut-
hoot Group, established a business involved in the wholesale of food grains and timber in Kozhencherry, 
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a small town in the Kingdom of Travancore (called Kerala today), supplying rations to large British-run 
plantations. Since mechanization of forest harvest such as power saw, skidder, and motorized tractor 
were absent back in the day, Mathai’s business employed trained elephants to haul logs. The icon of two 
elephants standing trunk to trunk, inspired from the herd that Muthoot used to own to transport timber, 
was astutely used as the company logo in Muthoot’s hauling business (George & George 2014).

Logos induces recognizability and consensually held meanings and expectations of a brand in con-
sumers’ mind. Social scientists of the 20th century evince that the structuralism of semiosis, the mental 
process by which understanding occurs, is germane to a dynamic account of import and tenor. Carved 
out of the semiosic ubiquity, semiotics explicates how a symbol (Muthoot twin-elephant logo) stands as 
a visual shortcut for a specific referent (financial product or service), which then culminates as cardinal 
instruments of interpersonal and/or group persuasion (trust, security).

Even though semiotics relies solely on philosophical and linguistic notions (Nöth, 1990), the syn-
chronical model early semiotics proposes, under the influence of structuralism (Pinson, 1993), offer 
durable, systematic dyadic representation of the Muthoot two-elephant logo (sign), with which consumers 
associate the company’s financial products and services.

To apply the sign-referent relationship popularly called the Signification Model, a theoretical basis 
for science of signs proposed by Ferdinand de Saussure, sign is fundamentally composed of the signifier, 
the form the sign takes; and the signified, the business concept the sign represents. The two-elephant 
icon, the sign, results from the association of the signifier, the Muthoot family behind the running of the 
new business, and the signified, the related tangible value created by Muthoot Group.

In 1939, the business passed to George Muthoot, acknowledged as founder and chairman, who initially 
diversified the company into financial services by starting a chit fund; a home-grown savings system 
to help villagers in rural Kerala towns who did not have direct access to retail banks located in cities.

Since information to consumers should come more in the configurations of already established 
symbol-system, and preserve the description of communicative effects of identity elements, the vener-
able icon of two elephants standing trunk to trunk was continued as the company logo in Muthoot’s 
newly diversified business.

Do symbols really unveil reality? Muthoot’s retention of its logo is a case in point that brand ico-
nography is merely the material markers entirely devoid of meaning. When branding is advanced from 
piffling material symbols to the deliberately conceive realm of symbolism, a collective understanding 
of metaphors, allegories, and extraneous symbolic representations that incite consumer associations 
perhaps begin to get defined. For instance, a wedding ring worn does not necessarily denote that a mar-
riage has occurred. Substituting an entirely different object but nonetheless equally recognizable physi-
cal representation, brides from the Syrian Christian communities of Kerala wear minnu (a pendant) to 
signal marital union. Further, symbols connote disparate set of meanings in different cultural groups; the 
swastika is an ideogram signaling cosmic effervescence to the Hindus, but blazons Aryan racial purity 
in the historical context of Nazi-governed Germany. In Muthoot’s instance, the symbol of twin elephants 
stood for trust more than for the core business service.

Furthermore, AMA’s shorthand definition, fails to acknowledge nor does it even recognize the un-
avoidable mental association and emotional linkages which consumers deliberately create in order to 
intimately orient them with symbols. Perhaps reflecting an attitude of avoiding ‘throwing out the baby 
with the bath water,’ industry representatives and brand practitioners have adopted a second set of popular 
definitions to solely regard the indelible relationship between the signifier and the signified.
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• Walter Landor: Products are made in the factory, but brands are created in the mind.
• Marty Neumeier: A brand is a person’s gut feeling about a product, service, or company.

The concept of symbolism and symbolic process therefore hurls us into the post-graduate departments 
of sociology and anthropology in order to fathom the web of ideas and perceptions that symbol systems 
report them as “created in the mind” or “person’s gut feeling.”

To achieve a consummate understanding of the meanings that the identity markers have embodied 
for Muthoot’s mission, relationships, and business, and to embrace practitioners’ definition of brand, 
Peirce’s (1958, 1931) semiotic model, which has long established roots in philosophy, examines how 
humans connote as well as denote (Short, 2009).

Figure 1. Application of Saussurean model of signs to the Muthoot brand
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Unlike the Saussurean legacy derived from linguistic leanings, Charles Peirce, motivated by original 
pragmatism, described a sign as a triadic, dynamic, and irreducible constituent, and viewed semiosis as 
an active influence on human cognition. The three-part framework of signification:

1.  The Representamen: Muthoot’s brand name; what the brand stands for;
2.  The Object: Finance services as a referent that the sign refers;
3.  The Interpretant: Consumer’s interpretation of trust, or the sense effect on the consumer.

The efficacious interaction among representamen, object, and interpretant referred as semiosis de-
termines how a brand is built over time.

The Peircean Model includes academic definition of a brand as an iconic sign to signal the imitative 
source and explicit representation of the product. This framework also includes the practitioner’s ap-
proach who view a brand as an indexical sign that involve cause-and-effect relationships; as an array of 
meanings, promises, and expectations of a consumer. Brands are also symbolic signs of meaning; that is, 
open to interpretation like language, which the paper explores in later sections using Muthoot as a prop.

Figure 2. The semiotic triangle
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Muthoot’s service-related perceptions, designated as ‘interpretant,’ affords a foothold to understand 
three categories of sense made of sign:

1.  Functional aspects of Muthoot’s services as direct interpretant;
2.  Attitudinal aspects of Muthoot’s services as transitory interpretant;
3.  Experiential aspects of Muthoot’s services as absolute interpretant.

The evolution of the Muthoot’s business with the retention of the twin elephant logo suggest the 
symbolic meaning seems the clearest logical route to confirm the supposition the cloud of mysticism 
and mystery that surrounds symbols.

TALKING TURKEY

In 1971, the refashioned Muthoot Bankers expanded its homegrown financial services to lending money 
by using gold jewelry as security, which proved a boon to the embarking Indians of lower economic class 
as state-owned retail banks believed it was risky business (George &George, 2014). Low-skilled workers 
from Kerala state in India migrated in large numbers in the seventies and eighties, referred as the Persian 
Gulf Boom; the timely and useful loan that Muthoot provided met their impending expenses toward visa 
and air passage and the starting of their new life.Though India’s young men and women graduate high 
school with exceptionally high grades, the odds of getting admitted into a program of their choice are 
staggering due to intense competition. Many fled to universities abroad. Muthoot’s loan came in handy 
to parents, enabling them to finance their children’s education.

I am a retired banker living out of my pension. Without Muthoot’s timely loan, I could not have financed 
my child’s education expenses as medical school tuition is very high. I availed loan beginning of each 
academic year to pay my child’s tuition fees; he is now in the final year. I am thankful to Muthoot for 
the timely help. – Usha (retired banker)

Muthoot Finance, as it was called in the nineties, grew to one-hundred-fifty branches all over India, 
under the current Chairman, M. G. George who joined the family business in 1979 to aggressively lead 
Muthoot’s market expansion.

Though the core business evolved from homegrown chit fund to gold-lending business, the twin 
elephant symbol and the Muthoot brand name remained as identity markers for consumers thereby 
transferring positive perceptions into Muthoot’s newly established service offerings. The universal se-
mantization of symbol usage of the new business service, referred as object in semiotics parlance, was 
favorably converted through the continued possession of positive interpretants. Cultural theorist, Jean 
Baudrillard (1968) contends that objects lose their material and functional status by their integration 
into object systems; amply evidenced in Muthoot’s brand voyage from a proprietary organization to a 
partnership, Muthoot Bankers, to a non-banking financial corporation in the new millennium to a public 
limited company today.

To effectively fuse multifaceted semiotic inquiry of changing objects to produce a comprehensive 
model of brand building in Muthoot’s context, Morris’ (1946) definition of semiotics is invaluable:
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The science of signs. Its main subdivisions are syntactics, semantics, and pragmatics. Each of these and 
so semiotics as a whole, can be applied, descriptive, or pure. Pure semiotics elaborates a language to 
talk about signs, descriptive semiotics studies actual signs, and applied semiotics utilizes knowledge 
about signs for the accomplishment of various purposes.

From the three correlates, Morris deduces three dimensions:

1.  Syntactics studies the relation of given sign vehicle to another;
2.  Semantics examines the relationship of sign vehicles to their designata;
3.  Pragmatics inquires relationship between sign and its interpretants.

Applying Morris’ triadic relation of semiosis, on the syntactic level of sign-sign relationship, elephants 
have been subject of a broad spectrum of cultural depictions in Indian culture, religious traditions, my-
thology, and symbolism. One of the popular gods of the Hindu pantheon, deity Ganesh, is portrayed 
as a human with elephant head. Lord Indra rode on an elephant. In Islamic tradition, Muhammad was 
born in the Year of the Elephant; medieval artists depict the killing of Eleazar the Maccabee and a war 
elephant in the Judeo-Christian tradition.

In a personal conversation, Alexander George, Director of Muthoot Group, who belongs to the fourth 
generation of leaders in the Muthoot family, passionately described how the elephant embodies the com-
pany. The two large ears that keep Muthoot alert to consumer feedback or grievance; the small mouth to 
talk less, but work more; the long trunk signaling Muthoot’s curiosity to understand customer’s needs 
better and deliver more value; the mighty head underscoring a long and accurate memory. The Executive 
Director of Muthoot Group, G. M. George, affirmed the slow movement of the behemoth guides Muthoot 
to maintain balance despite its immense strength. This semantic self-dialogue, the most enduring aspect 
of Muthoot’s semiotic legacy can be applied into descriptive metalanguage to be understood as codes 
within the consumer ecosystem in a wider social context.

Unlike vision or mission statements, brand strategy cannot just be hung on the wall. Strategy can only 
be known through the interconnected string of decisions a brand takes over a period of time. Muthoot has 
always emphasized its ‘generations of trust’; commitment to trustworthiness, ethics, values, reliability, 
dependability, integrity, and goodwill in every business decision it takes (Muthoot, 2014). As Morris 
would contend, brand strategy is an observational normative doctrine; knowledge internal to Muthoot 
derived by abductive reasoning from external meanings that the brand projects.

Considering Muthoot’s rich and varied history in financial services as its main object of signs, the 
brand as a symbol is a static vision of a banking sign structure semantically. Even if gold-pawning is 
deemed a hoary trade, a century and quarter years of trust built on customer relationships, paraded by 
the twin elephant symbol, consecrated the brand with respectability. To operationalize the vast reserves 
of household gold, Muthoot needed to create a craft-like process that enabled it to look reputable with 
customer-friendly branches reaching out the rural India. Because the gold loan process can so easily 
project the appearance of a shady pawn broker, so did transparency in the loaning process create a pow-
erful halo effect on other dimensions of brand value.

I came to know about Muthoot from my neighbors; my relatives also utilized their services a few years 
ago. Based on their feedback, I decided to pledge gold with Muthoot. Being a working woman, I always 
had a dream to own a penthouse in Delhi, but I was never able to figure how to materialize my dream 
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with my salary. Once I knew about Muthoot Gold Loan from my relatives in Bhopal and my neighbors 
here in Delhi, I decided to take a home loan. I can’t be a happier woman. I am fully satisfied with the 
services. I had a positive experience with them; their staff was helpful. – Romsha Srivatsava (works at 
a private company in Delhi)

On the pragmatic level, the third correlate of Morris’ triadic relation of semiosis, Muthoot sign can be 
taxonomized as intrapersonal, interpersonal, and societal. As culturally-determined activity, symbolism 
unfolds ideological aspects of symbolic perceptions that point one’s feet in the direction of the philoso-
pher’s stone. Direct experience of brand is concrete, while described experience of a brand is abstract. 
In branding, the object of symbolism is the enhancement of what is symbolized. This enrichment to 
symbolic meaning occurs when brand stories are recited by various authors: company, culture interme-
diaries, critics, retail sales personnel, and customers. Symbolism, the tenacious glue which consumer 
groups invent to conscientiously apply to sense-markers, then yields a subtle logic of social nature to 
consumption, though they may very well be non product/service-related perceptions. In all, evaluating 
the brand image of a brand identity is of great import; that is, the pragmatic component of semiotics. It 
is often the case of not what the brand stands for, but what consumers think the brand stands for.

Consequently, this new brand model, a modification of Nauta’s semiotic framework (1972), offers 
adequate explanations of the consumer’s behavior, which go far beyond brand’s functional aspects; 
brands must be understood as a linking value given the status of that of a partner in the manufacturer-
consumer relations. Whether through fierce advocacy or genuine loyalty to brands, brand meanings are 
transferred to the self through purchase and consumption rituals (McCracken, 1993). This relational and 
symbiotic perspective where both brand and symbolism live and grow with one another, akin to sym-
biosis in biology, can be defined as the ‘living together of two or more entities to their mutual benefit’ 
(Cooper, 1979). This symbiotic process of aligning identity with image which unifies consumers and 
brands occurs through various customer touch points: brand awareness, product contact, transaction, 
consumption, and communication.

This tripartite semiotic classification of syntactics-semantics-pragmatics identifies the Muthoot sign 
as the fundamental vehicle connecting its financial service as an object to trigger positive consumer 
perceptions and reactions. To translate and transfer the insights from our multi-cultural, global consumer 
ecosystem to the branding world, this semiotics-inspired new model of brand, which includes key ele-
ments of consumer culture and its impact on collective consumer perceptions and behavior, can amply 
help marketers and brand owners to weigh how symbolism impacts product or company perception than 
focusing on mere symbols which represent them.

THE DUCKS IN A ROW

Not only are the Indians compulsive about hoarding gold, there is also the matter of emotional value 
attached to the gold they possess. Gold is an appreciable asset commanding long term value, a tag for 
being a safe haven. More importantly, gold is a symbol of status and wealth to man across many cultures 
and geographies. To the Indians, it is carries a higher perceived value for the great religious significance 
gold imports and high emotional quotient; it is an auspicious metal bought and gifted for various pur-
poses on different occasions and religious festivals. Hence, Indians typically have a sense of personal 
belonging to the gold they own, be it in the form of ornamental jewelry, coins, or bars. Jewelry made of 
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the metal is an essential part of the Indian dowry system that bride’s parents give to their daughters at 
weddings to help them embark on their new lives.

Because of the high emotional value gold exerts, many Indians decide against the idea of pawning. 
Some who do pledge gold for quick access to money are extremely cautious because Indian pawn brokers 
and pawn shops have a somewhat seedy reputation. Privately owned businesses and mom-and-pop owned 
pawn shops have a long history of shady practices of deceiving their customers while making loans in 
exchange for gold as collateral. They are notorious for deluding loaners through faulty assessment of 
the metal and then defrauding them with high interest rates.

On the other spectrum of the consumer ecosystem where security or cheating was not a concern, 
people required to pledge something that represents so much to them simply don’t feel comfortable. Gold 
is weighted with meaning. Gold is their ancestral treasure saddled with sentimental and emotional value.

If one part of the brand tapestry was how the brand wants its customers to perceive it, the other part, 
equally vital, was what the brand does for identity to be transmitted and impressions to be created. The 

Figure 3. Semiotic trichotomy of brand model
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heavy responsibility rested on Muthoot to create and maintain right perceptions to operationalize the 
all-powerful yellow metal.

Finally, it is consequential to discuss perception in the context of Muthoot, especially when one of 
their competitors shares the same brand name. Muthoot Pappachan, brother of George Muthoot, rec-
ognized as founder, established Muthoot Pappachan Group, which today is a diversified conglomerate 
with a presence in multiple industries cannibalizing customers from the Muthoot Group, focal brand of 
the case study presented. Muthoot Fincorp, a finance company, caters to the financial needs of retail and 
institutional customers, stylizing itself with products such as Express Gold Loan.

The study of perception - building blocks that are essential to the consumer’s inquiry into aspects of 
branding - takes us to an area of discourse beyond the productive application of behaviorism in psychol-
ogy for a number of reasons. First, perception is not merely a behavior; it is an intricate process defined 
physically, mentally, and culturally. Second, the physical aspects of perception center heuristically in 
the realm of neuroscience, which is still an arcane subject of conjecture and experiments utilizing non-
invasive, surgery-free EEG or fMRI brain scan techniques.

Which of the two circles in the center is bigger? The one on the right? Herman Ebbinghaus, a Ger-
man psychologist, who pioneered the experimental study of memory, has been credited with devising 
this illusion (sometimes called Titchener Illusion). The two circles in the center are of the same size; we 
cannot undo this illusion by will.

The Ebbinghaus Illusion reveals a quintessential feature of the human neural system: relative per-
ception. The cognitive contrast due the apparent differences in sizes of circles between the adjacent 
or surrounding elements creates distortions in behavioral responses (Coren et al., 1976). Human brain 
cannot perceive in absolute terms; objects influence us by their surrounding and how consumers have 
seen them in the past. A handbag at the price of $50 in an upscale fashion store may seem cheap, if it 
is surrounded by more expensive bags. The same bag at the same price will be overpriced if sold at a 
typical department store, when surrounded by inexpensive bags. Any familiar product has a prototypic 

Figure 4. Ebbinghaus Illusion
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price, which is different for each consumer, depending on their past experience with the product (Posner 
& Keele, 1968). Similarly, the prototypic price for a bottle of wine can be $10 or $100. Brand managers 
familiar with visual after-effects and prototypes can make use of this knowledge from basic perceptual 
neuroscience. It is fascinating that this contrast principle remains, even if the perceptual distortion is 
well-known.

Just as with images, all symbols are polysemous. During the development of brain, even words, the 
foundational molecules of language, seem as symbols, and language itself experienced as a nomencla-
ture because its existence precedes brain’s understanding. Research today has established brand identity 
designs connote symbolic meanings. Visual properties and marketing communications influence brand 
perceptions: typeface design or lettering style affected brand meaning (Childers & Jass, 2002); relative 
height impacted brand personality recognition (Van Rompay et al., 2005); and logo shape influenced 
consumer-brand relationship (Zhang et al., 2006). For instance, Walmart recently rounded (perceived 
harmonious) its sharp (perceived dominant) uppercase letters of its typeface to signal the emotional 
benefits of shopping there, and how it helps customers to live a better life.

Moving into the consideration of symbolic perception, which by the way has taken many of hours 
of culture-specific sensorial experience before gyropilot cognition takes place, our concern with fields, 
organizations, situations, and relationships (constantly in motion) shifts the framework of discourse. 
Consider the stimulus of freshly brewed coffee. It’s almost instinctual to visualize mothers brewing cof-
fee in the kitchen or think of a favorite coffee shop. Since humans grow up with the concept of associa-
tion of family gathering with the flavorful smell of coffee, the brain sets itself in an autopilot mode to 
form an indelible frame of reference; this symbolical framing effect is paramount to branding products 
and services. The mental processes of selective perception, which integrates attention, intuition, and 
retention, determines how consumers make decisions and behave almost as if human brains were on a 
self-steering, rapid cognition mode (Kahneman & Frederick, 2001). After reading this sentence, you 
will realize that the the brain did not recognize the second ‘the.’ The specialized structures in the human 
brain, developed over years of reading, sets itself in this autopilot mode. Perhaps this also explains why 
it can be very challenging to many to proof-read their own writing.

When brands are thought as frames, sensory adaptations and symbolic perceptions can be created, 
controlled, maintained, or altered. The prototype theory expounds many effects of this adaptation; it 
proposes brain mechanisms governing visual learning are based on perceptual averages or prototypes 
(Posner & Keele, 1968). A number of Americans who live in the New England area give pine tree as 
response when asked for an example of a tree; those in India would rather mention coconut or mango 
trees. Prototypes are very culture specific and depends on the individual’s past experiences that form 
‘cultural codes’ in their selective perception of their physical environment.

Taking the discourse back to the focal brand in discussion, little argument denies that first, consumers 
perceive the gold loan environment precariously though a grave need of quick money exists. Second, 
consumers are set against a framework of previous impressions of shady pawn brokers, their fallacious 
estimation of gold or their extortion of unreasonably high interest rates. And finally, Muthoot’s own 
competition from the sharing of brand name by Muthoot Pappachan Group.

Muthoot did things differently and did different things to repair consumer perceptions of the gold-
pawning business. In order to revolutionize gold banking, Muthoot went where its consumers existed in 
remote rural geographies of India to serve a large populace who were in dire need of funds but who did 
not have access to scheduled banks to issue formal credit. By processing loans to the commoner who 
could not associate with organized banking, Muthoot fashioned itself as a bank. The integrity of a bank 
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is its safety. Muthoot provided a secure environment to safeguard the gold deposited by building armored 
vaults and strong rooms in every location it served to claim protection from thefts, fire, natural disasters, 
unauthorized use, and other threats. Every branch is installed with CCTV and a surveillance system.

Significant aspects of superior financial service are the ease and pace to perform its basic function, 
the ability of the front-line personnel to actively listen to a customer, demonstrate a sizable measure of 
empathy and concern. In the human-focused business, service quality is derived from the interaction of 
Muthoot’s employees and its customers. In order to create customer satisfaction, every Muthoot frontline 
employee needed to be satisfied with his/her job (Herzberg, 1987, Heskett, et al., 2008) and adapt service 
offering to fit specific customer needs (Gwinner et al., 2005). In order to make the customer satisfied, 
Muthoot strives to make the employees satisfied, thereby driving their productivity and Muthoot’s ex-
ternal service value to its customers.

Seven years ago, I came to know Muthoot through an advertisement I saw on cable television. The ad-
vertisement said that cash seekers can get loan in under five minutes. I used to run a declining leather 
goods business then. I was eager to know more that I went to nearby branch in Nehru Place. I availed 
the loan against gold to change my line of business. Today, I own a fleet of automobiles. I have also 
pledged gold with Muthoot’s competitors, because I was getting a higher value, but I have always come 
back to Muthoot because of the trust I have with them over time. I have been dealing with Muthoot for 
seven years now. I have dealt with a few of Muthoot’s branches, and my experiences with them have 
always been good. – Vinod Kumar (owner of small business in Delhi)

Figure 5. Muthoot strongroom
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Employees at all levels undergo rigorous training in the multi-step gold quality appraisal process, 
which involves chemical and sound tests. Extensive indoctrination to customer interaction and etiquette, 
service sensitivity, and customer grievance are built into the standardized employee training module. In 
a world where every corporation talks about corporate governance, Muthoot implants self governance. It 
advises its customer-facing and management staff to exercise necessary functions of power without the 
intervention of supervisors, thus empowering Muthoot staff to swiftly take decisions on routine matters 
independently. Today, Muthoot boasts of their five-minute gold sanction process and service quality that 
truly demonstrates their service delivery, which has aptly served as a brand differentiation. Muthoot’s 
billboards gloat about their loan transaction speed.

The greatest challenge, however, was the brand name confusion among customers seeking fast cash. 
One customer quite astutely stated that her friends who suggested Muthoot reminded her of the Muthoot 
with red elephants. Color red activates pituitary gland; the visceral response makes red attention-grabbing, 
energetic, and provocative (Attrill et al., 2008). On the other hand, Muthoot Pappachan Group has a 
weak “P” emphasizing on Pappachan than Muthoot as brand logo in forbidding turquoise colors. Color 
semiotics draws upon emotional and visceral impact of colors, and meanings of colors are dictated by 
culture. The influence of color on psychological functioning, such as attitude formation, mood, etc. is 
as pervasive as it is subtle and provocative. In color semiotics, turquoise stands for emotional balance 
that heightens levels of creativity and enhances inner healing through its ability to enhance empathy and 
caring. None of which bode well in the customers’ perception of creating an urgency, dynamism, (Hill 
&Barton, 2005) or promisingly differentiating it with the Muthoot Group.

Figure 6. Customer-centricity via employee-centricity
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From babies to barroom brawlers, humans advance from a static level of thinking based on inceptive 
imprints to symbols to a kinetic level of thinking where they create meaningful thoughts surrounding 
symbols. Research has shown in infinite detail the way people, regardless of their age and/or experience, 
are fully capable of shifting from a passive state of mind to a much more complex pattern of thinking; 
one where they are shown to be fully capable of creating meaningful symbols and thoughts. Symbols 
and pictures without emotion, or affect – that is, without meaning - create memories without meaning, 
like the “P” symbol of Muthoot Pappachan Group. To create a meaningful symbol, like the vibrant, red, 
twin-elephant symbol the image must be invested with consistent repetition, meaning, and emotion. 
Meaningful symbols invest the consumers with affect the same way impersonal objects, such as the 
golden arches symbolizing McDonald’s or concepts, such as the sixteenth-century Norse woodcut of 
the twin-tailed mermaid (or Siren) personifying Starbucks, require emotional investment if they are to 
become relevant and speaking symbols. The second condition observed in the case of Muthoot’s symbol 
provides evidence that perception should be divorced from the company’s service or action. The devel-
opmental process that enables a consumer to separate perception from action provides the missing link 
in understanding symbol formation and higher levels of consciousness, thinking, and self-reflection.

GUNSHOT STARTLES A HEARD OF ANTELOPE

India’s deep association with former U.S.S.R. and its fanciful predilection for a socialist state deceler-
ated economic growth with absolutely no market-reforms, and thereby India insulated itself with eco-
nomic progression. For forty-four years India, like the former Soviet Union, was a centrally planned 
industrialization of an agrarian, fragmented land, a confluence of Jawaharlal Nehru’s industrialization 
dreams with Mohandas Gandhi’s rural ideology. A political and economic earthquake rocked India in 
1991 when it elected the first non-Nehru clan Prime Minister, P. V. Narasimha Rao to lead Congress 
and India. He then boldly dismantled its socialist-inspired framework under the auspices of International 
Monetary Fund. As India diligently pursued economic reforms, a new segment of customers of potential 
entrepreneurs opened up to Muthoot. Liberalization may have proceeded in fits and starts in the 90s, but 
Muthoot infused large capital, demonstrated value, and increased the intensity of entrepreneurial spirit 
in India. In all, Muthoot responded well at India’s second independence.

Independent research into how Muthoot’s gold loan helped entrepreneurs corroborated how Muthoot 
went about targeting the segment of entrepreneurs.

For small business owners like me, Muthoot became an easy source of credit. I use gold as an instant 
credit tool. I run my business successfully, but always face liquidity issues and need to purchase parts 
that go out of stock. With loan from Muthoot, I can keep a good amount of inventory and do not face 
stockout of the auto spare items in my business. – Sanjay Sethi (owner of auto parts business)

In fact, Muthoot has a book in the planning stage entitled ‘One Hundred Tales of Hope’. It contains 
pertinent examples of both entrepreneurs and its own customers who validate the core values of confi-
dence and trust Muthoot has championed throughout its business history.

Though classified as non banking financial company, Muthoot rapidly evolved from a mere adjunct 
to monetary and credit policies to an active participant in the mainstream financial sector in the new 
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millennium. Launching from the gold lending platform, Muthoot expanded into other financial segments 
ranging from money and foreign exchange to shares and commodity trading.

Recognizing that consumers prefer a brick-and-mortar institution with a wide national presence, Mut-
hoot rapidly increased its locations in the length and breadth of India, thereby successfully transforming 
consumers’ perception of gold loan from a distressed product to a lifestyle product.

Brand image is an intangible asset that generates value for corporations. Research on marketing 
advantages yielded by robust brand building efforts and related constructs has been substantially exten-
sive (for reviews, see Albert, Merunka & Valette-Florence, 2008), finding brands to be associated with 
advocacy and positive word of marketing (Keller, 2007), consumer loyalty (Carroll & Ahuvia, 2006; 
Thomson et al., 2005), brand trust (Delgado-Ballester et al., 2003), brand attachment (McAlexander et 
al.2002), willingness to pay price premium (Steenkamp et al., 2010), and forgiveness of product failure 
(Bauer et al., 2009), among other coveted outcomes. G. M. George and Alexander George, Directors 
from the fourth generation of Muthoot family, believe the true branding advantage was an outgrowth of 
their trusted interaction with customers. From this interaction that made customers feel valued, inspired 
loyalty and incited advocacy to the Muthoot brand. It’s the Muthoot’s customers who then transcend as 
sales people for the brand through word of mouth marketing. (George & George 2014).

I did not care to check with Muthoot’s competition. My neighbors had a positive loan experience that 
they recommended me to pawn my gold with them. It was the trust created through word of mouth that 
I preferred Muthoot. Muthoot rendered excellent customer service; my own experience with Muthoot 
has been positive. The loan helped me maintain a proper stock of all the models of air coolers in my 
warehouse. I was able to purchase these coolers on cash from suppliers, because of which I was able 
to negotiate a great price that in turn increased my profitability. Since air conditioning is a seasonal 

Figure 7. Growth of Muthoot branch locations (2005-2014)
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business, I’ve always faced cash liquidity issues and could not maintain a proper stock before I went to 
Muthoot for help. – Shafiq Ahmed (owner of Air Cooler business in Delhi)

Dominating influence of economics and psychology rooted in share of wallet and share of mind 
can inhibit the brand building process to the denotative and personal connotative levels. Brand build-
ing models has had an intense focus on the essence of the brand and its strength of mental association 
between the product and its benefits and brand persona. Until the dawn of the new millennium, Muthoot 
brand, though successful, was confined to the lower rungs of the brand pyramid delineated in Figure 8. 
In order to climb to the status of reputable brand, Muthoot shifted its focus to broader and deeper issues 
surrounding sustainability, accountability, and governance for doing societal good. Muthoot addressed 
areas such as, financial inclusion, medical assistance to the lesser privileged, education for poor, and mar-
riage assistance among others to transform rural and semi-urban communities of India in its triumphant 

Figure 8. Brand pyramid
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march of the corporate social responsibility (CSR) movement. The Muthoot Group catalyzed rural and 
urban economies through timely, adequate, and affordable credit; with outstanding loan accounts of over 
six million and additions through financial inclusion in new geographies as well as existing locations, 
business per branch increased, enhancing profits, dividend payout, and shareholder wealth (George & 
George, 2014). Muthoot provided financial support to the economically weaker sections of the society 
through free medical treatment at their hospitals, marriage assistance to girls, educational facilities to 
disadvantaged children many of whom were the first generation in their families to be educated, public-
interest projects, environmental preservation through tree plantation drive in collaboration with the De-
partment of Environment, and green school program promoted by Center for Science and Environment, 
and post-disaster relief management. For Muthoot’s efforts to integrate India’s marginalized into the 
mainstream and pro bono activities aimed at causes of benefitting the rural poor, women, and children, 
Muthoot was presented with the Golden Peacock award, regarded as a benchmark for corporate excellence.

Muthoot entered the world of society to compete for culture share. Brands rise to iconic stature when 
they compete with other popular culture products, namely: movies, sports, music, television, video games 
(Holt, 2004). To create memorable stories in the collective nation’s culture, the augmented definition 
of brand embeds the extremely successful microanalysis of individual consumption of brand into a new 
analysis of cultural interaction.

Adding to the accumulation of evidence, Indians love for cricket, a quintessentially British sport, is 
inevitable. When cricket went through an overhaul in the new millennium, truncated to twenty overs a 
side from a game played five days long for over one hundred fifty years, the new, ostentatiously glitzy 
version of the game not only brought the game closer to the timespan of other popular team sports of the 
world, but it rightly fit the bill of three-hour evening’s family entertainment. Muthoot’s meteoric growth 
and climb to iconic status came in the noughties, when Muthoot sponsored a bright red jersey-wearing 
cricket franchise, Delhi Daredevils, in the Indian Premier League (IPL), riding on the novelty of this 
unmatchable icon-building. By immersing the Muthoot brand into the populist world, source materials 
in the realm of social connotation began to pinpoint in emerging cultural opportunities.

As chief sponsors, Muthoot received sizable coverage in stadia on advertising billboards; their symbol 
emblazoned on the red jerseys that cricketers wore. Muthoot underwent an image make-over; a thunder-
ous call to attention on interview backdrops, on tickets and hospitality passes, in cricket match programs, 
and in hospitality areas. Muthoot received exposure not only via the global telecast of the IPL event, but 
also by earning exclusivity of their products and services in commercial airtime.

Indian consumers strongly identify with their cricket icons who serve as India’s foundational compass 
points. Delhi Daredevils’ captain and Indian cricket team opening batsman, Virender Sehwag, became 
a compelling representative symbol of the Muthoot Group, intensifying the collective consumers’ per-
ceptions. Today, Muthoot is a chief sponsor of Junior Pitch, an initiative of Sehwag Cricket Academy to 
nurture and mentor young cricketing talent in India. Established in memoriam of one of Muthoot’s late 
directors, the Paul George tournament promotes sports among the lesser privileged children.

Myth has stupendous value as it transmits symbolic load; dominant ideologies of a culture provides 
a constant hide-and-seek between factual and fanciful, which defines myth, the highest order of signi-
fication of a brand that perhaps Muthoot strives to achieve. When a brand is thought as a culture of the 
product, one can borrow principles from the dynamic marketing discipline of Consumer Culture Theory 
to understand the numerous nebulous epithets characterizing brands as cultural artifacts (Arnould & 
Thompson, 2005). Myths can be seen as extended metaphors to help consumers make sense of brand 
experiences within a culture. The acquired meanings - connotations - then circulate in the society to 
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become conventional, widely accepted truths about a brand. At a mythic level the Chanel brand, for 
instance, activates the myth of Hollywood: the dream factory that produces glamor in the form of stars. 
Harley Davidson loyalists don’t care about the torque generated by the engine; rather, it is Harley’s mythic 
brand values espoused by socio-cultural, symbolic, and ideological aspects that transform the casual 
biker into a Harley loyalist. In fact, many car buyers ignore and/or are completely ignorant of product 
attributes and technical specifications, such as a multi-point fuel injection system, the engine compres-
sion ratio, etc. The goal for marketers and brand owners is to transfer qualities into creating metaphorical 
identity, derived from physical, social, and cultural experiences that will offer consumers meaning. It is 
imperative that we not under-appreciate the significance of metaphors in the science of Branding. They 
are not to be dismissed as mere rhetorical flourish; while they may reflect the characteristic of ordinary 
language, they are equally pervasive in impelling a higher level of cognizance which in turn furthers 
a developmental mode of action in our everyday conceptual system of what we perceive and how we 
relate with people or brands.

RISE LIKE A PHOENIX

Semiotic meanings can be viewed either as use value (denotation), the direct, literal purport or symbolic 
value (connotation), the referential meaning of a brand permeated with value judgment of product or 
service. Denotation is the definitional, most literal relation between signifier and signified. Historical 
analysis of brand like Muthoot uncovers metaphoric associations based on how consumers interpret 
them. Connotation, on the other hand, calls attention to the socio-cultural, ideological dimensions how 
consumers interpret a brand through beliefs, prior product usage experiences, and emblematic meaning 
(Bignell, 2002; Aiello, 2006). Connotation builds secondary mental associations by turning a sign into the 
signifier of another sign. In semiotics, denotation and connotation describe the relationship between the 
signifier and its signified. Though both denotation and connotation can both be used to describe imagery 
of form or function of a brand, they have different contexts and orders of signification represented in a 
semiotic 2x2 framework (Murray, 2013).

Semiotic summary of Muthoot delineated in Figure 9. The cultural interpretation of Muthoot symbol 
of financial inclusion, IPL cricket belongs to the connotative, experiential function of Muthoot sign 
systems, in contrast to the denotive functions of discourse that simply indicates their business concept 
of getting loans against gold or role of technology and mobile apps which enable their customers to con-
veniently transact and operationalize their gold. Connotative function of brand discourse endows signs 
with nuances of meaning and interpretations that are subjective and culturally dependent. The applica-
tion of this framework instantly offers brand owners and marketers conceptual crowbars to deconstruct 
or construct codes, meanings in consumption practices.

Some of the most effective insights into how brands are engineered in today’s entropic, consumption-
driven world - whether involving strategists, celebrities, czars, or saints - are achieved accidentally or 
refracted from events that apparently have nothing to do with branding. Under these circumstances, 
therefore, much of what is interpreted as brand building is fancifully considered by many as simple com-
mercial advertising, propaganda, or the mere transmission of one or another insignificant aspect of culture 
from consumer group to another. Books on branding by the industry’s self-anointed ‘experts’ abound in 
their outmoded and overly simplistic cookie-cutter sameness. They either ignore or conveniently bypass 
the intrinsic emotional connection that enables and empowers consumers of Nike to mark themselves 
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with the swoosh tattoo in permanent ink to proclaim their membership in the ‘just do it’ tribe; just as 
today’s youth sprinkle the rim of their Corona beer bottle with sea salt and push a lime wedge to flavor 
the beer and show that they, indeed, are of the chosen membership of an almost secret society. Several 
successful brands in post-war US business history from Marlboro to Coca Cola aptly describe how all 
four quadrants of the semiotic brand chassis are important on abstracting the brands from the functional, 
emotional, social, and cultural contexts that give them wallet-share, mind-share, and culture-share.

CART AFTER THE HORSE

A symbol refers to a brand; a brand refers to a symbol amongst myriad other realizable mental associa-
tions and germane abstractions. Broad currents of brand engineering evidently have influenced ways 
of life, made brand names verbs, aroused desire to treasure, and incited consumers to stand in a line for 
hours to purchase the next version of the mobile phone or post-PC. Syntactics, semantics, and pragmat-

Figure 9. Semiotic brand chassis
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ics, the skeletons taken from semiotics vastly help in refurbishing a model of brand and in constructing 
the brand building process. The overarching goal of this new semiotic approach to brand building is to 
socialize marketers and practitioners into the genealogical mind-set to inspect brand identity value that 
evoke memorable perceptions and emotion through cultural lens of myth, symbolism, and ethos.

Not mere symbols, but symbolic meaning provides marketers and practitioners with a new and ex-
citing opportunity to influence consumer behavior. To create these semantic meanings and manage the 
meanings is the art and science of brand building. Brand signifiers participate in a complex semiotic 
system connecting brand symbolism to culture providing meaning and relevancy in a given market. A 
brand must already possess the supreme integrity that amply corroborates its fidelity to advancing those 
brand values espoused by socio-cultural, symbolic, and ideological aspects of its consumption.

The theoretical apparatus of semiotics has a central place in the analysis of building brands both syn-
chronically and diachronically. True understanding of the brand building process must include knowledge 
of a brand’s historicity; it is equivocal to accept theories, however scientific it may be, without knowing 
the brand’s voyage ⎯ of how the brand got where it is. Regrettably, existing theories of brand building 
neglect this invaluable maxim that has so often led to convenient assumptions and thus a misleading 
core of propositions.

The aim of this paper has been not only to integrate the doctrine of structural semiotics, but also to 
increase understanding and appreciation of the innate power of structural semiotics. Profiling a century-
old brand, Muthoot Group, has generated deep insights into the way brand identity can be aligned with 
brand image for differentiation, loyalty, growth, and profitability among other significant assets that 
breed meaningful overall corporate value. Marketing signs become incorporated into the culture itself 
over time, as with the generic association of trust with Muthoot’s twin elephants. Several studies based 
on semiotics

1.  Journal articles (Arnould et al., 2001; Sherry & Camargo 1987);
2.  Books or chapters in books (Schroeder, 2002) investigate logos from a general perspective or 

evolution of logos (Cowin &Matusitz, 2011) in a period of time.

As a secondary objective, this paper also examines precise meanings consumers attach to brand 
symbols in the context of semiotics when even the core business service of Muthoot changed in its 
business history.

Symbolic ability is a central component to human nature, and therefore, an important characteristic 
of consumer behavior. The human species are driven by a deep desire to make meanings. Peirce as-
serts that homo significans (meaning makers) think in terms of signs (Peirce, 1931, 1958). Signs in the 
form of brand logos, images, acts, etc. may have no intrinsic meaning, but they metamorphose as signs 
with meaning when customers create, evoke, or interpret meaning to them. Perhaps semiotics is not a 
panacea, but it can unmistakably help brand owners, managers, practitioners, and consultants to build 
stronger and more relevant brands. Brands are what they say they do and what they do. This performed 
action shifts our framework of brand discourse to approach brands as vessels of symbolic meanings that 
then evoke personalities and emotion, which has regrettably been ignored thus far. It’s about time that 
additional brand building approaches that literally and metaphorically analyze how consumers process 
visual-verbal information of brands are researched. After all, brands win competitive battles when they 
forge an intimate fusion with culture and myth market. And, semiotics can amply help.
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KEY TERMS AND DEFINITIONS

Brand Advocacy: Active championship of a brand through positive word-of-mouth messages to 
other prospective consumers thereby influencing their purchase decision.

Brand Loyalty: Harboring true devotion of a brand that causes high relative attitude exhibited through 
repurchase behavior or willingness to defray higher prices.

Brand Meaning: Implied or explicit significance of a brand that define consumers and the environ-
ments they inhabit.

Connotation: Emblematic relation usually comprising of socio-cultural meaning, between signifier 
and signified.

Consumer Behavior: Interdisciplinary field within the discipline of marketing that aims to study of 
individuals, groups, or organizations in the context of consumption.

Consumer Culture Theory: Family of theoretical approaches in consumer behavior that examines 
consumption and involved behavioral choices and practices from an anthropological lens and cultural 
phenomena.

Denotation: Literal relation between signifier and signified.
Metaphor: Two incongruous words or phrases presented as a relationship to one another such that 

the source term or idea helps transfer relevant properties or aspects to the targeted word or phrase.
Peircean Model: Triadic model of sign consisting of representamen, object, and interpretant.
Semantics: Study of meaning denoted by signs and symbols.
Semiology: Saussurean school of sign study that studies life of sign systems within societies.
Semiotic Brand Chassis: Analytical tool that plots use values and symbolic values of a brand.
Semiotics: Formal study of the functioning of sign systems.
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Sign: An object, quality, or event whose presence or occurrence indicates the probable presence or 
occurrence of another.

Signification Model: Dyadic model composed of signifier and signified devised by Ferdinand de 
Saussure.

Signified: Meaning, idea expressed by a sign distinct from its physical form.
Signifier: Material or physical form or aspect of a sign.
Symbol: Visual image that evokes or conveys an idea, belief, or action.
Symbolism: Collective cultural face of a brand that dynamically integrates modular units of social 

aggregation to the symbol.

This research was previously published in Cases on Branding Strategies and Product Development edited by Sarmistha Sarma 
and Sukhvinder Singh, pages 298-326, copyright year 2015 by Business Science Reference (an imprint of IGI Global).
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ABSTRACT

Indonesia is one of the stars among emerging market countries. As these markets are growing, Indonesia 
stands out for having a very diverse culture (i.e. ranked 6th within Asia for ethnic fractionalization and 
cultural diversity score). In this chapter, we develop a branding strategy framework to successfully 
operate in such market since a successful strategy in one country may not be applicable in another 
country. A brand thus needs to understand the glocal approach. Reviewing extant literature and focus-
ing on Indonesia as the international market setting, this chapter offers several contributions: First, it 
identifies challenges that companies face in building a strong international brand. Second, it offers a 
framework of brand strategy that is prominent in order to build and/or strengthen brand in a culturally 
diverse market. To successfully develop a brand in such market, three important factors need attention: 
(1) glocalization, (2) consumer-brand relationships, and (3) societal marketing.

INTRODUCTION

It is no secret that Indonesia is considered one of the most attractive countries for investors. Indonesia 
is regarded as one of the favourites among the emerging market countries, known as BRICs (Brazil, 
Russia, India, and China) and CIVETs (Columbia, Indonesia, Vietnam, Egypt, Turkey, and South Af-
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rica). Despite a recent slowdown in its economic growth, investors continue to take notice of Indonesia, 
labelling it as a key emerging market to watch (Global Business Guide, 2012). In addition, according to 
A.T. Kearney’s (2013) Global Retail Development Index (GRDI) (see Table 1), Indonesia ranks in the 
top 20. Based on these reasons, Indonesia is a lucrative and attractive country for investors to consider. 
Moreover, statistics based on the 2010 Population Census conducted by the Indonesian government in-
dicate that Indonesia had a population of 237.6 million people (Badan Pusat Statistik, 2010) – making it 
one of the largest markets in the world. Similar to China, many foreign global brands would like to have 
a big slice of this share of consumers. However, it is not easy to enter a foreign international market. As 
seen in the case of China, Best Buy – the world’s largest consumer electronics retailer – pulled out of 
China in 2011. One of the reasons was related to its brand. An analyst from the China Market Research 
Group said: “Not many people in China know what Best Buy is” (Bloomberg News, 2011). In Indonesia, 
a number of big global brands such as Wal-Mart and Harvey Nichols also failed.

The challenges of successfully operating, and in particular, creating strong brands in Indonesia are 
many, perhaps most strikingly due to its culturally diverse market. In conjunction with China and India, 
consumers in Indonesia exhibit great linguistic, religious and cultural diversity (Dawar & Chattopadhyay, 
2002). For example, Islamic sharia law is practised in Aceh and Hinduism is practised on the island of 
Bali. Indonesia is diverse country with more than 300 ethnic groups (Tamindael, 2011); with the largest 
ethnic groups are Javanese and Sundanese, 45% and 15% respectively (Efferin & Hopper, 2007). Ef-

Table 1. 2013 Global retail development index

2013 rank Country GRDI score

1 Brazil 69.5

2 Chile 67.1

3 Uruguay 66.5

4 China 66.1

5 United Arab Emirates 63.5

6 Turkey 62.6

7 Mongolia 62.5

8 Georgia 61.4

9 Kuwait 58.4

10 Armenia 58.2

11 Kazakhstan 57.5

12 Peru 56.5

13 Malaysia 55.3

14 India 55.0

15 Sri Lanka 54.4

16 Saudi Arabia 54.2

17 Oman 53.9

18 Colombia 52.1

19 Indonesia 51.9

20 Jordan 50.9

Source: Adapted from A.T. Kearney’s Global Retail Development IndexTM (GRDI) 2013
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ferin and Hopper also note the existence and importance of the Chinese ethnic group, around 3% of the 
population, among other ethnic groups in Indonesia. In addition, Tamindael (2011) notes that the cultural 
diversity of Indonesia includes of various tribes (over 500), who speak more than 700 ethnic languages. 
The wide diversity of values within Indonesia is a challenge for marketers (Muchtar, Kingshott, Wong 
& Laksamana, 2011), since one of the key factors that characterises emerging markets is its variability 
in consumers (Dawar & Chattopadhyay, 2002). Alfansi and Sargeant (2000) argue that knowledge about 
the consumers (needs, wants and preference) may assist in the development of marketing activities (e.g. 
customer retention). It has also been argued that local cultural norms drive the consumption patterns 
(Dawar & Chattopadhyay, 2002).

In the international marketing setting, businesses need to make smart strategic choices (Godey et 
al., 2012) especially in relation to their branding strategy. Branding plays a critical role in establishing 
a firm’s visibility and position in the international markets (Douglas, Craig & Nijssen, 2001). Not only 
that, distinct outcomes result from the marketing of a product or service because of its brand. Compared 
to the product or service not identified by its brand (Keller, 2009), advantages can be seen from brand 
marketing. Having strong brands yields many benefits (Hoeffler & Keller, 2003; Keller, 2009), such as: 
(1) enhanced perceptions of product or service performance, (2) higher trade or intermediary coopera-
tion and support, (3) less vulnerability to competitive marketing actions, (4) greater margins, (4) less 
price sensitivity, (5) increased effectiveness in marketing communication, (6) higher consumer loyalty, 
and (7) greater opportunities in brand extension.

Judging on the benefits above, it is thus important for marketers, and in particular brand managers, to 
understand how to build a strong international brand. Reviewing extant literature and focusing on Indo-
nesia as the international market setting, the present chapter offers several contributions. First, we point 
out challenges that need to be faced in order to build a strong brand. Second, we offer a framework of 
brand strategy that is prominent in order to build and/or strengthen brands in a culturally diverse market.

BACKGROUND

The term “globalization” appears frequently in many aspects of life. In simple terms, globalization refers 
to “a process, a condition, a system, a force, and a age” (Steger, 2013, p. 9). Steger notes that global-
ization applies to a collection of social processes that emerge to transform our present social position 
of conventional nationality into one of ‘globality’ – a term to represent a social situation characterised 
by tight global economic, political, cultural, and environmental interconnections and flows that create 
borders and boundaries irrelevant. Globalization has its impact on the economy and culture creating 
what is being called economic and culture globalization. According to Steger (2013, p. 37), “economic 
globalization refers to the intensification and stretching of economic connections across the globe”. Steger 
notes that cultural globalization is similar to economic globalization, in which there is intensification and 
expansion of culture flows. One of the features of economic and cultural globalization is the increasing 
power of Multinational enterprises entering new market across the globe.

As it has been discussed above, the large population of Indonesia has caused it to be one of the most 
attractive markets, in particular for global brands. Indonesia has been chosen as the focus not only because 
of its population. Indonesia has a very lucrative economic growth. Based on the World Bank data, total 
GDP for Indonesia in 2012 was $878 billion, with a growth rate of 6.3%, as compared with developed 
countries GDP growth rate of 4.8% for the same period. The head of research at Jones Lang LaSalle 



343

A Framework of Brand Strategy and the “Glocalization” Approach
 

indicates that foreign brands are displaying great interest in Indonesia since the growing of middle class, 
expanding urban population and growing economy support the potential for their future in the Indonesian 
market (Nangoy, 2013). In the interview, the head of research cites data from McKinsey and Co. which 
state that the number of middle-class consumers in Indonesia will be around 135 million by 2030 from 
45 million in 2013, and income per capita to double from $3,500 to $6,000. Yet, various brands fail to 
achieve a successful story in Indonesia (e.g. Wal-Mart, Harvey Nichols).

Indonesia has been regarded as one of the culturally diverse nations in Asia. For instance, Fearon 
(2003) measures cultural diversity (e.g. religion, language and customs) through ethnic and cultural 
fractionalization. According to Fearon, Indonesia is ranked 6th within Asia with ethnic fractionaliza-
tion score of 0.766 and cultural fractionalization score of 0.522. According to the Indonesian Census 
in 2010 (Badan Pusat Statistik, 2010), there are at least six main religions (Islam, Christian, Catholic, 
Hinduism, Buddhism and Confucianism) that are adopted by Indonesian. Among others, this collection 
of religions displays the cultural diversity of Indonesia. Literature shows that a key factor in the failure 
of international business is related with culture (e.g. Johnson, Lenartowicz & Apud, 2006). Based on 
summarising business failures from Ricks’s (2006) compilation, Johnson, Lenartowicz and Apud (2006, 
p. 526) note “a major factor in the failure was the inability of managers to understand the local culture 
of a subsidiary and to interact effectively with their counterparts overseas, rather than a lack of ability 
in the technical aspects of their job”.

This article focuses on the branding aspect, in particular on how to build a strong brand in a cultur-
ally diverse market. According to Godey et al. (2012), firms need to generate astute branding strategy in 
order to be successful in the international marketing setting. Branding has been considered by various 
firms’ management as top priority since it is one of the most valuable intangible assets that firms have 
(Keller & Lehmann, 2006). Keller and Lehmann indicate that brand has various crucial functions as 
follow: (1) act as beacons for the offerings of a firm, (2) abridge choice, promise a quality level, reduce 
risk, and engender trust for consumers, (3) emulate the complete experience that consumers have with 
the product, (4) determine the effectiveness of marketing efforts and (5) act as an asset in the financial 
sense. Douglas, Craig and Nijssen (2001) note that in the international market, branding plays a critical 
role in establishing a firm’s visibility and position. Hence, it is important for firms to build strong brands 
in entering international market such as Indonesia. We start by presenting challenges that cause various 
brands failure in entering international market.

CHALLENGES

Local Culture

Indonesia has been known as a country which possesses a diverse culture (UNESCO world report, 
2009). For instance, Indonesia is one of the countries appears in the list of the 25 nations with the high-
est number of endemic languages (Toledo, 2001 as cited in UNESCO world report, 2009). In addition 
to that, Indonesia has a score above 0.8 in the UNESCO Linguistic Diversity Index (LDI), which ranges 
from 0 (least diversity) to 1 (greatest diversity). Language is also one of the many important features 
that can determine a brand’s success. For instance, Melewar, Badal and Small (2006) show that one of 
the success factors of Danone branding strategy in China is through the use of bilingual language in the 
package (Western on one side and Chinese on the other side).
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A brand needs to understand the local culture since one successful strategy in one country may not 
be applicable to another country with different culture. For instance, Wal-Mart employs a successful 
strategy of everyday low pricing and intense pressure on suppliers in the U.S., but this strategy is not 
widely approved across the globe (Matusitz & Forrester, 2009). Jollibee Food Corp. (JFC), a Philippine 
fast food chain, entered Indonesia in the early 1990s and was not successful. According to Jollibee’s brand 
manager, Joseph Alcantara, there were two main reasons behind the failure (Yann, 2007). First, it was 
partly because of the Asian economic crisis in 1997. Second, it was because of its strategy – particularly 
advertising and positioning. Now, Jollibee is planning to re-enter the Indonesian market. According to 
its chairman and chief executive, Tony Tan Caktiong, one of the challenges is in understanding the local 
culture (Morales, 2012). However, imitating local culture without fully understanding it might create 
problems for the firm itself (Ricks, 2006).

Local culture is a salient concept that creates challenges to Multinational enterprises. Jackson (2004) 
demonstrates on how local consumption cultures become resilient towards global consumption culture. 
Jackson shows several instances such as the “Indianization” of pizza, which the Indian consumers refer to 
as “Punjabi Pizza”. Kjeldgaard and Askegaard (2006) note the existence of sub-cultures (youth culture) 
adding more complication to the challenge. Moreover, Melewar, Badal and Small (2006) indicate that 
Danone dairy line was a failure in China because most Chinese consumers were lactose intolerant, used 
chop sticks to eat (which created a challenge to yoghurt consumption) and did not own a fridge to store 
dairy products. Indonesian also exhibits this challenge. For instance, Indonesians are used to eating using 
their bare hands without cutleries. Indonesian also considers that using the left hand to pass or receive an 
object from a person to another person to be rude or as an offense. These are some instances that need to 
be addressed by Multinational enterprises who would like to enter Indonesia and create strong brands.

As Ricks (2006, p. 3) indicates “cultural differences are the most significant and troublesome variables 
encountered by the multinational company”. Melewar, Badal and Small (2006) highlight that the key to 
Danone’s success in re-entering China was because its ability to adapt to the local culture. It is crucial 
for Multinational Enterprises to comprehend the local culture in relation to crafting a brand strategy. For 
instance, according to Pew Research Center (2010), Indonesia has the largest Muslim population in the 
world. Hence, it is important for brands that are in the food business to ensure that their products need 
to comply with Islamic standards (e.g. Halal products). Dawar and Chattopadhyay (2002) indicate that 
multinational enterprises that want to be a serious emerging market player need to comprehend and cater 
to local consumers’ current needs and evolve as the consumers grow more affluent. Next, we discuss 
the second challenge – multiple competitions.

Multiple Competitions

Globalization is considered to be one of the reasons for the existence of multiple competitions in the 
market these days. Harvey Nichols, a premium UK-based retailer, opened its first store in the South-
East Asia region in 2008 choosing Jakarta, Indonesia as its base. However, after just two years, Harvey 
Nichols’ outlet was closed. According to Oxford Business Group (2013), Harvey Nichols shut down its 
store and left the Indonesian market due to the global economic slow-down.

Despite the failure of Harvey Nichols, others, including Louis Vuitton Indonesia flourished. Currently, 
Louis Vuitton Indonesia, which has more or less similar products as Harvey Nichols, owns four stores 
in Indonesia. This means that Indonesians are willing to pay a high price for a brand or product. Nunes, 
Drèze and Han (2011) find that products introduced during the recession actually display the brand far 
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more prominently than those products withdrawn (using data collected before and in the midst of reces-
sion from Louis Vuitton and Gucci). This means the reasons behind the failure of Harvey Nichols was 
not due to the global economic slow-down. Although Harvey Nichols is a popular brand in the UK, not 
many people in Indonesia recognised the brand. Louis Vuitton has succeeded in making itself as the most 
recognisable luxury brands in the world, including Indonesia. Another example in different category 
who has a strong brand is Ferrari – who sells premium and luxury cars. Ferrari manages to survive and 
continues to flourish in Indonesia. The discussion about this is presented in one of the sub sections below.

Every big brand is interested in obtaining a large share of a big market (i.e. Indonesia). The growing 
economies in these emerging markets have urged many brands to enter the market straightaway. However, 
this magnifies the numbers of competitors, including the extant local brands in the market. Douglas, 
Craig and Nijssen (2001) note the issue of competitive market structure – where local, national, regional 
and global brands compete in a given market – as one of the challenges that need extra attention. Next, 
we discuss the third challenge – changing environment.

Changing Environment

The Internet is considered the ultimate factor that has changed marketing communication environment 
to what it is these days (Keller, 2009). For instance, the Internet has provided consumers with an alterna-
tive mechanism to accomplish certain communication-related functions, and this increases consumers’ 
preference in using the Internet to search for information about brands in the future (Peterson & Merino, 
2003). Forums on the Internet are considered to be more effective in generating product interest than the 
brands’ own websites (Bickart & Schindler, 2001). On such forums, consumers email, blog and tweet to 
their friends and acquaintances freely. Even experiences occurred in a country can be easily shared by 
consumers in another country (Melewar, Meadows, Zheng & Rickards, 2004). Such actions may result in 
consumers’ negative actions (e.g. negative word-of-mouth), in particular when they come across firms’ 
irresponsible production and marketing (Kotler, 2011).

The Internet has also established its presence in the emerging markets (i.e. Indonesia). According 
to ComScore (2010), Indonesia together with Brazil and Venezuela has the highest number of Twitter 
penetration in the world. ComScore data shows that in 2010 Indonesian has a score of 20.8% penetration, 
as compared to 7.8% worldwide. Semiocast (2012) reports that Indonesia is in number 5 among the top 
20 countries in terms of Twitter accounts and Jakarta (the capital city of Indonesia) sits at the top among 
the top 20 cities in terms of the number of posted tweets. In this new era in which consumers have access 
to massive information about brands and are being supported by social networks (Keller, 2009), there is 
an increasing challenge for managers to formulate their branding strategy in order to create strong brand. 
According to Kotler (2011), today’s consumers choose brands not only on the basis of functional values 
(Marketing 1.0) and emotional values, but also on the basis of social responsibilities (Marketing 3.0).

Internet is not the only indicator of the changing environment. There are various indicators of it. 
Madhav (2011) notes that Indonesian consumers have adjusted their purchasing habits by becoming 
more adventurous (buying in categories they had never before considered). In particular, Madhav notices 
that Indonesian upper class consumers are now seeking greater benefit and added value (e.g. health and 
lifestyle) from brands, whereas Indonesian middle and lower class consumers are starting to buy pre-
mium brands. Brands need to understand these changes to thrive in the Indonesian market. In the next 
section, we propose the key success factors attempting to face the challenges that have been presented.
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KEY SUCCESS FACTORS

We provide a framework of key success factors in branding strategy (Figure 1) that can be used by brand 
managers to build strong brands in new markets that are culturally diverse. There are three important 
factors that need attention to work as a formula in creating a strong brand: (1) glocalization, (2) consumer-
brand relationships, and (3) societal marketing.

In order to build a strong brand – in particular in a culturally diverse market such as Indonesia – mar-
keters or brand managers need to pay attention to three key success factors. The first is to put forward 
the process of glocalization. The process of glocalization highlights the importance of blending the 
brand’s culture with the local culture. Although the brand has achieved a popular status in its country 
of origin, understanding the local culture should not be neglected. A study (Melewar, Meadows, Zheng 
& Rickards, 2004) notes that applying the same strategy that has been deemed successful elsewhere in 
another country that has a very different culture is the reason behind failures. Hence, it is prominent to 
create a customisation toward the local culture. For instance, McDonald’s – the world’s largest chain 
of hamburger fast-food restaurants – modified its menu prior to entering Indonesia. They learnt that for 
Indonesians, consuming a meal without rice cannot be considered as having a meal. By learning this and 
realising that they did not have any rice on their menu, McDonald’s added rice to its menu. More recently, 
they have even started offering additional meal using rice as the main ingredient (e.g. chicken porridge).

Glocalization alone is not enough in building a strong brand. In order to create a successful brand, 
maintaining a continuous relationship with buyers and users is a must (Melewar & Walker, 2003). 
Therefore, the second key success factor is building long-term consumer-brand relationships. The present 
chapter introduces three main inter-related concepts as the main focus in consumer-brand relationships: 

Figure 1. Conceptual framework of key success factors in creating strong brands
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(1) brand attachment, (2) brand love, and (3) brand community. As shown in Figure 1, these three con-
structs are inter-related. It has been documented that building brand attachment leads to diverse favour-
able consumer behaviours, such as brand loyalty (e.g. Orth, Limon & Rose, 2010; Vlachos, Theotokis, 
Pramatari & Vrechopoulos, 2010). Having loyal consumers mean increasing the brand’s performance, 
which in turn strengthens its value. Not only that, attachment is indicated as an important factor in build-
ing brand love (Batra, Ahuvia, Bagozzi, 2012). Love towards a brand may seem strange and unthinkable. 
However, brand love exists and it can be seen in various examples. For instance, an Indonesian Liverpool 
FC fans tattooed his body with the club’s slogan. Brand community is the result of both strong brand 
attachment and brand love. Individuals with high levels of attachment and love towards the brand tend 
to search for their affiliates and create a community, which exerts its members to remain loyal to the 
brand (Muniz & O’Guinn, 2001).

Finally, the conceptual framework displays the importance of societal marketing in building strong 
brands in a culturally diverse market. Holt, Quelch and Taylor (2004) note that successful global brands 
include three salient dimensions: (1) quality, (2) global myth, and (3) social responsibility. These au-
thors show that a brand’s social responsibility influences brand preference, in particular consumers in 
Egypt, Turkey and Indonesia. Moreover, Bloom, Hoeffler, Keller and Meza (2006) show the creation 
of affinity marketing programmes with a social cause as compared to commercial ventures resulted in 
better returns for the firm. We propose that combining these three key success factors is crucial in build-
ing strong brands in a culturally diverse market, such as Indonesia. Each of these key success factors is 
discussed in turn below.

Glocalization

Scholars note that cultural embeddedness is one of the prominent factors that influence brand structure 
– the company’s current set of brands across markets (Douglas, Craig & Nijssen, 2001). These authors 
argue that brands that are deeply culturally embedded are more likely to succeed. However, cultural em-
beddedness alone is not enough. The first factor for a global brand to be successful in the local market is 
to start the process of glocalization. Glocalization is a term that has been used to define the interjection 
and co-shaping of global brands into the local cultures through tailoring and advertising of the brands 
to satisfy the local market (Robertson, 1995; Thompson & Arsel, 2004). In other words, glocalization 
moderates the inflexibility of a firm’s brand strategy (Mastusitz & Forrester, 2009). Mastusitz and For-
rester note the failure of Wal-Mart in implementing its famous “Everyday Low Price (ELP)” strategy 
to its Seiyu subsidiary in Japan. Wal-Mart was inflexible in changing its ELP strategy by believing that 
it was the best strategy to enter international market. Wal-Mart entered Indonesia in 1996 and left two 
years later in 1998. Its failure was deemed because of its mistakes in adapting its merchandising mix 
and practices to local tastes and customs (Deloitte, 2003). This is similar to the case of failure of Wal-
Mart in Japan. However, Wal-Mart realised that glocalization was the reason behind its success in Japan.

Coca-Cola, ranked top three in the Interbrand best global brands 2013 list with a value of $79,213 
million (Interbrand, 2013), can be considered one of the success stories in implementing glocalization. 
Foster (2008) notes that Coca-Cola’s identity as ‘Americana’ has both helped and hampered the com-
pany’s expansion outside the United States. The identity (e.g. Americana) could produce ambiguity in 
the consumers’ perspective – consumers in certain countries may consider it as favourable, whereas other 
countries might not. For instance, it has been noted that in Japan the American lifestyle has penetrated 
deeply into the lives of the average Japanese (Yoshimi & Buist, 2003). However, this might not be the 
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case in other countries, such as Indonesia. These days, consumers in Indonesia are exhibiting mixed feel-
ings toward ‘Americanization’ – a process of manifesting American cultural influence (Craig, Douglas 
& Bennett, 2009). Some display favourable attitudes, while the others display the opposite. For instance, 
in 2012, a number of people in several cities in Indonesia burnt American flag and rejected American 
products due to their rejection towards the movie Innocence of Muslims.

Craig, Douglas and Bennett (2009) advocate societal norms as one of the reasons of the rejection of 
‘Americanisation’. Most of the population in Indonesia are Muslims and they convey certain attitudes 
and beliefs that they hold adamantly. For example, it is common practice for an Islamic woman to wear 
a burka or headscarf, which is considered as a manifestation of belief of modesty and membership in 
Islam (Craig, Douglas & Bennett, 2009). Although it is not a requirement or obligation, this practice 
is also evident in Indonesia. This is contrary to the American lifestyle, for example, in the use of ‘mini 
skirts’ (Yoshimi & Buist, 2003). Craig, Douglas and Bennett (2009) suggest that products with strong 
American cultural values should pay attention to the cultural distance of the target market, especially 
consumers in countries that are culturally distant – most women in Indonesia tend to exhibit modesty by 
wearing burka and close outfits compared to exhibiting openness or freedom by wearing miniskirt. As 
in the case of Coca-Cola, the company’s officials emphasise that Coca-Cola is always a local business 
anywhere in the world (Foster, 2008). According to Foster, since the year 2000, Coca-Cola has intro-
duced changes into their single global marketing strategy to address the local culture by reorganising the 
corporate structure and decentralising decision-making. This can be seen in its advertising campaign. 
In Indonesia Coca-Cola put forward the role of Coca-Cola in the togetherness of a family as a message, 
whereas in the UK, Coca-Cola put forward the message of living a healthy lifestyle.

The Process of Glocalizing

In order to achieve a successful process of glocalization, a firm needs to focus on using a glocal strategy 
approach. According to Svensson (2001), glocal strategy pinpoints the necessity for local adaptations 
and customising of business activities while at the same time acknowledging the aspirations of a global 
strategy approach. Nevertheless, one should be very careful in using the glocal strategy approach. 
Svensson (2001) indicates that the glocal strategy approach needs to pay attention to balancing and 
harmonising the process of standardisation versus adaptation, and the homogenisation versus tailoring 
of business activities.

Foster (2008) suggests several ways to achieve glocalization, such as: (1) advertising global com-
modities locally, (2) sponsorships and promotions/contest, and (3) corporate and consumer citizenships. 
In order to achieve this, firms could modify their product to adapt to the local tastes and preferences, 
introduce new consumption patterns, and refine the target market and positioning (Craig, Douglas & 
Bennett, 2009). For example, McDonald’s introduced the McArabia flatbread with chicken and garlic 
mayonnaise in Indonesia. Learning from the case study of Wal-Mart in Japan (Matusitz & Forrester, 2009), 
there are four factors that determine the success of glocalization. These four cultural adjustment factors 
include (1) adjustment to local-style stores, (2) adjustment to local consumer habits, (3) adjustment to 
local merchandising and operational systems, and (4) adjustment of work and employee practices. Based 
on the case study of Disneyland Paris, Matusitz (2010) elaborates strategies that can be used to achieve 
successful glocalization as follows: (1) cutting the price, (2) turning shows and settings (French style), 
(3) change of food menus and eating habits, and (4) change of employee customs and labour policies.
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A good case study to illustrate branding in Indonesia is the case of 7-eleven. 7-eleven arrived in 
Indonesia during the year 2009. Today, it has over 100 outlets in various places in Indonesia. 7-eleven 
is considered the world’s most successful example of retail internationalisation (Sparks, 2000). One of 
the critical success factors of 7-eleven in Indonesia is due to its glocalization strategy. It understands 
the local culture as well as the popular culture of the market. Previously, many convenience stores in 
Indonesia only offered good and strategic locations for transactional activities. It is a common knowledge 
large cities in Indonesia (e.g. Jakarta) are facing complicated modernisation issues, such as traffic jams. 
Indonesian people have a habit of stopping and spending their time somewhere else to deal with the 
traffic jam. Existing convenience stores do not take this issue into account. However, 7-eleven provides 
a solution. It chooses to open outlets which accounts for parking spaces. In addition, 7-eleven provides 
chairs inside its outlets for people to sit and wait for the traffic jam to disperse. In the food section, they 
also provide hot and cold ready food as well as beverages. Even if someone would like to buy an instant 
noodle and eat it, they can get this done straight away in the store. By doing this, 7-eleven caters for the 
local culture of the people that like to get together with friends and families. 7-eleven also caters for 
the sub-culture among the youth (e.g. hang around with friends or acquaintances). 7-eleven has thus 
positioned itself as a cool and great place to hangout.

In order to be successful in a new market, especially in a new market that is culturally diverse, a 
firm needs to understand the local culture and adopt a glocal strategy approach. A firm may achieve a 
successful glocalization by (1) adjusting to local-style stores and improving the stores, (2) adjusting to 
local habits and cultures (also popular culture), (3) adjusting to local systems (e.g. merchandising), (4) 
adjusting the work practices and policies, (5) adjusting their promotional strategies, and (6) practicing 
corporate and consumer citizenships.

Consumer-Brand Relationships

The second factor is the creation of consumer-brand relationships. Stronger consumer-brand relation-
ships “guarantee cash flows in the form of brand loyalties and trial of new brand extensions, create 
supply-side cost advantages through evangelism and word-of-mouth advocacy, and protect shareholder 
value in the wake of the crises that inevitable befall brands” (Fournier, Breazeale & Fetscherin, 2012, 
p.1). Hoeffler and Keller (2003) noted that companies are increasingly changing their marketing com-
munications in order to build emotional attachment with their consumers. Building stronger attachment 
between consumers and brands drives consumers’ willingness to relinquish their personal resources to 
maintain the relationships (Park, MacInnis, Priester, Eisengerich & Iacobucci, 2010). Firms believe that 
creating, sustaining and enhancing close relationships with consumers lead to positive financial outcomes 
(Mende, Bolton & Bitner, 2013). Although it may be strange to consider that consumers are able to create 
relationships with brands, research shows that it is possible (e.g. Fournier, 1998). Researchers contend 
that attachment goes beyond interpersonal bonding into bonding with possessions (Ferraro, Escalas & 
Bettman, 2011) and brands (Carroll & Ahuvia, 2006). For instance, a person is attached with his/her 
wristwatch (possession) because of its affiliation value (e.g. relationships with his/her grandfather).
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Building Brand Attachment

The term“possession attachment” and “brand attachment”are considered as types of self-extensions, 
which are characterised as analogous to interpersonal bonds (Kleine & Baker, 2004). A person extends 
him/her ‘self’ to objects, such as other individuals, places, possessions (Belk, 1988) and brands. Ac-
cording to Kleine and Baker (2004), the difference between possession and brand attachment lies in the 
indexical value. The indexical meanings of brand can be transferred, whereas the indexical meanings 
of possession are not transferable. Characteristics of the brands as well as consumers’ perceptions and 
behaviour with respect to these brands serve as the basis of the bonding between the consumer and the 
brand (Veloutsou & Moutinho, 2009).

Previously, brand attachment has been defined as the emotional bonding between consumers and 
brands, utilising the degree of affection, passion and connection to measure attachment (Thomson, 
MacInnis & Park, 2005). However, continued research has revealed that its conceptualisation could be 
expanded to capture both emotional and cognitive elements such as those of brand-self connections – the 
degree of the link between the brand and consumers’ self (Fedorikhin, Park, Thomson, 2008). Recent 
research adds the notion of brand prominence, suggesting that the link between consumers’ self and the 
brand is strengthened through perceived ease and frequency (Park, MacInnis, Priester, Eisengerich & 
Iacobucci, 2010). Brand attachment has been regarded as a salient construct by which consumers are 
related with brands (Schmitt, 2012).

Extant research demonstrates that attachment (bonding) strength can predict purchase intent (e.g. 
Japutra, Ekinci & Simkin, 2014a; Thomson, MacInnis & Park, 2005), positive word-of-mouth and loy-
alty (e.g. Fournier, 1998; Vlachos, Theotokis, Pramatari & Vrechopoulos, 2010) as well as willingness 
to pay a premium price (Orth, Limon & Rose, 2010). Recently, Park, MacInnis, Priester, Eisengerich 
and Iacobucci (2010) show that strong attachment further leads to actual purchase, purchase share and 
need share. Additionally, brand attachment has been shown to be a prominent factor in attenuating 
firms’ unethical behaviours (Schmalz & Orth, 2012). Another stream of research, using the concept of 
attachment style, shows that attachment leads to favourable behaviours. Research reveals that consum-
ers’ attachment style influences satisfaction, trust and commitment (Mende & Bolton, 2011). Paulssen 
(2009) finds that when consumers display attachment feelings, they show higher levels of satisfaction, 
trust and re-purchase intent. This, in turn, leads to successful relationships (Thomson & Johnson, 2006) 
and together with brand personality, influences purchase likelihood and brand choice (Swaminathan, 
Stilley & Ahluwalia, 2009). Hence, it is important for marketers to build long and enduring relationships 
with consumers, being indicated by strong attachment.

Grisaffe and Nguyen (2011) offer a framework consisting of five components to build emotional 
attachment to brands, which are: sentimentality/emotional memory, socialisation, traditional consumer 
outcomes, superior marketing characteristics and user-derived benefits. According to these authors, 
apart from consumers’ sentimentality/emotional memory and user-derived benefits, a brand is supposed 
to be able to meet consumer needs and wants in ways that are differentiated, value-producing and sat-
isfying to create emotional attachment. Based on this, marketers should try to exceed rather than only 
meet consumers’ expectations to increase consumer satisfaction. This can be achieved by increasing 
the interaction with the consumers not only during pre-purchase but also post-purchase. For instance, 
Toyota Indonesia has started to call their consumers two weeks after the new car has been delivered to 
check whether any problems occur.
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Orth, Limon and Rose (2010) indicate that positive store-evoked affect, brand personality and satisfac-
tion are positively associated with attachment. Additionally, research shows that gratifying, enabling and 
enriching consumers’ self predicts attachment (Vlachos, Theotokis, Pramatari & Vrechopoulos, 2010). 
Brakus, Schmitt and Zarantonello (2009) argue that brand experience may lead to emotional attachment. 
Hence, marketers should also try to increase the brand’s experiences to elicit positive experiences, which 
are stored in the consumers’ mind as positive memories. For example, Bread Talk – a bakery – was the 
first to introduce an open kitchen in Indonesia. Many of its consumers consider that being able to see 
how the products are being made is engaging, which results in a positive in-store experience. Another 
possibility is to use a particular scent to set up a positive and memorable ambience for consumers. Firms 
could also decorate their waiting rooms with additional equipments (e.g. massaging chairs) or prepare 
a special waiting room (containing children books and toys) for consumers with kids. By doing this, 
they increase the ambience of the environment, which in turn increases consumers’ positive affect (e.g. 
pleasure) and evokes consumers’ emotional memory towards the brand.

In the context of human brands (e.g. celebrities), it has been found that fulfilling consumers’ basic 
psychological needs (autonomy, relatedness and competence) increase attachment (Thomson, 2006). 
Hence, managers should pay attention to providing their consumers with these three basic psychologi-
cal needs. In their marketing activities, brand managers could create or sponsor interactive events for 
example, by creating a family marathon event, which could enhance consumers’ sense of relatedness. 
Based on the discussions above, it is important for brands to build a stronger bond with their consumers. 
However, it should be noted that attachment might also result in detrimental behaviours (cf. Japutra, 
Ekinci, Simkin & Nguyen, 2014b).

Building Brand Love

Love exists in a relationship between one person and another. According to the triangular theory of love 
(Sternberg, 1986), love within the interpersonal domain consists of passion, intimacy and commitment. 
Research also shows that it is possible for consumers to love a brand (e.g. Batra, Ahuvia & Bagozzi, 
2012). The notion of brand love was introduced recently and has been defined as ’the degree of passionate 
emotional attachment a satisfied consumer has for a particular trade name’ (Carroll & Ahuvia, 2006, p. 
81). Expanding the research of brand love, Albert, Merunka and Valette-Florence (2008) propose that 
it contains 11 dimensions, which includes passion, duration of the relationship, self-congruity, dreams, 
memories, pleasure, attraction, uniqueness, beauty, trust and declaration of affect.

Recent research by Loureiro, Ruediger and Demetris (2012) shows that self-expressive brand and 
brand attachment has a positive influence on brand love. Subsequently, another study (Batra, Ahuvia & 
Bagozzi, 2012) finds that brand love includes self-brand integration, passion-driven behaviours, posi-
tive emotional connection, long-term relationship, positive overall attitude valence, attitude certainty 
and confidence (strength), and anticipated separation distress. Based on this conceptualisation, it can be 
argued that being strongly attached with a brand may lead to having love for the brand.

Research has also documented that brand love leads to various favourable outcomes. For instance, Car-
roll and Ahuvia (2006) show that brand loyalty and positive word-of-mouth are the result of brand love. 
Bergkvist and Bech-Larsen (2010) argue that more brand love increases consumers’ active engagement 
towards the brand. Moreover, brand love positively influences continuance and affective brand commit-
ment (Albert & Vallete-Florence, 2010). In conjunction with that, brand love also influences not only 
loyalty and word-of-mouth, but also resistance to negative information (Batra, Ahuvia & Bagozzi, 2012).
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Various ways have been offered in order to build stronger brand love. Two studies (Carroll & Ahuvia, 
2006; Loureiro, Ruediger & Demetris, 2012) propose that a brand should pay attention to its consumer’s 
self-expression (e.g. inner-self and social-self). In addition to these studies, another study argues that 
increasing consumers’ sense of community is a prominent predictor of brand love (Bergkvist & Bech-
Larsen, 2010). Later research by Batra, Ahuvia and Bagozzi (2012) suggests that quality acts as a signal 
of love toward the brand.

Building Brand Community

Consumers share consciousness, among other things within a brand community - which refers to a com-
munity that is geographically liberated, specialised, and based on a structured set of social relationships 
in supporting a particular brand - (Muniz & O’Guinn, 2001). Brand community exists across categories, 
such as motorcycles (e.g. Harley Davidson – (Schouten & McAlexander, 1995)), food and beverages 
(e.g. Nutella - (Cova & Pace, 2006)), and so on.

In Figure 1, we propose that brand attachment leads to the formation of brand community. Participation 
in a brand community reflects a social congregation of people that have a certain degree of attachment 
to the brand itself (McAlexander, Schouten & Koenig, 2002). Cova and Pace (2006) indicate that this 
participation gives consumers greater control over their relationships with the brand to which they are 
attached. Stronger attachment with a brand encourages participation in a brand community.

Consumers’ attachment to a brand within the community is expressed via a variety of thoughts and 
behaviours; for instance, consumers express their attachment by actively defending and promoting the 
superiority of their brand to a specific competitive offering (Muniz & Hamer, 2001). In extreme cases, 
members within a brand community develop oppositional brand loyalty - opposing competing brands in 
order to make meaning of ‘their’ brand and to derive community experience (Muniz & O’Guinn, 2001). 
Schau, Muniz and Arnould (2009) find that brand community increases the brand value and consumer 
engagement. Advantages of having a strong brand community have also been recorded in the business-
to-business context. Research indicates that enhancing brand community activities may lead to higher 
level of buyer loyalty and market share (Andersen, 2005).

Recall the case of Harvey Nichols vs. Ferrari in Indonesia mentioned above. Both of them are in 
the premium business, but Ferrari stayed and Harvey Nichols left Indonesia. Ferrari is even planning to 
open its second dealership in Surabaya (the second largest city in Indonesia) in 2015. One of Ferrari’s 
key success ingredients is the building of consumer-brand relationships through brand community. Fer-
rari Owners’ Club Indonesia (FOCI) is considered one of the reasons behind Ferrari’s success story in 
Indonesia. A firm should not neglect any communities related to its brand. Hence, a firm should try to 
be involved in all the activities that the community organises and if possible, a firm should support those 
activities. McWilliam (2000) notes that several brands (e.g. CNN, Disney) support online communities by 
providing bulletin boards, forums and chat rooms. Moreover, McWilliam also notes that certain brands 
even go further to support these communities as they allow individuals to establish their own virtual bar 
(Heineken) that allows them to meet and chat with other visitors and/or friends.

McAlexander, Schouten and Koenig (2002) propose four important types of consumer-centred relation-
ships in building brand community. These four types of relationships are (1) owner-product relationship, 
(2) owner-brand relationship, (3) owner-company relationship, and (4) owner-owners relationship. Firms 
should facilitate these four interactions in order to achieve integration in brand community. Back to the 
success story of FOCI, they do various activities related to these four interactions. They created touring 
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events, in which they also organised various activities (e.g. donations). These touring events can increase 
the four types of relationships. First, by driving their own car from a location to another location, their 
perception that their Ferrari is fun to drive can be increased as well as their intention to recommend the 
brand to others – increasing the owner-product and owner-brand relationships. Second, this event also 
answers to the need of the participants for meeting other people that share similar interests – increasing 
owner-owner relationships. Ferrari Indonesia also held a test and trial event, in a racing circuit, for one 
of its product. This event can increase owner-brand and owner-company relationships. Ferrari provides 
its consumer with evidence that Ferrari can perform to its highest capabilities – increasing owner-brand 
relationships. In addition to that, the problem with Ferrari owners in Indonesia is the ability to try the 
car to its fullest capability. This sort of activity is almost impossible to conduct in a normal street. By 
conducting this test and trial activities, Ferrari listens and understands its customers – increasing owner-
company relationships.

Creating and managing brand communities – in particular online communities – are challenged with 
several issues related to focus, community control, authenticity and ethics, community size and com-
position, and objectives, management, and skills in running the communities (McWilliam, 2000). For 
example, it is important to attract individuals to read the posts in the forum. However, it is also important 
to engage individuals to write some of their opinions in the forum. McWilliam (2000) suggests attracting 
the individuals to read and write on a topic by using elements that capture individuals’ attention. It is 
important to elicit elements that the individuals should care, have opinions, and be enthusiastic enough 
to share their views.

Societal Marketing

As it has been discussed above, consumers are changing from only considering functional and affective 
value. Consumers prefer to buy from firms that care and have offerings that include social value (e.g. 
environmentally friendly products) (Kotler, 2011). Bloom, Hoeffler, Keller and Meza (2006) note that 
societal marketing helps a firm to differentiate their brands from competitors, which creates greater ef-
ficiency for other marketing efforts. It creates an ability to charge price premium, gain greater market 
share, higher brand loyalty, and more favourable treatment. Kotler (2011) indicates that one of the mar-
keting perspectives that will affect the environment in the future is social marketing, which is considered 
a branch of societal marketing.

Social marketing has been defined as “the adaptation of commercial marketing technologies to pro-
grams designed to influence the voluntary behaviour of target audiences to improve their personal welfare 
and that of the society of which they are a part” (Andreasen, 1994, p.110). It is not to be confused with 
societal marketing. Societal marketing programs have been defined as the firm’s initiatives to create 
an association in the consumers’ minds between the cause and the company or its brands by involving 
provision of money, resources and publicity to socially beneficial causes (Bloom, Hoeffler, Keller & 
Meza, 2006). Both forms of socially responsible marketing programs include a range of activities, such 
as cause-related marketing, green marketing, cause sponsorship and social advertising. These activities 
have been considered as corporate social responsibility (CSR) activities (Maignan & Ferrell, 2004).

Research argues that there is a need for marketers to adopt a strategic perspective in conducting soci-
etal marketing (e.g. making CSR decisions), in which marketers need to align their CSR initiatives with 
not only the company’s overall strategic thrust but also its competitive positioning (Sen & Bhattacharya, 
2001). These authors note that a company’s CSR actions in certain social domains (e.g. labour relations, 
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employee working conditions) together with CSR-related beliefs from their consumers influence the 
attractiveness of the company’s products. Hoeffler and Keller (2002) propose that societal marketing 
supports the building of brand equity through (1) enhancing brand awareness, (2) increasing brand image, 
(3) building brand credibility, (4) eliciting brand feelings, (5) shaping a sense of brand community, and 
(6) evoking brand engagement. Another study shows that an increase in CSR initiatives leads to greater 
consumer satisfaction and firm’s market value (Luo & Bhattacharya, 2006).

Hoeffler and Keller (2002) indicate that there are three components that are important in the process 
of transferring meaning or responses from a CSR program: (1) the awareness and knowledge of the 
consumers, (2) relevance and meaningfulness of the program, and (3) transferability of the program’s 
knowledge. Maignan and Ferrell (2004) propose three approaches that need to be considered in creating 
awareness for CSR initiatives, which are: (1) to include CSR images in firms’ communications, (2) to 
enhance stakeholders’ affiliation based on a shared concern for specific issue, and (3) to stimulate stake-
holders’ interactions around CSR. Two aspects that need to be examined in selecting which programs to 
be chosen are commonality and complementarity (Hoeffler & Keller, 2002). For example, Pepsodent – a 
toothpaste brand from Unilever – sponsored free dental check-up programs in many areas in Indonesia. 
Additionally, they held a celebration of World Oral Health Day 2014 by inviting 200,000 Indonesia kids 
in 117 cities to brush teeth together.

FUTURE RESEARCH DIRECTIONS

This study contributes to advancing knowledge, in particular by offering a framework on building strong 
brands. The continuation of this project involves validating the framework through empirical studies: 
qualitative and quantitative. First, through qualitative study, researchers could investigate from the man-
agers’ perception whether the three key success factors propose in this study lead to stronger brands or 
not. Second, it would be worthwhile to explore consumers’ perception on the factors that increase their 
preference toward a particular brand. Third, through quantitative study, researchers could test the rela-
tionships between the three key success factors and brand performance as well as investigating which 
factor is the strongest out of the three.

CONCLUSION

Applying the same branding strategy which might have been deemed to be successful in its home country 
in a new culturally diverse market does not ensure that it will be successful. Entering a new international 
market means facing new challenges. We highlighted several prominent challenges that a brand might 
face. These challenges are: local cultures, multiple competitions and changes in the environment. In 
order to cope with these challenges, we synthesise three key success factors: emphasising the process 
of glocalization, building consumer-brand relationships and adapting societal marketing. Brand manag-
ers can use our framework as a guideline to design and implement their branding strategies to enter a 
culturally diverse international market.

Entering a new market poses many challenges for a brand, even for a well-known global brand. Be-
ing a well-known global brand does not automatically mean that it will be successful. Building a strong 
brand in a new and culturally diverse market, such as Indonesia, requires a deep understanding of the 
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local and popular culture in that market. A firm should apply glocal strategy approach, in order to build 
a stronger brand. For firms to achieve a successful glocalization, they should pay attention to six fac-
tors, which are: (1) adjusting to local-style stores and improving the stores, (2) adjusting to local habits 
and cultures (also popular culture), (3) adjusting to local systems (e.g. merchandising), (4) adjusting 
the work practices and policies, (5) adjusting their promotional strategies, and (6) practicing corporate 
and consumer citizenships. Nevertheless, a firm should also be careful in applying its glocal strategy 
approach (Svensson, 2000) in order not to lose its identity. Recall the case of 7-eleven in Indonesia. Al-
though they adapted to the local culture, they still put extra attention to their core values – “convenience 
without compromise”.

Paying attention to glocalization alone is not enough for a firm to build a stronger brand. A firm 
should also build a long-term relationship between its consumer and its brand. This relationship should 
be built not only at the individual level (attachment and love), but also at the group level (community). 
We introduce three important inter-related constructs that act as key elements in the relationship. First 
is the creation of attachment with the brand. Various means can be used to create this bonding. For 
instance, Tesco – the biggest UK retailer – created ‘Mum of the Year Award’. Through this program, a 
mother can be nominated by her family or friends for her extraordinary work (e.g. helping others). This 
programme has increased not only the relationships between the mothers and their surroundings, but 
also the relationships between the consumers and the brand. Subsequently, brands could increase their 
consumers’ sense of relatedness by creating and/or supporting other events (e.g. family marathons).

It has been suggested that attachment leads to love (Loureiro, Ruediger & Demetris, 2012) and helps 
in the creation of a brand community (Muniz & O’Guinn, 2001). Research in the context of business-to-
consumer and business-to-business field has documented that having a strong brand community leads to 
many favourable consequences (e.g. Schau, Muniz & Arnould, 2009). Hence, firms should pay attention 
to their brand communities – whether they are official or unofficial. Firm needs to control unofficial 
brand communities since they can endanger a brand’s reputation – as in the case of Hell’s Angels for 
Harley Davidson (cf. McWilliam, 2000). As discussed above, there are four important types of relation-
ships that determine the integration of brand community. In order to enhance this relationship, marketers 
could create marketing programs that provide consumers with opportunities to learn more about the 
brand’s heritage and values (McAlexander, Schouten & Koenig, 2002). For instance, Casio (a Japanese 
multinational electronics company) celebrated its 30th anniversary by introducing Kikuo Ibe - the “Father 
of Casio G-Shock” - in a series of events, which they called “Shock the World Tour”. Basically, in the 
event, Casio provided the inside story of the development of G-Shock. Casio also provided a discussion 
of the role of G-Shock – as a brand – in the mixed culture by inviting various well-known individuals 
in different sectors (e.g. clothing store owner, graffiti artist). Additionally, Casio invited various com-
munities such as BMX community to the event. These efforts are important to build a strong bonding 
between consumers and the brand.

Recently, marketing activities have put forward the importance of societal marketing, as today’s con-
sumers are more likely to consider how a firm meets its social responsibilities (Kotler, 2011). Societal 
marketing has been demonstrated to induce many favourable outcomes for a firm (e.g. Luo & Bhattacha-
rya, 2006). Moreover, societal marketing is crucial in building a firm’s brand equity (Hoeffler & Kotler, 
2002). Hence, it is important for practitioners to focus in the inclusion of societal marketing programmes 
in their marketing strategy. For instance, Waitrose – a UK based retailer – gave their consumers a green 
coin as a part of the transaction and the consumers could then enter the green coin into one of the three 
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boxes available for donation. By doing this, Waitrose reinforced its brand credibility and its consumers’ 
sense of social approval and self-respect (cf. Hoeffler & Kotler, 2002).

Reinforcing both glocalization and societal marketing may lead to stronger consumer-brand relation-
ships. Muniz and O’Guinn (2001) note that one of the activities that consumers perform within a brand 
community is sharing a sense of moral responsibility. A well-chosen societal marketing program can 
be the starting point for consumers to share experiences and connect with other consumers or even the 
employees themselves (Hoeffler & Keller, 2002). Thompson and Arsel (2004) indicate that glocalization 
exerts the influence of a global brand in shaping identities, social networks and marketplace cultures. 
This may mean that there is a linkage between glocalization and the relationships between consumers 
and the brand through the creation of shared experiences and meanings (Muniz & O’Guinn, 2001).
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KEY TERMS AND DEFINITION

Brand Attachment: The cognitive and emotional bonding between consumers and brands.
Brand Community: A community that is geographically liberated, specialised, and based on a 

structured set of social relationships in supporting a particular brand.
Brand Love: The degree of passionate emotional attachment a satisfied consumer has for a particular 

trade name.
Globalization: A process, a condition, a system, a force, and a age that applies to a collection of 

social processes that emerge to transform our present social position of conventional nationality into 
one of globality.

Glocalization: The interjection and coshaping of global brands into the local cultures through tailor-
ing and advertising of the brands to satisfy the local market.

Social Marketing: The adaptation of commercial marketing technologies to programs designed to 
influence the voluntary behaviour of target audiences to improve their personal welfare and that of the 
society of which they are a part.

Societal Marketing Programs: The firm’s initiatives to create an association in the consumers’ 
minds between the cause and the company or its brands by involving provision of money, resources and 
publicity to socially beneficial causes.

This research was previously published in Analyzing the Cultural Diversity of Consumers in the Global Marketplace edited by 
Juan Miguel Alcántara-Pilar, Salvador del Barrio-García, Esmeralda Crespo-Almendros, and Lucia Porcu, pages 101-125, 
copyright year 2015 by Business Science Reference (an imprint of IGI Global).
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ABSTRACT

Consumers develop relationships with diverse brands regarding brands as partners. Brands are viewed 
by customers as symbolic meanings and social and cultural value, which is beyond the utilitarian ben-
efits. Therefore, the purpose of this chapter is to explore the research on Consumer-Brand Relationship 
(CBR) and present a theoretical model of consumer-brand relationship process, giving insights for good 
and bad relationships. The chapter begins with the origin and evolution of CBR. Then, an overview 
of main theories and the seminal models are shown. Finally, a model of consumer-brand relationship 
process through good and bad relationships is proposed, and insights for further research are provided.

INTRODUCTION

The dynamics of customer–brand relationships (CBR) has becoming a topic of interest since late nineties 
of 20th Century. The marketing is shifting from a transactional marketing paradigm to the relationship 
marketing paradigm. Short-term orientations dominated marketing practices are no longer acceptable. 
Top managers realize that repeat purchase by customers is critical and necessary to foster brand loyalty 
(Gummesson, 1987, 2008). Therefore, firms are interested in acquiring knowledge about how consum-
ers relate to brands, why some brands are preferred to others and even loved. On the other hand, it is 
also relevant understand why consumers may develop a negative bonds with brands and even hate them 
Thus, these and other issues associated to the bonds established between consumers and brands, which 
may be associated to goods, services, organizations, celebrities, destinations, cities, and even counties, 
have gained prominence amongst researchers and practitioners.
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Indeed, all types of organizations, profit or non-profit, are adopting customer-centric strategies, 
programs, tools, and technology for efficient and effective customer relationship management. Even 
tourism related public entities are realizing the need for in-depth and integrated tourist knowledge in 
order to build close cooperative and partnering relationships with their tourists.

Fournier (1998) seminal anthropomorphic model of customer–brand relationships proposed the Brand 
Quality model, nevertheless, the Brand Quality model focuses on the relationship dimensions of love/
passion, brand partner quality, intimacy, interdependence, commitment, self-connection, but it does not 
demonstrate how these dimensions are related each other, it is not a causal relational model. After that, 
several studies have been analyzing how these and other relational constructs are related (e.g., Thomson, 
MacInnis, & Park, 2005), what are the antecedents and consequents of the relational constructs (e.g., 
Chang & Chieng, 2006; Stokburger-Sauer, 2010; Tsai, 2011; Loureiro, Kaufmann, & Vrontis, 2012), or 
how to improve the measure of each construct (e.g., Batra, Ahuvia, & Bagozzi, 2012).

From the practitioners’ perspective, we can find several evidence of the growing interest of company 
CEOs and brand manager on this topic. For instance, Roberts (2004), CEO of Saatchi & Saatchi, proposes 
the theory of “Lovemarks” and alludes that brands should be about consumers and their relationship with 
them. For Roberts (2004), in the same way the products evolved to carry trademarks, and trademarks 
evolved into brands, nowadays, brands should evolve into “Lovemarks”. In this regards, “Lovemarks” 
are about building and strengthening emotional bonds between brands and consumers. The website 
“lovemarkscampus” provides information about the companies, consumer opinions, and events around 
the topic: from brands to lovebrands. There, in the webpage “resources”, it is also possible to find some 
academic literature on the topic of emotional marketing.

Another example comes from McEwen, a Global Practice Leader at The Gallup Organization, and 
previous senior planning and account management in several leading advertising agencies, including 
McCann-Erickson, FCB, and D’Arcy. McEwen launched in 2005 the book “Married to the Brand”. This 
book advocates the thesis that great brands are built upon strong customer relationships.

Nevertheless, CBR is still a very recent research field and so, the propose of this chapter is to provide 
an overview of the evolution of the concept of consumer-brand relationship, providing insight about 
the main proposed models and major constructs. The chapter presents models incorporating love/pas-
sion, attachment/avoidance or antecedents of relationship investment. A framework is also presented 
and intends to suggest a sequential causal order from identity to outcomes in the relationship between 
consumers and their loved brands and also the negative flow leading to a bad relationship and a bad 
outcome. The antecedents and consequents of love/hate for a brand are not yet properly established and 
so the framework, based on literature review, intends to contribute for fulfill this gap.

In this chapter the conceptual foundation of CBR is explored by examining the literature on relation-
ship marketing and other disciplines that contribute to the knowledge of CBR. Therefore, the following 
sections start with the origin and evolution of consumer-brand relationship (CBR). Then, a parsimonious 
view is given of the various theories together with a conceptual discussion on major constructs along 
with existing models so far developed in various conceptual and empirical studies. In the end, the chapter 
presents an overview of the process behind the consumer-brand relationship and provides some insights 
for further research.
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CONSUMER-BRAND RELATIONSHIP: ORIGIN AND EVOLUTION

Fournier’s (1998) was pioneer on the relationship theory associated to brands. We may say that she 
founded a research stream. Effectively, brands can live and interact through their managers and act or 
re-act to the consumers. Regarding the brand relationship quality model, love and passion are in the 
core of a strong brand relationship, meaning infatuation, selfish, and even obsessive dependency. Self-
connection reflects “the degree to which the brands delivers on important identity concerns, tasks, or 
themes” (Fournier, 1998, p. 364). Interdependence is associated to activities with a brand and strong 
brand relationship involves frequent brand interactions. Commitment means the intention to continue the 
relationship and having faith in the future of the relationship, promoting the longevity of the relationship. 
Intimacy lays in the elaborate knowledge structures and believes that marks the brand as superior and 
irreplaceable (Wood, 1982). Finally, brand partner quality is regarded as an overall relationship satisfac-
tion and strength which comprises a positive orientation of the brand toward the consumer; judgments 
of the brand’s overall dependability, reliability, predictability, and adherence to rules (Fournier, 1998); 
and trust in the brand’s promises and accountability for its actions.

Fournier (1998)’s dimensions are based on several theories such as interdependency theory and theo-
ries of attraction. However, love and passion are the essential concepts in attachment theory. Attachment 
theory is based on studies of parent-child relationships (Bowlby, 1979) and continues through adulthood 
to romantic relationships (Hazan & Shaver, 1994), kinships, and friendships (Trinke & Bartholomew, 
1997; Weiss, 1988). Several studies suggest that emotional attachment is formed between human beings 
and animals, places, destinations, special objects, brands (e.g., Schouten & McAlexander, 1995; Price 
et al., 2000; Richins, 1994;Ahuvia, 2005; Yuksel et al., 2010), and even human brands or celebrities 
(Thomson, 2006). In consumer research, Thomson, MacInnis, and Park (2005) identified a higher-order 
emotional attachment construct consisting of three factors: affection, passion, and connection. Thus, 
attachments reflect an emotional bond similar to love.

The interpersonal triangular theory of love (Sternberg, 1986), adapted to the consumption contexts, is 
closely related to the emotional attachment construct; it considers that brand love is made up of dimen-
sions such as: passion, intimacy, and commitment (Kamat & Parulekar 2007; Keh et al., 2007). Ahuvia 
(1993) suggests that consumers can have real feelings of love toward an object and conceptualizes the 
love as having two dimensions: real and desired integration. Batra, Ahuvia, and Bagozzi (2008) propose 
that this love is made up of seven dimensions: perceived functional quality, self-related cognitions, posi-
tive affect, negative affect, satisfaction, attitude strength, and loyalty.

Given the complexity of the construct, the interpersonal love theory alone does not allow for the 
discovery of specific dimensions of love. Based on the brand-consumer relationship paradigm, Carroll 
and Ahuvia (2006) suggest that brand love is composed of five dimensions: passion, attachment, posi-
tive evaluation of the brand, positive emotions in response to the brand, and declaration of love for the 
brand. More recently, Albert et al. (2008) propose two main components of brand love that are also found 
in the interpersonal love literature: six first order dimensions (idealization, intimacy, pleasure, dream, 
memories, and uniqueness) and two second order dimensions (passion and affection).
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CONSUMER-BRAND RELATIONSHIP MODELS

Regarding consumer-brand relationship models that integrate the love element or at least affective ele-
ments, we can found three (see Figure 1): the holistic approach proposed by Fournier (1998), the causal 
approach of Carroll and Ahuvia (2006), and the systemic approach of Batra, Ahuvia, and Bagozzi (2008), 
which later evolved into the brand love (Batra, Ahuvia, and Bagozzi, 2012).

As mentioned above, Fournier (1998) suggests six strong relationships and is interested in the differ-
ent relationships a consumer may have with a brand. Batra et al. (2008) integrate various constructs like 
brand loyalty, satisfaction, and attitude strength into a model a brand love system relationship (BLS); 
however, they do not offer antecedents and outcomes of the consumer’s love for a brand and do not ex-
plicitly use the construct of love. However, the model intends to present the nature and consequences of 
brand love by a love system in which functional quality beliefs, self-related cognitions, positive affect, 
and negative affect, through attitude valence and strength, influence brand loyalty.

Perceived functional quality deals with the perceived quality of the brand’s functional (instrumental) 
attributes and superior product performance. Self-related cognitions represent “the extent to which con-
sumer believes the brand (1) helps give their life a sense of purpose and provides other intrinsic rewards; 
(2) matches their privately held sense of self-identity; and (3) has the power to make them feel the way 
they wish to feel and to create a desired public image” (Batra et al., 2008, p. 28).

Figure 1. Consumer-brand relationship models with affective elements
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In what concerns the positive and negative affect components, they congregate more than positive 
and negative feeling. Thus, the positive affect comprises a sense of intuitive fit with the brand; the ex-
tent to which consumers feel emotionally connected to the brand; and the extent to which consumers 
have positive feelings (such as, contentment and fun) in connection with the brand. The negative affect, 
however, evaluates anticipated negative feelings (such as anxiety, worry, and fear) that consumers think 
they might experience if they do not have access to the brand.

The BLS model has three consequences. The attitude valence comprises items combining standard 
attitude and satisfaction measures and the attitude strength measures how strongly held, confident, and 
intense are the feelings/evaluations about the brand, and how quickly they come to mind. The brand 
loyalty uses positive word-of-mouth comments, repurchase intentions, and the extent to which the con-
sumer would question negative information heard about the brand.

Finally, Batra et al. (2008) also propose the potential moderating effect of materialism (importance 
placed by individuals on worldly possessions) (Richins, 2004) and of susceptibility to normative influ-
ence (SNI) (individuals higher in SNI are more subject to the normative influence of their reference 
groups in determining their consumption choices) (Bearden et al., 1989).

Carrol and Ahuvia (2006) model the relationships between brand love and both its antecedents and 
consequences. They propose that brand love is influenced by a hedonic product and self-expressive brand 
and has a positive effect on brand loyalty and positive word-of-mouth.

Carroll and Ahuvia (2006) highlight that brand love includes a willingness to declare love (as if the 
brand were a person) and involves integration of the brand into a consumer’s identity. A consumer’s 
love toward a brand is greater for brands that play a significant role in shaping the consumer’s identity. 
Therefore, a self-expressive brand is the consumer’s perception of the degree to which the specific brand 
enhances one’s social self and/or reflects one’s inner self (Carroll & Ahuvia, 2006, p. 82); it includes two 
dimensions: inner self and social self. Consumers satisfied and in love with a brand are more willing to 
repurchase and to recommend it to others.

Nevertheless, another model without the concept of love, namely relationship investment (RI) (Rusbult 
1980), has been proposed based on theories on close relationships found in social psychology, which 
incorporate a different concept, the relationship investment (see Figure 2). The RI model (see Figure 1) 

Figure 2. Relationship investment (RI) model
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is an extension of the interdependency model proposed by Kelley and Thibaut (1978), and points out two 
sources of dependence: satisfaction with the present relationship partner and the quality of alternatives. 
Satisfaction refers to the sum of positive versus negative affect toward the relationship partner, and the 
quality of alternative partners represents the subjective evaluation of the quality of a partner compared 
with the quality of the best alternative partner. Thus, the subjective evaluation of the quality of alterna-
tives means what a person could be expected to obtain and receive in some other, alternative relationship 
(Brehm, 1985). In the interdependency model, satisfaction is viewed as positive influence on relation-
ship stability, and quality of alternatives is regarded as exercising a negative influence on relationship 
stability. In addition, the RI model introduces the relationship investment as the third additional source 
of dependence and commitment as a mediator between the dependence variables and outcomes variables.

Relationship investment refers to the importance of the resources that are attached to a relationship, 
resources that could be lost if the relationship would end. According to Rusbult et al. (1998), these 
could be direct, such as time and money, and indirect, which are related to personal relationships, such 
as friends, personal identity, or shared material possessions and intellectual life.

In the RI model commitment is conceived as the intent to persist in a relationship, meaning a long-
term orientation toward the relationship and feelings of psychological attachment. Thereby, a person’s 
commitment to a relationship will be directly and positively related to the extent to which he/she is 
satisfied with the relationship, has no good alternatives, and has a lot invested in the relationship. Thus, 
in the perspective of Breivik and Thorbjørnsen (2008), both self-connections and interdependence in 
the BRQ model can be considered as forms of relationship investment.

Loureiro (2013) wrote a chapter, called “The remarkable consumer experience of brands as drivers to 
a deep consumer-brand relationship”, where proposes the integration of brand love on RI model. Brand 
love is represented by the core elements of love showed by Carroll and Ahuvia (2006). In this model 
brand love is an antecedent of commitment and willingness to sacrifice for a brand a consequence. As 
antecedents of brand love we may see brand connection (Loureiro, Kaufmann, & Vrontis, 2012), indi-
vidual and shared brand experience and positive emotions.

Recently a new model emerge proposed by Park, Eisingerich, & Park (2013): Attachment–aversion 
(AA) model of customer–brand relationships. The model deals with two essential components represent-
ing opposite ends of the relationship spectrum at a moment in time, while the transition from one end 
to the other is possible over time (Johnson et al., 2011): brand attachment and brand aversion. Brand 
attachment relies on the fact that an individual will be attached and feel close to a brand when the brand 
is perceived as a means for self-expansion. On the other hand, when a brand is regarded as threat for 
self-contraction, a consumer will be averse to the brand and feel distant from it, that is, brand aversion. 
Therefore, AA model employ two key properties: the degree of brand-self distance and brand prominence.

Brand-self distance is operationally defined as the perceived distance between a brand and the self. 
Brand-self distance is positive in a close relationship and is negative in a distant/far relationship. Positive 
or negative memory about a brand may determine the extension of brand-self distances. Brand promi-
nence is considered as the perceived memory accessibility of a brand to an individual. So, the salience 
of the brand–self relationship depend on the frequency and accessibility brand thoughts are brought to 
mind. Attachment and aversion are opposites on perceived brand-self distance, but both are high in brand 
prominence. However, indifferent relationships are characterized by low brand prominence.

AA model presents three determinants of AA relationships: (i) Enticing (annoying) the Self, (ii) En-
abling (disabling) the Self and (iii) Enriching (impoverishing) the Self. Sensory pleasure (displeasure) 
has effect on consumers’ psychology, such as, customers’ perception, judgment, and behavior (Krishna, 
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2012). So, when a brand has sensorial or aesthetically displeasing qualities, the psychological distance 
is far, but if the brand has sensorial or aesthetically pleasing qualities, the brand will be psychologically 
close to the consumer. The second determinant is related with the extent to which a brand creates a sense 
of an efficacious and capable self (based on the product performance), enabling a consumer to exert 
control over his/her environment so as to approach desired goals and avoid undesired ones. The third 
determinant is associated to the self-identity and self-expression. When a brand represent an identity that 
is strongly opposed to or against the identity of a consumer, it becomes a target of consumer’s aversive 
reactions (Johnson et al., 2011).

As consequences of AA relationships, we can find a direct consequence, customers’ relationship 
motivational strength, and two indirect consequences: intentions to engage in brand behaviors of varying 
difficulty and actual behaviors. Motivational strength depend on customers ‘relationship motivation in 
three aspects: approach/avoidance, maintenance/termination and enhancement/destroying. The stronger 
the attachment (aversion), the greater the willingness to enact difficult-to-perform pro-brand (anti-brand) 
behaviors becomes (Park, Eisingerich, & Park, 2013; Johnson et al., 2011), as well as, actual behavior.

Schmitt (2013) note that brands are commercial entities, have monetary value, can be bought and 
sold, have good/services tied, have logos and taglines and all sorts of visual and verbal communications, 
therefore, should not be only interpreted using the anthropomorphic metaphor. Schmitt (2013, p. 251) 
alludes that experiencing the brand may be a prerequisite for developing customer–brand relationship 
over time. Moreover, the characteristics of brand experience may influence a “brand entices or annoys the 
self, enables or disables the self, or enriches and impoverishes the self, and, in turn, creates brand–self 
distance and prominence”. So, brand experience may act as antecedent of AA relationships (see Figure 3).

Figure 3. Attachment–aversion (AA) model and its extension
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Loureiro (2013) in their book chapter entitled “the remarkable consumer experience of brands as 
drivers to a deep consumer-brand relationship”, also consider brand experience as a potential anteced-
ent of love/passion, reinforcing the importance of a good positive experience to develop a deep positive 
relationship.

Considering the consequences of motivational strength, Schmitt (2013) proposes self related out-
comes and marketing related outcomes. The latter congregates brand purchases, brand purchase share 
and need share. The former aggregates pro-(anti) behavioral intention hierarchy, positive (negative) 
brand-symbolism dissemination and positive (negative) brand activism. Both outcomes leads to long 
term outcome, meaning positive or negative customer-brand relationship equity. The process is moder-
ated by sourcing of relevant brand information, cognitive and emotional processing of brand information 
and focus of processing (brand personality vs self).

MAJOR CONSTRUCTS INVOLVED IN CONSUMER-BRAND RELATIONSHIP

There is a growing interest among researchers and practitioners in consumer-brand relationship. The 
studies in this context involve concepts such as attitude strength (Krosnick et al., 1993), brand relation-
ships (e.g., Fournier, 1998; Chang & Chieng, 2006), self-brand connections (e.g., Belk, 1988; Escalas 
& Bettman, 2003), brand loyalty (e.g., Oliver, 1980; 1999), consumers’ emotional attachments to brands 
(Thomson, MacInnis, & Park 2005; Loureiro, Kaufmann, & Vrontis, 2012), consumer delight (e, g., 
Oliver, Rust, & Varki 1997; Loureiro & Kastenholz, 2011; Loureiro, Miranda, & Breazeale, 2014), the 
phenomenology of customer satisfaction (Oliver, 1980; Fournier & Mick, 1999), trust and commitment 
(e.g., Morgan & Hunt, 1994), brand image (Keller, 2003), brand personality (Aaker, 1997), brand com-
munity (e.g., Muniz & O’Guinn, 2001; McAlexander et al., 2002), brand cult (e.g., Brown et al., 2003), 
brand tribalism (Veloutsou and Moutinho, 2009), and love in consumption contexts (e.g., Ahuvia, 2005; 
Albert, Merunka, & Valette-Florence 2008; Carroll & Ahuvia 2006; Kamat & Parulekar 2007; Keh, 
Pang, & Peng 2007; Shimp & Madden 1988; Whang et al. 2004; Yeung & Wyer 2005; Batra, Ahuvia, 
& Bagozzi, 2012).

Brand Loyalty, Brand Satisfaction, Brand Trust, and Brand Personality

Brand loyalty, brand satisfaction, brand trust and brand personality are branding concepts which have 
been investigated in association to consumer-brand relationship. The most influential works are those 
from Oliver (1980, 1999), who proposes the customer satisfaction/dissatisfaction (CS/D) paradigm 
and analyses the relationship between brand satisfaction and brand loyalty. The analysis of the causal 
relationship between satisfaction and loyalty concludes that satisfaction is a necessary step in loyalty 
formation. Chaudhuri and Holbrook (2001) examine two aspects of brand loyalty; purchase loyalty and 
attitudinal loyalty, as linking variables in the chain of effects from brand trust and brand affect to brand 
performance. However, three main streams of the research of loyalty may be distinguished: behavioral 
loyalty, attitudinal loyalty and composite loyalty (considering the aforementioned constructs). Conse-
quently, in consumer research, the expression “customer loyalty” is often measured by indicators like 
the “intention to continue buying the same product”, “intention to buy more of the same product” and 
“repeat purchase” (behavioral measures) or “willingness to recommend the product to others” (attitudinal 
indicator, reflecting product advocacy).(e.g., Rauyruen & Miller, 2007; Loureiro & Kastenholz, 2011).
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Caprara et al. (2001) examine mass-market brands to determine to what extent, in a consumer setting, 
human personality and brand personality (e. g., Aaker, 1997; Loureiro & Santana, 2010) are related. In 
fact, Aaker (1997, p. 347) define brand personality as “the set of human characteristics associated with 
a brand” and proposes five dimensions for brand personality, namely, sincerity (down-to-earth, honest, 
wholesome, and cheerful), excitement (daring, spirited, imaginative, up-to-date), competence (reliable, 
intelligent, successful), sophistication (upper class, charming), ruggedness (outdoorsy, tough).

Brand Commitment

Research on relationship commitment shows two approaches: affective commitment and calculative 
commitment (Bendapudi & Berry, 1997; Hansen, Sandvik, & Selnes, 2003; Johnson et al., 2001; Sung 
& Campbell, 2009). Calculative commitment (Fullerton, 2003) captures the more rational, economic-
based dependence on product benefits (Anderson & Weitz, 1992). Affective commitment is a more 
emotional factor related to the degree to which a customer identifies and is personally involved with a 
company or a brand which results in trust and commitment (Garbarino & Johnson, 1999; Morgan & 
Hunt, 1994; Loureiro, 2010).

Ahluwalia et al. (2001) apply the expression “brand commitment” and find that when consumers are 
not familiar with a brand, negative information, even not mentioned in the message, becomes important. 
However, when consumers like the brand, positive information is relevant and spills over.

Self-Connection Brand

The expression “self-connection” globally represents the associations and connections between consum-
ers and brands, this is, the extent to which individuals have incorporated a brand into their self-concept.

Escalas and Bettman (2003) focus on reference groups as a source of brand associations, which can 
be linked to one’s mental representation of self to meet self-verification or self-enhancement goals. Later, 
Escalas and Bettman (2005) find that one reason for consumers to purchase brands lies in the construction 
of their self-concepts and form self-brand connections. Thereby, brands with images consistent with an 
in-group (group of reference) enhance self-brand connections for all consumers. However, self-brand 
connections change as children move into adolescence (Chaplin & John, 2005).

Brand Community and Brand Tribalism

Muniz and O’Guinn (2001, p. 412) introduce the concept of brand community as a “specialized, non-
geographically bound community that is based on a structured set of social relations among admirers 
of a brand”. McAlexander, Schouten, and Koenig (2002) analyze brand community from a customer-
experiential perspective and proposed a customer-centric model of brand community that consists of 
four relevant relationships (community integration): customer-product relationship, customer-brand, 
customer-company relationship, customer-customers/owners relationship. Later, Algesheimer, Dholakia, 
and Herrmann (2005) develop and test a conceptual model of how different aspects of customers’ rela-
tionships with the brand community influence their intentions and behaviors (purchase, recommendation, 
membership duration, and participation). Thus, the quality of relationship and the identification with the 
brand community lead to positive consequences, like greater community engagement and behavior, and 
negative consequences, such as normative community pressure and reactance. Recently, Stokburger-Sauer 



374

Loving and Hating Brands
 

(2010) studied the brand community integration which depends on customer’s perceived relationships 
with their own product, the brand, the company, and other owners.

Tribal brands evolve around products with similar values and are the emotional result of personaliza-
tion. The process of creating a tribal brand incorporates numerous social interactions amongst customers 
and with their preferred brand, taking an extended link of time to attain a socialized expression that 
constitutes a tribal brand (Moutinho, Dionísio, & Leal, 2007; Veloutsou & Moutinho, 2009).

Consumer Behavior and Attitude

The studies on consumer behavior and attitude are based on theories of social identity and organizational 
identification. Bhattacharya and Sen (2003) propose that strong consumer-company relationships often 
result from the consumers’ identification with those companies. Aaker et al. (2004) report findings from 
a longitudinal field experiment examining the evolution of consumer-brand relationships. Aggarwal 
(2004) alludes that consumers use norms of interpersonal relationships as a guide in their brand assess-
ments when they form relationships with the brands. Therefore, two relationship types are examined: 
exchange relationships (benefits are given to others to get something back) and communal relationships 
(benefits are given to show concern for other’s needs).

Brand Love

The research concerning brand love is dominated by the works from Ahuvia (2005), Carroll and Ahuvia 
(2006), and Batra, Ahuvia, and Bagozzi (2012). Ahuvia (2005) investigates the possessions, activities, 
and objects that consumers love and reports the role and importance of loved objects and activities in 
structuring social relationships with brands. Carroll and Ahuvia (2006) propose the brand love construct 
to assess satisfied consumers’ passionate emotional attachment to particular brands. Batra, Ahuvia, and 
Bagozzi (2012) developed the brand love prototype and presented the brand love factor model.

Brand Cult and Culture

In this context it is possible to find research related to cross cultural studies and consumer-brand re-
lationship and studies about consumer culture theory and consumer- brand relationship or cult (retro) 
brands. Therefore, Chang and Chieng (2006) develop a framework of consumer-brand relationships and 
conduct a cross-cultural comparative study of consumers at coffee chain stores. Thompson and Arsel 
(2004) develop the construct of the hegemonic brandscape and study the intersection of global brands 
and local cultures. Then, Thomson et al. (2005) assess the cultural dimensions of the consumption cycle 
with their brands and provides an overview of the past twenty years of consumer research addressing 
the socio-cultural, experiential, symbolic, and ideological aspects of consumption.

In what concerns cult brands, Brown et al. (2003) show the importance of allegory (brand story), 
aura (brand essence), arcadia (idealized community), and antinomy (brand paradox).
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FROM BRAND IDENTITY/NON-IDENTITY TO THE 
OUTCOME THROUGH LOVE AND HATE

The process by which consumers prefer some brand to others and wish to establish and maintain their 
relationship with a brand in a way that could drive to the development of a passion/love and advocate for 
the brand in a favorable fashion, is not yet well known. Likewise, the mechanism by which consumers 
develop an aversion toward a brand, which can lead to brand hate, is even less studied. Nevertheless, 
overall it is possible to draw a smooth flow (see Figure 4). The framework proposed in Figure 3 is based 
on literature review presented in this chapter, however, the causal order proposed is not yet well estab-
lished and more empirical studies need to be carried out to consolidate such relations. Another important 
issue lies in the definition and conceptualization of the constructs employed in this field of knowledge. 
For instance, one of the core constructs of consumers’ relationships with brands is love, or better brand 
love, however, little agreement exists as to what brand love is. In fact, Carroll and Ahuvia (2006) show 
one dimension in order to conceptualize brand love, but Albert, Merunka, and Valette-Florence (2008) 
found eleven dimensions. Later, Batra, Ahuvia, and Bagozzi (2012) develop a second order model of 
brand love factor. Love and hate are regarded as opposite ends of the relationship spectrum (e.g., Johnson 
et al., 2011; Fournier & Alvarez, 2013). Similarly, several other constructs need to be further studied 

Figure 4. From brand identity/non-identity to outcomes through love and hate
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and framed in the context of consumer-brand relationship, for example, commitment, connection, at-
tachment. In this vein, more exploratory studies are needed to establish the boundaries and contents of 
the key construct of consumer-brand relationship.

The framework shown in Figure 4 highlights that companies create the brand system value and 
brand identity in a more or less cooperation by the different stakeholders involved (e.g., Aaker, 1996; 
De Chernatony, 2001). The communication of the brand identity can lead to an inner self and social 
identification to the brand and to an attachment which contributes to a connection (e.g., Carroll & Ahu-
via, 2006; Loureiro, Kaufmann, & Vrontis, 2012). In other words, consumers tend to form connections 
to brands that become meaningful in association to their own self and/or consistent with a group of 
reference (could be family, friends, and professional group, sport, celebrities, or brand communities). 
This connection can be reinforced and justified by the positive image, credibility, and reputation of the 
brand, as well as because consumers identified themselves with celebrities, groups of reference, and 
other groups of consumers who use and approve the brand (e.g., Baek et al., 2010; Brown et al., 2003; 
Muniz & O’Guinn, 2001).

When consumers feel a strong force of attraction and a connection with a brand, identify themselves 
with the brand (the consumer self and the brand just fit), and live a positive experience or imagine this 
favorable experience, they can be aroused and this process of activation conducts to strong positive emo-
tions like delight (consumers will be more than satisfied) (e.g., Oliver et al, 1997; Loureiro & Kastenholz, 
2011). All that involvement can bring passion and love (consumers will be deeply linked to the brand) 
that keep the two partners (consumer and brand) interdependent and affective committed.

A committed consumer is more willing to want to continue the relationship to the brand, so will be 
more available to advocate positively for the brand, saying positive things (e.g., Loureiro, Kaufmann, 
& Vrontis, 2012), forgiving mistakes, promote the brand to others, pay price premium, make sacrifices 
(e.g., Loureiro, 2011). A consumer in love with a brand and committed will contribute to a favorable 
image, reputation, and credibility. The process could be mediated and influenced by several variables 
such as personality traits, lifestyle, self-esteem, value system, gender, age, country social culture.

On the other hand, a non-identification with the brand, dysfunctional communication (bad word-of 
mouth using social networking and blogs) and good/service delivered, breaches of ethics, antagonistic 
anti-brand relations waged for reasons of politics, values, politics, or transgression (e.g., Johnson, Mat-
ear, & Thomson, 2011; Kozinets & Handelman, 2004) can plague companies and engender harmful 
effects. All these negative aspects contribute to develop bad consumer-brand relationships, or even avoid 
establish a relationship.

The post-modernist era has brought the anti-consumers and propelled the skepticism toward the brand. 
Brand antagonists foster parodies and doppelgänger images (Giesler, 2012; Thompson, Rindfleisch, 
& Arsel, 2006) that can dilute brand meanings, reputation and credibility; at the extreme, they destroy 
valuable company assets. The hyper-criticism and the consumer power encourage malevolent brand 
relationships (Fournier & Alvarez, 2013). Previous studies point out that negative emotions attend to be 
more valuable and memorable than positive ones in an adaptive sense, because avoiding danger is more 
critical for survival than seeking pleasure (e.g., Baumeister, Bratslavsky, Finkenauer, & Vohs, 2001; 
Thompson et al., 2006).Therefore, a bad relationship may evolve to an aversion to the brand, reinforce 
negative emotions and leads to do not want to continue the relationship, un-commitment.
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FUTURE RESEARCH DIRECTIONS

Further research should focus on: (1) improving the knowledge about the relationship among constructs; 
(2) typology of the strength of the relationship; (3) how the relationship evolves in line with the lifestyle 
cycle; (4) how technology (Internet) interferes in the relationship; (5) the moderated or casual effects of 
consumers’ personality (trait of personality, self-esteem, age, gender), brand mythology, and lifestyle in 
their relationship with brands; (6) the effect of the countries’ social and cultural characteristics on the 
relationship; (7) explore the effect of several constructs in building and maintaining consumer-brand 
relationships, such as civility, character, self-interest, despair (hope), pessimism, pathology, power, 
victimhood and vulnerability, or cruelty and inhumanity, and also equivocation, misunderstanding of 
relationship rules and templates, and conversational dilemmas. The more social side of brand relation-
ship should regard social identity and brands, societal effects of brand relationships, relationships with 
cause brands.

What about extreme and dysfunctional brand relationship, such as involving brand advocates, brand 
antagonists, and anti-brand movements, or addictions? Negative brand experiences and the motivators 
and enablers (in terms of capabilities, traits, values, and structures) of negative brand relationship should 
be studied. Emotions theories, group emotions, ambivalent and mixed emotions, and emotion blends, 
should be analyzed to better understand negative relationships.

Consumers’ relationships with financial products, financial services, celebrities brands and entertain-
ment brands, as well as, other sectors of activity are not yet well known.

How to establish strategies based on the relationship with the consumer? That is, relationship-building 
strategies, relationship-based market segmentation, building relationship-sensitive corporate cultures, 
brand relationship metrics and dashboards.

CONCLUSION

The relationships between brands and consumers depend on several issues, such as the identity of the 
brands, the way they communicate, the traits of personality, lifestyle and social involvement of the con-
sumers. However, the process behind the attraction and aversion or even hatred for brands are not well 
understood. The last part of this chapter provide several suggestions for further research, even so, a main 
question emerges: the attraction-avoidance theory could be the key theory to explain the positive and 
negative feelings toward brands or the mechanism is much more complex? Moreover, this chapter may 
help academics to understand the most relevant theories, models, and the major related constructs so far 
were presented. For the researchers this chapter provides insights about the foundations and evolution of 
consumer-brand relationship models and constructs and suggests future directions in order to improve 
the knowledge in this field of research.

The chapter also provides insights to practitioners, showing academic publications and more mana-
gerial publications and websites, where brand managers could continuously find information about 
how brands can evolve in building and strengthening emotional bonds between brands and consumers. 
Practitioners should be aware that create and maintain the emotional bonds is a continuous process. The 
close relationship between a brand and consumers could lead to a connection, a deep self and social 
identification with the brand. The mystery, the intimacy, the uniqueness, the involvement based on past 
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experiences, and all positive emotional connection lead to love. A consumer in love with a brand are 
more willing to be committed to that brand, forgiven less positive situations, advocate favorably, and 
willing to sacrifice for the brand beyond reason.

On the other hand, dysfunctional communication, failure in production and delivery good/service, 
breaches of ethics, antagonistic anti-brand relations waged for reasons of politics, values, politics, or 
transgression lead to bad relationships and not only dilute the brand image, but could also create bad 
reputation.
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KEY TERMS AND DEFINITIONS

Attachment: Emotional connection between human beings and brands.
Brand Aversion: When a brand is perceived as a threat for self-contraction, one will be averse to 

the brand and feel distant from it.
Brand Hate: Willingness to declare hate for a brand (as if the brand were a person).
Brand Identity: The value system of the brand proposed and presented by brand owners or a company.
Brand Love: Willingness to declare love for a brand (as if the brand were a person).
Brand Loyalty: Intention to continue buying the same brand, or buying more of the same brand.
Commitment: Intentions to continue the relationship and have faith in the future of the relationship, 

promoting the longevity of the relationship.
Consumer-Brand Relationship: Relationship between a brand and a consumer based on the as-

sumption that brands are humanized in the minds of consumers, and therefore a brand and a consumer 
can develop bonds as partners.

Sacrifice: Consumer’s willingness to forgo his/her immediate self-interest for the sake of the rela-
tionship with a brand.

This research was previously published in the Handbook of Research on Managing and Influencing Consumer Behavior edited 
by Hans-Ruediger Kaufmann, pages 417-438, copyright year 2015 by Business Science Reference (an imprint of IGI Global).
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ABSTRACT

This article describes how today, social media enable users to comment on brands in a multitude of 
ways. Although it is undoubted that this can have a substantial influence on the way brands impact on 
consumers, comparatively little is known about what motivates consumers to recommend brands in so-
cial media and whether there are cultural differences therein. This article aims to determine the factors 
leading to either positive or negative communication about brands on Facebook, YouTube, Twitter, and 
brand-related blogs based on a representative sample from Germany and the US, each with 1,000 adults. 
Complementary to an analysis of factors determining a general inclination to recommend, a principal 
component analysis of the diverse motives to do so exhibits patterns being largely consistent in a cross-
cultural perspective, however, with differences in specific practices concerning gender, age, and formal 
education. A cluster analysis as well as taking a look at “influencers” provide a basis for developing 
differentiated strategies of brand communication and management respectively.
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INTRODUCTION

Dyadic processes of interpersonal informal communication among individuals as a source of informa-
tion have been discussed in the scientific literature for more than 70 years, dating back among others 
to Lazarsfeld et al. (1944) who found that interpersonal communication was crucial for making voting 
decisions. Later in 1967, Arndt introduced the term word-of-mouth communication (according to Buttle 
1998, p. 242) or WOM in short for this essential and widespread human activity, regarded also as an 
essential element in influencing consumer behavior.

During the era of mass media, opinions of family, friends, and acquaintances were often the only 
sources for consumers to obtain informal, non-commercial, and credible information on brands and/or 
products (cf. Herr et al. 1991). However, with WOM being complemented by web-based eWOM around 
the beginning of the new millennium, a paradigm shift took place. Since then, consumer-to-consumer 
brand and/or product related communication is accessible to a broad audience via online media or the 
internet respectively (cf. Cheung and Lee 2012, p. 219). Today, social media enable users to comment 
on companies and products in a multitude of ways distributed throughout their contacts’ network rapidly 
and almost effortlessly. Thus, bringing the traditional concept of WOM communication to a new level 
going far beyond the exclusive context of a dyad (cf. Kapoor et al. 2013, 44). Consumers can communi-
cate with a very large number of other consumers without geographical or temporal boundaries to share 
experiences or to engage in recommendations for brands and/or products and the companies that provide 
them (cf. Hennig-Thurau et al., 2004, p. 39; Hennig-Thurau et al., 2010, p. 312; Neuhold 2012, p. 16).

As such, social media have also emerged as an important channel for consumers to learn about other 
consumers’ experiences, find out about brands and/or products, to discover deals and purchase incentives 
as well as to reach out directly to brands and service providers to voice their satisfaction or complaints, 
or simply to ask questions. Consequently, brand recommendation in social media became a substantial 
issue in brand management and marketing respectively (cf. Nielsen, 2012 and earlier already Dye, 2000; 
Godin, 2001; Balter and Butman, 2005). However, comparatively little is known on what exactly motivates 
consumers to recommend brands in social media. In a review article Kapoor et. al. (2013) emphasize 
the need to better understand the motives of eWOM communication within the context of brand recom-
mendations in social media and thus to complement the studies on motives of brand communication in 
virtual communities (e.g. Hennig-Thurau and Walsh, 2003; Hennig-Thurau et al., 2004), and on review 
sites (Bronner and de Hoog, 2010) respectively.

In this paper we aim to determine the factors leading to either positive or negative brand commu-
nication on Facebook, YouTube, Twitter as the leading platforms for brand communication in social 
media (cf. Comscore, 2011; Hansson, Wrangmo, and Sølien, 2013) as well as on brand-related blogs or 
consumer opinion forums in general.

On the one hand, overall patterns of brand communication and usage of social media in particular 
cannot be assumed the same across cultures and consequently nations. The inclination to self-disclosure 
by commenting on one’s experience with brands, the readiness to also openly criticize, and the willing-
ness to enact consumer power in a collective way are only some aspects of brand communication that 
may be at least influenced by cultural values becoming explicit in power distance, individualism versus 
collectivism, or indulgence versus restraint (cf. Hofstede, 2015). The latter being just one of several 
schemes of “dimensions” on which cultures may be mapped. On the other hand, do global brands have to 
come up with internationally compatible campaigns. Therefore, we base our analysis on a survey among 
a representative sample from Germany and the US. Although far from covering all possible contexts 
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worldwide, this comparison will indicate similar patterns as well as cross-culturally diverging practices 
of social media brand communication.

In the following, we will first conceptualize brand recommendation based on existing research, de-
rive a scheme for explaining a general inclination to recommend brands on social media, and compile 
previous considerations of possible specific motives to do so. This conceptual chapter will also pave 
the way for a later distinction of different types of recommender. Subsequently, we will move from the 
study rationale to the methodology applied and the gathering of data. Further, we document and discuss 
our findings from an analysis of factors determining a general inclination to recommend and a principal 
component analysis of diverse specific motives to do so. We will conclude with a comprehensive model 
of brand recommendation in social media, possible managerial consequences as well as limitations of 
this study, and an outlook on rewarding further research.

Conceptualizing Brand Recommendation

Brand recommendation on social media as a specific form of eWOM shall be defined as any positive or 
negative statement made by potential, actual, or former consumers about a product or company, which is 
made available to a multitude of people and institutions via social media (based on a definition of eWOM 
in general by Hennig-Thurau at al., 2004). Empirical research on what triggers consumers to recom-
mend brands can be differentiated into two perspectives: (1) A perspective on the overall preconditions 
of consumers’ inclination to recommend, and (2) a perspective on specific motives and combinations 
thereof to do so (negatively as well as positively).

General Inclination to Recommend in Social Media 
and Characterization of Recommender

For the general inclination to recommend, basically two theoretical frameworks were proposed, the 
Social Capital Theory (Nahapiet and Ghoshal, 1998; Chiu, Hsu, and Wang, 2006; Raghubansie, El- 
Gohary, and Samaradivakara, 2014), and the Motivation, Opportunity and Ability model. As the former 
leads to some inconsistent findings (Camarero-Izquierdo and Jose-Cabezudo, 2011; Jose-Cabezudo and 
Camarero-Izquierdo, 2012; Chatterjee, 2011) and would require the inclusion of a capturing of consum-
ers’ networks of relationships and structural positions therein, we decided for a simplified model of the 
latter kind. Motivation, Opportunity and Ability (henceforth MOA) models date back to Ölander and 
Thøgersen (1995) who studied consumer behaviour as prerequisite for environmental protection. They 
were also found useful to identify predictors of eWOM (Lewis, Phelps, and Raman 2005; Jose-Cabezudo 
and Camarero-Izquierdo 2012). In our study we operationalize “motivation” with “brand engagement”, 
“opportunity” with the level of “social media activity” and “ability” with being knowledgeable about 
brands, i.e. “market mavenism”.

According to Goldsmith, Flynn, and Clark (2012), consumers differ in the degree to which they 
adopt brands to represent themselves or form relationships with brands. Sprott et al. (2009) developed an 
eight-item scale of ‘“brand engagement in self-concept” (BESC), which they define as “…the degree to 
which [consumers] incorporate brands as part of their self-concept…” (Sprott et al., 2009, p. 92). Thus, 
“BESC describes the tendency of consumers to view brands as expressions of self-identity” (Goldsmith 
et al. 2012, 390). The BESC scale was taken as a measure of brand engagement or “motivation” in the 
MOA framework respectively.
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In consumer research, Feick and Price (1987) characterized “market mavens” by a general marketplace 
knowledge or expertise. They define them as “individuals who have information about many kinds of 
products, places to shop, and other facets of markets, and initiate discussions with consumers and respond 
to requests from consumers for market information” (Feick and Price, 1987, p. 85). Hence, market mavens 
exert influence through their general market-related knowledge and willingness to disseminate informa-
tion, which is not necessarily brand and/or product or product-class specific (Feick and Price, 1987, p. 
85; Slama and Williams, 1990, p. 48; Wiedmann et al. 2010, 197). Empirical studies have shown that 
market mavens have an above average media consumption in seeking and acquiring information (Feick 
and Price, 1987, p. 93; Abratt et al., 1995, p. 46). They communicate in the form of WOM particularly 
frequently (Abratt et al. 1995, 44). They are more than four times as likely to make referrals, account 
for more sales, have a higher customer lifetime value than non-mavens (Walsh and Elsner, 2012, p. 78), 
and market mavenism is positively related to brand loyalty as well as product satisfaction (Stokburger-
Sauer and Hoyer 2009, p. 110). The scale developed by Feick and Price (1987) was taken as a measure 
for market mavenism or “ability” in the MOA framework respectively.

“Opportunity” in the latter framework was measured by the frequency of social media use. The 
operationalization of all three drivers of the general inclination to recommend is further outlined in the 
following section.

It can be expected that the level of activity in social media is correlated with market mavenism as 
well as the latter with brand engagement. And indeed, already Goldsmith et al. (2012) found that brand 
engagement (measured according to the BESC scale) is positively correlated with market mavenism.

Based on the general inclination to recommend brands on social media, we will distinguish a par-
ticular type of recommender, the “influencer”, being active at least once a day on social media and 
ranging above average concerning brand engagement and market mavenism. This definition addresses 
consumers that are considered particularly relevant by practitioners in successful social media campaigns 
and their characterization as having a particular authority related to the brand or product respectively, 
being extraordinarily connected and having a strong relation to a brand (e.g. Bernoff and Schadler 2010, 
WOMMA 2013; Brown and Fiorella 2013).

Specific Motives for Brand Recommendation in Social Media

One of the earliest elaborations on specific motives for WOM date back to Dichter (1966). Based on the 
findings of him and Engel et al. (1993), Sundaram et al. (1998) later asserted that the motives for engag-
ing in positive WOM communication differ from those for engaging in negative WOM communication. 
A review of the connotations of WOM revealed four motives for positive WOM and four for negative 
WOM. Hennig-Thurau et al. (2004) built on the latter findings and extended them by an emphasis of 
communicators’ benefits. Using the conceptual framework for integrating economic and social activity 
within the larger context of virtual communities of Balasubramian and Mahajan (2001), Hennig-Thurau et 
al. (2004) suggest five main motivational categories with eleven specific motives for engaging in eWOM 
communication. Bronner and de Hoog (2010) later provided similar findings on the motivations to post 
on review sites, identifying five motivational categories. To this, Cheung and Lee (2012) added research 
in the field of eWOM on the Chinese online consumer-opinion platform OpenRice.com based on con-
cepts from social psychology. Another recent study of Neuhold (2012) builds on theoretical concepts of 
Dichter (1966), Sundaram et al. (1998), Hennig-Thurau et al. (2004), and Nardi et al. (2004). It comes 
up with fifteen different motives for positive traditional as well as eWOM communication (Neuhold 



392

A Cross-Cultural Perspective on Motives and Patterns of Brand Recommendation
 

2012, 65 f.). All these studies together provide a rich source for specific motives to recommend brands 
on social media compiled in Table 1.

The 33 motives compiled in Table 1 were studied in previous research by sometimes asking several 
items each. After modifying the list for redundant motives, 28 different ones were left, represented by 
altogether 36 different items (i.e. questions referring to them). In our principal component analysis of 
specific motives below, we will regroup these items to a new set of discernable motives in the context 
of brand recommendation in social media. Furthermore, we will derive clusters of recommender that 
differ by their dominant motives possibly also exhibiting diverging patterns of recommendation activi-
ties across platforms.

STUDY RATIONALE, APPLIED METHODOLOGY, AND DATA GATHERING

Research Questions and Derivation of Hypotheses

The study will pursue a partly confirmatory and partly exploratory perspective; the former referring to 
the general inclination to recommend leading to the first research question (RQ):

• RQ1: Which factors influence the general inclination to recommend brands on social media?

And the thereof derived hypotheses:
 ▪ H1.1: “Market mavenism” is a predictor for positive and/or negative brand 

recommendation,
 ▪ H1.2: “Brand engagement” is a predictor for positive and/or negative brand 

recommendation
 ▪ H1.3: “Social media activity” is a predictor for positive and/or negative brand 

recommendation

The perspective on specific motives is rather exploratory as the literature review proposes a large 
variety of them with potential correlations. It leads to the second research question:

• RQ2: What are the specific motives behind consumers’ decisions to engage in positive or negative 
brand recommendation in social media?

Two further research questions address the specific patterns of brand recommendation and their rela-
tion to recommender types as well as sociodemographic factors including an international comparison:

• RQ3: What are the patterns of brand recommendation on different social media platforms for the 
diverse types of recommender according to general inclination and specific motives?

• RQ4: How do patterns of recommendation, types of recommender and motives relate to sociode-
mographic factors?

The operationalization of the relevant variables will be outlined in the following.
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Table 1. Compilation of specific motives to engage in brand related WOM and/or eWOM

Author(s) Motives Short description

Dichter (1966)

Product-involvement Refers to a strong and personal connection to the product

Self-involvement Refers to satisfying certain personal and emotional needs

Other-involvement Refers to WOM activity that addresses the need to help the receiver

Message-involvement Refers to being stimulated by marketing communications, advertisements, or PR

Engel, 
Blackwell,Miniard 
(1993)

Involvement Refers to the level of interest or involvement with a specific topic

Self-enhancement Refers to gaining attention and/or showing connoisseurship

Concern for others Refers to the genuine desire to help others make a better purchase decision

Message intrigue Refers to entertainment resulting from talking about certain ads or selling appeals

Dissonance reduction Refers to reducing cognitive dissonance (doubts) following a major purchase decision

Sundaram, Mitra, 
Webster (1998)

Altruism (positive) Refers to doing something good for others without anticipating any reward in return

Product involvement Refers to personal interest in the product itself and/or excitement from product ownership and use

Self-enhancement Refers to enhancing self-esteem among other consumers by projecting themselves as intelligent 
shopper

Helping the company Refers to the desire to help the company by promoting the product

Altruism (negative) Refers to the desire to prevent others from experiencing the same problems they had encountered

Anxiety reduction Refers to using negative WOM communication as an avenue to vent anger

Vengeance Refers to retaliating against the company associated with a negative consumption experience

Advice seeking Refers to sharing consumers’ negative experiences to obtain advice on how to solve the problem

Hennig-Thurau, 
Gwinner, Walsh, 
Gremler (2004)

Platform assistance Refers to the mediating role of the platform operator in terms of convenience, power and support in 
tackling problems

Venting negative feelings Refers to harming the company due to negative experiences, taking vengeance, and expressing anger

Concern for other consumers Refers to helping others due to positive experiences or warning others due to negative experiences

Extraversion / positive self-
enhancement Refers to a positive self-presentation

Social benefits Refers to the social interaction with others and the affiliation with like-minded people

Economic incentives Refers to monetary incentives

Helping the company Refers to supporting companies due to positive experiences

Advice seeking Refers to obtaining advice and assistance from others to solve problems

Bronner, de Hoog 
(2010)

Self-directed Refers to financial rewards in general, harming the company because the company harmed 
themselves, and the desire to elude frustration

Helping others Refers to enabling others to make a good decision and helping others with own experience

Social benefits Refers to expressing own experiences, coming into contact with similar individuals

Consumer empowerment Refers to the expectation that companies will be more willing to change something when they make 
it public, and higher convenience than writing or calling the company

Helping companies Refers to the desire to help companies

Cheung, Lee (2012)

Reputation Refers to the desire to be viewed as an expert by a large group of consumers

Sense of belonging Refers to being associated with virtual community, sharing the same objectives with the community, 
and/or seeing themselves as a part of the community

Enjoyment of helping Refers to having positive experiences with others

Source: Own compilation according to a literature review
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Survey Design and Conduction

To address the abovementioned research questions, an anonymous self-administered online survey 
was set up on the basis of two panels for German and US adults provided by the commercial provider 
Global Market Insite. Both samples had quotas based on age and gender to approximate a representative 
sociodemographic coverage in this respect for each country. For the German sample 1,223 participants 
started and 1,000 completed the survey (i.e. a completion rate of 82 percent). For the US sample 1,191 
participated and 997 completed the survey (84 percent). Table 2 provides sample information for Ger-
many and the US that shows consistency in age and gender with the overall population.

The questionnaire consisted of six different parts: (1) Sociodemographic information, (2) questions 
on general social media use per platform (yes/no), (3) specific brand communication activities on Face-
book, Twitter, YouTube, and blogs or opinion forums (answers were given on a five-point scale from 1 
= never, 2 = less than once a month, 3 = one to three times a month, 4 = multiple times a week to 5 = 
every day), (4) recommendation behavior on social media in general, followed by the item set on mo-
tives for engaging in positive and negative eWOM, (5) items for measuring “brand engagement”, and 
(6) items for measuring “market mavenism.”

According to their recommendation behavior on social media in general, recommender are defined 
by the fact that they confirm having recommended a brand or product in whatever way at least once 
during the last six months. Specific motives were measured on a six-point Likert scale, ranging from 0 
(strongly disagree) to 5 (strongly agree); i.e. the higher the score the stronger the subjective perception 
of the relevance of the motive. “Brand engagement” and “market mavenism” were measured by the items 
proposed by Goldsmith, Flynn, and Clark (2012), and Feick and Price (1987) respectively, based also 
on a Likert scale (the more relevant, the higher the rating).

Table 2. Demographic profiles of the samples for Germany and the US (M = mean, SD = standard 
deviation)

Country Variable Category Percentage of Population Percentage of Sample

Germany Age (M = 42.7, SD = 13)

18 - 24 
25 - 34 
35 - 44 
45 - 54 
55 - 65

12 
19 
20 
26 
22

12 
19.4 
20.1 
26.5 
22.5

Gender Female 
Male

50.45 
49.55

50.6 
49.4

United States Age (M = 41.5, SD = 
13.7)

18 - 24 
25 - 34 
35 - 44 
45 - 54 
55 - 65

15 
22 
20 
22 
21

13.7 
22.6 
20.6 
21.7 
21.5

Gender Female 
Male

49.82 
50.18

48.7 
51.3

Source: Own analysis; population data according to US Census Bureau (2011); Destatis (2014)
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DOCUMENTATION AND DISCUSSION OF FINDINGS

Prevalence of Brand Recommendation and Types of Recommender

Figure 1 summarizes the key findings of the prevalence of brand recommendation as well as the char-
acterization of recommender according to the MOA model. For the combined sample (Germany and 
the US) about a third can be considered “recommender” (306 for Germany and 321 for the US), out of 
which 78 percent communicated at least once positively and negatively (79% for Germany and 77% for 
the US). Purely positive and even more purely negative recommendation are rather the exception than 
the rule. 29% of these recommenders (27% for Germany and 32% for the US) qualify as “influencer” 
according to the definition above; i.e. 9 percent referring to the total population (8.2% for Germany and 
10% for the US).

The general inclination to recommend brands in social media also depends on age, gender, and formal 
education. Recommender as defined above are significantly more prevalent among men than among 
women (33.9% versus 28.9%; p= 0.02). Interestingly, the most active age group is the middle aged one 
(25 to 44) (see also next sub-section and Table 3) significantly differing from the other two age groups 
(p<0.03). In terms of formal education there is a correlation confirming that more educated consumers 
tend more to recommend (p<0.001) These sociodemographic facts hold equally true for Germany and 
the US (with no significant differences). Further, it was distinguished whether the recommendations 
given during the last six months had a positive or a negative sentiment (or both). Interestingly, most 
recommender did both. In terms of sociodemographic patterns, the purely negative recommender was 
predominately male (with a significance of p<0.001).

Referring to RQ1 (above), the measures of market mavenism, brand engagement, and social media 
activity explain 67 percent of the variance to predict the average positive brand recommendation on 
social media. Of these three variables, social media activity makes the largest unique contribution (β 
= .367, p < 0.01), although brand engagement (β = .366, p < 0.01) and market mavenism (β = .257, 
p < 0.01) contribute as well statistically significant. However, market mavenism (p = 0.82) and brand 

Figure 1. Prevalence of brand recommendation and general inclination to do so (Source: Own analysis)
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engagement (p = 0.66) do not predict an inclination for negative recommendation, while social media 
activity (β = .257, p < 0.01) does so. No significant differences in these findings show up when discern-
ing the two country samples.

Hence, H1.1 and H1.2 can be confirmed only for positive brand recommendation, whilst H1.3 holds 
true for positive as well as negative brand recommendation.

Patterns of Brand Recommendation Across Platforms

Recommender employ the leading social media platforms in different ways. Table 3 summarizes for the 
various possible activities to recommend brands per platform the results according to sociodemographic 
factors also differentiating for the two different countries regarded.

US values are slightly higher but do not differ in their pattern – apart from Twitter usage, that is 
substantially stronger than in Germany. In both countries the mere following of brands does not show 
significant differences between men and women. However, men post significantly more content whereas 
women stick more to liking. Generally, men are more engaged than women when recommending. In 
terms of age, the middle aged stand out with older and younger being less active as already observed for 
the general inclination to recommend. This is most obvious for activities that require a relatively high 
level of engagement (like posting on the brand site on Facebook, replying to tweets, commenting on 
YouTube, uploading own videos, and writing as well as commenting on blogs). Formal education has a 

Table 3. Patterns of brand recommendation across platforms (in percent)

Activity (at least once a week); 
values for US (values for 

Germany)

Age Gender Formal education

18-24 25-44 >44 male female Appren- 
ticeship

High 
School

Univer-
sity

Facebook

Following brands 98.0 (92.7) 95.1 (94.2) 88.5 (89.3) 93.9 (90.2) 93.4 (96.3) 90.0 (95.9) 91.2 (86.1) 96.7 (97.4)

Liking 54.7 (45.7) 57.2 (59.5) 45.2 (40.3) 58.8 (49.7) 47.8 (56.3) 45.5 (52.1) 49.7 (48.0) 57.6 (59.2)

Sharing 51.9 (39.1) 53.5 (50.6) 38.9 (26.9) 56.2 (41.3) 41.8 (45.0) 49.1 (33.3) 53.2 (36.9) 35.2 (59.1)

Commenting 49.1 (32.6) 53.2 (44.8) 35.2 (24.2) 59.2 (41.9) 35.3 (32.5) 30.0 (29.5) 40.5 (33.4) 56.5 (53.4)

Posting (brand site) 35.4 (29.3) 42.1 (42.9) 23.7 (17.9) 46.6 (39.1) 23.2 (28.3) 27.3 (31.2) 28.3 (26.7) 43.2 (47.6)

Posting (own site) 41.5 (39.1) 45.6 (45.1) 30.1 (19.4) 53.4 (37.2) 27.6 (38.7) 27.3 (33.0) 36.0 (30.8) 45.8 (52.2)

Twitter

Following brands 90.3 (62.5) 85.7 (80.3) 73.7 (59.3) 81.3 (79.5) 86.7 (61.0) n/a* (84.5) 84.7 (58.0) 83.3 (74.4)

Mentioning 52.9 (42.1) 55.6 (50.6) 33.3 (21.4) 59.1 (46.0) 37.8 (37.8) n/a* (34.3) 41.8 (34.4) 56.7 (61.0)

Replying 44.1 (47.4) 53.1 (48.2) 38.5 (32.1) 57.7 (47.1) 35.1 (40.0) n/a* (41.9) 39.2 (33.5) 55.1 (59.0)

Retweeting 52.9 (55.6) 57.6 (54.1) 30.8 (28.6) 59.2 (50.0) 39.2 (46.7) n/a* (41.9) 45.6 (37.7) 54.4 (66.0)

YouTube

Following brands 75.6 (70.3) 62.0 (69.0) 42.4 (60.0) 59.1 (68.6) 59.5 (64.9) n/a* (73.7) 54.6 (62.2) 68.1 (65.4)

Subscribing 37.5 (42.9) 44.0 (36.7) 16.7 (15.9) 46.5 (35.3) 23.5 (30.9) n/a* (21.0) 27.4 (34.2) 45.7 (49.4)

Commenting 39.6 (34.2) 44.4 (42.2) 20.0 (14.0) 50.4 (39.4) 22.7 (27.5) n/a* (25.3) 30.6 (30.3) 45.3 (52.0)

Liking 55.3 (53.7) 51.1 (52.8) 24.2 (18.6) 53.5 (46.6) 35.3 (45.0) n/a* (37.3) 39.3 (45.1) 52.4 (59.9)

Sharing 47.9 (46.3) 48.1 (44.5) 24.2 (14.0) 52.7 (40.9) 30.0 (35.0) n/a* (26.9) 35.6 (41.2) 50.0 (51.5)

Uploading 23.4 (36.6) 39.1 (33.1) 15.4 (11.9) 41.3 (32.8) 17.7 (24.1) n/a* (18.1) 22.2 (27.8) 38.8 (45.3)

Blogs/
forums

Writing 22.6 (28.6) 43.6 (38.6) 22.2 (17.7) 46.1 (33.0) 21.5 (29.8) 30.0 (26.7) 26.9 (22.4) 41.6 (49.9)

Commenting 38.2 (43.8) 53.4 (48.0) 37.0 (28.2) 56.5 (42.8) 35.4 (41.3) 50.0 (40.7) 39.8 (28.1) 52.9 (62.4)

Source: Own analysis; *no statistically relevant number available as n<10
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quite complex relation to activity patterns. There is a tendency towards increasing activity on Facebook 
and YouTube along with higher general education, whereas on Twitter and in blogs/forums there is rather 
a dip for the intermediate level of education increasing for higher as well as lower ones.

Specific Motives to Recommend

The 36 items referring to specific motives discerned after an examination of the current literature (see 
above) were subjected to a principal component analysis (PCA) after an assessment of the suitability of 
the data for it. The correlation matrix revealed a presence of many coefficients of 0.3 and above. The 
Kaiser-Meyer-Olkin (hereafter referred to as KMO) value was 0.93, surpassing the recommended value 
of 0.6 (cf. Bartholomew et al. 2008). Bartlett’s Test of sphericity also exhibits statistical significance 
with a p-value < 0.001.

Only the following items had to be excluded due to factor loadings below 0.5:

• I want to save others from having the same negative experience as me
• I can tell others about a great experience
• I feel good when I can tell others about my buying success
• This way I can express my joy about a good buy

The remaining 32 items were subjected to a subsequent PCA. Bartlett’s test of sphericity with a 
p-value of <0.001 was again significant, and the KMO measure of sampling adequacy with a value of 
0.93 indicated a sensible factor analysis. Seven factors with eigenvalues greater than 1.0 were extracted 
based on Kaiser’s eigenvalue criterion and using a varimax rotation. All seven factors indicated strong 
reliability (αs = 0.87) and a total variance explained at 74 percent. The rotated component matrix revealed 
that all items had loadings above 0.5.

Five of the seven factors match with motive categories derived from the literature (see Table 1): “En-
acting consumer empowerment” (factor two), “altruistic advisory to other consumers” (factor four) (cf. 
Bronner and de Hoog 2010), “venting negative feelings and vengeance” (factor five) (cf. Hennig-Thurau 
et al. 2004), “reaping economic rewards” (factor six) (cf. Hennig-Thurau et al. 2004), and “supporting 
‘good’ companies” (factor seven) (cf. Hennig-Thurau et al. 2004). Factor one, “indulging into extraver-
sion and reputation”, is a combination of motives derived from Sundaram et al. (1998) and Cheung 
and Lee (2012), and factor three relates to a combination of motives proposed by Dichter (1966) and 
Sundaram et al. (1998).

To analyze whether or not there are cross-cultural differences concerning consumers’ motivation to 
engage in social media brand recommendation, the 32 items were also subjected to a PCA with the split 
German and United States samples (see Table 4 for an overview of all PCA results). For both of these 
samples, Bartlett’s Test of sphericity was again significant with a p-value <0.001 and the KMO measure 
indicated sampling adequacy with a value of 0.87 and 0.92 respectively. Seven factors with eigenvalues 
greater than 1.0 (identical to those obtained with the merged sample) were extracted for the German sample 
based on the eigenvalue criterion and using a varimax rotation. For the US sample only one factor was 
below 1.0 (0.9). However, all seven factors for both samples indicated strong reliability (αs = 0.87) and 
a total variance explained at 73 percent for the German and 75 percent for the US sample. The rotated 
component matrix shows for all items loadings above 0.5. Convincingly, the items loading into each of 
the factors were very close to those of the merged sample. Only for the US sample there was a deviation 
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Table 4. Factor loadings for motives in merged, German, and US sample

Factor 
Cronbach’s α 

()* []**

Indicator ‘I write a positive [negative] 
recommendation about brands and/or products on 

social networks because...’
Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 Factor 

6 Factor 7

Factor 1 
‘Indulging into 
extraversion and 
reputation’ 
α = .93 (.92) [.93]

... I like to show my expertise 
… I like to project myself as an intelligent person 
... I like to gain attention 
... my contributions show others that I am a clever 
customer 
… I can meet nice people this way 
... I can get into contact with like-minded people 
… it is fun to communicate this way with other people 
that share the same interests 
… doing so improves my status in my personal 
network***

.79 (.67) [.82]

.79 (.72) [.77]

.76 (.70) [.76]

.73 (.75) [.68]

.72 (.81) [.70]

.68 (.79) [.68]

.63 (.74) [.64]

.62 (.71) [.55]

(.34) [.32]
(.36) 
(.43) 
(.46) [.30]

.53 
(.38)

.31 [.31] 

.40 [.41] 

.40 [.37]

Factor 2 
‘Enacting 
consumer 
empowerment’ 
α = .90 (.88) [.91]

... one has more power together with others than 
writing a single letter of complaint 
... I believe that companies will be more willing to 
change something 
... it is more convenient than writing to or calling the 
company 
... I believe that companies are more accommodating 
when I publicize the matter 
... I expect to receive tips from other consumers 
... it is not that costly

.82 (.83) 
[.81] 
.78 (.81) 
[.76] 
.75 (.75) 
[.80] 
.74 (.75) 
[.74] 
.70 (.75) 
[.65] 
.70 (.60) 
[.76]

(.31) 
(.34)

Factor 3 
‘Personal brand 
and product 
fandom’ 
α = .87 (.87) [.87]

... I am very attached to the brand and/or product 

... the brand and/or product mean a lot to me 

... I own the product and I am excited about using it 

... I see myself as a part of that brand and/or product 

... I have a strong personal connection to the brand 
and/or product 
... I am highly interested in the brand and/or product

 
.32 [.40] 
.39 [.51]

.79 (.81) 
[.73] 
.75 (.85) 
[.63] 
.71 (.66) 
[.78] 
.68 (.76) 
[.56] 
.67 (.62) 
[.68] 
.67 (.61) 
[.73]

[.32] 
(.32)

Factor 4 
‘Altruistic 
advisory to other 
consumers’ 
α = .88 (.88) [.88]

... I want to help others to make a good decision with 
my own positive experience 
... I want to give others the opportunity to buy the 
right product 
... I enjoy helping others to make a good decision with 
my experience 
... I want to do something good for others without 
anticipating any reward in return

.85 (.87) 
[.84] 
.81 (.81) 
[.82] 
.80 (.83) 
[.80] 
.73 (.75) 
[.70]

Factor 5 ‘Venting 
negative feelings 
and vengeance’ 
α = .91 (.89) [.91]

... the company harmed me, and now I will harm the 
company 
... I want to take vengeance upon the company 
... I like to get anger off my chest

.31 (.31) 
[.30] 
.34 [.35] 
.32 (.31) 
[.34]

.84 (.79) [.84]

.82 (.77) [.80]

.80 (.74) [.82]

Factor 6 ‘Reaping 
economic 
rewards’ 
α = .93 (.90)

... I receive a reward for recommending a specific 
brand and/or product 
... of the incentives (i.e. prices I receive)

[.31] 
[.33]

.84 
(.90) 
[.83] 
.82 
(.90) 
[.82]

Factor 7 
‘Supporting 
“good” 
companies’ 
α = .89 (.76) [.80]

... in my own opinion, good companies should be 
supported 
... I am so satisfied with a company that I want to help 
the company to be successful 
... I want to promote the brand and/or product

.31 (.44)
 
.34 
.36

.37 
[.47]

[.51] 
[.35]

.71 (.78) 
[.60] 
.70 (.80) 
[.64] 
.61 (.52) 
[.53]

Note: *Results German sample, ** results United States sample, ***In the United States sample, this item has a strong factor loading (.61) in factor 5 and factor 1 (.56), but 
theoretically belongs to factor 1; therefore, it has been moved to factor 1.

Factor loadings are generated by PCA using Varimax rotation and based on Kaiser’s eigenvalue criterion. Those loading <.30 are not included
Source: Own analysis
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for a single item (“doing so improves my status in my personal network”). It exposed strong factor load-
ings on factor six (0.61) and factor one (0.56). Finally, the item was attributed to factor one (“indulging 
into extraversion and reputation”) for it appeared to be thematically the more consistent item set.

Figure 2 summarizes the averaged item ratings per factor (f) or specific motive respectively derived 
from the PCA and provides an answer to RQ2 (see above). While the motives for negative recommenda-
tion (f2 and f5) together with the motive referring to mere economic benefits due to a recommendation 
(f6) are the least relevant, do the altruistic ones (f4 and f7) stand out. The rather personal factors f1 and 
f3 are intermediate in terms of relevance. Interestingly, there is no significant difference when compar-
ing the two country samples. However, influencer (as defined above) have significantly higher values 
for all motives (although they do not exhibit a different pattern in terms of relevance).

Clusters of Motives

To determine potential groups of recommender based on the factors distilled above, a cluster analysis 
was performed using the seven PCA factors as input variables. All 627 recommenders were included, 
both from the German (306) and the US (321) sample. In a first step, a dendrogram was created and 
analyzed to identify the appropriate number of clusters. Increase in heterogeneity after each iteration was 
plotted against the according number of clusters, suggesting a four-cluster solution as most adequate. In 
the following, the k means approach was used to assign each of the recommender to one of the clusters, 
based on similarities in the respondents’ factor values. 25 out of 627 recommenders had to be excluded 
due to insufficient match with any of the four clusters. For each of the clusters (c), Table 5 shows the 
mean values of the seven factors (or motives respectively) as well as additional variables and selected 
demographic characteristics. Regarding the initial research question RQ3 and RQ4 the clusters can be 
described as follows.

Cluster c1 shall be characterized as “extroverted fans”. It has the highest mean values on almost all 
factors, as well as for “brand engagement” (4.1) and “market mavenism” (4.2). This group shows also 
the highest activity on all social media platforms, particularly on Twitter and YouTube, where these 
recommenders provide significantly higher scores of participation than the ones of the other clusters. 
With an average of 32 years, they constitute the youngest cluster, predominantly male (with only 37% 
women) and the highest educational level (47% with university degree). They also contribute the biggest 

Figure 2. Overall relevance of different motives. average values of a scale ranging from 0 = fully disagree 
to 5 = fully agree (Source: Own analysis)
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share of influencer among the four clusters. However, they are not simply enthusiastic about brands and 
products, 84% are also communicating negatively about brands from time to time (highest number among 
the four clusters) and with a mean value of 4.2 for f6 (“reaping economic rewards”), they are also way 
ahead of the other clusters regarding social media usage for monetary benefits.

Table 5. Motive relevance and sociodemographic characteristics of recommender types

c1/ 
Extro-verted fans 

(n=142)

c2/ 
Altruistic supporters 

(n=133)

c3/ 
Brand critics 

(n=201)

c4/ 
Casual recom-

menders (n=126)

Entire 
Sample 
(n=602)

f1/Indulging into extraversion & reputat. 4,1 2,9 2,5 1,2 2,7

f3/Personal brand and product fandom 4,2 4,1 3,3 2,6 3,5

f4/Altruistic advisory to other consumers 4,3 4,5 3,5 3,2 3,9

f6/Reaping economic rewards 4,2 1,4 3,2 1,2 2,6

f7/Supporting ‘good’ companies 4,4 4,2 3,3 2,9 3,7

f2/Enacting consumer empowerment 4,1 2,5 3,0 1,8 2,9

f5/Venting neg. feelings and vengeance 3,8 1,1 2,2 0,8 2,0

Negative communication (share in %) 83.8 70.7 80.1 64.3 74.6

Age (mean) 32.1 39.3 37.4 41.4 37.3

Gender (% female) 36.6 51.9 43.3 60.3 47.5

Education (% academics) 47.3 27.8 32.5 28.7 35.9

Social media activity (% at least daily) 77.3 79.6 65.5 66.1 71.4

Brand engagement (average score) 4.1 3.5 3.0 2.1 3.2

Market mavenism (average score) 4.2 4.0 3.3 2.9 3.6

Influencer (share in %) 61.2 47.4 12.4 4.0 29.0

Activity on Facebook

Following brands 99.1 96.7 92.4 83.9 93.1

Liking 84.6 63.4 37.0 32.8 53.6

Sharing 83.7 50.8 34.3 17.5 46.6

Commenting 84.6 49.7 29.4 12.3 43.8

Posting on brand site 75.0 31.7 27.1 7.0 35.7

Posting on own site 77.9 41.5 27.6 9.7 39.4

Activity on Twitter

Following brands 95.0 77.8 78.8 51.4 79.6

Mentioning 83.5 44.6 29.2 7.7 47.8

Replying 82.5 39.2 31.8 10.3 47.3

Retweeting 83.3 43.2 37.1 15.4 50.7

Activity on YouTube

Following brands 88.9 64.4 59.7 38.3 63.7

Subscribing 72.4 32.4 22.9 6.1 34.9

Commenting 73.5 31.8 26.4 6.3 36.5

Liking 77.8 43.5 36.0 19.0 45.9

Sharing 78.6 38.9 30.2 6.2 40.7

Uploading 67.8 23.2 20.3 1.3 30.1

Blog activity
Writing 74.9 33.3 21.1 6.4 33.3

Commenting 77.9 48.1 32.2 21.3 44.3

Source: Own data
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Contrasting to c1, the “altruistic supporters” of c2, regarding rather personal motives, show only 
average mean values for f1 (“indulging into extraversion and reputation”) and even low values for f6 
(“reaping economic rewards”), and f5 (“venting negative feelings and vengeance”). On the other hand, 
they have rather high scores for altruistic factors such as f4 (“altruistic advisory to other consumers”) and 
f7 (“supporting ‘good’ companies”). 80% of them use social media platforms on a daily basis (highest 
number among the clusters) and 47% can be classified as influencer (vs. 29% overall average). Whilst 
also showing relatively high scores for brand engagement and market mavenism, they lag behind the 
“extroverted fans” with regards to social media activity (i.e. with significantly less comments and content 
in general) – however, still ahead of c3 and c4.

Labeled as “brand critics”, recommender in c3 exhibit mean values slightly below average for all 
factors besides f2 (“enacting consumer empowerment”) (scoring 3.0 vs. 2.9 as the overall average), f5 
(“venting negative feelings and vengeance”) (scoring 2.2 vs. 2.0 as the overall average), and f6 (“reaping 
economic rewards”) (scoring 3.2 vs. 2.6 as the overall average). This is remarkable, since for the other 
three clusters the top scores for the factors within each cluster are obtained for f4 (“altruistic advisory to 
other consumers”) and f7 (“supporting “good” companies”) (despite the differences pointed out between 
them). The “brand critics” also show comparably high values for negative communication (80% vs. 75% 
overall average) and the lowest score for daily social media activity, which leads to the assumption that 
they use social media platforms rather rationally and with a clear intention (mostly to either complain or 
to aim for a reward). They consist of the second biggest share of academics of all clusters but of relatively 
few influencer (12% vs. 29% on average).

The “casual recommender” of c4 are comparatively passive, in most factors showing the lowest scores, 
particularly for f1 (“indulging into extraversion and reputation”) (scoring 1.2 vs. 2.7 as the overall aver-
age), and f6 (“reaping economic rewards”) (scoring 1.2 vs. 2.6 as the overall average). They constitute 
the oldest cluster (41 years on average) and consist mostly of women (60%). Furthermore, this cluster 
comprises only 4% influencer. Thus, it can be seen as opposing cluster c1 (the “extroverted fans”). With 
64% negative communication and the lowest scores on f2 (“enacting consumer empowerment”) and f5 
(“venting negative feelings and vengeance”), they appear to rather avoid conflicts. They also have the 
lowest values for providing content (i.e. commenting or writing). If they act on a social media platform 
in terms of brand issues, it is predominantly altruistic advisory to other users.

Considering the distribution of the analyzed recommender across the clusters, it is striking that c3 
alone (“brand critics”) comprises one third of all respondents (201 out of 602).

Expectedly, activity patterns across platforms also differ between clusters, with “extroverted fans” 
showing by far the highest activity (with most substantial differences on YouTube when it comes to 
subscribing and commenting there) and “casual recommender” the lowest. Although “brand critics” (c3) 
like similar to “casual recommender” (c4), they post significantly more frequently on brands’ Facebook 
sites. On Twitter only 50% of “casual recommender” follow brands. The latter most substantially lag 
behind with blogs on which only 6% write comments.
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CONCLUSION AND OUTLOOK

Key Findings

For both samples, Germany and the US, data could be collected in a quality that allowed for statistical 
analyses. The scale properties for the general inclination to recommend as well as its drivers market 
mavenism, brand engagement, and social media activity showed high reliability (Cronbach’s α) and 
validity (total variance explained by EFA). Furthermore, the analysis of specific motives in the form 
of a PCA led to significant results with consistency across the German as well as the US sample (and 
the combined one). A cluster analysis on the basis of the specific motives suggest clearly discernable 
clusters according to statistical measures.

The PCA led to seven specific motives for recommending brands in social media. They come in 
characteristic patterns with respect to their relevance when clustering recommender on the basis of their 
motives. Figure 3 visualizes the key variables in the context of brand recommendation in social media 
as outlined in this contribution.

The two country samples point to cross-culturally relevant motives and also show high consistency 
in terms of specific activities across platforms to recommend brands. However, differences show up in 
terms of age, gender, and formal education – in terms of general inclination to recommend as well as 
regarding the social media activity patterns.

Brand engagement, social media activity, and market mavenism are all three predictors for positive 
brand recommendation in Germany as well as in the US. Hence this study supports the MOA framework 
for the general inclination to recommend (taking the mentioned drivers as measures for “motivation”, 
“opportunity” and “ability”). But only social media activity has a significant impact on negative brand 
recommendation for both country samples.

Figure 3. Drivers for general inclination to recommend and specific motives to do so (Source: Own 
elaboration)
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Among the factors identified in the PCA, altruistic motives (“altruistic advisory to other consumers” 
and “supporting ‘good’ companies”) are overall the most important ones. “Venting negative feelings 
and vengeance” appeared to be the least relevant factor. However, the importance of each factor varies 
greatly between the different clusters derived.

Based on the different relevance of their motives, recommender could be devised into four clusters, 
“extroverted fans”, “altruistic supporters”, “brand critics”, and “casual recommender”. While all clusters 
contain at least 20% of the recommender, the “brand critics” cluster proved to be the biggest one, consist-
ing of one third of the respondents. The clusters differ also regarding demographic factors, ranging from 
the comparatively young, well-educated and predominantly male “extroverted fans” to the on average 
almost 10 years older, mostly female “casual recommender”.

Influencer, defined as recommender exhibiting above average market mavenism and brand awareness 
as well as using social media at least once a day, do not show a different ranking of specific motives. The 
motives to recommend only surpass all the respective scorings perceived for the average recommender. 
Concerning the clusters, there is a substantial overlap with “extroverted fans” of which almost two thirds 
are influencer. Hence, “extroverted fans” as providers of most content referring to brands and exhibiting 
the highest brand related activities on all platforms may be approximated also by referring to the three 
less complex drivers defining influencer.

On the basis of our findings, a differentiation of recommender according to sociodemographic cri-
teria as well as on the basis of four different clusters of motives shall allow marketers a more refined 
handling of social media campaigns as well as of the general management of brand activities in social 
media and beyond.

Limitations of the Study and Future Research

Some limitations have to be taken into account concerning the results of the presented research.
Although age and gender were controlled for, a further bias cannot be excluded, as the survey was 

conducted online based on the self-selection among members of a panel provided by a commercial market 
research company. However, this downside is mitigated by the high reliability of results and the overall 
consistency of the findings for the two independent samples for Germany and the US.

Although the set of specific motives derived seems quite encompassing in the light of previous research 
on it up to now, the framework for the general inclination to recommend is rather simplified and could be 
extended in further research. Particularly, an independent view on the expertise as a market maven from 
third persons as well as an observation of the actual interconnectedness in social media, could provide 
more balanced information on “opportunity” as well as “ability” (referring to the MOA framework).

Furthermore, it may be rewarding to distinguish between different categories of brands and/or products. 
This would provide additional value for practitioners when designing campaigns or setting up operative 
social media management. Obviously, an accompanying content analysis would further add to it.

We also presume that the patterns of recommendation are not stable yet but still developing as social 
media users further “mature”. An increase in exposure to social media campaigns and a wider selec-
tion of platforms to choose from could lead to a blunting of usage habits and an eventual shift from an 
euphoric, open-minded, curious attitude towards social media to a more detached view on social media 
as a tool to achieve certain goals, such as putting pressure on brands or hunting for rewards (leading 
possibly to a further population of the cluster of “brand critics” that comprises already the largest share 
of recommenders).
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Finally, a German and a United States sample does not allow to fully generalize the results to other 
countries. Particularly for countries that exhibit lower levels of internet penetration and a cultural context 
differing from both, Germany and the US, similar studies could further confirm culturally independent 
patterns of brand recommendation in social media.
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ABSTRACT

For success it is not enough to have the best and highest quality product, best price, the best distribution 
network, and excellent promotion; the most important thing is how the consumer values it. The market 
for dairy products in Serbia is dominated by products that were perceived as average and ordinary, 
consumed simply to meet basic nutritional needs. Agricultural company Sava Kovacevic had great prod-
ucts, but not brands. Development of brand “Dana” is focused on that specific benefits found to provide 
consumers a brand as well as a range of values that a new brand represents. The very brand strategy is 
developed after a detailed analysis of the product, consumers for which it is intended (their lifestyles, 
habits, attitudes, etc.), competition and market conditions, market position of competing brands, and 
their communication with customers and the general public. Therefore, brand image of the product is 
built along with its unique position in the market.

COMPANY OVERVIEW

Agricultural joint-stock company “Sava Kovacevic” was founded in 1946 and since 2003 after privatiza-
tion exists as a joint-stock company representing an influential agro complex in Backa which includes 
significant agricultural production.

• Husbandry and olericulture on 4000 ha (wheat, barley, corn, sunflower, soybean, sugar beet...).
• Animal husbandry (dairy cows, beef cattle, calves, 2500 head of cattle).
• Meat production.
• Production and processing of milk.
• Seed processing.

Building and Development 
of Dairy “Dana” Brand

Boris Milović
Sava Kovacevic Vrbas, Serbia
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Dairy farm does business within the company since 1948 and it was first conceived only for milk 
pasteurization. However with the growth of the company the dairy farm was developed also and other 
dairy products were introduced. “Mlekara Sava Kovacevic” was fitted for production work for the first 
time in 1961 at the location at which it resides to this day. Capacity for milk processing was on average 
around 2000 litres per day. Milk was delivered from a nearby farm, and also bought from private farms.

After that in 1971 reconstruction of the dairy farm was carried out and the capacity was increased 
to 8000 litres of milk per day. Today installed capacity of the dairy farm is 35000 litres of raw milk. Its 
production mix includes 12 different dairy products.

“Mlekara Sava Kovacevic” joint-stock company has in 2007 introduced a new product brand of yogurt 
with 3.2% milk fat content which can today be found in the market under the name “Dana”. During 2007 
all of the product line of the dairy farm are placed on the market with this name. It employs 34 employees 
that process about 2’300’000 litres of milk annually, with a tendency of increasing the amount of pro-
cessed milk, introduction of new products etc. Website of the dairy farm is http://www.mlekaradana.rs/.

“Mlekara Sava Kovacevic” represents one of the medium sized dairy farms in Serbian market and the 
development of this brand is crucial for its existence and growth. Brand strategy is made after detailed 
analysis of the product itself, analysis of consumers for whom it was intended (their lifestyle, habits, 
views...), analysis of competition and state of the market, analysis of market positions of competing 
brands and their communication with consumers and general public. These efforts are directed toward 
finding specific benefits consumer gains from the brand as well as values which the new brand represents. 
Based on this the brand image of the product is built and its unique position on the market as well as in 
the consumer’s mind is determined.

CHARACTERISTICS OF THE DAIRY PRODUCTS 
MARKET AND MARKET ENVIRONMENT

Intense competition in the market and variable conditions of business are steering companies to con-
stantly seek new sources of competitive advantages. Market globalization has unified consumers in the 
demands they ask of companies and benefited the development of new marketing strategies which enable 
the growth of satisfaction and loyalty of consumers toward the brand, directly implying the improve-
ment of financial performance in business. Brand management allows companies to reach global market 
relevance for a longer period of time. In accordance with dynamic changes in the environment and with 
anticipating competing trends, company management formulates long-term marketing and brand strategy. 
Creating and maintaining strong brands allows companies higher market dispersion, because of which 
brand management activities have become marketing priority. Brand management has become a critical 
factor for company competitiveness as a response to the dominant effect of globalization on business, 
market liberalization, removal of trade barriers and more intense competition in the business environ-
ment. Complex functions of brand management and the strategic significance of creating a brand of high 
value demands a systematic approach to business. Everyday expansion of new brands and their global 
availability points to a large profit potential of this field. Application of brand management concept isn’t 
limited to specific types of activity, which further contributes to the concept value. Accelerated trend 
of globalization and company efforts to keep existing and gain new consumers in conditions of rapid 
technological changes and innovative accomplishments, and under pressure from strong competition, 
implies business analysis in conditions of globalization.

http://www.mlekaradana.rs/
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Brand serves to identify products and services, as well as the manufacturer (salesman). However at 
the same time it often serves to identify consumers themselves. Main task of marketers is monitoring 
and research of existing and newly developed possibilities in the dairy company environment. Ability 
and speed of adjusting to changes in the environment are critical variables in the success of the company 
in modern economy. Degree of adjustability is higher if the company is forward thinking and capable 
to learn from its and other’s experience. Environment constantly creates new possibilities. Significance 
given inside the company to the strategic analysis of economic environment depends, firstly, on the degree 
of influence of the environment on the dairy company business, and secondly from its character (first 
of all level of turbulence). Environment is a starting point from which “Mlekara Sava Kovacevic” starts 
researching possibilities and detecting threats. Environment is comprised of all forces and agents which 
influence the ability of the dairy company to successfully do business on the target market. Analysis of 
the dairy companies’ environment represents determination of possibilities and dangers for each com-
pany individually. The study of marketing practice cases of different cultures is useful for a company 
wishing to expand its business horizons and become part of the competitive environment. Collecting 
marketing data is conditional for development of marketing plans. On the market, on one side, demands 
and needs converge, and on another side, differences in demands and needs as a consequence of cultural 
differences are observed. Marketing is regaining the strategic role in modern business. By developing 
a single approach for several markets, company can achieve benefits on the basis of economy of scale, 
through time saving and cost effective development of special strategy for individual culture. (Solomon, 
Bamossy, Askegaard, & Hogg, 2006.)

In Serbia there are 230 dairy farms which annually buy and process 900 million litres of milk. The 
country produces 1.8 billion litres of milk annually, and around 50% is spent. In times when cattle numbers 
in Serbia drop by a factor of 1.5-2%, milk production has stabilized to the level of minimal consumption 
of 100 litres per capita annually. Currently in Serbia there are around a million head of cattle, including 
700’000 cows and in-calf heifers. This is the same number of cattle as in 1910. At the same time, with 
reducing the livestock numbers, the number of mini dairy farms has increased, especially in the last 
three years, when there was the most intense process of privatization. In short, decrease of milk produc-
tion and the available market attracted foreign investors, which bought large dairy farms. This sets the 
task for the “Mlekara Sava Kovacevic” to create a recognizable product and with that a new policy was 
adopted to distribute the dairy farm products under the brand Dairy Farm “Dana”.

Stating the factors which influence the complex creation of brand values requires five gradual steps 
(Lindemann & Valuation, 2004):

1.  Market segmentation,
2.  Financial analysis,
3.  Demand analysis,
4.  Competitiveness benchmark, and
5.  Calculating brand value.

While researching the brand of dairy products it is necessary to pay attention to individual charac-
teristics of the market:
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• Existence of a large number of need holders. In principle there is an entire series of need hold-
ers that are dislocated across the entire Serbian market, although density varies in regards to soil 
configuration, road development, population intensity of individual regions in the country etc.

• With consumers of dairy products mostly emotional motives prevail while shopping. Large role in 
the forming of habits have experiences of others, subjective views of consumers, salesman recom-
mendation, promotion influence etc.

• Dairy products market is characterized by a certain dynamics of sales. There is a pronounced 
growth of sales in different times of year, for example higher sales of milk during winter and yo-
gurt during summer.

• Products compete with each other with different brands.
• Competitiveness on this market is extremely strong due to a large number of manufacturers of the 

same or similar products.
• Channels of distribution with these products are more complex. Manufacturers are unable to com-

pletely control distribution channels. The majority of them ship their products to the wholesaler, 
while the vast majority of consumers supplies themselves in retail shops. The only complete con-
trol manufacturers can achieve is through owning a retail network.

• Products of dairy industry are subject to the influence of trendiness, style, habits, taste. So for most 
of these products constant perfecting and adjusting of the design, packaging, product mix and in-
novations is necessary.

• Packaging, packing and labeling of products have different functions for these products: product 
protection, ability to easily manipulate and promotional function.

• It is necessary for the dairy companies to be connected with trade companies in order to be able 
to notice and react to consumer demands in time.

DAIRY PRODUCTS MARKET SEGMENTATION

Segmentation of the dairy products market can be defined as company efforts to group consumers in 
such manner so that their reaction to the marketing mix instruments (dairy product, its price, marketing 
channels and forms of promotion) is similar, in other words that reactions vary more between different 
segments compared to within the segment.

Dairy products market segmentation essentially means division of the entire market into smaller 
segments in order to conduct special company strategy on these smaller parts of the market. Important 
condition of segmentation is that the segments be as homogenous as possible. Determining of the target 
segment or “focus group” on the market serves the process of production optimization.

Market segmentation starts from heterogeneity of the market and the fact that it comprises of a larger 
number of smaller homogenous submarkets. By dividing the market we observe different degrees of 
satisfied needs of individual consumer segments. Market segments whose needs aren’t satisfied present 
potential possibilities for the company. Segmentation leads to a clearer overview and a more complete 
satisfaction of consumer needs, medium and long term and not just short term satisfaction of consumer 
needs.

Every focus group requires its own research approach, its own model with which we achieve depth, 
and overview of the market.

Market segment, as a relatively homogenous whole enables the dairy company the following:
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• Establishing contact with need holders, meaning to perceive their desires, needs and possibilities,
• More efficient positioning relative to the competition (to achieve competitive advantage of one 

relative to other dairy companies),
• Overview of tendencies to change in different market segments,
• Getting ideas to expand the mix of dairy products.

Dairy products market segmentation also enables lowering of competitive pressure in the dairy products 
market; by choosing the focus segment, or differentiating products or the whole line of products relative 
to the competition. Brands identify the source or the creator of a product, and enable consumers – either 
individuals or organizations – to impose liability on a certain manufacturer or distributor. Consumers can 
assess the same product differently relative to their previous experience with that product and its market-
ing agenda. Consumers also recognize which brands satisfy, and which do not satisfy their needs. Since 
consumers’ lives are becoming more and more complex and fast, as well as the fact that they have less 
and less time, ability of the brand to simplify decision making and reduce risk is truly priceless. Brands 
can represent a certain synonym for a certain level of quality, so that the satisfied consumers can easily 
choose again. Loyalty to the brand enables the company predictability and certainty of demand, and 
also forms barriers that complicate entering of other companies on the market. Competing companies 
can easily copy manufacturing processes and product design, but they cannot easily rival long lasting 
impressions in minds of individuals and organizations, that result from years of marketing activities and 
product experience. From this angle, branding is a powerful tool for securing competitive advantage. 
Dairy farm “Dana” as a small dairy farm neglects differences in market segments and approaches the 
entire market with a single offer.

Criteria for Dairy Products Market Segmentation

Brands influence the choice of consumers, but the influence varies depending on the market in which the 
brand exists. It is necessary to divide the market into homogenous consumer groups that do not overlap 
according to the criteria such as: product or service, distribution channels, consummation habits, level 
of purchase subtlety, geographically, existing and new customers etc. Brand is valued in each segment 
and by summing up values of all individual segments the total brand value is obtained.

Determining the basis for market segmentation is a critical factor in defining the target market. Au-
thors state different bases for market segmentation. According to one of them criteria for segmentation 
can be divided into:

• Demographic: Age, sex, occupation, education, size of family, etc.
• Geographic: Country, region, city, village, climate, population density, etc.
• Psychological: Sociability, traits, ambitions,etc.
• Customer Behavior: Sensitivity to quality, prices, consumer habits, loyalty to the dairy product 

brand or manufacturer, purchase motives, etc.

Most often as the basis for segmentation geographic, demographic and economic traits of consumers 
are used.

Geographic segmentation is characterized by flexibility and simplicity which contributes to its 
widespread use in practice. Geographic segments are often available through local media (newspapers, 
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TV, radio and local magazines). As it is based on static approach instead of causality, it is only a useful 
starting point for segmentation. Geographic segmentation, as one of the oldest bases for market segmen-
tation, is based on the assumption that people living in the same region have similar needs and desires, 
tastes and preferences and that they are different from the needs and desires of people in other regions. 
Despite the fact that people are more uniform today, regional differences still exist.

In Serbia village settlements make for 78%, mixed make for 17% and 5% city settlements. In cities 
with over 100’000 inhabitants resides 16.5% of citizens. Share of city population since 1948 to 2002 has 
increased from 17% to 47% of population. Dairy companies decide to appear in one or more geographic 
areas and modify their marketing mix according to different regional tastes and preferences.

Family, its size and phase in the life cycle is also an important variable for segmentation. The fact 
is that the needs, desires and preferences differ in individual phases of life cycle of a family because of 
differences in the financial situation and priorities of needs and confectionery companies adjust their 
product line to accommodate them.

Next important and probably the most used method of segmentation is division of the market based 
on demographic variables. Reason for this is based on the fact that desires and preferences of consum-
ers and the degree of use are often tightly connected to demographic variables and the fact that they are 
easier to identify and be measured compared to most other types of variables.

Age is a useful and often used variable because desires and capacities of consumers are changed 
during their life. The entire population of Serbia are consumers of dairy products, and according to age 
groups they prefer different products.

Estimates of population structure indicate an aging population. At the same time generation between 
20 and 34 years of age are diminishing. For milk and dairy products manufacturers and also for Dairy 
farm “Dana” this means orientation toward seniors and their needs. At the same time packaging of 
products will be directed primarily on this segment of consumers.

Consumers within the same geographic or demographic group can exhibit highly distinctive psycho-
logical profiles. That is why those characteristics should be taken into account and divide consumers 
based on their affiliation to a certain social stratum or class, way of life or personal characteristics.

In order to maximize the use of market segments they have to fulfil the following conditions:

• They have to be able to be identified in regards to different needs or benefits they require, geo-
graphic, demographic or psychological traits,

• Members of a market segment have to express reactions to instruments of marketing to justify 
their special treatment,

• Segments have to be large enough, in order to be profitable, and stable in size and structure, or 
more preferably to grow,

• They have to be available, to be able to communicate with them.

Dairy companies should discern consumers of individual types of dairy products. For example, com-
panies offering different kinds of yogurt are making a choice of an individual market segment. Thus, for 
example “Suboticka Mlekara” for special consumer segments of diabetics and “healthy food consumers” 
offers yogurt Ella, AB yogurt (probiotic), Yogurt 5 (with vitamins).

The goal of market segmentation for Dairy Farm “Dana”, at the same time its significance, is iden-
tifying and choosing target markets considering that the potential of a dairy company is limited and has 
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to be rationally focused on individual segments. Market segmentation reveals possibilities of a certain 
market segment that Dairy Farm “Dana” is facing. Market segmentation directs positioning of a product 
toward consumers of dairy products and competition. Market segmentation assists dairy companies to 
accommodate certain needs of consumers. By dividing the market company observes a different degree 
of satisfaction of individual groups of consumers. Parts of the market whose needs aren’t satisfied rep-
resent potential for the company. Segmentation leads to a clearer overview of needs of individual groups 
of consumers (Milisavljevic, 2004).

Adapting the instruments of the marketing mix of Dairy Farm “Dana” to the special needs and demands 
of individual consumer segments, based on market segmentation, more complete consumer satisfaction 
is achieved, while simultaneously realizing profit and good customer relations.

Dairy products market segmentation directs manufacturers to address certain consumer segment 
with their marketing mix in order to increase product consumption. It is estimated that, due to decreased 
natality, by 2011 20% of population of Europe will be people over 60 years of age, and at the same time 
population between 20 and 34 years of age will have a tendency to diminish so dairy companies will 
adapt their product line for this consumer segment.

Dairy products are intended for human nutrition and as such fall into a fundamental group of hu-
man food. Basic characteristic of human food is inevitability of everyday consumption. Need for every 
human to access a certain amount of food with nutrients every day imposes conscious organizing of its 
production and consumption. Basic characteristic of dairy products is high content of proteins necessary 
for normal growth and development of organism and performing vital functions.

The most numerous consumers of these products are the population, which in their nutrition use 
dairy products. Number of citizens directly determines the scale of total consumption of dairy products. 
Supplying the population for the most part is done through retail.

Serbia isn’t really a large consumer of milk. While in Romania annual consumption of milk is around 
1.5 billion litres, in surrounding countries: Bulgaria 676 million, Hungary 644 million, in Serbia it is 
around 382 million litres. What can be viewed as positive while talking about Serbian market is an in-
crease in consumption of milk and dairy products during the last five years.

Structure of dairy capacities built by the end of 1970s in Serbia was determined by non-market factors. 
Problem of working capital was solved by crediting which involved monetary expansion and price ratios 
were incompatible with price ratios in the global market. Long-term development strategy was based on 
large investments resting on large loans and high degree of market closure toward foreign competitors.

Table 1. Consumption of milk and dairy products per member of the household in Serbia

All Households Non-Agricultural Households

1991 2002 1991 2002

Milk, litres 98.1 93.9 105.0 95.3

Dairy products 14.7 9.5 15.9 9.0

Source: Poll about household consumption 2003, Republic Statistics Bureau Belgrade, 2003.
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COMPETITIVENESS OF DAIRY PRODUCTS

Control of competitive ability is a very important point for all companies in the dairy industry. Activities 
and acting of competing dairy companies, concepts and strategies of appearances on individual markets 
largely influence the behavior of Dairy Farm “Dana”. Analysis of competition enables scanning of the 
environment and provides data for timely response and formulation of a competitive brand strategy. Com-
panies should monitor their competitors, in order to devise and implement adequate brand positioning 
strategy. Identifying competitors is only seemingly simple task. “Competitive Myopia” – focusing on 
actual competitors instead of latent – helped displace some businesses (Kotler & Keller, 2006). Managers 
often view competition too narrowly, assuming it only happens between current competitors.

There are three main types of competition:

• Generic Competition: This competition implies competition between dairy companies and all 
other participants in the distribution of national income.

• Competition between Products: Implies, for example, contest between two different dairy 
products.

• Competition between Companies Manufacturing the Same or Similar Products: Implies 
competition between dairy industry companies.

Industrial dairy farms are the biggest manufacturers of pasteurized milk. Small dairy farms don’t 
participate in the production of pasteurized milk, seeing as they don’t have any interest in producing 
base product whose added value is lowest. The most developed dairy in Serbia is “Imlek” covering 40% 
of total milk production in the country (TGI-Serbia, 2014).

Understanding the concept of competitiveness and knowing the competition are necessary in the 
process of creating a business strategy of a company. Based on an estimate of internal capacities and 
research of the competition, company differentiates its assortment. Strategy of branding can be the source 
of competitive advantage. Managing competitiveness enables gaining sustainable competitive advantage 
in the long-term. In that context we start at analysis of competitiveness concept on a macro and micro 
level, and the important elements in the process of creating a competitive strategy. Building a strong 
brand in the market is the goal of many organizations because it provides a host of benefits to a firm, 
including less vulnerability to competitive marketing actions, larger margins, greater intermediary co-
operation and support and brand extension opportunities. (Delgado-Ballester & Munuera-Alema, 2005).

New competition manifests itself in different ways: competitors wish to increase sales in new markets, 
they are searching for more cost effective ways of expanding distribution, designing private brands in 
order to offer cheaper alternative to the consumers or use the power of their megabrands and by their 
extension enter into new categories of products.

Competitors to Dairy Farm “Dana” besides large are also small dairy farms and imported products 
– above all else companies “Danone” and “Lura”, which is the leader in the region when it comes to 
dairy industry. “Danone” started an aggressive campaign with their fruit yogurts, and “Lura” Zagreb 
has managed to become the owner of “Somboled”.

Managing the data, Dairy Farm “Dana” starts to develop its own strategy, which means to create 
product policy, prices, promotions, distribution, which should secure the following:
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• Better product or of the same quality as the competitor’s.
• Affordable price.
• Availability for the consumer.
• Availability of information about the dairy product to the consumer and potential consumer.

For successful marketing appearance and competitiveness in the market of dairy products it is nec-
essary to execute organizational changes in the company, as a prerequisite to accepting the marketing 
concept in business.

Dairy Farm “Dana” is oriented toward satisfying the needs and desires of consumers. By satisfying 
consumers an image of dairy products and/or manufacturer is created and loyalty of the consumers is 
established, which implies increase in revenue and profit.

SWOT ANALYSIS

The fundamental problem of managing marketing activities of a dairy company as it was mentioned 
consists of harmonizing controlled variables (products, prices, marketing channels and promotion, to 
put it simply: marketing mix), on which confectionery companies can directly influence with their deci-
sions and actions, with uncontrolled variables (competition, suppliers, public, intermediaries and also 
demographic economic environment, technological, sociocultural and political and legal environment 
in which the dairy company does business), to which the company has to adjust.

Uncontrolled variables are external, given conditions in which the organization has to exist, while 
controlled variables are the instruments of the marketing mix under its direct control with whose help it 
adjusts to the conditions of the environment, in order to successfully achieve set marketing goals through 
planning, organizing, execution, control.

As the basis of decisions about allocating resources on instruments of the marketing mix and in 
order to define possible models, combination of mentioned methods was used, information and results 
discovered by researching instruments were included in the SWOT matrix in order to predict the future. 
SWOT matrix is a concept which should enable the dairy industry systematic analysis of threats and 
possibilities of the environment as well as their harmonization with its own strong and weak points. 
SWOT analysis points only to the key factors, such as: fundamental differences between dairy companies 
of Serbia and Dairy Farm “Dana”, quality of the dairy product, prices, channels of distribution, market 
share etc. This model is given in Table 2.

By observing the aforementioned Dairy Farm “Dana” can conclude the following:

• Consumers have a wide assortment of dairy products offered by the competition.
• Products of the dairy industry can quantitatively satisfy the local demand and the market is domi-

nated by large manufacturers. So for example direct competitors in markets in which Dairy Farm 
“Dana” does business are Dairy Farm Novi Sad, Dairy Farm Subotica, Imlek and Somboled.

• Products of Dairy Farm “Dana” aren’t equipped with an adequate packaging.
• Products of Dairy Farm “Dana” are technologically behind foreign products.
• The most prospective market for long-term placement is health-safe food as a trend present 

amongst consumers. Dairy Farm “Dana” uses only milk from its own farm.
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• Higher quality of dairy product allows for a higher price.
• Higher price of the dairy product leads a consumer to think the product is of higher quality.
• Prices of dairy products follow the increase of retail prices.
• Dairy Farm “Dana” has long-term relationships with distributors.
• In places of supply consumers have a possibility of multiple choices.
• Higher expenditures for economic advertising reduce the sensitivity of consumers in regards to the 

price, meaning that it is possible to obtain consumer preference towards a certain dairy product.
• Expenditures for economic propaganda have greater impact on product sales with lower prices 

rather than with higher.
• Bigger expenditures for economic propaganda reduce the total cost of sales.
• Economic propaganda represents the most important instrument of the promotion mix in the 

phase of introducing potential customers with the dairy product because it is directed to the wid-
est possible auditorium.

• Price of products of Dairy Farm “Dana” is acceptable compared to its competitors.

Fundamental strength of Dairy Farm “Dana” is the ability to completely satisfy the level of con-
sumption in the market in which it does business and the product assortment that enables the sales of all 
processed amounts. However Dairy Farm “Dana” should still realize rational allocation of its resources 
on individual instruments of the marketing mix because it has limited funds. The choice of strategies for 
the appearance of the dairy company in the market should provide satisfaction of consumers’ needs and 
realization of profit. Turbulent factors of the environment in which Dairy Farm “Dana” does business 
demands an active relationship of the company and those factors so management needs a marketing plan.

Goals of Development of the Brand Dairy Farm “Dana”

Role of the brand in gaining consumers and the influence on the satisfaction as a result of created and 
delivered value is significant. Branded world becomes a reality, and business people see this as a chance 
and/or threat for business and results. Most of consumers live with brands and some even develop a 
higher level of affection (loyalty) and personalization. By developing Dairy Farm “Dana” brand the 
following will be enabled:

Table 2. SWOT matrix for dairy farm “Dana”

Strengths:
     • Consumer loyalty for traditionally known products of the 
Dairy Farm “Dana”. 
     • Market knowledge. 
     • Possibility of innovating existing products. 
     • Existence of owned distribution network.

Weaknesses:
     • Underdeveloped brands. 
     • Obsolete technologies. 
     • Underdeveloped market image. 
     • Vulnerability from foreign competition. 
     • Lack of funds for investments in new technologies and 
developing new brands. 
     • Inadequate product packaging.

Opportunities:
     • Increase in purchasing power and living standards of 
consumers. 
     • Development of new, unique technologies. 
     • “Health food” trend.

Threats:
     • Inability to adopt new technological solutions. 
     • Developed and numerous competition. 
     • Change in needs, desires and demands of customers and the 
inability to adjust. 
     • Sudden change in general level of prices in retail.
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• Faster development of marketing functions of the company,
• Satisfaction of desires and needs of consumers in a faster and more efficient way,
• Brand enables business prosperity for Dairy Farm “Dana”.

Brand is an important tool in marketing, because it enables bringing products and services closer 
to the customers. New findings discovered while working with brands of products and services can be 
used in marketing practice.

Oscillations in quality of procured raw materials can very badly influence the quality of the product 
which in conditions of the same competition in the market can lead to loss of the market, inability to 
place products on the market and increase in production costs.

Dairy Farm “Dana” will because of changed market conditions, customer demands, fierce competi-
tion be forced to direct its activity on new development programs. Within its promotional activities it is 
important that Dairy Farm “Dana” created its web site on the internet to establish business connections 
with distant partners for more successful realization of its products as well as to obtain the best quality 
raw materials and also to enable contact with customers of Dairy Farm “Dana” products, still these ef-
forts are not sufficient.

DAIRY PRODUCT

Dairy Product, represents the basic instrument of the marketing mix on which depend and by which are 
other instruments directed. By one definition product is a package of physical, service and symbolic 
advantages expected to satisfy or be useful for the customer. Product is, in essence, carrier of growth and 
development of every dairy company. By constant discovering, launching of new and changing existing 
products, dairy companies achieve their growth. In essence, marketing orientation of dairy companies 
means planning inside the dairy company and development of products (manifests itself in adequate 
modifying and differentiating of products), adapting in order to satisfy demands, needs and desires of 
consumers and potential consumers.

• Milk contains all nutrients in ratios which suits the needs of the human body. Average content of 
water in milk is 87.5%, in which the other ingredients are – emulsified, dispersed or diluted.

• Yogurt and sour milk are two related products which are produced by lactic acid fermentation 
of milk. During fermentation lactose is transformed into lactic acid, with partial coagulation of 
proteins. Sour milk is produced only in packaging of 0.2 litres because the process of production 
demands a special way of production for this product which consists of starter cultures, process of 
homogenization and storing the product in cups in thermal chambers where sour milk changes its 
consistency and gains firmness.

• Cream is a product obtained by separating fats from the milk. It is sold as: cream, pasteurized 
cream, sterilized cream, sour pasteurized cream and whipping pasteurized cream with or without 
sugar.

• Butter is made by processing non fermented (sweet) and fermented (sour) cream. By technological 
processing of cream (churning) fat droplets are merged and buttermilk is extracted. Raw butter is 
then rinsed, mashed, shaped and packaged.
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• Cheeses are the most numerous category of dairy products. Their production is based on extract-
ing proteins, fats and part of the mineral content from milk by coagulating with rennet – enzyme 
complex of microbial or animal origin. Technological process of producing white cheeses in 
Serbia isn’t standardized, and it varies by region, and depends on climate conditions and tradition.

Overview of production scale for the period of 10 years has changed in the following manner and 
the scale of processed milk in litres:

2000: 1,888,465
2001: 1,768,264
2002: 1,669,806
2003: 1,621,150
2004: 1,346,266
2005: 1,952,752
2006: 2,277,358
2007: 3,120,624
2008: 2,991,260
2009: 2,627,443.

By analyzing indicators it is clear that the processed amount of milk since 2000 until 2005 has been 
decreasing partly because of reduced quantity of milk, and partly because outdated equipment, which 
has encouraged the management to invest in equipment. Also it is evident there is increase in cumulative 
products which achieve greater profit, and the production of pasteurized milk has decreased having small 
profit for unit of product. Dynamic market, technological and social factors lead to the open problem of 
grading and establishing balance between social needs and available resources.

According to Nelson, one of the most important forms of non-material investment is technological 
know-how. Technology enables innovation, which secures differentiating assortment and establishes a 
certain degree of competitive advantage (Teece, 2011). Application of modern technology has become 
imperative in business in conditions of today’s economic and political globalization and directly influ-
ences the process of making marketing decisions. Only companies that have technological capacities 
are able to design a product which will achieve desired results in the market with competitive prices 
(Altshuler & V.V, 2010).

Brand Creation

Modern literature and economic practice show that the brand is created by long-term, persistent, patient 
and dedicated work on product assortment. Every company or entrepreneur can, while founding, create 
its own brand, which is logical and required for business. Dairy Farm “Sava Kovacevic” since 2007 cre-
ates the brand Dairy Farm “Dana”. It cannot be expected for the brand to be established in the moment 
of its creation, that is to say by announcing it.

All brands do not become “brands”, just like all competitors are not equal. Brand has its higher or 
lower values. Careful planning and large long-term investment are fundamentals for creation of a “strong” 
brand. Brand management becomes key component of marketing management.
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Expressing factors which influence the complex creation of brand values requires five gradual steps:

1.  Market segmentation,
2.  Financial analysis,
3.  Demand analysis,
4.  Competitiveness benchmark, and
5.  Calculation of brand value.

Development of the plan and strategy of production mix should be based on data of consumer’s 
product evaluation, its weaknesses and advantages compared to competitor’s products (positioning dairy 
products based on data of market segments) and evaluation based on objective data of real factors and 
optimal marketing strategy for dairy product doesn’t determine only instruments of the marketing mix 
but also level of investment as well as disposition for individual instruments. As the needs and demands 
of consumers constantly change it is necessary to adjust dairy products and complete production program 
with constant research and modification of dairy products. Coordinating the potential of dairy company 
with needs and demands of consumers, as a basic demand of marketing is most directly manifested in 
the structure and quality of its production assortment.

Brand serves to identify products and services, as well as the manufacturer (salesman). However at 
the same time it often serves to identify consumers themselves. Therefore, the notion of brand should 
be expanded, it represents the way the consumer sees, observes and understands a certain brand in every 
dimension. Purchase of known and preferred brands carries with it reduced risk of wrong purchase, but 
also establishing specific emotional bonds with the brand, “connection” with other people who use the 
same brand etc. From this we can conclude that the “plus value” which consumer gets by purchasing a 
certain brand, is a consequence of a series of benefits, namely functions that the brand provides for the 
consumer, and which are still subject of analyses.

Changes in the purchasing power of the consumer, changes of their needs and demands, appearance 
of new products in the competition system, force dairy companies the need to accept change. Innovation 
and expansion of product mix is a necessity and prerequisite for the existence of the company. There 
is a market pressure namely consumers and channels of distribution on the manufacturers to expand 
production program and narrowing production.

Marketing research deals with the question should the market (and which segments) be offered one 
or more levels of quality of the same dairy product? With different levels of quality different instruments 
of the marketing mix are provided which can enable offerors of dairy products bigger gain.

By observing the share of individual products in the structure of total production even in this short 
period some important differences can be noticed. Local companies offer to consumers of dairy products 
larger amounts of products based on their earlier expressed preferences.

By applying the BCG matrix on data from Table 3, the results shown in Table 4 are obtained.
High growth rate and large market share are related to the group of dairy products (yogurts and sour 

milk products) which will greatly advance in the future. However, yogurt and similar products demand 
added investments (development of new kinds of yogurt, enrichment of the existing with new ingredients, 
strong promotion etc.), and with the goal of keeping the position of the leading product. Low growth 
rate, and large market share is observed with pasteurized milk, these products have gone through the 
growth phase and right now they are in the phase of maturity. They represent the source of income for 
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confectionery companies and should maintain this phase as long as possible. While butter production 
doesn’t generate enough profit.

In the business environment characterized by dynamism, companies in order to remain competitive, 
strive to continually introduce innovation. Innovation is a critical factor for survival and development of 
the company, and can be defined as “creation, acceptance and implementation of new ideas, processes, 
products or services”. (Huang & Huddleston, 2009)

Innovative planning system for development of dairy products is based on marketing research which, 
based on evaluating a series of interdependencies, reveals possibilities to enhance realization and ac-
ceptance of the new dairy product, and undertaking necessary changes in the product characteristics, 
which will ensure market success up until the halt of further investments in the product, at which point 
it doesn’t have any perspective in the market.

Especially significant are three aspects of innovation influence on business: (Bowonder, Dambal, 
Kumar & Shirodkar, 2010)

• Creating new assortment or experiences which excite consumers;
• Market competitiveness;

Table 3. Production mix of dairy farm “Dana” 2005-2009

Product 2005 2009 Product 2005 2009

PASTEURIZED MILK 1178 1200 FRESH CHEESE 49 36

Share in % 69 60,5 Share in % 2,8 2

YOGURT 1/1 246 251 CHEESE IN SLICES 8 8

Share in % 14 13 Share in % 0,4 0.5

YOGURT ½ 64 161 BUTTER 8 -

Share in % 14 8,5 Share in % 0,11 -

YOGURT 0,2 53 107 CREAM 100 93

Share in % 3 5 Share in % 3 4.5

SOUR MILK 30 52 KASHKAVAL - -

Share in % 17 2,5 Share in % - -

Source: Internal data Dairy Farm “Dana” Vrbas – department for planning and analyses.

Table 4. BCG matrix of dairy products of Dairy Farm “Dana” vrbas

Market Share

High Low

Market 
Growth

H 
I 
G 
H

Products-Market leaders 
Yogurt “Dana” and 
Sour milk products

Inferior products 
Fresh cheese

L 
O 
W

Products-Generators of current revenue 
Pasteurized milk

Products – Candidates for elimination 
Butter
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• Entry on the new markets or new business ventures.

Modified product implies a product which has some of the physical properties changed, enhanced or 
has modified packaging. Such is the case with yogurt “Dana” of the Dairy Farm “Dana”.

Dairy Farm “Dana” seeks to introduce new products in its production program based on consumer 
needs and demands, it is less common to first develop new dairy product and then create a market for it. 
Prerequisite for success is a planned approach, namely creating a program of introducing the new dairy 
product which is based on the needs and demands of consumers. Dairy products have their nutritional 
characteristics which are significant in human nutrition.

Packaging is more and more pronounced as an active element of dairy product strategy. Packaging of 
dairy products has two basic functions to protect the product during storage, transport and manipulation, 
the packaging in question is the transport packaging, and to attract attention of consumers, to inform and 
influence the decision to purchase: commercial packaging.

Packaging is an integral part of dairy products and it is necessary to be adjusted for the needs and 
demands of consumers. Stronger dairy companies have access to more adequate product packaging. 
Dairy Farm “Dana” places its product in packaging which isn’t modern because of the lack of funds for 
modern Tetra Pak packaging or PET, which presents a problem of entering large supermarket chains 
and partially in the sense of conserving the quality of the product. Still old packaging has been replaced 
by new and modern:

Strategic Role of a Brand and Brand Strategy

In the process of developing a new product, when creating a name, logo and other specific markings, 
potentially a new successful brand is created. Branding is a priority for the top management in the last 
decade, and the strategic role of brands comes from the fact that brands often represent the most valuable 
non-material property of the company.

Brand is probably the most powerful instrument of communication, and yet only a small number of 
organizations purposely create and use brand identity for sales of its products or services.

Brand strategy is built on the positioning of the brand, brand mission, brand assortment value (and 
personality), promise of the brand and brand architecture. First step in effective branding of the assort-

Figure 1. Old packaging has been replaced by new and modern
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ment is to understand precisely what your customers want from you and to provide it for them. There 
are different definitions of a brand. One of the widespread in the literature is the one that the American 
Marketing Association (AMA) gave: “Brand is a name, term, sign, symbol, or design, or a combination 
of them, intended to identify the goods and services of one seller or group of sellers and to differentiate 
them from those of competitors.” (Keller, 2003).

Designing branding strategy involves precise interpretation of the results of previous analysis of 
the brand. In addition, when determining the direction of the brand strategy, it is necessary to estimate 
what is justified and what can be done immediately. Top management has to support leadership and 
management of the brand – otherwise it is not possible to conduct brand strategy. Branding is a process 
of building awareness in consumers about the existence of the brand and creating their loyalty to the 
brand. To brand means to create a strong emotional connection between the brand and the consumer, 
which signifies a high degree of identification of the consumer with the brand and the values it sym-
bolizes. Brands have always been commercial agents and brand managers take pride in their ability to 
meet the needs of their target. (Veljković & Đorđević, 2010) However, these two desires are in conflict 
with the recent trend towards positioning brands as “authentic,” emphasizing the timeless values de-
sired by consumers while downplaying apparent commercial motives. The dual problem for the firm is 
in creating images of authenticity while dealing with the challenge that authenticity presents for brand 
management. (Beverla, 2005)

Brand has a role of a communication bridge between the company and the consumer, because of nu-
merous functions and benefits it realizes. It is considered that the brand represents (Milisavljevic, 2004):

1.  Ownership sign,
2.  Means for differentiation,
3.  Functional means,
4.  Symbolic means,
5.  Means for risk reduction,
6.  Memory (experience) which translates meaning to the product,
7.  Legal means, and
8.  Element of company assets.

Focusing attention on the accompanying characteristics of dairy products is a result of knowledge 
that consumers buy image, brand, packaging and not just the physical product. Design of dairy products 
should be visual, attractive for potential consumers, to add value in the consumer’s eyes. Brand “Dana” 
of the Dairy Farm “Dana” products increases the value of the dairy products in the eyes of consumers 
and also it is an important instrument for the dairy products strategy. It is especially important in com-
municating dairy products, as a way to identify manufacturer, retail salesman and others and as a legal 
protection of the dairy products. Brand isn’t only a label by which to differentiate dairy products. When 
the brand is successful it becomes a symbol which has multiple attributes for the consumer awakening 
in him certain associations. It enables the creation of a notion in public. Dairy product brand is used 
while segmenting target customers, determining level of quality and other characteristics of the product, 
adds to the image of the product and the dairy company.

Successful brand of a dairy product is the one the customers want, seek, insist upon and purchase with 
trust. It accomplishes great effects through the size of the scale of turnover of the dairy company. Brand 
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“Dana” which Dairy Farm “Dana” uses for all its products is a multipurpose brand. This brand strategy 
can be labelled as: one brand – multiple products compared to the strategy of each product one brand.

Advantages of this type of usage of the brand are:

• Using the right of brand for all products instead of registering each individually.
• Consumers that have positive experience with one of the products will buy other products thanks 

to the same brand.
• Possibility of including new products under the same brand.
• Lower costs of advertising and promotion.

Branded innovation improves business and can (Aaker, 2007):

• Create company assortment, differentiate it and make it more attractive. Innovation can be pre-
sented by the brand or sub-brand, branded characteristic, ingredient or service.

• Create new sub-category of a product and act in the direction of consumer habits change. Challenge 
of branding is managing the perception of the consumer and influencing the choice of relevant 
brands.

• Influence greater respect of the consumer towards the company or corporate brand, because of 
innovativeness which makes the new product offer more credible.

Well positioned brand enables companies’ placement with higher prices than the competitors. In the 
product strategy creating the brand is one of the main moments, because that way, primarily increases 
the product value. Also, in the struggle for differentiating products brand is the weapon of choice. Cus-
tomers trust products with brands more than products without one. Besides attracting the customer and 
connecting him to the product, or brand, helps segment the market and create the image of the dairy 
company, brand also legally protects the product. Dairy Farm “Dana” has introduced by the end of 2007 
a new brand for yogurt, under the name of Dana.

Creating a good brand implies large expenses – to create and promote, label, packaging, legal protec-
tion etc. – global companies consider it an inevitable investment in the future.

Significance of the brand management strategy concept is viewed in the fact that orientation towards 
the brand determines the performance of the brand in the market (Wong & Merrilees, 2007). Strategic 
brand management begins its activity with the development of the brand vision and on it “relies” the 
concept of orientation towards the brand. Brand vision is defined as the ability of the company to rec-
ognize current value of the brand, brand potential and the possible future value of the brand.

There is a high degree of interdependence between different activities of the strategic brand manage-
ment, which can be systematized in the following manner (Cravens & Piercy, 2006):

• Construction of the Brand Identity: The goal of the brand identity is to define a unique set of 
associations towards the brand, which the company wishes to create or maintain. Elements of the 
identity should be complementary with the holder of the brand.

• Brand Implementation: Initiative determines which elements of the identity should be commu-
nicating with the target group and how to establish communication. Elements of the identity are 
used for positioning the brand in the consumers’ minds.
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• Brand Management Over Time: Implies managing during the life cycle of the brand. Branding 
strategy can be adjusted over time, but it is always in the function of achieving the primary goal. 
Goal of the branding strategy is the construction of strong brands and all activities which could 
harm the brand are avoided.

• Managing the Brand Portfolio: Activity includes coordinating brands comprising the compa-
ny’s portfolio with the purpose of reaching the optimal performance in the system. Management 
researches the profitability of brands in the portfolio and their connections.

• Brand Leverage: Leverage includes the transfer of the essential identity on the new additions to 
the production line or a new category of a product. Expansion and extension of the brand give the 
possibility to cover new market segments.

• Brand Value: Every activity within strategic brand management can have a positive and negative 
influence on the brand value. It is necessary to identify key determinants of brand value with the 
goal of creating the highest possible value of the brand over time.

• Strategic Brand Analysis: Procedure provides basic data for decision making for every activity of 
the brand management. Involves market analysis, customers, competitors and brand information.

Brand strategy is always based on the essence of the brand, its values, and associations. Products and 
services are an integral part of the brand. Content and meaning of these dimensions change over time 
and they are managed by the management through decisions they make. Definition of the current status 
and future perspective are great challenges in building brand strategy. Consistency between different 
aspect of the brand and the authenticity of the company and the pressure from the market environment 
are a never-ending challenge for the management. Need for economic sustainability and investing in the 
brand value have to be taken into consideration in every marketing decision making.

Price

Price is one of the instruments of the brand which by itself or in combination with other instruments 
enables realizing the business goals. In the conditions which exist in Serbia the situation is that the price 
is still the primary factor during purchase. Market is a significant source of data necessary to determine 
the degree of reaction of the consumer to the level and change of prices. Degree of sensitivity of the 
consumer to the prices and their change is governed by the structure of needs, purchasing power, product 
characteristics, habits, traditions, climate, the existence of substitutes etc. therefore, by the demand for 
dairy products. Understandably, the level of demand is influenced by the price of the product, substitute 
products, complementary and competitive products. Price is one of the factors of competitiveness, which 
significantly determines the financial result of Dairy Farm “Dana”. Price should be adjusted to cover the 
expenses of business and achieve certain profit, and at the same time to correspond to the perceived value 
by the consumer. With the price dairy companies realize their participation in the primary distribution, 
which significantly determines its economic standing. Dairy Farm “Dana” is highly sensitive to change 
in prices of its products because they directly reflect on production ability and profit. Critical element for 
developing pricing strategy is the consideration of competition and probable reactions of competition to 
the pricing. Analysis of the probable reaction of competitors is an important determinant while choos-
ing the price. Company should determine the relationship of its prices with the prices of competitors, 
whether it will be the same, lower or higher. The price of dairy products should be taken into account as 
well as other expenses of consumers because they are often ready to pay more to save time and effort.
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With the number of dairy product kinds even the small change in prices provoke the change in prefer-
ence in customers. That is why dairy companies more and more while introducing new products in the 
production program start at one orientation price and it falls on the research and development department 
to create a product that will be successfully realized at that orientation price.

In the conditions of inadequate competition, prices of sour milk products are freely formed. That is 
why the average prices of these products are high, and there is also a large difference in prices between 
manufacturers and places of purchase.

Demand for dairy products is the next factor in line. Decisions about pricing must have information 
about demands in individual market segments.

On the price of the dairy product the following have influence: manufacturer policy in the area of 
prices (set goals, tasks, strategy), characteristics of product differentiation, elements of an “image” of the 
product and production or trade organization, institutional measures of society, market constellation etc.

Consumers form the standards of pricing, what they consider a fair price and it serves to estimate 
prices of dairy products. There is a certain tier, framework around the price standard within which the 
amount of purchased goods will probably not change or the brand of dairy products because greater 
change of prices is needed to produce noticeable difference.

Marketing Channels

Marketing channels are instruments of marketing mix used by dairy companies to reach customers. 
Marketing channels involve all activities undertaken with the goal of forwarding individual dairy prod-
ucts from the manufacturer to the consumer. While making decisions involving sales channels existing 
product policies are taken into account, price and promotions but also every decision about marketing 
channels influences later decisions involving the product, price and promotion. In essence they represent 
the bridge between dairy companies and consumers of dairy products.

Dairy products are subject to spoilage, which also influences the choice of placement of the product 
in the market. On shaping the channel strategy the state and the expected changes in economic, socio-
logical, political and legal environment also have an effect. Situational analysis of macro-environment 
is important because it points to potential problems and possibilities, which is especially important 
with environment channels because they change very slowly. Characteristics of the competition (size, 
financial and marketing strength, market share etc.) and the way they distribute dairy products Dairy 
Farm “Dana” takes into account while creating its channels of distribution. Control over distribution 
channels enables the company to monitor how much the needs and demands of consumers are respected 
and to take corrective actions.

Dairy Farm “Dana” has to choose the number of levels of its marketing channels, or how much levels 
of intermediaries it wants to have in the distribution of its products to customers. With regards to that is 
the question of selectiveness (wholesale, retail...).

Creating loyalty for the shop is one of the main goals of retail. Model for the shop choice shows that 
loyalty can be created if the image of the shop confirms consumer priorities. For example, consumers 
that value commodities, namely ease of purchase will be loyal to the closest supermarket, and consumers 
that prefer personalized relationships will be loyal to the classic shops in which they form close contacts 
with sales staff and feel right at home.
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All parameters indicate that in the majority of European countries exists accelerated growth of large 
retail facilities which are also a kind of wholesale. With the growth of hypermarkets and supermarkets the 
number of small retail shops and kiosks has dramatically decreased, and with that the need for wholesale.

Promotional Activities

Promotional activities of Dairy Farm “Dana” as one of the elements of brand construction represent a 
continuous communication process of exchange of information, messages and introducing the company 
with closer and further environment. This process of communication is permanent.

In the world there is a prevailing tendency of manufacturers to have control over their own brands. 
Control is reflected in clearly defined contents which make the brand, and in accordance to that brands 
communicate with consumers. The paradox in this situation is that actually none of the brands is under 
complete control of the manufacturer. The reason is the existence of perceptive filters in humans. So the 
communication directed towards consumers never reaches them in the way initially formulated rather it is 
perceived from the position of the individual. Conveying brand contents to the consumers aren’t simple 
and clear messages which cannot be hindered or even understood differently. These are complex mes-
sages containing character, feelings, features, explanations and because of that they experience serious 
deviations in the context of perception. Obstructions of meaningful, creative character originate on the 
sender side as well as on the receiver end (Vracar, 2010).

Each instrument of the promotional mix has its specificity contributing to the image creation of 
Dairy Farm “Dana”. Instruments of promotion in combination and with adequate dosing make the 
promotional mix.

To adjust to the new trends Dairy farm “Dana” has to change standing rules and find new ways to 
communicate and better understand its customers. Managing promotion is connected to decision making 
involving application of individual forms of promotion and their combination, namely the promotional 
mix which gives to the target market information about dairy products, raising awareness about the prod-
ucts etc. Goals of managing promotion are profit gain and formation of the planned image of the Dairy 
Farm “Dana”. Each instrument of the promotional mix has its specificity and corresponding contribu-
tion to creating consistent image and presenting the company on the market. In the integrated marketing 
communication company has a policy with which it ensures synergy of all forms of promotional mix.

Economic propaganda is a paid mass communication with the end purpose of conveying informa-
tion, developing preferences and encouraging actions for the benefit of the propagandist. Dairy Farm 
“Dana” pays for the exposure through media, with the purpose of influencing public opinion or action. 
Economic propaganda is any form of public advertising or information with the intent to directly or 
indirectly help with the sales of products. Economic propaganda is therefore, a form of promotion which 
represents creative, communicative process, coordinated with the interest and the needs of consumers 
and manufacturers. Dairy Farm “Dana” has since 2006 in cooperation with marketing agency Kitchen 
and Good Wolf Novi Sad made promotional material emphasizing the origin of milk. Farm milk is a 
term used while advertising on the local radio and TV station. Corporate propaganda actions are frequent 
with large and known companies, because creating the image is very hard and lengthy process especially 
if it involves new market or the market with very strong competition. Economic propaganda informs 
about new dairy products, suggests new uses of products, informs about price change and explains ways 
to use dairy products.
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Personal sales, is a creative direct communication with one or large number of consumers of dairy 
products in order to create favorable pre purchase mood, realizing sales and maintaining post purchase 
satisfaction and general atmosphere harmonized with the interests of the manufacturer, consumer and 
society in general. Personal sales, is therefore part of the communication mix, in which there is a direct 
communication between the company, salesman and consumer. With dairy products personal sales do 
not involve end consumers but only intermediaries in the turnover. Dairy companies through their sales 
representatives communicate with wholesalers. Goal of sales improvement is to establish conditions for 
the customer to sample the certain dairy product in the hopes that he will develop loyalty for that product.

Sales improvement is connected to direct sales of the products. Sales improvement of Dairy Farm 
“Dana” directed towards consumers can be achieved with the following groups of actions:

• Dairy Farm action which enabled the consumers of cream for the price of one to get another at a 
lower price or for free.

• Dairy Farm action in which a new product would be promotionally given.
• Promotional action in facilities where customers could sample new cheeses.

Sales improvement oriented towards public takes place at fairs and exhibitions. The fair represents a 
manifestation where at one place there is a gathering of manufacturers, customers, consumers and general 
public. Manufacturer, or salesman can at the same place present its results and achievements, and the 
customer can observe the entire overview of manufacturers and competition. Chamber exhibitions serve 
to promote products and companies. Exhibitions serve to introduce and inform potential customers and 
audience to the company’s products.

Promotion of the brand at the place of sales takes place through placement of different promotional 
materials in order to attract attention of the consumers to the product in the moment of purchase decision 
and in order to remind the consumer of the messages he received through other channels. In parallel in 
large number of retail facilities activities are organized to encourage consumers to sample products in 
order to resolve any dilemma concerning the taste or quality of the product.

Publicity is a form of public advertisement. Economic publicity of Dairy Farm “Dana” represents 
publication of positive information about the dairy company and its products in the media. Primarily 
it is information about product quality prizes and awards, awarded certificates and acknowledgements 
but also information about new products, achieved profit etc. With economic publicity accent is on 
the information about the company or its products and not on persuasion to buy company’s products. 
Economic publicity of Dairy Farm “Dana” is used to increase affection towards dairy company and its 
products. Prospects are introduced to the existence and activity of the company. To be successful eco-
nomic publicity should be interesting for a wider audience. But still, dairy farm cannot influence the 
content of the news published like with propaganda messages.

To build brand awareness, communicate basic brand idea and stimulate the desire to experience the 
brand the most effective is TV communication. Keeping that in mind Dairy Farm “Dana” sells the slo-
gan “milk from our farm” accentuating the known origin of the raw materials for products and control 
of the milk.

Marketing public relations activity creates in a certain manner positive climate in which it is easier to 
launch and sell products. This activity of Dairy Farm “Dana” must be permanent. If Dairy Farm “Dana” 
with its marketing activities succeeds in making the customer feel good after purchase, and if it reassures 
him that he made the right decision, road to long-term cooperation has been paved. Marketing of good 
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relations is an attempt to influence the consumer behavior, and the end goal is to fortify the connection 
between customer on one side, and dairy companies and their products on another.

Dairy Farm “Dana” doesn’t have the funds to be able to execute a more aggressive approach. Still in 
modern conditions it cannot neglect this field of its actions. Modern conditions of business and promo-
tional campaigns of financially stronger competitors condition the need for professional management’s 
promotional policy of Dairy Farm “Dana”, hence it hired a marketing agency to assist it.

SOLUTIONS AND RECOMMENDATION

Dynamic business ambient presents a challenge for marketing experts to find a solution which will offer 
cost-effective and efficient response to constant changes in the demands of consumers. Management 
accepts the facts that each market and region has its own characteristics and each consumer has specific 
interests, and as a response it implements new solutions.

First step of the company in further development of the brand “Dana” for building relationships 
with consumers was starting a call centre (consumer helpline) which is available to consumers at all 
times. Dairy Farm “Dana” would in this manner create everyday direct contact with consumers, to hear 
their comments, and to meet their demands and needs. Also consumers can get information about the 
company, production program of Dairy Farm “Dana”, new products, price reduction etc. Information 
technology and e-business become unavoidable in modelling organization, managing and increasing 
competitiveness, with which the company’s business becomes part of the global business trends. It is 
considered that the creation of the global consumer market in most part is a consequence of technologi-
cal achievements (Milisavljevic, 2004).

It is very important to create a personalized relationship with consumers. Personalization through 
internet technology involves delivery of adapted content to customers through internet presentations or 
e-mail (Chaffey, Mayer, Johnston, & Ellis-Chadwick, 2000). Personalization represents special com-
modity which enables the delivery of personalized service or product to individual customer and often 
it is possible to realize with minor expenses over the internet of cellular telephony.

Benefits of the brand in marketing are realized by manufacturers and consumers. Effects of built brand 
come from valuable, but intangible property which marketing managers manage more and more carefully.

Modern practice of marketing clearly shows there are significant differences in realizing market 
results of products and built brand, which further implies the existence of real market value of a brand.

Dairy Farm “Dana” will monitor the performance of its processes during exercising activities planned 
by an annual plan. After conducted promotional actions dairy farm will conduct research with the goal 
of determining the number of consumers familiar with the marketing campaign, in order to examine 
whether marketing campaign influenced the increase in demand for Dairy Farm products.

So many things should be considered during creation of the global market strategy that the list of 
factors that need to be taken into account may appear very large. Positive and negative sides must be 
measured in creating one global design. However, despite these complications, large number of brands 
penetrate basic human needs and desires. There is no stronger platform of a brand than the one speaking 
directly to consumers and enhancing their lives – no matter how big the enhancement.

Consumers are prepared to pay more for products designed according to their standards, taste, style, 
and companies, with the advancement of technology, fast exchange of information and higher produc-
tion flexibility, are capable to satisfy specific demands of consumers, with similar efficiency of mass 
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production (Chang & Chen, 2009). Positioning of the brand “Dana” is a key process of successful brand 
management. Brand must be directed towards right consumers in the right way. Therefore positioning 
is considered as a process of creating company assortment and corresponding image, which will take 
special and preferred place in the thoughts of consumers in the target segment.

Since different segments value brands in different ways, it is important to know them and choose 
target segments, which will receive primary attention and company assortment will be adjusted for them. 
For a successful brand management, it is necessary to have the ability to monitor continuous changes in 
the market environment and minds of consumers. Mission and vision of a company must be clear, and 
while managing the brand it is important to maintain constant balance. Foundations of the mission and 
vision are created by experienced managers, while in brand development it is important to give oppor-
tunities to younger staff, which are capable, hardworking and imaginative. Equally important is to have 
their ideas and views of the brand checked, while giving them space to advance in the ever-changing 
cultural environment of the company. Brand is a living organism which develops and grows. Therefore 
Dairy Farm “Dana” should develop a special brand for each consumer segment. Managers must be aware 
that the opinions of consumers change after every purchase. Company must manage certain number of 
brands or strong and carefully nurtured corporate brand representing the entire company. The choice of 
a brand is a very difficult process. It is possible that the company is forced to sacrifice short-term scale 
of sales and results in order to invest in a brand which will hold a solid and long-term strategic position. 
Consequence of such investments are unique advantage and long-term profit. Companies must know 
their brand and manage it, and be aware that their existence in the market depends on it.

Long-term goal of Dairy Farm “Dana” is building a distinctive image, which will benefit its com-
petitiveness and successful business on local and global market.

Distinctiveness of the brand image presents a barrier for the competition. Noticeable and original 
image cannot be copied by the competitors. Existence of a powerful positive image is a good foundation 
for further diversification of business, reallocation of resources and transfer from one industry to another.
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KEY TERMS AND DEFINITIONS

Brand Management: It is a strategic question. It represents a set of activities tied to the launch 
of the brand in the market and managing the brand throughout its life cycle. The goal is to create and 
increase the value of the brand for consumer as well as for the company. If the consumer recognizes 
added benefits (values) of a brand, it results with a higher level of total satisfaction which the consumer 
has after the purchase (and/or use).

Brand Strategy: It is built upon positioning of the brand, brand mission, value of the brand (and 
personality), promise of the brand and brand architecture. Content and meaning of these dimensions are 
changed over time and they are managed by management through decisions they make.
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Brand Strength: It primarily depends on the position the brand has in the minds of consumers with 
regards to other brands. The branding tale couldn’t be started without previous understanding of the idea 
of positioning which led to today’s revolution in marketing thinking.

Brand: It is the most significant property of the company and their highest value. It represents ev-
erything that reminds us of a product or service. The entire success in the market lies in the reputation 
of a brand and collective knowledge about the company. Brand adds characteristics which in a way are 
different from a product or satisfying same needs. The best brands represent quality guarantee.

Customer Satisfaction: It represents long-term foundation for profitability of individual products 
and services as well as the complete company assortment. It depends on comparison of observed per-
formances of products and their expectations. Successful companies give promise only for the values 
they can deliver, and then deliver more than they promised consumers. Companies can only increase 
satisfaction by ways of lower prices, or providing added services, which only in exceptionally rare cases, 
results in lower profit. Brand often implies a certain level of quality and consumer satisfaction.

Market Segmentation: It implies division of the market into parts based on previously defined cri-
teria. It is necessary to divide the market into homogenous groups of consumers which do not overlap 
with each other by criteria such as: product or service, distribution channels, consummation habits, 
purchase subtlety level, geographic, existing or new customers etc. Brand is valued in each segment 
and by summing the values of each individual segmented values we obtain the total value of a brand.

Marketing Strategy: It enables the company to concentrate their limited resources on the best op-
portunities in the environment with the goal of expanding sales and reaching sustainable competitive 
advantage. By analyzing the competition, with detailed research of consumers and their decisions the 
company makes a long-term strategy for conquest of new and keeping existing consumers.

Packaging and Labeling: Have a role of a channel for broadcasting identity. Design of packaging 
and the way of labeling of the brand partake in the construction of the brand’s identity with the goal 
of original packaging attracting attention of the customers, and increasing the chance of purchase and 
stimulate impulsive purchase.

Slogan: It represents a short associative sentence or a phrase which represents the essence and mis-
sion of a brand. Slogan is important during brand positioning, should be well accepted in the market and 
in general public, and is placed parallel to the brand name. Slogan serves as a communication device 
between the company and the consumer. Its success is measured by the ability to attract consumer at-
tention by promoting views and values the campaign stands for.

This research was previously published in Cases on Branding Strategies and Product Development edited by Sarmistha Sarma 
and Sukhvinder Singh, pages 132-164, copyright year 2015 by Business Science Reference (an imprint of IGI Global).
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ABSTRACT

Nigeria is becoming a global player in the business economy of Africa. Ibadan comes next to Lagos being 
the commercial hub of Nigeria; with high concentration of advertising and sales promotion and patron-
ages This study investigates clients’ perception, adoption and satisfaction with multi-platform advertising 
media strategies (MuPAMS) among business organisations in Ibadan, South-Western Nigeria. Ex-post 
facto research design was adopted, data was gathered using Multi-Platform Advertising Media Adoption 
Questionnaire (MuPAMAQ) (r = 0.86); and analysed descriptively. Findings revealed that majority of 
business organisations in Ibadan attached high importance to flier (57.7%), television (47.7%) and social 
media (47.4%). Thus, best promotion platforms were flier (84.6%) and social media (57.4%). Majority 
(69.3%) indicated very low satisfaction with the advertising agency services of which only 33.3% made 
quarterly requests per year. Adoption of multiple advertising platforms was recommended among media 
practitioners in Nigeria, to provide clients with a wide range of options and alternatives.
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INTRODUCTION

Among the Africans, the concept of advertising of goods, services and propagation of cultural ideas us-
ing traditional African methods and approaches emerged with the use of Town Criers and oral-tradition 
respectively. In Nigeria for instance, the earliest known places of information disseminations are; the 
Kings’ palaces, the village squares and market places. Town Criers who are directly responsible to the 
traditional stool as a palace staff are in turn serviceable to the community at large by engaging in ver-
bally transmission of an arrays of information such as; urgent information and announcements in form 
of today’s advertisements on various issues such as; community meetings, forth-coming ceremonies and 
festivals, visits by important dignitaries, policy statements, warnings on impending disaster, including 
marriages, births, deaths, personalities and bargains. Ogbodoh (1990) noted apart from Town Criers 
other traditional advertising approaches include product hawking and displays of samples (especially 
raw food stuff, meat and games) at strategic places along the farm-walkways and around the markets. 
These two approaches are still being practiced till date among the rural dwellers that resides in various 
villages and hamlets in Nigeria.

Modern day advertising practices started in Nigeria majorly by the colonial masters and their cronies 
and this continued until after Nigeria independence. The history of what could be termed as Western 
advertising practices could be traced to the invention of printing technology which great impacted on 
advertising globally. The first printing press in Nigeria was established in 1846 at Calabar, Eastern Ni-
geria by the Presbyterian Church and the first Nigerian newspaper dubbed ‘Iwe Irohin (Fun Awon Ara 
Egba Ati Yoruba)’ was established in December 1859 by Rev. Henry Townsend a foreign missionary 
to the Christian Missionary Society (C.M.S.) who had arrived Abeokuta much earlier on his mission 
assignment. Thus, the first newspaper advertisement in Nigeria appeared in ‘Iwe Irohin’ which con-
tained information on cargo and shipping business. Thereafter, advertisements became regular column 
and content in early newspapers in Nigeria also the growth of printing technology birthed large posters 
mostly in black-and-white which pioneered outdoor advertising in Nigeria (APCON, 2000).

Further, APCON (2000) traced pioneering efforts in the advertising business and practice in Nigeria 
to the United Africa Company (UAC) formerly ‘The Royal Niger Company’ which established the West 
African Publicity Ltd. (WAP) in 1929 as the first advertising agency in Nigeria. The idea behind the 
establishment of WAP by UAC was to service the marketing and public relation and advertising support 
for the UAC business activities in Nigeria. However, the agency became notable as the father of modern 
advertising in Nigeria. There were opportunities in advertising businesses because of foreign interests 
and investments in the British colonies’ business environment penultimate to the Nigeria’s independence 
in 1960 Thus, use of outdoor advertising and cinematography (audiovisual media) became inevitable. 
Taking advantage of these scenarios, WAP under the major interest of UAC in 1959 established two 
other subsidiaries i.e. Afromedia (outdoor medium that pioneer outdoor advertising agency in Nigeria) 
and Pearl/Dean (motion pictures and cinematography). Furthermore, the West African Publicity Ltd. 
(WAP) later metamorphosed into a full-fledged advertising firm known as Lintas West Africa Ltd. in 
1965. Lintas West Africa is the short form for ‘Lever International Advertising Service’ which belongs 
to the Unilever Group and was part of Lintas International until 1974 when the UAC sold off its inter-
est to Nigerians as a result of the Indigenisation Decree promulgated in early 70s. Lintas is presently 
known as Lowe Lintas in Nigeria with some form of partnership with international advertising giants. 
Dughudje (1990) identified other big players in Nigerian advertising scene as Rosabel Advertising and 
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Insight Communication that came as second generation of advertising agencies in Nigeria, Insight Com-
munications Thereafter; numerous other agencies have emerged as home-breed companies.

On the other hand, the history of audio and motion picture advertising industry in Nigeria is very 
dramatic as it occurred much earlier than other black African nations South of Sahara. Osunbiyi, (1999) 
reported Radio was established in 1932 in Nigeria through the relay of programme from the British 
Empire Service and much later in 1936 through the first Radio Distribution Service (Rediffusion) which 
was established in Lagos. However, radio announcements started in Nigeria in 1955, with the establish-
ment of Western Nigerian Broadcasting Service (WNBS) Radio broadcasts. Likewise, in 1959 Televi-
sion broadcasting started in Nigeria with the establishment of Western Nigerian Television (WNTV) 
which became the first Television advertisement in Nigeria with such adverts as Star Larger Beer and 
Krola Soft Drink, Osunbiyi (1999) noted that both radio and television broadcasting added glamour to 
advertising and marketing in Nigeria.

The Nigerian government is responding appropriately to the ever-growing expansion in the advertis-
ing business industry which is now a big business, with the establishment of regulatory agencies such as 
Advertising Practitioners Council of Nigeria (APCON) by Decree 55 of 1988 (later renamed Act 55 of 
1988). Private business players in the advertising industry too have aligned themselves together under 
different specialties and umbrellas such as; Association of Advertising Agencies in Nigeria (AAAN) 
Advertising Association of Nigeria (ADVAN), Outdoor Advertising Association of Nigeria (OAAN) 
Newspaper Proprietors Association of Nigeria (NPAN). These three bodies have registered agencies and 
corporate organisations in their hundreds with the sole aim to complement the Government efforts. A 
very limited list of few of advertising agencies currently operating in Nigeria are:

1.  Afromedia Nigeria Plc: http://www.afromediaplc.com/ is a Lagos based advertising, marketing 
research and analysis

2.  Ben-Ad Limited: http://www.ben-ad.com/ A Lagos based advertising and marketing programme 
company in Nigeria

3.  Strada Media Limited: http://www.stradalimited.com/ provides innovative and out of the box 
OOH media solutions

4.  Triple A Outdoor Limited: http://www.tripleaoutdoor.com/ This Nigerian advertising company 
offers printing, advertising media services, marketing research and analysis

5.  X3M Ideas: http://x3mideas-ng.com/ is a full-service advertising agency situated at Lagos, Nigeria
6.  Invent Media: http://inventmedialtd.com/ specialises in outdoor advertising, digital led display, 

wall drapes, backlit, unipole, development and maintenance services
7.  Marketing and Media Limited: http://www.marketingandmedialtd.com/ is one of the leading 

outdoor advertising company offering branding, marketing communication, corporate publishing 
and media consultancy

8.  Prodigy Advertising Limited: http://prodigyadvert.com provides innovative outdoor advertising 
solutions, billboards, airports advertising, gantry advertising in Nigeria

9.  Web Solutions International Limited: is a leading- edge advertising, outdoor, ICT service provider 
focused on delivering specialist, cost-effective advertising, outdoor, ICT Infrastructure services to 
the corporate and public sectors

10.  Promoworld Limited: http://www.promoworldnigeria.com/is a foremost marketing & advertising 
concessionaire expert & specialized Out of Home (OOH) Company, providing premium platforms 
to upscale advertisers Nationwide

http://www.afromediaplc.com/
http://www.ben-ad.com/
http://www.stradalimited.com/
http://www.tripleaoutdoor.com/
http://x3mideas-ng.com/
http://inventmedialtd.com/
http://www.marketingandmedialtd.com/
http://prodigyadvert.com
http://www.promoworldnigeria.com/is
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11.  Kontactpoint Limited: http://www.kontactpoint104.com is an outdoor advertising company on 
letting of biiboards for clients advert display, fabrication of conventional billboards, erection and 
display of billboards, wall drapes and other innovative signage

12.  Digicraft Solution: http://digicraft.ng/ is a digital marketing company offering a range of top 
class digital services in online advertising, social media management, content research, strategy 
& development, cybersurfer, native advertising, website analysis & design, etc.

13.  Cliqedge Limited: http://cliqedge.com/ is full service online advertising and digital marketing 
agency offering services in pay per click advertising, social media marketing, email marketing, 
content marketing & SEO, advert re-targeting, web design & development.

14.  Gtext Media: http://www.gtextmedia.com is based in Lagos and is a digital marketing agency and 
online advertising company in Nigeria.

15.  Adhang.com: http://www.adhang.com/is a full services online digital marketing and advertising 
agency in Nigeria.

Advertising Practitioners Council of Nigeria (APCON) is charged with the main function to regulate 
and control the practice of advertising in all its aspects and ramifications in Nigeria among other things. 
The council to achieve his laudable objectives has fashioned and published what she called ‘The Nige-
rian Code of Advertising Practice’. The code defines advertising as “a form of communication through 
the media about products, services or ideas paid for by an identified sponsor” (APCON, 2005). The 
content of the advertising code APCON’s definitions infers that that advertisement must be paid for by 
an identified sponsor and that the aim of advertising is to disseminate information, ideas, etc., about 
goods or services and to persuade people to take action by patronizing the goods and services advertised.

BACKGROUND

Nigeria is one of major economic player in the continent of Africa being the largest economy in Africa. 
While Lagos is the centre of the Nigeria’s commercial activities, Ibadan come next to her in terms of 
large population concentration with relatively large commercial agro-based business enterprises. Ibadan 
is located in South-Western part of Nigeria and had been the centre of administration of the old Western 
Region since the days of the British colonial rule. Until 1970, Ibadan was the largest city in Sub-Saharan 
Africa by surface (Nigerian Bulletin, n. d.). According to Ibadan travel guide (n. d.) it has been esti-
mated that as at A.D. 2000, Ibadan had covered a land mass measuring 400 square kilometres (km2). 
The most prominent modern businesses are located within Dugbe business district which is regarded as 
the commercial nerve centre of Ibadan (Wikimapia.org). Dugbe housed the early business settlements 
for expatriates such as the Lebanese, Britons, Korean, etc whose third to fifth generation of citizens are 
still doing business in Ibadan. Ibadan, with its strategic location on the railway line connecting Lagos 
to Kano is regarded as the fourth largest state economy in Nigeria and the second largest non-oil state 
economy in Nigeria after Lagos State (Nigerian Bulletin, n. d.).

According to Onibokun and Faniran (1995), the main economic activities engaged in by the Ibadan 
populace include Agriculture, Trade, Public service employment, Factory work, Service sector, tertiary 
production, etc. also, the headquarters of the International Institute of Tropical Agriculture (IITA) is 
located in Ibadan the capital city of Oyo State which have extensive grounds for crop and agricultural 
research into key tropical crops such as bananas, plantains, maize, cassava, soybean, cowpea and yam 

http://www.kontactpoint104.com
http://digicraft.ng/
http://cliqedge.com/
http://www.gtextmedia.com
http://www.adhang.com/
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(IbadanGists, n. d.). The city of Ibadan is a major center for trade in cassava, cocoa, cotton, timber, rub-
ber, and palm oil, Thus, city of Ibadan and its environs is home to several industries such as Agro allied, 
Textile, Food processing, Health care and Cosmetic, Tobacco processing and Cigarette manufacturing, 
Leatherworks and Furniture making etc. There are dozens of banks and Insurance firms spread out across 
the cityscape that service the city’s millions of inhabitants (Nigerian Bulletin, n. d.). Over the years, ad-
vertising research and consumer market surveys in Nigeria have over-concentrated their study in the city 
of Lagos being the commercial hub and economic nerve center of Nigeria. Studies have often reported 
conflicting findings on advertising medium that is prevalent especially, in this era of modern telecom-
munication in the Nigeria business environment. This study therefore, investigates clients’ perception, 
extent of adoption and level of satisfaction with multi-platform advertising media strategies (MuPAMS) 
among business organisations in Ibadan, South-Western Nigeria.

The deployment of the Internet and the growth of wireless communication within the last two decades 
have decentralized the mass communication field, creating networks and multiple channels of interaction 
and information disseminations for many citizens of the world (Nigerian Bulletin, nd). The development 
has provided ample opportunities for multiple entry points into the communication channels; thereby 
the world is witnessing the birth of a new form of mass communication, citizen journalism, personal 
communication and the likes because the communication processes is taking place within the digital 
supper highway of both vertical and horizontal communication processes that include the multimodal 

Figure 1. Map of Nigeria showing the Federating Units i.e. 36 states
Source: Nigeria High Commission, 2017.
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exchange of interactive and multimedia messages and documents from one-to-many and many-to-many 
in both synchronous and asynchronous modes.

According to an online bulletin ‘Nigerian bulletin’ (n. d.) the following IT and Internet Service pro-
viders are leading organisations in Nigeria with 4G Long Term Evolution (LTE) Broadband Providers, 
which is commonly known as 4G LTE. It’s a standard that utilizes both the GSM/EDGE and UMTS/
HSDPA network technologies together to create blazing Internet connections and experience for its us-
ers. The services of a few of them extend beyond Nigeria to other neighbouring West African countries 
including Ghana and Benin Republic, the top -5 among the services providers are:

1.  Spectranet: www.spectranet.com.ng is one of the dominant internet service providers in the country 
and one of the few to roll out the 4G LTE internet broadband service. Spectranet have virtually 
the same plans for both Lagos and Abuja but different data allowance and prices. For example, the 
“LTE Connect” cost N7000 for both Lagos and Abuja, but the data allowance for Lagos is put at 
15GB while that of Abuja is pegged at 7GB.

2.  WIFT Networks Limited: www.swiftng.com is one the foremost internet service providers in the 
country. The Company actually commenced operations in 2002 after obtaining a Fixed Wireless 
Access license from the Nigerian Telecommunication Commission to provide broadband services 
to business and residential subscribers.

3.  Smile Communications Nigeria: www.smile.com.ng is basically the newest entrant of “the big 3” 
but has the widest internet network coverage of them all. Initially, their broadband services were 
restricted to Oyo state but finally decided to take a plunge into Nigeria’s economic hub (Lagos). 
Smile communications is growing at alarming pace; it recently raised $365 million to boost its 
business in Africa with 80% of the funds coming into the Nigeria market. Their SMifi is a pocket-
sized wireless router that’s 4G LTE compliant and connects devices such as Laptops, smartphones 
and tablets seamlessly to their LTE network.

4.  IPNX Nigeria: www.ipnxnigeria.net is an information, communications and technology (ICT) 
company specializing in network connectivity and delivery of internet, telephony, television as 
well as complementary IT services to corporate and residential customers. They are pioneers and 
a leading fixed network operator in Nigeria using optic fibre-to-the-home (FTTH) cable technol-
ogy as their core access network infrastructure. The service provides ultra-fast, seamless internet 
connection for its subscribers scattered across Lagos, Abuja, Ibadan, Port Harcourt and Kano. 
Their moderate subscriber base ensures that their networks are not always congested, allowing for 
superfast internet connections and Speeds. Customer reviews have shown IPNX 4G LTE service 
to reliable and dependable.

5.  GLO Nigeria: www.gloworld.com is one of the major telecommunication companies in Nigeria. 
They were the first to pioneer GPRS, which is the oldest mobile internet network technology. They 
were also the first to unveil 3G as well as 3.5G in Nigeria, blazing the trail for superfast internet 
connections in Nigeria, especially amongst the major telecom operators. Currently, Glo’s 4G LTE 
coverage is restricted within Lagos but they hope to actually deploy the LTE service to the 36 states 
of the federation, with Abuja and Port Harcourt being within its immediate targeting range.

http://www.spectranet.com.ng
http://www.swiftng.com
http://www.smile.com.ng
http://www.ipnxnigeria.net
http://www.gloworld.com
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MAIN FOCUS OF THIS CHAPTER

Issues, Controversies, Problems

The term “multi-platform advertising” which is also known as ‘cross-platform advertising’ has become 
an emerging strategy and practice in the advertising industry. Wegert (n. d.) describe “multi-platform 
advertising” as an emerging practice that employs “a multitude of combinations of TV spots or sponsor-
ship, online, OOH, print, radio and so on for advertising and promotion of goods and services.” In some 
quarters “multi-platform” or cross-media campaigns are common among many advertisers, particularly as 
studies continue to illustrate the relationship between watching television and surfing the Web (Wegert, 
n. d.). It implies that, advertisers all around the world are also exploring the impacts of social media as 
parts of multi-platform integrated approach.

Consequently, in the words of Doyle (2010) who asserted the growing use of the Internet and multi-
media mobile devices and concluded that the media content is now available on multiple platforms. 
Doyle (2010) also observed that it is widely accepted that convergence has actually arrived. Further, 
with the coming of digital technology and mobile digital media, multi-platform advertising strategies 
and competitive market promotion have been source of concerns to business owners and advertising 
professionals who must meet up with the growing needs and yearning of their customers. Authors like 
García-Avilés and Carvajal (2008), Küng (2008), Küng, Picard and Towse (2008), Raviola and Gade 
(2009), Aris and Bughin (2009). and Fulgoni and Mörn (2009) have reported on the advent of the Internet 
and the digital technologies and found that these technologies have generally impacted constantly on the 
features of the media industry. Some studies above have concentrated on how business organizations 
have adopted their advertising strategies to deal with digital technology convergence and growth of the 
internet within the past one and half decades.

Further, Fulgoni and Lipsman (2014) postulate that multi-platform campaign effectiveness movement 
has a variety of far reaching implications for the future of digital marketing, the authors of this book 
chapter thus envisaged that multi-platform advertising stands to significantly disrupt the existing cross-
media measurement market, while opening the door to the most granular and powerful measurement 
and analytics the media industry has ever seen. Some scholars and practitioners have also claimed that a 
multi-platform advertising campaign can lead to enhanced audience engagement and reach (Fulgoni & 
Lipsman, 2014; Fulgoni & Mörn, 2009). Fulgoni and Lipsman (2014) further noted that, as advertisers 
and agencies reflect and shift toward adopting the emerging methods in multi-platform campaign strate-
gies, they therefore predicted that there is bound to be substantial changes in the structure of market- mix 
models which according to the them is likely to:

• Be retooled to better incorporate multi-platform data.
• Be based on disaggregate consumer-level data.
• Be able to deliver results much faster.

In their conclusion Fulgoni and Lipsman (2014) make inferences that multi-platform campaign ef-
fectiveness promises to accelerate agencies’ integrated campaign planning and implementation. To this 
end the practice of advertising in Nigeria is still at the developmental stage especially as regards use of 
multi-platform tools and technologies even though the practice has been in place since the post-colonial 
era. But its full potentials are yet to be realised.
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Statement of the Problem

It is evident from the background that multi-platform advertising or multiple advertising channels for 
a single product or brands relatively new and is still growing in Nigeria. Whereas, the advertising in-
dustry in Nigeria has started adopting the strategy, but there are hardly many reports especially among 
the sample used in this study. Therefore, this study investigates clients’ perceptions, extent of adoption 
and level of satisfaction on multi-platform advertising media strategies among business organisations 
in Ibadan, South-Western Nigeria.

Research Questions

The following research questions were raised and answered in the study:

1.  What is the patterns of business ventures and extent of survival of the business organisations in 
Ibadan?

2.  What is the extent of human capital engagement and headship of business organisations in Ibadan?
3.  What is the level of importance attached to multi-platform advertising media among business 

organisations in Ibadan?
4.  What is the extent of adoption of multi-platform advertising media by business organisations in 

Ibadan?
5.  What is the frequency of use of advertising media and level of satisfaction among business organi-

sations in Ibadan?

Theoretical and Conceptual Framework

Rogers’ (1995, 2003) ‘Adoption and Diffusion theory’ was adapted as the theoretical framework for the 
study. The framework was chosen because it has become a framework used frequently in publications 
and discussion on introducing new technology. Moreover, Parisot (1995) and Medlin (2001) attested 
that it as the most appropriate features for investigating adoption of technology in diversified environ-
ment. Again, researchers have used this model as a framework in diversified areas and disciplines such 
as education, technology, public health and communications (Dooley, 1999; Stuart, 2000). Diffusion is 
defined as “…the process by which an innovation is communicated through certain channels over time 
among the members of a social system…” Thus, it is a kind of social change (Rogers, 1995, 2003). The 
diffusion process outlined by Rogers’ innovation decision process theory has five steps. The theory 
states that diffusion is a process that occurs over time and can be seen as having five distinct stages i.e. 
knowledge, persuasion, decision, implementation and confirmation. It means that potential adopters of 
a technology progress over time go through five stages in the diffusion process. First, they must learn 
about the innovation (knowledge); they must be persuaded of the value of the innovation (persuasion); 
they then must decide to adopt it (decision); the innovation must then be implemented (implementation); 
and finally, the decision must be reaffirmed or rejected (confirmation).

According to this theory, potential adopters of an innovation have to learn about an innovation and 
are persuaded to try it out before making a decision to adopt or reject the innovation. Following adop-
tion and implementation, the adopters decide to either continue using the innovation or stop using it. 
This theory shows that adoption is not a momentary, irrational act, but an ongoing process that can be 
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studied, facilitated and supported. Rogers (1995, 2003) described the innovation-diffusion process as “an 
uncertainty reduction process” and proposed attributes of innovations that help to decrease uncertainty 
about the innovation. Attributes of innovations include five characteristics i.e.:

1.  Relative Advantage: It has advantage over other innovations or the present circumstance.
2.  Compatibility: It fits in or is compatible with the circumstances into which it will be adopted.
3.  Complexity: Is not overly complex to learn or use.
4.  Trialability: It can be tried out.
5.  Observability: The result can be observed.

Rogers (1995, 2003) stated further, that the degree at which an innovation is adopted by members of 
a social system can be measured as a rate of adoption of the innovation. The rate of adoption category 
is defined as “the classification of members of a system on the basis of innovativeness” In each adopter 
category; individuals are similar in terms of their innovativeness. “Innovativeness is the degree to which 
an individual or other unit of adoption is relatively at ease in adopting new ideas than other members 
of a system”. Therefore, Rogers (1995, 2003) theorized that individual adoption rates of innovation are 
usually distributed along a bell-shaped curve of which the classification includes: (a) innovators, (b) 
early adopters, (c) early majority, (d) late majority and (e) laggards. The author further states that:

1.  Innovators: Tend to be experimentalist and risk takers interested in technology itself.
2.  Early Adopters: May be technically sophisticated and interested in the technology for solving 

professional and academic problems.
3.  Early Majority: Are pragmatists and constitute the first part of the mainstream.
4.  Late Majority: Are less comfortable with technology and are the skeptical second half of the 

mainstream.
5.  Laggards: May never adopt technology and may be antagonistic and critical of its use by others.

Lastly, Rogers (1995, 2003) innovation-diffusion theory further re-classifies adopter categories into 
these two main groups; (a) early adopters and (b) late adopters i.e.:

1.  Early adopters consist of innovators, early adopters and early majority.
2.  Late adopters consist of late majority and laggards.

Methodology

The study adopted ex-post facto research design of survey type, using random sampling technique to 
cover a variety of businesses a total of 78 business organisation owners were sampled within Ibadan busi-
ness district, South-Western, Nigeria. A researcher-designed, pilot-tested instrument i.e. Multi-platform 
Advertising Media Adoption Questionnaire (MuPAMAQ) which was a 19-item structured questionnaire 
was used. It elicits responses from respondents on their perception, extent of use, and level of satisfaction 
with multi-platform advertising media strategies. The Instrument was pilot tested on a small sample dif-
ferent from the actual sample used and it was tested for reliability using Cronbach Alpha and it yielded a 
reliability (r) value of 0.86, (see Appendix A for details). Data gathered was analysed using descriptive 
statistic of frequency counts.
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Results and Discussion

Research Question 1: What Is the Patterns of Business Ventures and 
Extent of Survival of the Business Organisations in Ibadan?

Table 1 shows that business types cut across many of the industries in Nigeria, the majority (32.1%) of 
the business organisations sampled were general service providers such as fashion designers, confec-
tioneries/caterers, motor auto repairers, etc. Among these sectors, telecommunication product marketers 
were recorded 28.2% and the least (1.3%) been the construction industry. Furthermore, the majority 
(44.9%) of the organisations have survived for maximum of five years while only 17.9% have been in 
operation for between six to ten years. Also, 16.7% of the organisations have operated for at least 20 
years (Refer to Table 1).

Research Question 2: What Is the Extent of Human Capital Engagement 
and Headship of Business Organisations in Ibadan?

Table 2 shows that the majority (84.6%) of business organisations in Ibadan has capacity to employ not 
more than nine employees, while 9.0% could only engage the service of not more than 49 employees. 
Also, as seen in Table 2, the majority (41.0%) of the organisations have General Managers as heads of 
the organisations, while 14.1% designated as Branch Manager. This implies that such organisations with 

Table 1. Patterns of business ventures and extent of survival of the business organisations (N = 78)

Variables Frequency Percentage (%)

Type of Organization

Education 7 9.0

Construction 1 1.3

Warehouse 11 14.1

Manufacturing 5 6.4

General Service Providers 25 32.1

Telecommunication Products Marketing 22 28.2

Others 6 7.7

No Response 1 1.3

Total 78 100.0

Total No. of Years of Existence

0-5yrs 35 44.9

6-10yrs 14 17.9

11-15yrs 12 15.4

16-20yrs 2 2.6

20 yrs. and above 13 16.7

No Response 2 2.6

Total 78 100.0
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Branch Managers have their headquarters outside the location of this study, which invariably means 
that decision making on handling of matters relating to product advertising would always revert to the 
headquarters (Refer to Table 2 below).

Research Question 3: What Is the Level of Importance Attached to Multi-
Platform Advertising Media Among Business Organisations in Ibadan?

Table 3 shows that the majority of business organisations in Ibadan attached high importance to most 
(70%) of the multi-platform advertising, such as. flier (57.7%), radios broadcasting through audio jingles 
(43.6%), television advertisement (47.7%), social media (47.4%), billboard (33.3%) and paid search on 
the Internet (30.7%). These findings are partially similar to García-Avilés and Carvajal (2008) and Küng 
(2008) that also explored the impacts of the Internet on advertising practices. However, majority of the 
business owners attached little or no importance to three of the advertising media, such as print media, 
magazine and newspapers, e-mail communication and signage---all these were hitherto, regarded as 
highly expensive to use for business promotions. Furthermore, newspapers and e-mail were presumed 
to be sources of information to the educated elites in Nigeria. This finding shows that multi-platform 
advertising is being used in Nigeria but at a minimal level, which agrees with Fulgoni and Mörn (2009); 
Fulgoni and Lipsman (2014).

Research Question 4: What Is the Extent of Adoption of Multi-Platform 
Advertising Media by Business Organisations in Ibadan?

Table 4 shows the extent of adoption of multi-platform advertising media. Accordingly, it revealed that 
fliers (84.6%) and social media (57.4%) were rated as the top 2 prominent advertising media used in 
their business promotions. This is in contrast to the importance they attached to the remaining advertis-

Table 2. Extent of human capital engagement and headship of the business organisations (N = 78)

Frequency Percentage (%)

Number of Employee

1-9 Employee 66 84.6

10-49 employee 7 9.0

50-100 Employee 1 1.3

No Response 4 5.1

Total 78 100.0

Organisational Headships

General Manager 32 41.0

Branch Manager 11 14.1

Marketing Manager 4 5.1

Others 27 34.6

No Response 4 5.1

Total 78 100.0
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ing media as presented in Table 3. It implies that the business owners might be considering the cost of 
advertising placement and the returns of investment (ROI) to be important for their businesses. On the 
list of the advertising media that are rated as non-use are, audio jingles on Radios, prints, e-mail, televi-
sion advertisement, billboard, transit media and street advert, signage and paid search. This finding also 
partially, agrees with Küng, Picard and Towse (2008), Raviola and Gade (2009), Aris and Bughin (2009) 
on application of the Internet in advertising campaign. Therefore, it is sufficed to say that patronage of 
multi-platform advertising media is low among Ibadan business organisations (Refer to Table 4).

Research Question 5: What Is the Frequency of Use of Advertising Media 
and Level of Satisfaction Among Business Organisations in Ibadan?

Table 5 shows that the majority (33.3%) of business owners in Ibadan indicated that their need to use 
advertising media occurs mostly on quarterly basis while 28.2% of the respondents reported daily and 
weekly use of the advertising media. Table 5 further shows that the majority (69.3%) of the business own-
ers were not satisfied with the quality of service they get from the advertising agencies (Refer to Table 5).

Table 3. Level of importance of multi-platform medium of advertising among Ibadan business organisa-
tions (N = 78)

Type of Media 1 - NI 
No (%)

2 - SI 
No (%)

3 – HI 
No (%) No Response

Flyers 13 
(16.7%)

20 
(25.6%) 45 (57.7%) 0 

(0%)

Radio 17 
(21.8%)

18 
(23.1%)

34 
(43.6%)

9 
(11.5%)

Prints e.g. magazine and newspapers 25 
(32.1%)

28 
(35.9%)

17 
(21.8%)

8 
(10.3%)

E-mail 28 
(35.9%)

20 
(25.6%)

16 
(20.5%)

14 
(17.9%)

Television 19 
(24.4%)

13 
(16.7%)

37 
(47.4%)

9 
(11.5%)

Billboards 15 
(19.2%)

22 
(28.2%)

34 
(43.6%)

7 
(9.0%)

Out of home e.g. Transit media, Street Adverts, 
e.t.c.

23 
(29.5%)

14 
(17.9%)

26 
(33.3%)

15 
(19.2%)

Signage 20 
(25.7%)

24 
(30.7%)

16 
(20.5%)

18 
(23.1%)

Social media 15 
(19.2%)

14 
(17.9%)

37 
(47.4%)

12 
(15.4%)

Paid search or Search Engine Marketing (SEM) e.g. 
Google, yahoo

14 
(18.9%)

17 
(21.8%)

24 
(30.7%)

23 
(29.5%)

Notes: 1- Not important, 2- Somehow Important, 3- Highly important
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CONCLUSION

Arising from the findings of this study, it is sufficed to conclude that current patronage of multi-platform 
advertising media is minimal among business organisations in Ibadan. It also revealed that cost of 
adopting multi-platform might be considerations among business owners since they reported they find 
satisfaction in using the traditional advertising outlets. Findings from this study is a pointer to the fact 
that multi-platform advertising media is relatively new in Nigeria even though, the telecommunication 
industry and infrastructure in Nigeria has been growing tremendously in the past few years.

Recommendations

The study recommends:

• Adoption of multiple advertising platforms by agencies and practitioners in Nigeria.
• Service providers in the advertising industry should provide their clients with a wide range of 

promotional and advertising options and alternatives in line with global developments.
• Creating awareness on the potentials of multi-platform advertising campaign through workshops, 

seminars, and hand-on training.
• Establishment of full-fledged degree programme and departments in Advertising within the 

Nigerian institutions of higher learning such as; Universities, Institutes and Polytechnics.

Table 4. Extent of adoption of multi-platform advertising media among Ibadan business organisations 
(N = 78)

Type of Media 1 –Use 2 -Non-Use No Response

Flyers 66 
(84.6%)

11 
(14.2%)

1 
(1.3%)

Radio 29 
(37.2%)

48 
(61.5%)

1 
(1.3%)

Prints e.g. magazine and newspapers 23 
(29.5%)

54 
(69.2%)

1 
(1.3%)

E-mail 23 
(29.5%)

54 
(69.2%)

1 
(1.3%)

Television 12 
(15.4%)

65 
(83.3%)

1 
(1.5%)

Billboards 12 
(15.4%)

65 
(83.3%)

1 
(1.5%)

Out of home e.g., Transit media, Street Adverts, etc. 13 
(16.7%)

64 
(82.1%)

1 
(1.5%)

Signage 15 
(19.2%)

62 
(79.5%)

1 
(1.5%)

Social media 39 
(57.4%)

28 
(41.2%0

1 
(1.5%)

Paid search or Search Engine Marketing (SEM) e.g. Google, yahoo 14 
(17.9%)

63 
(80.8%)

1 
(1.5%)

Notes: 1- Use, 2- Non-Use
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Limitations and Future Directions

This study is more of a baseline study considering the sample size, the authors intend to expand this study 
using multiple location with multi=disciplinary approach to include advertising industry stakeholders 
for a more balanced report.

The authors also wish that professional in the advertising industry will explore possibility of some 
practitioners will attend conferences and publish their company annual reports and visibility reports to 
give further directions to the integration of new media in the Nigeria advertising industry.
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Adoption: Extent to which an idea, practice, skill or something is been embraces and accepted for 
continuous use.
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Business Survival: The extent to which a registered trade firm, company or enterprise perpetually 
operate as a business venture in a sustained manner.

https://www.clickz.com/the-new-multi-platform-campaign/62601/
https://www.clickz.com/the-new-multi-platform-campaign/62601/
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Descriptive Statistics: Use of frequency counts and percentages.
Ex-Post Facto Research Design: Reporting on events that have already taken place without any 

manipulation or intervention to influence that situation.
Ibadan: Ibadan is located in South-Western part of Nigeria and had been the centre of administration 

of the old Western Region since the days of the British colonial rule. Until 1970, Ibadan was the largest 
city in Sub-Saharan Africa by surface.

Media: The various means of mass communication considered as a whole, including television, radio, 
magazines, and newspapers, together with the people involved in their production.

Media Mix: A combination of advertising platforms or outlets, i.e. the combination of advertising 
outlets in several media chosen for a product or campaign.

Multi-Platform Advertising: The use of multitude or combinations of more than one advertising 
channel or media such as combining print, radio, TV or sponsorship alongside with other advertising 
platforms such online and so on for advertising and promotion of goods and services.

Nigeria: Nigeria was colonised by the British Government and gained independence in 1960. Nigeria 
is the most populous nation in Africa, she derived her name from River Niger – meaning Niger Area 
(Migeria).

Perception: Expression of personal feeling or opinion about situations or conditions.
Satisfaction: Feelings of contentment or agreement with a condition or situation.

This research was previously published in Multi-Platform Advertising Strategies in the Global Marketplace edited by Kenneth 
C. C. Yang, pages 54-80, copyright year 2018 by Business Science Reference (an imprint of IGI Global).
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APPENDIX: MULTI-PLATFORM ADVERTISING MEDIA 
ADOPTION QUESTIONNAIRE (MUPAMAQ)

This research aims at studying the level of satisfaction of clients with the quality of design, print and 
customer service in Ibadan print industry. This questionnaire is prepared to collect useful and credible 
information with respect to the above research topic for informed service quality decision. The informa-
tion so given will be treated with utmost confidentiality and used only for the aforementioned purpose. 
Thank you.

Part I: Respondent’s Profile

Please fill in the blank spaces or tick in the boxes correspondingly;

1.  Location of Industry/firm [Region/Check box]: ……………………...
2.  Type of Industry e.g., Manufacturing, Educational, Wholesales, Retails, etc.: ………………
3.  Business Category:

a.  Multinational [ ];
b.  PLC [ ];
c.  LTD [ ];
d.  Enterprise [ ];
e.  Franchise [ ];
f.  Others ………………

4.  Business E-mail add. (if any) ........................................................................................
5.  Business Phone no: ………………………………..
6.  Designation

a.  [a] General manger
b.  [b] Branch manager
c.  [c] Marketing manager
d.  [d] other……

7.  Years of operation of organisation/company/firm
a.  0-5 years [ ]
b.  6-10 years [ ]
c.  11-15 years [ ]

c.  16-20 years [ ]
d.  Over 20 years (Please specify) …………………………..……………………

8.  Years of professional experience for (6) (in the industry)
a.  0-5 years [ ]
b.  6-10 years [ ]
c.  11-15 years [ ]
d.  16-20 years [ ]
e.  Over 20 years (Please specify) .......................................................................
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9.  Number of employee in your firm
a.  1-9
b.  10-50
c.  50-100
d.  100-500
e.  above 500

10.  Have you commissioned print jobs before
a.  Yes
b.  No?

11.  If yes, have you experienced bad quality print before
a.  Yes
b.  No?

12.  Estimated amount lost to bad quality print in the organization
a.  less than 100 thousand
b.  100-200 thousand
c.  200-500 thousand
d.  above 500 thousand

13.  Estimated amount lost to bad quality print in previous experience
a.  less than 100 thousand
b.  100-200 thousand
c.  200-500 thousand
d.  above 500 thousand

Part II: Level of Importance Attached to Medium of Advertisement

Table 6 indicates the various means of advertisement. Please rank them on a scale of 1-5 according to 
their level of effectiveness. Rank in the following order: (1) - Not important, (2) - Fairly important, (3) 
- Important, (4) - Very important, (5) - Most important

Part III: Extent of Adoption of Multi-Platform Advertising Media

1.  What is your Extent of Adoption of Multi-Platform Advertising Media? See Table 7.

2.  How frequent do you run promotions/prints/adverts?
a.  Daily ();
b.  Weekly ();
c.  Quarterly ()
d.  Bi-annually ();
e.  Yearly ()
f.  Others, pls specify ………………………………….….

3.  When exactly (Which month(s) within the year?) ……………………………………………
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Part IV: Elements That Enhance the Quality of Design And Print

The factors shown in Table 8 have been identified as elements that enhance the quality of design and 
print. Please rank them on the scale of 1-5 according to their level of importance (1- Not important, 
2- Fairly important, 3- Important, 4- Very important, 5- Most important).

Table 6. Rating of value on mediums of advertisement

Media 1 2 3 4 5

Flyers

Radio

Print e.g. magazine and newspaper

E-Mail

Television

Billboards

Direct mail

Mobile Adverts: Out-of-Home e.g. Bus Benches/Shelters (Transit Media), Automobile & Building Wraps, Graffiti, Street 
Advertising, Walls Capes

Signage

In-Store

Social media

Online and Internet-related: Paid search or Search Engine Marketing (SEM) e.g. Google, yahoo, Bing, and other 
popular websites

Table 7. Extent of adoption of media

Flyers
Pls Tick/Indicate (As Many 

That Are Applicable)

Use Non Use

Radio

Print e.g. magazine and newspaper

E-Mail

Television

Billboards

Direct mail

Out-of-home

Signage

In-Store

Social media

Online and Internet-related-Paid search or Search Engine Marketing (SEM)
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Part V: Level of Satisfaction

What is your level of satisfaction with the following on print jobs in Ibadan on the scale of 1 to 5? (1- Not 
satisfactory, 2- Fairly satisfactory, 3- Satisfactory, 4- Very satisfactory, 5- Most satisfactory)

Table 8. Elements of enhancement

Elements 1 2 3 4 5

Minimalistic/simple design

Type face

Illustrations good use of photographs)

Color of type

Type of paper stock

Color of paper

Top quality printing

Table 9. Level of satisfaction

Production Factors 1 
Not Satisfactory

2 
Fairly Satisfactory

3 
Satisfactory

4 
Very Satisfactory

5 
Most Satisfactory

Design

Paper quality

Print output

Customer service

Timing
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ABSTRACT

Businesses are shifting their marketing strategies towards social media for promoting their products 
and services. Online video advertisements are one of the fastest-growing platforms of social media 
advertising. This article provides detailed models to marketers providing knowledge of different factors 
impacting consumer purchase intention after watching online video advertisement. The purpose of this 
article is to propose a model comprising of advertisement value, attitude and their impact on purchase 
intention in case of online video advertisements amongst Indian youth. The analysis indicated that an 
advertisement value model given by Ducoffe was not applicable in case of online video advertisements. 
Invasiveness/Irritation has no significant impact on advertisement value as in case of Ducoffe’s model 
although it significantly impacts attitude towards online video advertisements.

INTRODUCTION

As a customer, using online medium for various reasons in everyday life has become a new normal. 
Marketers are also adapting this change and making required changes in advertising and communication 
strategies. This shift is from the use of traditional media advertising towards internet & social media 
advertising. According to a report by PricewaterhouseCoopers (2010), internet accounts for 16% of 
total advertising expenditure worldwide, this is a reflection of increased web usage and development of 
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new advertising formats. Internet advertising saw the biggest increase, with advertisers spending 12.1 
percent increase in Q1, then one the previous year (Nielsen, 2012). One of the key reasons of the internet 
continues to grow is that unlike other mediums of advertising, it gives an opportunity to marketers to 
advertise their products & services in various formats customized to their budget & requirement. Due 
to increase in the use of online media, it has been studied that consumer trust in the online advertising 
is increasing nowadays and the shift in the usage of this new platform is significant (Nielsen study, 
2013). There is also an increase in the trust level of consumers which is approximate 7% since 2007. 
These days, there is a change in the way of doing marketing and it’s because of the change in market 
scenario and customer empowerment. Due to development of new media, the physical store shelf has 
been changed to new format and also the size of the warehouse has been reduced. Customer buying power 
has been increased due to a large number of product offerings and service providers (Hanafizadeh and 
Behboudi, 2012). Online medium is more flexible in comparison to other media, as it gives a wide range 
of advertising formats to advertisers, including static image formats (e.g. JPG & PNG), simple animated 
flash formats without interaction capabilities (e.g. .swf formats) and rich media formats that include 
floating, expendable, video & interactive features (Spalding et al., 2009). The range of formats readily 
available to advertisers to choose from different advertising formats based on key branding goals. The 
online stream-video advertisement is emerging as a major category of online advertisements. YouTube’s 
TrueView in-stream video advertisements appear to have succeeded in substantially reducing the negative 
user impacts of online advertising without sacrificing the value of such advertisements to advertisers 
(Pashkevich et al., 2012). According to Miller and Washington (2012), online video advertising expen-
diture was estimated to increase from $505 billion in 2008 to $3.09 billion in 2012. Consumers prefer 
online video advertisements over traditional TV advertisements by a wide margin while online video 
advertisement general recall rate reached 65% compared to 46% general recall for TV advertisements 
(Nielsen report, 2010). According to Hanafizadeh and Behboudi (2012), online advertising message 
has the promotional elements included in the message which persuades the user to check the website 
after seeing the message in the mailbox. Online video advertisements offer the higher level of brand 
recall, message recall, and likeability than TV advertisements. According to comScore (2012) study, 11 
billion ads were viewed in June 2011 by US internet users. Just like the US and other countries across 
the globe, India is also surging in terms of internet users with around 121 million internet users ac-
counting for 5.3% of the world internet population, creating one of the biggest markets for online video 
advertisement. The latent demand for online video advertising in India is expected to be $1592.5 in the 
year 2011 (Parker, 2011). Around 27 million smartphones users in India provide immense opportunity 
to marketers to deliver video advertisements on their tech advanced smartphones. According to a recent 
study on smartphone usage, smartphones users in India consume multimedia content throughout the 
day with the majority of time spent on watching videos & playing online music (Nielsen and Informate 
Mobile Intelligence, 2012). The same study reveals that smartphones users of Chhattisgarh have the high 
penetration of video streaming while Uttarakhand users spend the maximum amount of time watching 
online video. Other factors like the launch of 3G & 4G services and growing social media usage will 
increase the opportunity to advertise through online video medium in India. As the facts emphasize 
the growing importance of online video advertising in India, it is worth studying consumers’ attitude 
towards online video advertisements.
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LITERATURE REVIEW

Marketers are using online video advertising as a new form of advertising to target online custom-
ers across the world. So, it has become essential to understand viewer’s attitude towards online video 
advertising. To begin with, it is important to know about various factors that affect attitude towards 
traditional advertising. The study has identified four attitudinal factors to understand student’s attitude 
towards advertising (Larkin, 1977). The four different factors are economic effects of advertising, social 
effects of advertising, ethics of advertising and regulation of advertising. Attitude towards advertising 
is composed of two main factors i.e. institution and instrument (Sandage et al., 1980). ‘Institution’ rep-
resents a convention, an arrangement and a solution to a problem considered important to the society; 
institution serves as the function of providing market information to the society. On the other hand, in-
strument refers to the consumers’ evaluation of advertiser’s method; for example, consumers report some 
advertisements offensive and annoying. The distinction between institution and instrument is similar to 
advertising and advertisement. Consumer’s attitude towards advertising consists of two types of factors 
(Pollay and Mittal, 1993). First factor explains the uses and utilities of advertisement and second factor 
reflects consumers’ perception of advertising’s social & cultural effects. ‘Personal’ factors comprise of 
product information, social role & image, hedonic/pleasure, while ‘Societal’ factors consist of economy, 
materialism, corruption, and falsity.

Attitude

According to MacKenzie and Lutz (1989) study, attitude towards advertisement is defined as a predis-
position to respond in a favorable or unfavorable manner to a particular advertising stimulus during a 
particular exposure occasion. The author primarily proposed that credibility, perception, attitude toward 
advertiser, attitude toward advertising and mood are the main determinants of attitude towards advertise-
ments. Out of these five factors, mood was dropped from the study due to its testing complexity. The 
advent of online media brought in new matrices being developed for measuring advertising effectiveness. 
The traditional measures provided the inadequate assessment of online advertising effectiveness due to 
their emphasis on an outcome rather than the objective of study (Pavlou et al, 2000). Also, advertise-
ment value was a significant predictor of attitude towards web advertisement reported in the same study.

Entertainment

There is a study which has discussed the role of World Wide Web as an advertising medium in the 
marketing communication mix. It has proved that World Wide Web is a new medium for advertising 
characterized by ease-of-entry, relatively low set up costs, time independence and interactivity (Berthon 
et al., 1996). To use the online advertising effectively, marketers will benefit from user’s perception about 
the usability of web media and the effect of media usage on attitude towards individual advertisements 
(Alwit and Prabhaker, 1994). It has been posited that information, entertainment & irritation are the 
main predictors of the value of web advertising. Information & entertainment are positively impacting 
advertisement value while irritation or invasiveness impacting negatively (Ducoffe, 1996). Advertisers’ 
seek to provide entertaining advertisement because they believe that it increases the effectiveness of 
their message. Specifically, they believe that the entertaining advertisements generate positive attitude 
(Shimp, 1981; MacKenzie & Lutz, 1989; Shavitt et al., 1998).
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Information

Cyberspace advertising reported that information, entertainment, irritation and credibility significantly 
impact the advertisement value, which in turn affects attitude towards advertisements (Brackett and 
Carr, 2001). Information and entertainment were found to be the main predictors of advertising value 
on Facebook and television (Logan et al., 2012). Another study demonstrated that the advertising value 
measures could be applied to internet advertising as well as television. It has been indicated in the study 
that the measure is applicable across media (Ducoffe, 1996). It has been found that consumer informa-
tion works as a positive aspect while doing advertising. They get to know and learn about new products, 
product benefits and comparative product information through advertisements only (Shavitt et al., 1998). 
There is another study on instructional video advertising reported that information element of the online 
video advertisement has motivated the consumer to purchase the product (Huarng et al., 2010). The 
study posited that advertising’s informational role works as chief legitimizing function (Rotzoll et al., 
1989). Consumers themselves, report the advertising’s ability to supply information and consider it as 
the primary reason for approving it, (Bauer and Greayser, 1968). While there is no definitive measure 
of evaluating the advertising effectiveness, advertising recall, attitude towards the brand and purchase 
intent; advertisement ability has been widely accepted among academics and practitioners as indicators 
of advertising effectiveness.

Invasiveness

For consumers, privacy is the most important concern as compare to browsing and watching the online 
video advertising. A barrier related to the privacy is considered to be the most important parameter of 
invasiveness which has been perceived by the consumers (Taylor, Lewin & Strutton, 2011). So, online 
video advertising has the nature of interrupting and distracting a human being and also comes in between 
their goal-directed behavior (Li, Edwards, and Lee, 2002). This type of interruption and distraction is 
considered to be the perceived invasiveness. The media-agnostic nature of the measure is attributable to 
the fact that it combines the user experience with the medium and advertising. Social networking sites 
‘SNS’ advertising discussed the role factors like information, entertainment, invasiveness, peer influ-
ence, quality of life, privacy concerns, structure time and self-brand congruity on attitude towards SNS 
advertising (Taylor, Lewin & Strutton, 2011). They found that information, entertainment, self-brand 
congruity and peer influence have a significant & positive impact on attitude towards SNS advertisements; 
whereas, invasiveness, and privacy concern have a significant & negative impact on attitude towards 
SNS advertisements. Both, quality of life & structure time found to have no significant relationship with 
attitude towards SNS advertisements. The results also indicated that younger adults (ages 19-24) are more 
appreciative of in-formativeness and entertainment when assessing the value of advertising on SNS. 
The informative factor was the most important factor in predicting brand attitude (Brown and Stayman, 
1992). A pop advertisement is one of the popular formats in the online environment that can cause ir-
ritation to the consumer and affects the perception of the advertisement negative (Edwards et al., 2002).
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Purchase Intension

Embedded video advertisements with information and price on product make online advertisements 
a very effective tool in motivating consumers in recalling online advertisements. Customers make the 
business transaction eventually after the seen the online video advertisement (Alijani et al., 2010). It 
has theorized that subjective variables, like entertainment and information, had a positive impact on at-
titude towards online video advertisement (Lee et al., 2011). However, all other behavioral beliefs like 
relaxation, escape, passing time social interaction and control had no significant relationship towards 
viewing online video advertisement. A consumer has a direct impact of online advertising on their pur-
chase intention. Therefore, challenge in advertising will be to create an advertisement which will carry 
value for customers, so as to influence the purchase behavior (Schrage, 1994; Neuborne and Hof, 1998). 
There are differences between heavy, medium, and light web users in terms of their beliefs related to 
web advertisement, attitude toward web advertising, purchasing patterns, and demographics which has 
been explored through the study (Korgaonkar and Wolin, 2002). They lead to a more positive attitude 
toward web advertising, which likely leads to more frequent web purchase and higher amount spent.

Advertising Value

As leading executives believe, the value of advertisement will have a direct influence on shopping 
behavior. The new media technology will lead audiences to become more selective in their advertising 
processing (Ducoffe et al., 2000, Ducoffe, 2012). A conceptual model has been proposed in the previous 
study to understand the perceived value of advertising in the mind of consumers and the partial portion of 
the model is analyzing the influence of information and entertainment on advertising value. The partial 
conceptual model has been taken from the previous study and the influence of entertainment, informa-
tion, and invasiveness has been posited on the advertising value. While large numbers of studies were 
focusing on consumer’s attitude towards advertisements, the concept of ‘advertisement value’ has been 
coined by Ducoffe (1995). Advertisement value is defined as the subjective evaluation of the relative 
worth or utility of advertisements to consumers and it is an important concept because of a number of 
reasons. Firstly, it can serve as an index of customer satisfaction with the advertisements of organiza-
tions; secondly, it could help a researcher to understand the advertising effectiveness & customer need 
satisfaction; thirdly, it can help to report the ethical measure of the advertisement and finally, it can 
act as a cognitive antecedent of attitude towards advertisement. Advertisement value is determined by 
three main factors i.e. Information, Entertainment & Irritation. Increased internet advertising in the past 
decade motivated researchers to do research in this particular domain. The study by Xu (2009) explored 
the consumer perception of location-based advertising ‘LBA’ on the mobile medium by using Ducoffe 
1995 model. The results showed that multimedia LBA messages lead to more favorable attitude, increase 
the intention to use the LBA application, and have a significant impact on purchase intention.

Information, Entertainment, Irritation or Invasiveness and Advertisement value brought out as major 
determinants of attitude towards advertisements on the web. According to the study, online video ad-
vertising has the positive effect on the consumer purchase intention (Taylor, Lewin, & Strutton, 2011). 
The previous study has posited and analyzed the factors to understand the attitude towards online video 
advertisement. In this study, we have adhered to the same factors to understand the effect of online video 
advertisement on purchase intention.
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In this study, two models have been considered as underlying models for testing the advertisement 
value in case of online video advertisements (Ducoffe, 1996 and Logan et al., 2012). The advertise-
ment value model is further elaborated by testing advertisement value relationship with attitude towards 
advertisement and attitude towards advertisement relationship with purchase intention. In the previous 
study, to test the hypothesis, the data has been collected from the students majorly of different degree 
programs from 6 departments. In this study, we have used the model in Figure 1 to test the hypothesis. 
The formulation of items in the questionnaire has been extracted from the previous study which has been 
based on the current study. The conceptual framework has been designed on the lines of previous study 
framework. The formulation of hypotheses is based on the previous study, though; the objective of the 
study is different in nature. The current study is having the major focus on understanding the effect of 
online video advertising on purchase intention. As per the previous study, it has been posited that informa-
tion, entertainment, and invasiveness influence the advertisement value and due to this influence there is 
a certain change in the attitude of a specific user. In addition to this, we have been trying to understand 
the relationship of this change in attitude on the purchase intention of a specific consumer, which has 
been studied in the current study. The following hypotheses are proposed for this study:

H1: Information has a significant & positive impact on value of online advertisements.
H2: Entertainment has a significant & positive impact on value of online advertisements.
H3: Invasiveness has a significant & negative impact on value of online advertisements.
H4: Advertisement value has significant & positive impact on attitude towards advertisements for online 

video advertisements.
H5: Attitude towards advertisement for online video advertisement has a positive impact on purchase 

intention.

Figure 1. Conceptual model for online video advertising
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MODEL TESTING

Two major forms of online advertising are – (a) Compulsory 30 seconds ads and (b) Skip-after-five-
seconds advertisements. These types of formats give viewers the freedom to skip advertisements or to 
watch them. Such scenarios increase the need to examine consumers/viewers attitude towards online 
video advertisement and its impact on purchase intention. The relationship between different variables 
are impacting viewer’s attitude towards advertisements which in-turn impact their purchase intention 
also. The same relationship has been tested via Structural Equation Modeling (SEM) technique in the 
study. According to a study done by Bollen (1989), SEM includes a number of statistical methodolo-
gies to estimate casual relationships network derived on the profound theoretical basis. The study shows 
the relationships between latent variables which can be measured through observable indicators. In the 
present study, SEM is employed in two steps. In the first phase, confirmatory factor analysis (CFA) was 
done to check the acceptability of measurement model and finally, structural equation modeling (SEM) 
analysis is done to test the validity of the structural model developed on a theoretical basis.

METHOD

Sample Design

As youth is the biggest segment of online subscribers, we have taken college students of National Capi-
tal Region (NCR) as the sample of our study. Questionnaires were personally distributed among 380 
Management and Engineering students, of which 279 responses were used for the analysis.

The demographics of the students are as shown in Table 1.

Table 1. Sample design

Variable Category Count %

Gender
Male 191 68

Female 88 32

Internet Access Hardware
Mobile phone 82 29

Desktop/laptop 197 71

Internet Connection Type

Broadband 122 44

3G 78 28

2G 79 28

Student Type

Undergraduate (Management) 69 25

Postgraduate (Management) 117 42

Engineering 93 33
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Research Instrument

A 23 item research instrument was developed to measure different variables taken under study. To study 
these items, the Likert scale has been used for these items to analyze on different variables. There are 
23 items which have been included in the study on the major six factors such as information, entertain-
ment, invasiveness, advertising value, purchase intention, and attitude. Structural Equation Modelling 
(SEM) has been used to analyze the current position and to know the research theory fit by using this 
method (Daire, Joseph & Michael, 2008). So, in this study, we have tried to prove the fit in the conceptual 
model and current research study. However, the reasoning of using the SEM is to have the model fit by 
representing the data and the data fits into the conceptual model and underlying theory. The measuring 
instruments were taken from different studies based on relevance.

The details with Cronbach’s alpha value are as shown in Table 2.
All Cronbach’s alpha values are above 0.60 cut value for Cronbach’s alpha reliability test. (Hair et 

al.,2007).

MEASUREMENT MODEL

The measurement model (see Figure 2) is an arrangement of measurement theory that shows the various 
constructs. It also shows the operationalized constructs by sets of measured items. CFA provides the 
researcher an arrangement to decide on the relationship between different variables before proceeding 
for further analysis (Hair et al., 2007. The results of the conceptual model have been compared with the 
base models of (Ducoffe, 1996 and Logan et.al, 2012).

Construct Validity

Construct validity is the extent to which a set of items actually measure what they are meant to measure 
i.e. latent construct. The reliability of scale items was examined by performing confirmatory factor 
analysis (CFA) using AMOS 19. Although, the reliability of the scale items can also be examined by 
performing Cronbach’s alpha test, but, the use of SEM makes such a practice redundant and unnecessary 
(Bagozzi & Yi, 2012). The results confirm overall fit of the model (see Table 3).

Table 2. Research instrument reliability

Variable Name No. of Items Source Cronbach’s Alpha

Information 3 (Taylor, Lewin and Strutton, 2011) 0.71

Entertainment 4 (Taylor, Lewin and Strutton, 2011) 0.72

Invasiveness 5 (Taylor, Lewin and Strutton, 2011) 0.76

Advertisement value 3 (Ducoffe, 1996) 0.76

Attitude 5 (D’Souza and Taghian, 2005) 0.75

Purchase Intention 3 (Hsu and Tsou, 2011). 0.69
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One Incremental fit Index, One Goodness of fit Index, One Absolute fit Index, and One Badness of 
Fit Index along with Chi-square statistic can be used to assess model goodness of fit. (Hair et al.,2007). 
By applying this criterion, all values in the present study falls under acceptable range approving good 
fit for the measurement model.

Convergent and Discriminant Validity

Convergent validity exists when items of a specific latent construct share the high proportion of variance 
between them. “Factor loading” method is used to measure convergent validity (Salisbury, 2001). All 
factors are statistically significant (i.e. < 0.05 threshold value) which satisfies minimum requirement 
for convergence. Also, all factor loadings were in the range of 0.52 to 0.74, more than the acceptable 
value of 0.50 (Hair et al., 2007).

Figure 2. Measurement model

Table 3. Model fit indices for measurement model

Statistic Recommended Value Obtained Value

Chi-Square χ2 374.978

Df 215

CMIN/DF < 3.00 1.744

GFI > 0.90 .901

AGFI > 0.80 .873

TLI .905

CFI > 0.90 .920

RMSEA < 0.10 .052
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Discriminant validity exists if the correlation between constructs is not equal to one (Chin et al., 
1997). All values are much below 1, which proves the existence of discriminant validity for the present 
model (see Figure 1).

STRUCTURAL MODEL

Testing structural model (see Figure 3) is the next step in assessing the validity of measurement model 
while performing SEM analysis.

In the present study, the validity of hypothesized model designed on the basis of literature review 
and objective of the study were tested via SEM analysis.

Estimated Standardized Path Coefficients

For an overall model fit in an SEM analysis, all the estimated standardized path coefficients should be 
significant to proceed further for model fit indices. All the hypothesized relationships were found to be 
significant, except invasiveness impact on advertisement value i.e. H3 was not supported. As invasiveness 
didn’t impact advertisement value as expected, we have calculated its direct impact on attitude towards 
advertisement following (Logan et al., 2012) study on social media with the same variable relationship.

In the analysis, all the relationships were found to be significant at significance level (0.01*, 0.05**), 
the minimum requirement model fitness. Amongst information and entertainment, entertainment impacts 
more on advertisement value with value (0.48) in comparison to (0.30). Invasiveness has a negative 
impact on attitude towards advertisement (- 0.18) as expected. Advertisement value has a high impact 
on attitude towards online video advertisement with value (0.86) whereas attitude towards online video 
advertisement also has the high impact on purchase intention with value (0.75) (see Table 4).

Figure 3. Structural model
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Performance of Model

Hypothesized relationships were supported by model fit indices, as all of them fell under acceptable 
range. CMIN/DF or c2/DF value met the recommended value of less than 3. (Carmines & McIver, 1981)

As, chi-square is sensitive to sample size other model fit indices were taken into consideration. All 
the other model fit indices i.e. GFI, AGFI, TLI, CFI, RMSEA were in the acceptable range of recom-
mended values (see Table 5).

CONCLUSION AND IMPLICATIONS

This study was done to test the hypothetical relationships derived on the basis of literature review and 
subsequently developing a model for online video advertisements. It has also discussed the role of differ-
ent attitudinal factors on the attitude which in-turn impacts purchase intention after watching the online 
video advertisement. Two models were considered as alternate base models for testing advertisement 
value in case of online video advertisements (Ducoffe, 1996 and Logan et al., 2012). The advertisement 
value model is further elaborated by testing advertisement value relationship with attitude and attitude 

Table 4. Significance (p) values

Statistic Recommended Value Obtained Value

Chi-Square χ2 383.945

Df 222

CMIN/DF < 3.00 1.729

GFI > 0.90 .898

AGFI > 0.80 .874

TLI .907

CFI > 0.90 .919

RMSEA < 0.10 .051

Table 5. Model fit indices for structural model

Statistic Recommended Value Obtained 
Value

Chi-Square χ2 383.945

Df 222

CMIN/DF < 3.00 1.729

GFI > 0.90 .898

AGFI > 0.80 .874

TLI .907

CFI > 0.90 .919

RMSEA < 0.10 .051
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towards advertisement effect on purchase intention. To test the current model, the data has been collected 
from university students to analyze the required statistical tools. The target group for the sample collec-
tion has been selected based on the previous studies (Dar et al., 2014, Ducoffe, 1995). The collection 
of a sample from a specific age group is the best method to study the behavior of the consumer related 
to online advertising; as it has been posited by a different researcher in previous studies. This can be 
considered as one of the major limitation of the study.

As per original advertisement value model (Ducoffe, 1995), invasiveness does impact attitude towards 
online video advertisement. But, the current study found that invasiveness doesn’t have any significant 
relationship with advertisement value. All the relationships are found to be significant with all the model 
fit indices falling in the acceptable range. The results corroborate with the results of another study done 
by Logan, Bright & Gangadharbatla (2012), although irritation is a factor in determining attitudes toward 
advertising. The respondents assessed advertising value on the basis of in-formativeness and entertain-
ment. Importantly, while irritation is negatively related to attitude toward advertising and advertising 
value has a stronger relationship with attitude toward advertising. This finding suggests that irritation 
plays a role in formulating one’s attitude toward advertising but the perceived value of the advertising 
ultimately plays a larger role in the formulation of attitudes toward advertising.

As usage of online video advertisements is increasing day-by-day over various websites like You-
Tube etc., need to understand different factors which impact individual’s attitude towards online video 
advertisement is increasing. This study provides detailed knowledge of different attitudinal factors im-
pacting individual’s purchase intention after watching online video advertisement to the practitioners 
and marketers. For e.g. Marketers can note that invasiveness/irritation does not impact advertisement 
value but negatively impacts attitude in case of the online video advertisement. Also, entertainment has 
the higher impact on advertisement value in comparison to information. Accordingly, marketers can 
design their online video advertisements to make their advertisements more watchable by increasing 
entertainment content and reducing irritation content in them. Entertainment has a positive influence 
on consumers; so, the advertisers should ensure that in the video advertising format, they should write 
copies creatively to keep the audience attention. Rational copies high on information may not be well 
received on this media. Another extrapolation of the findings is that copies of all types should be kept 
as short as possible in video advertising to reduce irritation. Online video advertisers need to look at the 
issue of reducing irritation and develop new models which do not negatively intervene with the online 
involvement of the consumer.

Limitations and Future Research

Authors have used only limited number of variables in the study, inclusion of personal and social fac-
tors of the consumer may lead to better insights on the topic. As per Digital Media report (published 
by Deloitte, 2015), the growth of internet users is exponential and the major number of users are from 
15-34 age group. In the previous research, to test the hypothesis, the sample data has been collected 
from the students from the different department of the university majorly of different degree programs 
(Dar et al., 2014). In this study, we have used the above-mentioned model together to test the hypothesis. 
The sample in this research has been confined to university students, therefore the findings may not be 
generalized to a diverse set of population. The main limitation of the study is only considering the youth 
for the study and the whole sample for the data has been collected from the above-said population. The 
major limitation of the study is that data has been collected from the youth population. A more repre-
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sentative sample of the population may give insights on how consumers with different demographic 
variables will be predisposed. A research, which may track comparison of advertisements on different 
SNS and online media, will be more predictive of consumer behavior. Sample population’s perception of 
advertisement value is not affected by irritation in case of online video advertisement; however, it affects 
the attitude towards advertisement which needs to be further explored. This study has been confined to 
online video advertising as a medium only. But, a more specific research on the different type of appeals 
and advertising formats would lead to analyze the advertising effectiveness and also strengthen research 
in this area. The research is one of the elements of online video advertisements, which cause irritation, 
and will be of great use to practitioners.
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APPENDIX

Items Used in Questionnaire

Information

Online video advertisements are a valuable source of product/ Service information.
Online video advertisements are a convenient source of Product/service information.
Online video advertisements help keep me up to date.

Entertainment

Online video advertisements are fun to watch.
Online video advertisements are clever and quite entertaining.
Online video advertisements do not just sell— they also entertain me.
Online video advertisements are often amusing.

Invasiveness

I find online video advertisements distracting.
I find online video advertisements intrusive.
I find online video advertisements irritating.
I find online video advertisements invasive.
I find online video advertisements interfering.

Advertising Value

Online video advertisements are useful.
Online video advertisements valuable.
Online video advertisements important.

Attitude

Online video advertisements are favorable.
Online video advertisements are pleasant.
Online video advertisements are convincing.
Online video advertisements are believable.
Online video advertisements are good.
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Purchase Intention

Given the chance, I predict that I would consider buying products that are advertised through online 
video advertisements.

It is likely that I will actually buy products that are advertised through online video advertisements in 
the near future.

Given the opportunity, I intend to buy products that are advertised through online video advertisements.
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ABSTRACT

This chapter discusses ways of rethinking and reconfiguring advertising models and tools, in order 
to explore all the potential of mobile devices. The chapter presents a literature review on perceptions 
and opportunities related to mobile devices and advertising, focusing themes such as branded content, 
branded apps, advergames, second screening and m-commerce. It also presents results from an explor-
atory qualitative study conducted in Portugal on perceptions about mobile devices and advertising, 
based on 4 focus groups with users of mobile devices aged between 18 and 35 years old. The empirical 
results show that users have negative perceptions and attitudes towards traditional advertising models, 
such as banners, pop-ups and pre-videos on YouTube. On the contrary, they use some branded apps and 
value both engagement and community building and providing useful services and information. Thus, 
opportunities, possibilities, preferences and dislikes were discussed.

BACKGROUND

Portugal is a very interesting country to explore the role and impact of mobile devices, as Portuguese 
users have been early adopters of mobile technologies since the beginning of their dissemination. In 
fact, in 2004, Portugal already had a penetration rate of mobile phones higher than the European aver-
age – 95% vs 88% (ANACOM, 2004).

In Portugal, TMN was the first mobile network operator created in 1991. In that same year, Telecel 
(now Vodafone) was born and took the lead until 1995. However, when TMN launched the first prepaid 
plan that allowed them to conquer the leadership of the market. Later, in 1998, Optimus (currently NOS) 
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was born. In 2002, ANACOM attributed the leadership to TMN with 45% of the market, Vodafone with 
33% and Optimus with 22%.

In the first period of its history, mobile phones were a technology used mostly by the elite or busi-
nessmen. In fact, as in the world in general, it was the introduction of prepaid price plans that made this 
device adopted by the public in general. Despite the importance of the prepaid plans to generalize the 
adoption of the mobile phone, Portugal witnessed another revolution in the impact of these devices in 
everyday life. In the spring of 2008, prepaid price plans called Extreme and Extravaganza (Vodafone), 
Moche (TMN) and Tag (Optimus) were implemented. With a fixed monthly fee of around 10 euros, it 
allowed users to make free calls, video calls and send free MMS and SMS to everyone who belongs to 
the same price plan (Botelho, 2013).

Youths saw in these price plans a possibility to fulfill all their communicational wishes and needs 
within a reduced budget. It was this same motivation that led them, in the genesis of the mobile phone, 
to adhere to prepaid price plans and, consequently, appropriating and diffusing a technology initially 
used and designed for a minority. In this sense, in Portugal, the development of these specific price plans 
made possible the use of mobile phones that drastically transformed society’s modus vivendi through 
the creation and development of new practices (Botelho, 2013).

In 2009 the mobile phone penetration rate worldwide (ITU, 2009) was 61.1% and 121.3% in the EU 
(ANACOM, 2009). Portugal surpassed these averages with a penetration rate of 140.6% (ANACOM, 
2009). By the year of 2015 the mobile phone penetration rate reached 163 per 100 habitants (ANACOM, 
2016) and the technologic consumer goods industry registered a total of 737 millions euros.

2013 was the first year that the demand for smartphones surpassed the traditional mobile phones 
in Portugal. Of the 4.12 million devices sent to the stores, about 2.13 million - corresponding to 52% - 
were smartphones. This shift followed the international trend. By the end of February 2016, 68% of the 
Portuguese were using smartphones (Marktest, 2016).

The age group between 15 and 34 has the highest penetration rate of smartphones. Also, the penetra-
tion of smartphones was higher among students and individuals with higher incomes, higher levels of 
education and living in the Greater Lisbon and Porto.

By the end of 2015, IDC estimated that the smartphone market in Portugal, as in other European 
countries, only grew 8%, significantly lower than the 24% growth recorded in the previous year. This 
reflects well the difficulties of manufacturers in attracting users to the latest news result of the scarcity 
of innovations during the last 2 years.

In 2015, it was registered a growing focus on smartphones from the medium range (with values be-
tween € 150 and € 300). Brands were betting on bringing to the mid-range features high-end phones. For 
users this means that the quality of the screens, the quality of the cameras, the speed of the processors, 
among other features, are already accessible to a larger number of people.

According to a study made in Portugal by Kaspersky Lab, smartphones became an extension of our-
selves, with 19% of Europeans and Portuguese taking their smartphone to bed. 70% of the Portuguese 
reported (Cisco, 2014) that sending and receiving emails is the most frequent task performed, followed 
closely by social networking activity (63%). A little more than half use these devices to read news.

Smartphones also contribute to expose users to many dangerous situations if not used in the right 
moments: 7 out of 10 people admit using their smartphone while driving. Not just to talk: 61% send 
SMS; 40% consult social networks; 33% send emails; 28% access the internet; 17% selfish; 12% watch 
videos; 10% speak for video chat.
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The population above the age of 16 also admits that they spent an average, around 20 hours and 30 
minutes per week, climbing up this value to the 27h36 in the range of 16 to 24 years. Cisco (2014) also 
reveals that 2 out of 3 European (and 60% of Portuguese) users prefer to give away a month of goods 
like beer, wine, chocolate, shoes, TV or even its car than to dispense their smartphone.

INTRODUCTION

The mobile phone is one of the most important technologies of contemporaneity. It reached a global 
penetration rate of 95.3% in 2015 (ITU, 2015), and its use is even higher, more frequent and intense 
in developed countries. In addition, a mobile phone is nowadays a lot more than a portable telephone. 
This technology has not only become smart, but also originated another mobile spin-off, among which 
the tablet. These screened devices—mobile phones, smartphones, tablets and laptops—are completely 
integrated in homes and workplaces. Besides, these portable technologies are personal, accompanying 
the user in the daily routine (Ito et al., 2006). Adding a digital layer to everything we do, they are facili-
tators, and allow us to perform several actions at the same time.

These mobile devices represent an opportunity as advertising channels, as they are personal and 
always at-hand. Besides, they allow both push and pull communication, thus having the potential to 
capture the user’s attention, foster engagement, and promote segmented and even tailored offers. In 
addition, its geolocation function helps brands in making their messages more useful and opportune, 
adjusted to specific moments and contexts (Rowles, 2013; Schadler et al., 2014). Another argument in 
favor of their potential is that they are an alternative to traditional advertising channels and formats, as 
the audiences of traditional mass media are also changing. Audiences are increasingly active, and these 
prosumers tend to have very negative attitudes towards traditional above the line advertising, using 
filters and other strategies to avoid them every time they can. McStay (2010) explains that “… if users 
are exposed to irrelevant advertising in the corner of a screen, over time this space may be filtered out. 
Tolerance to repeated information also increases wear-out and the promotion of negative attitudes to 
digital advertising.”

This chapter focuses on a specific practice where traditional and new media meet: second screening. 
Second screening broadly refers to the simultaneous or sequential use of more than one screened-device, 
and the most common choice is combining the smartphone with TV. In this particular use, mobile devices 
may offer the opportunity to revitalize or reinvent advertising on TV, creating synergies between TV 
content and formats and mobile content and formats. Thus, this chapter discusses and reflects upon ways 
of reconfiguring advertising models and tools in order to draw the full potential from mobile devices 
and emergent audiences/consumers trends.

THEORETICAL FRAMEWORK

The Importance of the Mobile Phone in Contemporary Society

Within Communication Sciences, the subfield of Mobile Communication addresses the adoption and 
use practices of mobile media, with its early work going back to the late nineties (Katz, 2008; Ling & 
Donner, 2009; Hamill & Lasen, 2010). The growth of this research subfield reflects the deep impact 
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that the mobile phone had on society in less the two decades. One of the main findings of the subfield 
is that although this device is recognized as a very useful, convenient and multifaceted tool, what users 
value the most about it is the connectivity it affords them (Ling, 2004).

The utilitarian dimension of the mobile phone is expressed through different metaphors that can be 
found in the literature, such as being a ‘companion’ or ‘extension’ to its user. Ling & Yttri (2002) have 
distinguished between the ‘coordination’ function of the mobile phone, comprising activities such as 
synchronizing schedules, arranging meetings and managing activities; and the ‘hyper-coordination’ 
function, corresponding to a permanent negotiation of the users’ identity, sense of belonging to social 
groups and negotiation of social status.

Ling (2004) showed that the majority of the activities performed with the mobile phone is related 
to connectivity, aimed at managing relationships instead of concrete tasks. Katz & Aakhus (2002) have 
described as ‘perpetual contact’ this sense of constant connectivity afforded by the mobile phone, as 
having the device always nearby – at-hand – represents the permanent possibility of being contacted 
and contacting others, and that is enough to provide users a sense of having company. Vincent (2006) 
explained that the relationship established between a mobile phone user and its particular device goes 
beyond personalization and expressing social status or identity, it is an affective relationship. The mobile 
phone represents a lot more than a tool or an accessory for its user; it is a repository of content with 
affective nature (for example, meaningful messages and photos), related to mementos and memories, 
and represents the possibility of permanent contact with the network of close relationships. Thus, the 
affectivity presents in the relationships it mediates ends up being transferred to the device. Another fac-
tor that reinforces the affective nature of the mobile phone is that this device facilitates the immediate 
and spontaneous expression of emotions, making it more frequent and intense (Vincent, 2005). In this 
sense, Dias (2008) presents the mobile phone as an extension of the ‘self’, as well as of the ‘others’ as, 
in the one hand, it intensifies the human abilities of communication and organization—it is a ‘Swiss 
Army knife’ (Fortunati, 2002)—and it also expresses identity and belonging to communities and groups 
(Botelho, 2013); and on the other hand, it is an extension of the ‘perpetual contact’ with others (Katz 
& Aakhus, 2002; Ling, 2008), who seem to be ‘inside’ the mobile phone. In addition, Levinson (2004) 
classifies the stimuli of a ringing or vibrating phone as irresistible, demanding immediate attention from 
its user, and shows that such stimuli tend to overcome other ongoing activities (for example, face to face 
interaction). The desire to be permanently connected to the ones we love the most, allied to the intrusive 
and pervasive nature of the mobile phone, make it a highly powerful communication tool, always on, 
always nearby, personal and effective in attracting attention.

Recent research on the use of smartphones, and some focusing particularly on second screening 
practices—is consistent with the previously presented metaphors concerning the mobile phone, char-
acterizing it as a ‘companion’ or ‘extension.’ The way users articulate different media, platforms and 
content according to specific goals and due tasks is explored by Phalen (2012) and later by Giglietto 
& Selva (2014). Concerning ‘connectivity’, there is a significant strand of literature pointing to social 
capital and sense of belonging as one of the main motivations for second screening behavior (Xu & Yan, 
2011; Saxbe et al., 2011; Riedl et al., 2013).

Although initial research on the mobile phone identified right away two main sets of reasons that 
explain its generalizes and frequent use – coordination and connectivity – the convergence of mobile 
devices and the internet has widened the diversity of activities afforded, but they fall, nonetheless, un-
der the two same categories. The exposure to smartphones is constant, they add a ‘digital layer’ that is 
parallel to everything we do offline. In this sense, thinking about mobile devices as a marketing channel 
is not just an opportunity, is an inevitability.
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The Potential of Smartphones for Marketing and Advertising

Among the so-called ‘new media’, the smartphones are the ones with the greatest potential for market-
ing and advertising. They are personal and portable, they are connected and at-hand 24/7, and thus 
they present a higher exposure than any other communication media (Ling, 2004). Also, their global 
penetration rate is only rivaled by television, reaching a wide and heterogeneous audience in a very 
personalized way. Besides, each user tends to develop an affective relationship with their own device 
(Vincent, 2005), as the device is a repository of emotionally significant content, it stimulates memory 
and remembrance, and it allows a ‘perpetual contact’ (Katz & Aakhus, 2003) with the user’s network 
of close relationships. The affective dimension of smartphones is key, as it fosters positive attitudes and 
expectations towards smartphone-mediated content and stimuli, which is highly favorable for marketing 
promotion (in particular push advertising) (Lutze, 2011).

Technically, mobile devices are a very versatile medium, as they allow both push and pull communica-
tion and are extremely effective in both modalities (Kaplan, 2012). On the one hand, it is hard to ignore 
a ringing or vibrating smartphone, and users tend to have positive attitudes and expectations towards 
the kind of stimuli because they usually represent contacts from their network of close relationships, or 
information in which they are particularly interested in (or because they follow a voluntary and conscious 
subscription or authorization for push notifications, or because they are personalized) (Lutze, 2011). On 
the other hand, these devices also allow highly tailored personalization, and are interactive, thus fostering 
engagement. Their social dimension and the way in which user value connectivity also fosters word-
of-mouth, thus stimulating online conversations about brands, products and services (Kaplan, 2012).

Main Trends in Mobile Marketing

Although marketing does not yet explore the full potential of mobile devices, as mobile phones were a 
rather limited communication channel, and only with the convergence of smartphones and the internet 
did it become more interesting, it is already possible to identify in the literature a set of trends and pos-
sibilities which are being more explored than others.

The main trend concerning mobiles devices is personalization. Being personal and highly ‘person-
alizable’ devices, they allow the registering of information about each individual users and a tailored 
communication by brands. Tailored information is crucial in the contemporary environment of informa-
tion and stimuli overload vis-a-vis time and attention scarcity, and therefore users value useful and op-
portune communication from brands, that meet their needs, interests and habits, thus capturing attention 
more easily and standing out from the panoply of content and stimuli with which users are constantly 
confronted. Capturing attention and fostering engagement often results in facilitating conversion, the 
ultimate goal of brands (Hopkins & Turner, 2012).

One of the main trends we can find in the literature are branded apps, as apps have emerged as the 
favorite interface for mobile devices, in detriment of going online via browser, for instance. However, 
these branded apps are extremely diverse in content, functionalities and purposes, as for example, mobile 
versions of online catalogues, m-commerce, or loyalty programs. Concerning m-commerce, the most 
successful apps are mobile versions of home banking solutions – m-banking. Another very popular type 
of apps are loyalty programs that identify each costumer and allow point collection, trading for products 
and discounts, access to tailored promotions, and other similar functionalities. Also, different mobile 
payment solutions – m-payments – are being developed and implemented, with the goal of integrating 
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the ‘wallet’ in smartphones, and a generalization of this type of practice is expected in the near future 
(Jayawasrdhena & Korsha, 2011). These authors also highlight the good penetration rate of m-commerce 
when compared to e-commerce, and claim that they are more effective in stimulating impulse shopping 
(the consumer decision journey on fix digital devices such as computers tends to take more time and 
be more rational), and the possibility of creating synergic experiences between smartphones and other 
mobile devices – wearables – and stores.

Another significant body of literature addresses branded apps that are games, advergames, and in-game 
advertising, which profits from the fact that games are the main activity performed in mobile devices by 
younger audiences, and are frequently used as ‘time-fillers’ by adults. Advergames are games developed 
by brands with the goals of showcasing products and offers, and also creating engagement by offering 
other advantages and perks. But most brands are investing on in-game advertising and in-game product 
placement. Another way of exploring the potential of this trend is gamification, that is, using elements 
that are characteristic of games – levels, obstacles to overcome, collecting points and rewards, rankings 
– to foster engagement on branded apps, usually within loyalty programs (Rowles, 2013; Zickerman & 
Linder, 2010). Games are not the only locus of advertisements on mobile devices. There are different 
advertising formats, some more intrusive than other (for example, pop-ups versus banners), but most 
users dislike this type of advertising.

Another emergent trend is geolocation, one of the most distinctive features of mobile devices when 
compared to other media. This feature is very helpful in making communication from brands more op-
portune in terms of time and space, and also in allowing the personalization of communication form 
brands according to the user’s context (Hopkins & Turner, 2012).

Another trend with high potential but still underexplored is augmented reality. There are, however, 
some successful experiences of using smartphones to add a digital layer of content, interaction or conver-
sation to offline experiences, being one of the most famous the Ikea 2014 catalogue app (Lutze, 2011).

Finally, a significant number of authors refer second screening (or multi-screening) (Bellman et al., 
2014; Paek et al., 2013; Reeves et al., 2009), that is, the use of mobile devices in articulation with TV 
consumption. This practice presents several variations, as it may occur simultaneously or intercalary, 
it may or not involve the TV set (as many users watch TV content in other devices such as the laptop 
and the tablet), it may involve more than two screened-media, it may articulate with other tasks, and 
the activities performed in the two devices may be connected – connected viewing – or not – distracted 
viewing (Smith & Boyles, 2012). This is the trend that reveals the most potential for revitalizing the 
traditional models of TV advertising.

ADVERTISING AND SECOND SCREENING: NEW FORMATS AND BEHAVIORS

Advertising, besides representing one of the most important tools of the marketing communication mix, 
is an important source of information for individuals, and from an early age. Research has shown that 
since the first few months of their lives, children are attracted to stimuli that are usually present in ad-
vertisements, such as bright colors and characters related to fantasy ‘universes’ (Valkenburg & Cantor, 
2001). However, it is only around 8 years old that advertising becomes more familiar for children and 
they perceive it fully as a way of selling products and services (Moore, 2004).

Larson (2001) considers that children spend too much time watching television, and therefore ex-
posed to advertising. However, teenagers and young adults avoid advertising, namely by adopting a 
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second-screening behavior (Dias & Teixeira-Botelho, 2015). There is quite a significant body of litera-
ture on advertising-avoidance behavior (Abernethy, 1990; Speck & Elliot, 1997; Bellman et al., 2010), 
on traditional media (Speck & Elliot, 1997) and on digital media (Cho & Cheon, 2004; Edwards et al., 
2002). By avoidance we understand all the actions undertaken by the users with the goal of reducing 
their exposure to advertising content (Speck & Elliot, 1997). These actions or strategies may be cogni-
tive (for example, ignoring), behavioral (for example, exiting the room or using the mobile phone for 
another tasks), and mechanical (for example, changing the TV channel). Currently, users have at their 
disposal different mechanisms to avoid advertising, namely forwarding the TV content in order to skip 
the commercial break (Smith & Krugman, 2010).

As m-internet use has increased, and also second screening behavior, users are more exposed to 
advertising in platforms such as YouTube on their mobile devices. These devices are generally closer 
to users, they tend to be smaller than traditional TV sets, and these features intensify the experiences 
and increase the spontaneous and assistance recollection of content (Reeves et al., 2009). In addition, 
mobile devices foster the development of new formats and models of advertising, such as branded con-
tent, branded apps and advergames, which also have a positive effect on brand recollection and brand 
awareness (Gross, 2010).

These increase and proliferation of advertising on mobile devices is under discussion both in the 
fields of Marketing and Communication Sciences. In general, the most skeptical views on advertising 
report as main disadvantages and dangers the lack of confidence in brands and uncertainties about the 
value, motives and claims of m-advertising (Austin et al., 2002; Obermiller & Spangenberg, 1998), ir-
ritation towards advertising, translating into impatience (Aaker et al., 1988; Barling & Fullagar, 1983), 
negative perceptions about the strategies behind advertising (Ducoffe, 1996), exaggerated and confusing 
messages (Bauer & Greyser, 1968), over-stimulation caused by too long messages (Aaker & Bruzzone, 
1985; Bauer & Greyser, 1968), and also by over-exposure in a short period of time, and also constant 
repetition (Bauer & Greyser, 1968). This skepticism is also present concerning the effects of such models 
and formats, as Edwards et al. (2002) explored pop-up appearance and concluded that the fact that they 
are perceived as an intrusive advertising strategy leads to them being perceived as annoying, and hence 
avoided. Also, Morimoto and Chang (2009) observed the same phenomenon concerning advertising 
emails (spam). Both studies demonstrate that advertising is perceived as annoying and irritating, and 
that is the reason why it is avoided. Also, as users develop more strategies to avoid advertisements, their 
skepticism towards advertising in general increases. Thus, these results show how important and timely 
it is to rethink traditional models and formats of advertising, focusing on the ability of creating tailored 
content for users as alternative.

EMPIRICAL RESEARCH

Research Method

The goals of our empirical research were understanding the practices and behavior of second screeners 
and their views and expectations towards advertising on mobile devices. Our research design is inter-
pretativist, adopting a qualitative method, focus groups with second-screeners.

According to previous research and also to recent industry reports (ANACOM, 2015; Marktest, 
2015), we selected a convenience sample of participants who frequently engage in second screening 
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practices (more than once a week), using the snowball method. Among the students who volunteered to 
participate in this research, we selected the ones that fitted the most into the ‘second screener’ profile: 
young adult, with superior education, and urban.

Since second screening behavior is frequent both among youngsters and young adults, we looked for 
differences between two age groups: ‘youngsters’ from 18 to 25 years old, and ‘young adults’ from 26 
to 35 years old. We conducted 4 focus groups, 2 for each age range. The discussions took place at the 
Catholic University of Portugal, in Lisbon, on April 2015. The average number of participants was 8 per 
group and the gender distribution was balanced. The script for the focus group sessions (in Appendix 1) 
was divided into 3 thematic sets of questions: the first set was about second screening practices of the 
participants; the second set was about general practices related to mobile marketing (e.g. use of branded 
apps, use of mobile commerce, mobile advertising); and the third set was about the use of second screen-
ing branded apps, its advantages and disadvantages, its potential and expected future developments. We 
recorded audio, posteriorly made verbatim transcripts, and organized the data in thematic analysis grids 
(Guerra, 2006).

FINDINGS AND DISCUSSIONS

Our focus group script was organized in two parts, the first one focusing on the most frequent second 
screening activities and the motivations behind them in a more generic way; and the second one focusing 
specifically on perceptions of mobile marketing trends and advertising in a context of second screening.

Our results show that it is more frequent for second screeners to use the different screened-devices 
in turns than simultaneously. Also, distracted viewing is more frequent than connected viewing (Smith 
& Boyles, 2012).

After reviewing the narratives of the participants, the authors identified the following themes below.

Theme 1: Missing Second Screening Opportunities

The participants that use apps related to TV content are very few. This finding may be justified by other 
factors, showing that users might in fact adhere and like connected viewing experiences, if they were 
more tailored to their interests and preferences. One of the barriers is the lack of mobile content in Por-
tuguese, but the main obstacle was the fact that most second screening apps available are related to TV 
content that participants claim to dislike, as reality shows and talent shows.

Participant 2C stated: “TV content just sucks. Period. I don’t use second screen apps because I simply 
don’t watch that kind of content, like Idols or Secret Story.” [original quote – “Os conteúdos televisivos 
simplesmente não prestam. Ponto final. Eu não uso apps de second screen porque simplesmente não 
vejo o tipo de programa que tem essas apps, como o Ídolos ou a Casa dos Segredos.]

Participant 1A goes even further, adding: “I don’t watch TV live. At all. Only maybe soccer matches. 
I don’t like most of the content on the Portuguese channels, and I don’t have patience for advertising. 
Watching commercials is such a waste of time. Mostly, I download what I like and watch it on the laptop, 
or watch it on streaming. Sometimes, if I want to use the TV-set, I use the service provider box to choose 
the content I want to watch [in Portugal, most of the cable channels and internet service providers offer 
users the possibility of watching any content from the previous week at any time, using default recordings], 
or I even rent a movie. Like this I can fast forward commercial breaks, or avoid advertising altogether.” 
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[original quote – “Eu não vejo televisão. De todo. Talvez só jogos de futebol. Eu não gosto da maior 
parte dos conteúdos nos canais portgueses, e não tenho paciência para a publicidade. Ver anúncios é cá 
uma perda de tempo. A maior parte das vezes, faço download do que gosto e vejo no portátil, ou vejo em 
streaming. Às vezes, se quero mesmo usar a televisão, uso o serviço da box para escolher o conteúdo que 
quero, ou até alugo um filme. Assim posso passar à frente na publicidade, ou evitá-la completamente.”]

Theme 2: Second Screening Is Disconnected

In most cases, smartphones and tablets are used in an intercalary fashion regarding TV, and the main 
motivations for this behavior are the need to complete other tasks that are not related to TV content in 
any way, and also when the TV content is not interesting or engaging enough. Smith & Bowles (2011) 
reported on connected viewing (when the TV content being watched and the activities being performed 
in mobile devices are connected or related) being prevalent, but our fieldwork revealed the opposite 
amongst young adults.

According to participant 3B, “When the commercials come, I immediately turn to my smartphone to 
keep entertained until my show starts again.” [original quote – “Quando começam os anúncios, volto-
me logo para o meu smartphone para me entreter enquanto o meu programa não recomeça.”]. Also, 
participant 4A corroborates that “If I am watching a series or a movie, and it is getting boring, because 
the action slowed down, or it is focusing secondary characters, I use my smartphone to keep busy until it 
interests me again.” [original quote – “Se estou a ver uma série ou um filme, e está a ficar chato, porque 
a ação está mais lenta, ou está a focar-se em personagens secudárias, uso o meu smartphone para me 
manter ocupado até me interessar outra vez.”].

When asked about the activities that they do to “keep entertained” or “keep busy”, they answered 
communicating in Instant Messaging apps such as WhatsApp and Facebook Messenger, checking social 
media, and checking news.

However, some participants reported a few cases of connected viewing, in most cases searches that 
were related to the TV content being watched, such as participant 2B, who searches for more informa-
tion about movies and series on IMBD, participant 4A, who reported checking news broadcasted on TV 
on different news websites, and participant 3A, who has checked facts and searched about curiosities 
on Google after watching something related on TV. Participant 4B adds “Sometimes, I am watching a 
series and something reminds about a message that I should have sent or a task that I should have done, 
and then I use my smartphone to do it right away, before I forget!” [original quote – Às vezes, estou a 
ver uma série e alguma coisa me lembra de uma mensagem que devia ter enviado ou de alguma coisa 
que devia ter feito, e então uso o meu smartphone para fazer imediatamente, antes que me esqueça!”].

Theme 3: Second Screening Experiences

When specifically asked if they use branded apps to interact with TV content, only 2 participants report 
having tried some kind of second screening app at some point, but these experiences were, in both cases, 
exploratory, and resulted in a negative evaluation, leading to the abandonment of the apps.

Participant 3A explains: “I was curious about the Secret Story app so I decided to install it and try 
it. It was ok, but then I got fed up with Secret Story, and I never used the app again, so I deleted it.” 
[original quote – “Eu estava curiosa sobre a aplicação da Casa dos Segredos, então decidi instalá-la e 
experimentar. Gostei, mas depois fartei-me da Casa dos Segredos, nunca mais usei a app, e apaguei-
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a.”]. For participant 2E, “Apps don’t really add much to the TV. And if you want to do anything, like 
voting, you have to pay. If you want to talk to your friends about what’s on TV, you can just use social 
media!” [original quote – As apps não acrecsentam muito mais à TV. E se queres fazer alguma coisa, 
como votar, tens que pagar. Se eu quiser falar com os meus amigos sobre o que está a dar na televisão, 
uso as redes sociais!”].

When we asked about the use of branded apps more generally, about half the participants used branded 
apps, and these were very diverse, but the majority was of fashion brands.

Participant 1A states: “I have a lot of apps from news media, I like getting the notifications and feeling 
up to date.” [original quote – Eu tenho várias apps de meios noticiosos, gosto de receber as notificações 
e de me sentir atualizado.”]. In the case of participant 2E, she prefers “(...) fashion brands apps. I like to 
keep up with trends, check look books, and getting information about promotions and sales.” [original 
quote – “(...) apps de marcas de moda. Eu gosto de seguir as tendências, de ver look books, e de receber 
informações sobre promoções e saldos.”].

Theme 4: Motivations for Second Screening

We organized the different motivations for second screening practices according to two categories, 
drawing on previous literature on mobile phone use: utilitarian and affective. This categorization is 
consistent with previous research about uses and impact of the mobile phone, whose main functions 
were related to coordination – that is, utilitarian – and with connectivity – that is, managing affective 
relationships (Ling, 2004).

Our participants highlighted the need to manage time better, arguing that mobile devices as smart-
phones and tablets allow a better management of time, as they enable the simultaneous performance of 
different activities. Participants tell us that it is frequent for them to feel overwhelmed with all the tasks 
they need to do, and they regard mobile devices as ‘helpers’ or ‘useful tools’ for their daily life. This is 
consistent with previous research that mentions a sense of ‘efficiency’ as one of the gratifications drawn 
out of smartphone use (Cheng et al., 2014). On the other hand, some of the participants highlighted 
an ‘intrusive’ side of smartphones, as communication from work and even friends frequently interrupt 
other activities, such as watching TV. When we asked why they don’t turn off the smartphones in order 
to avoid such intrusiveness while they want to focus on a particular task, they answered being unable 
to resist the ring, buzz or light, and also other motivations for never (or rarely) turning it off. Without 
the smartphone connected, they reported feeling ‘isolated from the world’, worried about the ones they 
love the most, ‘eager’ and ‘anxious’ to be up to date with the latest news. We consider that all these 
reasons fall under the category of affective motivations, as they are related to social capital and sense 
of belonging to a community (Wellman, 2014). The same kind of motivations are found in the work of 
Choi et al. (2009) and Wei et al. (2012), according to which the use of smartphones is consistent with 
‘traditional’ uses and gratifications that have been identified in other media, namely the access to infor-
mation, connectivity and social interactivity, and entertainment. Table 1 sum up the main motivations 
that our participants give us for their second screening practices.

Table 1 highlights that affective motivations are mentioned more often by the younger age range, 
between 18 and 25 years old, while the ‘young adults’ aged from 26 to 35 years old talk more about 
utilitarian motivations.
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Table 1. Testimonies about motivations for second screening practices

Utilitarian Affective

Focus 
Group 
1 (18 
to 25 
years 
old)

“Second screening is natural for me. Most times, I don’t even 
realize I have started to do different things at the same time. It 
is the way I think.” (Participant 1B) [original quote – O second 
screening é natural para mim. A maior parte das vezes, nem me 
apercebo de que comecei a fazer uma coisa diferente ao mesmo 
tempo. É como eu penso.”]

“Without the smartphone, I feel isolated from the world. It is the smartphone 
that keeps me connected, up to date with what is going on in the world, 
and mainly with my friends.” (Participant 1C) [original quote – “Sem o 
smartphone, sinto-me isolado do mundo. É o smartphone que me mantém 
ligado, a par do que está a acontecer no mundo, e sobretudo com os meus 
amigos.”] 
“Why does studying have to be boring? When I am studying on my laptop, 
I can listen to music and talk to my friends at the same time, often we 
even talk about what we are studying.” (Participant 1E) – [original quote – 
“Porque é que estudar tem que ser aborrecido? Quando estou a estudar no 
meu portátil, posso ouvir música, e falar com os meus amigos ao mesmo 
tempo. Muitas vezes, estamos a falar sobre o que estamos a estudar.”]

Focus 
Group 
2 (18 
to 25 
years 
old)

“I can’t concentrate on anything if I am not connected. 
Sometimes, when I have to study for an exam, I try to turn off 
the smartphone, and I even wear my headphones without playing 
music, just to block out the noises. But then I get anxious, I feel 
like I am missing something...” (Participant 2C) [original quote – 
“Eu não me consigo concentrar em nada se não estiver conectada. 
Às vezes, quando tenho que estudar para um exame, tento 
desligar o smartphone, e até ponho os meus headphones nos 
ouvidos, mesmo sem música, só para bloquear os barulhos. Mas 
depois fico ansiosa, sento que estou a perder alguma coisa...”]

“If I am watching TV and the smartphone rings, I get restless. That ring is 
really irresistible. It can be a sweet message from my boyfriend, it can be 
news from my favorite band, it can be a new selfie from my best friend. 
Whatever it is, I have to see it right away.” (Participant 2D) [original quote 
– “Se estou a ver televisão e o smartphone toca, fico inquieta. Aquele toque 
é irresistível. Pode ser uma mensagem fofinha do meu namorado, notícias 
da minha banda favorita, ou uma selfie nova da minha melhor amiga. O que 
quer que seja, eu tenho que ver imediatamente.”] 
“I have to check my smartphone all the time because I know that my mother 
gets worried if I take too much time to answer her. Or my girlfriend starts 
imagining what I am doing, and I know that I am going to get in trouble 
later, you know?” (Participant 2A) [original quote – “Eu tenho que ver o meu 
smartphone a toda a hora porque eu sei que a minha mãe fica preocupada 
se eu demoro muito tempo a responder-lhe. Ou a minha namorada começa a 
imaginar coisas, e sei que vou ter sarilhos mais tarde, sabes?”]

Focus 
Group 
3 (26 
to 35 
years 
old)

“My smartphone is my ‘magic helper’, a kind of ‘fairy 
godmother’ that helps me along the day!!” (Participant 3C) 
[original quote – “O meu smartphone é o meu ‘ajudante mágico’, 
uma espécie de ‘fada madrinha’ que me ajuda ao longo do dia!”] 
“Smartphones and tablets are very useful tools. Sometimes I ask 
myself how we could live without them. To be able to search 
for recipes when I am cooking, to order something online when 
I am at the underground station, or to answer emails when I am 
relaxing in front of the TV, that is wonderful!” (Participant 3A) 
[original quote – “Os smartphones e os tablets são ferramentas 
muito úteis. Às vezes pergunto-me como podíamos viver 
sem elas. Poder pesquisar receitas quando estou a cozinhar, 
encomendar alguma coisa online quando estou na estação de 
metro, ou responder a emails quando estou a relaxar em frente à 
televisão, é maravilhoso!”] 
“Sometimes, I don’t even want to second screen, but I know that 
if I don’t in that moment, I will have to deal with it later. If I don’t 
answer a call from work because I am watching a movie, I know 
that I will have to call back, and I am only going to worry about 
what it might be...” (Participant 3B) [original quote – “Às vezes, 
não quero fazer second screening, mas sei que se não o fizer 
naquele momento, vou ter que lidar com as coisas mais tarde. Se 
eu não atender uma chamada do trabalho porque estou a ver um 
filme, eu sei que vou ter que ligar de volta, e só me vou ficar a 
preocupar com o que poderá ser...”]

“I use the smartphone to be in contact with my family throughout the day. 
I exchange sms with my husband, I talk to my kids on Whatsapp. It is as 
if they were in my purse.” (Participant 3F) [original quote – “Eu uso o 
smartphone para estar em contacto com a minha família ao longo do dia. 
Troco sms com o meu marido, falo com os meus filhos no WhatsApp. É 
como se eles estivessem na minha mala.”]

Focus 
Group 
4 (26 
to 35 
years 
old)

“If I don’t know something or need something, I just have to 
ask Google, anytime, anywhere!” (Participant 4G) [original 
quote”Se eu não sei alguma coisa ou preciso de alguma coisa, é 
só perguntar ao Google, a qualquer hora, em qualquer lugar!”]
“My ‘relax’ moment of the day is watching a recorded episode 
of my favorite series while I browse the internet with my tablet.” 
(Participant 4A) [original quote – “O meu momento ‘relax’ do 
dia é quando estou a ver um episódio gravado da minha séria 
favorita enquanto vou navegando pela internet no meu tablet.”]

“There is something magnetic about a smartphone ringing or blinking... 
We have to know who it is!” (Participant 4E) [original quote – Há algo 
magnético num smartphone que toca ou vibra... Temos que saber quem é!”]
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Theme 5: Perceptions and Attitudes Towards Mobile Marketing

About mobile marketing trends, and specifically about the possible articulation about advertising on TV 
and on mobile devices, our empirical work revealed that these practices are still very exploratory and 
sporadic, or even nonexistent. Lack of knowledge, lack of time for exploring branded apps, consider-
ing that mobile content articulated with TV content available is not interesting enough, and some fears 
concerning unknown practices and possibilities were the main justifications offered by participants as 
reasons not to adhere to this new trend of connected second screening. Also, participants mention sus-
picions about messages and communication from brands, they are negatively predisposed towards them 
because they perceive them as ‘intrusive’ or ‘unwanted’. This negative attitude is stronger amongst the 
youngsters, who even mention using filters and other advertising voidance strategies.

Our script ended with some questions about emergent and future mobile marketing trends. Most 
participants were open to the articulation of TV content with mobile apps, as long as they were directed 
at their needs and preferences. When we showed them some examples of apps that articulate TV con-
tent with advertising, such as Shazam and Shop with eBay, they were curious, and some of them were 
receptive to trying them out and exploring them.

Table 2 sums up the most relevant claims made by our participants about the mobile marketing trends 
explored in out theoretical framework.

RECOMMENDATIONS AND FUTURE RESEARCH DIRECTIONS

Our research revealed important insights for the industry and for marketing and communication profes-
sionals. One of them is the negative attitude that prevails regarding push advertising, compelling brands 
to find other ways to publicize their offers. Another is the mismatch concerning second screening, as 
an opportunity to rethink and reconfigure TV advertising, as what content producers and marketers are 
offering does not match the users’ needs, interests and preferences. The articulation of mobile apps and 
TV content holds great potential, but the industry is producing branded apps that do not interest the users.

Concerning the industry, our recommendations would be to conduct further research on user behavior 
in order to reveal the practices and motivations associated to second screening. Users are not adhering 
to second screening apps, so these must be rethought in order to become more attractive for them. Their 
communication logic must pull instead of push, supported by engagement instead of attention demand. 
Advertising must also be rethought, as well as TV content itself. In fact, all media must adapt to the 
contemporary transmediatic landscape.

Limitations of the Study

Our study is exploratory, and focuses on emerging trends and opportunities for advertising, so it has a 
few limitations that are inherent to its qualitative and exploratory nature. The first is the fact of relying on 
a convenience sample of students of the Catholic University of Portugal who volunteered to participate 
in our study. However, our aim was not reaching any kind of generalizable results, but identifying trends 
and issues for further study. Also, as in any focus group, there are always some risks, as the researcher, 
as moderator, must balance the need for objectivity and non-interference with the need to encourage the 
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more shy participants to join in, to focus the conversations on the issues being debated, and to trigger 
discussion and engagement. Following the procedures advised by Yin (2013), we have tried to reach a 
rigorous balance by using a semi-structured script.

Future Research Directions

About future academic research, there are also a lot of unanswered questions. Our research was merely 
exploratory, but it must be broadened in order to grasp the perspectives and perceptions of the different 
stakeholders involved. Also, our qualitative approach can be combined with other quantitative techniques, 
namely experimental research, in order to test how users react to certain types of second screen apps, or 
other types of mobile marketing experiences, models, and formats.

Table 2. Testimonies about mobile marketing trends

Branded 
apps

“I have installed some branded apps, to try them out, but then I ended up uninstalling them because I need the space to install others, or 
because I never used them a second time. Once in a while, I ‘clean’ my smartphone.” (Participant 3D, 29 years old) [original quote – “Eu 
instalei algumas apps de marcas, para experimentar, mas acabei por as desinstalar porque precisava do espaço para instalar outras, ou porque 
nunca mais as tinha voltado a usar. De vez em quando, ‘limpo’ o meu smartphone.”]
“I have the ‘Continente’ app [a hypermarket chain], the one for the coupons. And I have also tried the Ikea app, to simulate how my kitchen 
would look like, but after I renovated my kitchen I deleted it, I didn’t need it anymore.” (Participant 4F, 33 years old) [original quote – Eu 
tenho a app do Continente, a dos cupões. E também já experimentei a app da Ikea, para simular como a minha cozinha ia ficar, mas depois de 
renovar a cozinha apaguei-a, já não precisava dela.”]

Gamification

“My daughter likes to play a game from Sketchers [sneakers brand]. I bought her a pair of sneakers in the store and the box had a QR code 
for downloading the app, and she tried it and liked it. She has to put together pieces of the same color, and when she goes to next level, she 
gets to open a new box of sneakers. And then she comes to tell me which ones are her favorite, and which ones she would like me to buy her 
next.” (Participant 4B, 34 years old) [A minha filha gosta de jogar um jogo da Sketchers. Eu comprei-lhe um par de ténis na loja, e na caixa 
vinha um QR code para fazer download da app, ela experimentou e gostou. Ela tem que juntar peças da mesma cor, e quando passa para o 
nível seguinte, abre uma caixa de ténis novos. E depois vem-me dizer quais são os seus favoritos, e quais é que gostava que eu lhe comprasse 
a seguir.”] 
“It would be great to be able to collect points in one app instead of having cards in my wallet. I have so many cards from stores that they don’t 
fit all in my wallet. In the smartphone, I could have them all and I wouldn’t forget them!” (Participant 1A, 24 years old) [original quote – “Era 
ótimo poder colecionar pontos numa app em vez de ter imensos cartões na minha carteira. Tenho tantos cartões de lojas que já não me cabem 
na carteira. No smartphone, Eu podia tê-los todos e nunca me esquecia deles!”]

Second 
screening

“I don’t watch a lot of TV and then I get bored easily, and it is impossible not to fiddle with the smartphone. If I would like to have apps that 
were related with what I am watching on TV and that had advertising? I don’t think so. I hate advertising, I skip forward the commercial 
breaks and whenever I have to put up with pre-video commercials on YouTube, I get upset right away...” (Participant 3D, 29 years old) 
[original quote – “Eu não vejo muita televisão e aborreço-me facilmente, é impossível não mexer no smartphone. Se gostava de ter apps 
relacionadas com coisas que estivesse a ver na televisão e que tivesses publicidade? Acho que não. Eu detesto publicidade, eu passo à frente 
os intervalos, e quando tenho que aturar o pre-video no YouTube, fico logo chateado...”]
“I would like to have an app that indicated me the brands of clothes that some character on TV is wearing in a series or movie, and showed 
me were I could buy it. When I want to find out that kind of thing, I search on Google of fashion blogs, but it would be great to point the 
smartphone at the TV ser and get the information.” (Participant 1A, 24 years ols) [original quote – “Eu gostava de ter uma app que me 
indicasse as marcas das roupas que as personagens da televisão estão a usar numa série ou num filme, e me mostrasse onde as podia comprar. 
Quando quero encontrar esse tipo de coisa, tenho que pesquisar no Google ou em blogs de moda, mas era fantástico só apontar com o 
smartphone para a televisão e ter essa informação.”]

M-commerce 
and 
m-payments

“I almost never carry money with me, I pay everything with my card. So it would be wonderful to be able to pay with my smartphone.” 
(Participant 2A, 19 years old) [original quote – “Quase nunca ando com dinheiro, pago tudo com cartão. Então, seria maravilhoso poder pagar 
com o meu smartphone.”]
“I have never bought anything on an app. Only in games, sometimes I have to pay to unblock levels, I have done that for my son.” (Participant 
4B, 34 years old) [original quote – “Nunca comprei nada numa app. Só em jogos, às vezes tenho que pagar para desbloquear níveis, já fiz isso 
para meu filho.”]

Geolocation 
and 
augmented 
reality

“I think it is pretty useful. Sometimes I get sms from a brand and it is completely irrelevant because I am at work or something like that. But 
if I get a promotion to a restaurant in my area and it is around luch time, maybe I’ll go there to check it out.” (Participant 3C, 32 years old) 
[original quote – “Eu acho bastante útil. Às vezes recebo sms de marcas e é irrelevante porque estou no trabalho ou alguma coisa assim. Mas 
se recebesse uma promoção de um restaurante na minha zona e à hora de almoço, se calhar ia lá ver.”] 
“I prefer not giving permission to access my location, and I don’t want to receive notifications. The smartphone is addictive enough without 
that...” (Participant 1E, 25 years old) [original quote – “Eu prefiro não dar autorização para acederem à minha localização, e não quero 
receber notificações. O smartphone já é viciante o suficiente...”]
“I don’t use any of that [augmented reality]. I do not know any app of that kind and I don’t really know what it is...” (Participant 2A, 19 years 
old) [original quote – “Eu não uso nada disso [realidade aumentada]. Não conheço nenhuma app dessas e nem sei bem o que isso é...”]
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CONCLUSION

With this research, we expect to contribute to a wider and deeper understanding about the way emergent 
mobile marketing trends are being explored in Portugal, and in particular about the potential of second 
screening practices as a way of rethinking the traditional formats and models of TV advertising.

Our results sustain that mobile devices hold great potential for marketing and advertising, as it is 
already stated in the literature. About the second screening practices, our study revealed that there are 
utilitarian motivations for engaging in this kind of practice, but the affective motivations behind them 
are actually the strongest influence that shapes this emergent audience behavior. This is also consistent 
with previous research on mobile phone use, social impact and mediated communication. In our research, 
the youngsters aged from 18 to 25 years old gave more importance to affective motivations for second 
screening, while young adults with ages ranging from 26 to 35 years old also valued the utilitarian di-
mension of mobile devices. The results also highlight the ‘irresistibility’ of smartphones and their role 
as extensions of their users.

In what regards mobile marketing emergent trends, our research shows that there is still a lot to do 
in the Portuguese market. Most of the participants in our study tell us about exploratory use, first ex-
periences and try-outs, but they do not use regularly and consistently second screening apps, although 
about half of them do use other types of branded apps. Most of the branded apps used are of m-banking 
and catalogues of fashion brands, but users do not usually buy via smartphone, nor do they know other 
emergent trends as connected viewing, augmented reality or location-based marketing and services. On 
the other hand, another significant finding is the negative attitude of the participants towards push adver-
tising, in general and in particular on smartphones. This was stronger among the younger participants, 
who mentioned diverse advertising-avoidance strategies in the different media they use.

Our results thus reinforce the need for rethinking traditional advertising formats and models, and at 
the same time demonstrate that mobile devices have great potential but it is still unexplored. However, 
the Portuguese market is falling behind when compared to the global media landscape, which is sur-
prising taking into account the high penetration rates of smartphones, tablets and m-internet, and the 
frequent and intense use of such media. It is imperative to conduct future research on this issue, in order 
to obtain a wider and deeper understanding of this phenomenon and getting further insights, both for 
communication and marketing professionals and for users, in order to reach an agreement concerning 
platforms, apps, content and articulation.
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KEY TERMS AND DEFINITIONS

Advergames: Are games produced and distributed by brands that in some way feature its products 
or services or promote the brand.

App: Is an abbreviation for mobile application, which is software developed specifically for use on 
small devices such as smartphones or tablets.

Avoidance: Is the act of avoiding or keeping away something and includes all the actions undertaken 
with this goal.

Branded Apps: Are mobile apps produced and distributed by brands in order to interact with their 
consumers or fans. The most common uses of branded apps are showcasing products and services, sell-
ing products and services (m-commerce) or managing loyalty programs. Brands also try to establish 
a direct communication channel to each user through push messages and notifications, but they need 
permission from the user.

Branded Content: Is any type of content – text, audio, image, video, and animation – that refers to 
a brand, product or service. This reference may be more direct or subtle, and branded content is often 
difficult to identify.

Focus Group: Is technic of research that consists in interviewing a group of people together to find 
their opinions on a particular issue or product, often for the purpose of research.
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In-App Advertising: Is the placing of advertisements that appear within a mobile app, usually games 
and branded apps. The most usual formats are banners and pop-ups.

Interpretavist: Is an approach that emphasizes the theoretical foundation and the interpretation of 
the empirical data having theory as framework.

Market Communications Mix: Is the fourth P of the Marketing Mix, which refers all communica-
tion activities undertaken to increase awareness about a product or service. This can include advertising 
and public relations.

Mobile Commerce (M-commerce): Is the transaction of products or services using a mobile device.
Mobile Internet (M-Internet): Is the internet access and consumption performed via wireless, 3G 

or 4G platforms using mobile devices that allow for physical displacement during use operations, which 
means, to perform activities on the move, anywhere and at any time.

Mobile Marketing: Is the use of mobile technology, devices and content to promote and/or distribute 
a brand, product or service.

Mobile Payment (m-Payment): Is the transaction made or received with a mobile device.
Qualitative Research Method: Is a type of social science research that collects and works with 

non-numerical data. Methods of qualitative research include observation and immersion, interviews, 
open-ended surveys, focus groups, content analysis of visual and textual materials and oral history.

Second Screening: Is the simultaneous or sequential use of more than one screened-device, being 
the most common choice combining the smartphone with watching TV.

Smartphone: Is a device that combines a traditional mobile phone (feature phone) with other capa-
bilities such as internet access, data storage, email, camera, download and installing apps, etc.

Transmedia: Is a narrative that extends beyond multiple media platforms.

This research was previously published in Multi-Platform Advertising Strategies in the Global Marketplace edited by Kenneth 
C. C. Yang, pages 118-144, copyright year 2018 by Business Science Reference (an imprint of IGI Global).
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APPENDIX 1

Semi-Structured Script for the Focus Groups [Original in Portuguese]

Parte 1: Práticas Genéricas de Second Screening

Q1: Geralmente, fazem outras atividades em dispositivos móveis quando estão a ver televisão? Que 
dispositivos móveis usam? Com que frequência?

Q2: Quais são as atividades que, nesse caso, fazem nos dispositivos móveis com mais frequência? 
Relacionam-se com o que estão a ver na televisão ou não? Contem-nos sobre situações em que 
tenham usado apps ou a internet por causa de alguma coisa que viram na televisão.

Q3: Como é que gerem essas atividades? Fazem-nas ao mesmo tempo, ou à vez? A que meio dão mais 
atenção?

Q4: Quais são os fatores que, com mais frequência, despoletam o uso de dispositivos móveis enquanto 
estão a ver televisão? Quais são os vossos objetivos e motivações para fazerem second screening?

Parte 2: Práticas Genéricas de Marketing Mobile

Q1: Usam os vossos smartphones ou tablets para se relacionarem com empresas e marcas? Como?
Q2: Usam m-commerce? Com que frequência? Que tipo de produtos ou serviços compram?
Q3: Usam os vossos smartphones ou tablets para obter serviços (como marcar viagens e alojamento ou 

internet-banking)? Usam apps ou o browser?
Q4: Têm alguma app de alguma marca instalada? Quais? Porquê? Se não têm nenhuma, porquê?
Q5: Como se sentem relativamente à publicidade em apps?
Q6: Como que é que gostavam de poderem usar o vosso smartphone ou tablet para interagirem com 

marcas? E do que é que não gostam?

Parte 3: Percepções Específicas Sobre Apps de 
Second Screening, Marketing e Publicidade

Q1: Como se sentem relativamente a apps que estão relacionadas com conteúdos televisivos? Têm alguma 
instalada? Quais? Alguma vez experimentaram alguma? Porque é que desinstalaram?

Q2: Acham que estas apps de second screening têm potencial para o marketing? Como? Considerariam 
comprar alguma coisa que vissem na televisão? Como reagiriam a publicidade nessas apps?

Q3: Quais são as vantagens e desvantagens de usar estratégias de marketing em apps de second screening?
Q4: Acham que as pessoas vão gostar disso ou não? Porque sim ou porque não?
Q5: Como é que acham que a ligação entre smartphones e a televisão pode evoluir no futuro? Vêem 

potencial para o marketing? Como?
Q6: Como vêem o futuro da televisão? E dos smarphones? E do marketing?
Q7: Sentem alguma necessidade, como telespectador ou como consumidor, que não está a ser satisfeita 

pelas marcas?
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APPENDIX 2

Semi-Structured Script for the Focus Groups [English Translation]

Part 1: General Second Screening Practices

Q1: Do you usually engage in activities in mobile devices while you watch television? Which mobile 
devices do you use? How often?

Q2: Which are the most common activities performed in the mobile devices? Are they related to what 
you are watching on television or not? Tell us about situations when you have used apps or went 
online in a mobile device because of something you watched on television.

Q3: How do you manage such activities? You do them at the same time or each at a time? To which 
medium do you pay more attention?

Q4: What are the most common triggers for using mobile devices while you are watching television? 
What are your goals and motivations for engaging in second screening practices?

Part 2: General Mobile Marketing Practices

Q1: Do you use your smartphone or tablet to engage with companies and brands? How?
Q2: Do you use mobile commerce? How often? Which kind of products of services do you buy?
Q3: Do you use your smartphone or tablet to get services (as booking travel and accommodation or 

internet-banking)? Do you use apps or the browser?
Q4: Do you have any branded apps installed? Which ones? Why? If you don’t, why not?
Q5: How do you feel about advertising in apps?
Q6: What do you like about being able to use your smartphone or tablet to interact with companies and 

brands? And what don’t you like about it?

Part 3: Specific Perceptions About Second Screening 
Apps, Marketing and Advertising

Q1: How do you feel about apps that are related to television content? Do you have any installed? Which 
ones? Have you ever tried one? Why did you uninstall it?

Q2: Do you think these second screening apps have potential for marketing? How? Would you consider 
buying something you saw on TV? How would you react to advertising in such apps?

Q3: What are the advantages and disadvantages of using marketing strategies in second screening apps? 
Q4: Do you think people will like it or not? Why or why not?

Q5: How do you think the connection between smartphones and television might evolve in the future? 
Do you see potential for marketing? How?

Q6: How do you see the future of television? And of smartphones? And of marketing?
Q7: Do you feel any need, as viewer or customer, that you feel that is not being addressed by brands?
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ABSTRACT

An overview of mobile’s impact on branding strategy expands from discussion of chronological ages of 
branding to mobile’s effects on the brand management function. The latter are structured around four 
steps of the brand management process, including planning and brand positioning, implementing brand-
ing strategies, measuring and analyzing performance of a brand, and sustaining brand equity over time 
and across geographic markets. With a focus on cross-platform branding and establishment of seamless 
mobile experience, the chapter explores various aspects of mobile’s influence on branding. A strategic 
view on the mobile-first approach that permeates all aspects of the branding process from logo design to 
brand equity measurement is accompanied with real-life applications. Best practices illustrate changing 
perspectives in branding and include examples of how new technologies like iBeacon and augmented 
reality are used by leading brands. Examples are drawn from recent academic and industry studies in 
business and management with links to classic brand management literature.

INTRODUCTION

Never before has media been as fragmented as now. Internet users around the globe have on average 3.6 
devices that they are constantly switching (TNS Global, 2014), and 36% of total time using all those 
devices is spent on mobile (Sinton, 2014). With almost two-thirds of mobile users worldwide using 
their second screens (smartphones or tablets) while watching TV (Statista, 2015), it is more difficult 
to repeat Apple’s early success with its only-once-aired-on-national-television “1984” commercial that 
immediately received unprecedented publicity and skyrocketed the Macintosh sales.

Brand managers need to integrate another essential dimension into their current branding strategies, 
and this dimension is mobile. From Burberry’s virtual kisses to the augmented reality of the movie Ice 
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Age, global brands are actively embracing mobile opportunities. They know that if they are unable to 
integrate mobile into the flowing cross-platform experience, they risk being thrashed by faster and more 
mobile-oriented competitors.

In order to avoid overlapping with the chapter on mobile marketing and advertising, this chapter 
will take a more strategic stance and will specifically focus on implications of the mobile revolution on 
strategic brand management, with brand equity as its central concept.

STATE OF THE ART

In today’s world, brands are omnipresent. What started as trademarks on pottery to identify their hand-
crafter, brands are now irreplaceable, intangible assets that are worth billions of dollars. Interbrand 
estimated the monetary value of Apple and Google each in its 2014 annual report as more than $100 
billion (Interbrand, 2014). Brands today have gone far beyond simple trademarks and reside in the minds 
of consumers rather than on product labels. With the new digital mobile revolution taking place and 
shifting media consumption habits of consumers, building strong brands has become a challenging task 
for many companies.

Mobile triggered two fundamental changes. First, it created new markets and companies that couldn’t 
be imagined even 10 years before. Swiping pictures of potential dates left and right (Tinder) or sending 
photos to friends that automatically disappear after 10 seconds (Snapchat) might have been unimaginable 
in the end of 1990s but are parts of our daily routine today. Second, mobile introduced new battlefields 
to existing firms. With mobile Internet surpassing that of desktop computers, companies are pressed 
to take the mobile-first strategy and m-branding seriously. If the mid-1980s were about the economic 
value of brands as business assets (Keller, 2013), and the 1990s and 2000s were about the social value of 
brands and trust building (Clifton & Simmons, 2003), now it goes even deeper to perceptions and seam-
less consumer experience across different media platforms (Welsbeck & Berney, 2014). In championing 
this trend, the individualization of the consumer experience plays an increasingly important role. The 
Adobe Marketer’s Guide to Personalization (2013, pp. 2-3) summarizes the essence of this rising trend:

Who doesn’t enjoy that feeling of walking into a shop and being recognized, welcomed and treated as 
an individual? … Increasingly, customers have come to expect a consistent, personalized service across 
all touch points: in-store, online, on mobile – wherever and whenever they choose to engage. It’s up to 
you to ensure you are providing your customers with a service that makes them feel welcome. A good 
personalized web experience is smooth, non-intrusive and relevant to the customer. The information 
and content they are presented with should meet their needs and encourage them to interact with your 
site, deepening the engagement. As the customer starts to interact, they generate data that can be used 
to enhance their experience in future situations and validate the impact of the programs that you put in 
place. Personalization is the use of data to deliver a relevant and engaging experience to a consumer 
across channels and devices.

In Adobe’s Digital Trends 2015, based on its survey of 6,000 organization executives, the strong 
plurality of respondents proclaimed “customer experience” as the “single most exciting opportunity” of 
2015 (p. 11). About 78% of the respondents agreed or strongly agreed that they are trying to differentiate 
themselves from their competitors through enhanced customer experience (p. 13), and a strong plurality 
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of 44% (in a selection between six options) proclaimed that customer experience would be their primary 
means of differentiating themselves from their competitors over the next five years (p. 15). And how will 
they do this? In choosing among seven options, No. 1 with 33% was “making experience as personalized 
and relevant as possible” (p. 18). From among 18 options, what was their top digital priority for 2015? 
“Targeting and personalization” (p. 20). And 67% agreed or strong agreed that in 2015 “omnichannel 
personalization will become a reality” (p. 21). In an open-ended response, one of the executives summa-
rized, “As mobile is gaining scale, it becomes more important to offer a multichannel customer experience 
to users through personalization and targeting on different platforms/channels” (p. 23).

SUMMARIZING THE PAST

Despite a long history of brands as trademarks, branding as an indispensable part of the business strat-
egy was accepted only in the 1980s with inception of the brand equity concept. Yet the concept itself 
is sometimes open to dispute. The two main paradigms on brand equity focus on either customer- or 
asset-based definitions. The former one, or the consumer brand equity, delves into consumers’ minds 
and deals with the perceived value that a brand creates. In Feldwick’s (1996) three-tier classification, 
the consumer brand equity can be expressed as both a degree of consumers’ attachment to a brand (also 
referred to as brand strength) and the associations and beliefs that consumers hold about the brand (or 
brand assets). Both concepts belong to the consumer brand equity and are a preamble to the financial 
value of the brand and the asset-based definition of brand equity (Kapferer, 2008; Wood, 2000).

The asset-based brand equity can be also referred to as the brand value. It describes the total financial 
value of a brand as an intangible and conditional asset. Even though the financial perspective on brand 
equity doesn’t tap into minds and perceptions of consumers, it plays a major role in wide acceptance 
of brand equity by senior management and influences how companies see branding today. One of the 
reasons is that the concept of brand equity along with an insightful psycho-sociological perspective also 
allows for “hard” financial measures. Thus, strategic brand management, as conceived by some of its 
early scholars, takes in consideration both perspectives.

The 1980s brought an important change to the understanding of brand management as a financial 
asset. The economic value of brands was accepted by senior management, and the importance of an 
integrated branding strategy was finally acknowledged. Branding became an essential part of business 
strategy (Keller, 2013). This global view on strategic brand management hasn’t changed. However, the 
processes incorporated in building brands have undergone considerable transformations. For example, 
one of the most dominant ideas in branding – the famous funnel metaphor – that marketing have been 
applying to touch points with consumers seems to have fallen into decay. The funnel metaphor describes 
the way that consumers go from getting to know about the brand and considering it among a vast array of 
other brands to narrowing down the choices and finally making an actual purchase. With this metaphor 
in mind, marketers use traditional push strategies with a wall of paid media to lead the group. Though 
proven to be effective in older times, what this metaphor fails to grasp in the age of mobile is the chang-
ing nature of consumer behavior and engagement (Edelman, 2010). Similarly, other dominant strategies 
like “push” and “pull” are no longer effective, as they totally ignore the crucial mobile concepts of the 
“right time” and the “right place” (Ramsey, 2015).

With the recent rise of such digital and mobile giants as Google, Facebook and Apple, branding has 
become all about customer experience and communication. Initially triggered by the grassroots power of 
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social media and the web 2.0, advocacy and engagement have become central to brand building (Parganas 
et al., 2015). And even though the relationship between social media and branding still has not been fully 
grasped by academic research, current technological tendencies make this view gradually give way to a 
new thinking about brands – as integrated cultural and technologically bound systems. The ecosystem 
view on branding is the future that hasn’t yet fully developed but is gradually taking shape. The Internet of 
things, smart wearables, ubiquitous computing, personalization and integration of this personalized data 
into the interactive ecosystem – all of this can be coined into one concept of the Mecosystem, recently 
presented as a new model for brands by the Interbrand agency at SXSW Interactive 2015 (SXSW, 2015).

Results of the latest Annual Global CEO Survey conducted by PwC show mobile technologies is the 
key to customer engagement as the top strategically important category of digital technologies, according 
to an astounding 81%. These conclusion is not groundless. A study by Wang and Li (2012) shows that 
three attributes of mobile service – personalization, identifiability, and perceived enjoyment – can have 
a substantial effect on a company’s brand equity, especially its key factors like brand loyalty, perceived 
quality of the branded products, and other brand assets, like brand awareness and brand associations.

Thus, two factors come to the fore. First, that mobile is a strategic matter, and companies should be 
ready to integrate it into their existing business strategy. And second, that mobile is not just a fad – it will 
stay around (think about the Internet of things and smart wearables) and will definitely bring changes to 
the existing brand management process. For this reason, the following section is structured to show the 
effects of the changing digital landscape on four main stages of the brand management process:

1.  Planning and deciding on brand positioning,
2.  Connecting it to consumers,
3.  Measuring, and
4.  Sustaining brand equity.

BRAND PLANNING: ESTABLISHING BRAND VALUES AND POSITIONING

Like any strategic process, brand management starts with planning. This includes development of core 
values, main positioning anchors and the brand’s business model. The mobile-first approach starts from 
these branding cores. And it is first and foremost about changes in the vision and perspective.

According to recent studies of McKinsey, the “mobile tidal wave” requires changes in the entire 
value chain of a business. Among the six “digi-shifting” trends that the consulting agency named, five 
were directly related to the mobile transformation (Duncan, Hazan, & Roche, 2014). The first one, the 
device shift, describes consumers’ transition from PCs to mobile and touch devices, the change that has 
been already mentioned. The second shift in communications touches upon consumers’ transition from 
traditional voice-based services to the ones that are data- and video-driven. The agency stated that only 
about 20% of total time spent on phones is allocated to voice-calling (that is, 40% less in only five years), 
while the rest belongs to web surfing, music streaming, and playing games. The content shift is also best 
illustrated in the example of mobile phones. A clear transition from bundled app services to the more 
fragmented app ecology with a number of task-specific applications establishes serious challenges to 
businesses that want to engage with their customers on a deeper and more personal level.

In contrast, social networking, which was rapidly growing in the last few years, has now reached 
maturity. Over 75% of all Internet users belong to some social networking platform, and with ever-
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present and more powerful mobile devices, users are increasing the amount and nature of their social 
interaction. The social shift is now following a common pattern from rapid expansion to monetization. 
According to eMarketer’s research (eMarketer, 2015), Facebook has already left Google far behind in 
its mobile display ad revenues in the U.S. market (Table 1). The second-most-popular social medium, 
Twitter, is now in third place but appears positioned to overtake Google, as well. The market itself (in 
terms of total ad revenues) is predicted to grow fivefold over the five years between 2013 and 2017, 
approaching $26 billion (Table 1).

With a growing number of location-based and augmented-reality technologies on hand that are 
intangible to the mobile nature, retailers are also pushed to go through the transformation from chan-
nel to experience. Already now, half of smartphone users look for retail-related information on their 
smartphones, and soon they will be completing their transactions via mobile too, McKinsey principals 
predict. “The combination of mobile retail and true multichannel integration will have a transformative 
effect on the retail experience and ring in the era of Retail 3.0,” Duncan, Hazan, and Roche write in a 
publication on telecommunications, media, and technology.

Finally, the video shift from programmed to user-driven, though not explicitly articulated in the report, 
still has a strong relationship to mobile. Beyond watch-on-demand video services like Netflix and Amazon 
Instant Video, mobile’s share of online video shows a rampant growth in the last few years. For instance, 
the mobile traffic of YouTube has skyrocketed from mere 6% in 2012 to some 40% in just two years 
(Danova, 2014). And an analysis by Mixpo suggests that about 90% of Facebook’s video views are now 
on mobile devices, which has allowed it to surpass YouTube in total videos viewed (Mixpo, 2015, p.3).

These shifts necessitate changes in the entire value chain. On an example of European telecom play-
ers, McKinsey provided a step-by-step guide on how mobile providers must migrate to fit the dynamic 
mobile environment (Banfi et al., 2014). And this migration encompasses all the organizational levels 
from both front- and back-end offices to big data analytics.

Table 1. Net US mobile display ad revenues, by company, 2013-2017, millions

2013 2014 2015 2016 2017

Facebook $1,532.0 $3,541.8 $4,911.1 $6,288.4 $7,525.5

Google $629.7 $1,133.5 $1,473.5 $1,886.1 $2,376.5

Twitter $320.1 $694.1 $1,192.3 $1,732.8 $2,290.2

Apple (iAd) $260.2 $487.1 $795.0 $1,166.8 $1,464.1

Pandora $369.2 $559.7 $737.0 $926.0 $1,125.1

Yahoo – $189.7 $425.9 $756.1 $990.7

Amazon $12.4 $88.1 $163.0 $265.1 $395.1

LinkedIn $5.4 $54.4 $108.6 $148.6 $196.0

Millennial Media $79.4 $83.9 $96.8 $111.0 $125.8

Yelp $2.1 $6.6 $14.9 $28.3 $43.3

Other $2,098.4 $2,806.9 $4,750.1 $7,502.4 $9,153.7

Total $5,308.9 $9,645.8 $14,668.1 $20,802.6 $25,685.9

Note: net ad revenues after companies pay traffic acquisition costs (TAC) to partner sites; includes display (banners and other, rich 
media and video); ad spending on tablets is included; excludes SMS, MMS and P2P messaging-based advertising; numbers may not add 
up to 100% due to rounding.
Source: company reports; eMarketer, March 2015
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Visual Identity in Web 3.0

Even such an unambiguous and straight-forward brand element as a corporate logo should be designed 
with the changing nature of mobile in mind. The balance between consistency and change, like yin and 
yang, might speak to the hearts and minds of the new mobile audiences. With 90% of all media interac-
tions happening now on a screen, according to Google’s study, “New multi-screen world” (2012), the 
visual identity of brands is gradually becoming digital, too. Fluid brands are not uncommon. It is what 
Absolut Vodka does with its subtle but ever present bottle silhouettes. It is what Google does on its main 
page with new Doodles every day. What has changed is the degree of consumer participation in shaping 
the contours of fluid identities and the overarching digital immersion.

The music channel MTV has been communicating its brand to the generation of digital natives for 
ages. MTV’s logo variations reflect the channel’s bold identity and are recognizable despite the changing 
context and filling. The brand was one of the first to use its logo in such a wide array of contexts already 
in the distant 1980s. Following an example of MTV, big brands like Saks Fifth Avenue, AOL, and even 
the city of Melbourne are now embracing the concept of “fluid brand identity” (Salmeron, 2013).

And who knows better about design than art schools? New logos of several art schools, including the 
famous London-based Croydon School of Art, the Dutch Design Academy Eindhoven (DAE), and the 
Canadian OCAD University, brightly display the tendency of consistency and change in their corporate 
identity. Their logos themselves become a part of the consumer experience. For example, a strikingly 
simple and minimalist DAE logo (three bold stripes) lets all students and faculty communicate their own 
associations with the school and to express what the brand means for them individually. This triggers a 
literal transition of brands from “consumers’ minds” to the external world. From simple “Design Acad-
emy Eindhoven” to inspiring “Dare To Dream” and “Inspirational People Required,” DAE’s redesigned 
brand identity kills two birds with one stone – it provides a highly interactive consumer experience and 
taps into content personalization with ease (Figure 1).

These new tendencies in brand identity design in the dynamic digital media landscape are not ground-
less. Advances in current brand management research show that fluid identities, indeed, might have 
positive impact on how consumers perceive a brand. Sääksjärvi and colleagues (2015) recently reported 
that slight changes in logo design can add ‘freshness’ to the brand perception and enable the brand to cut 
through the media clutter. In two experimental settings they found results that contrast previous findings 
on consumer resistance to logo changes (Pimentel and Heckler, 2003; Walsh et al., 2010, 2011):

We attribute this to the fact that we used very slight logo variations. … By using such logo varieties, 
consumers can subconsciously recognize the logo as belonging to the brand and thereby build brand 
prominence. Nevertheless, slight variations of the logo also make it distinctive, which can foster brand 
freshness. 

A recent concept of User-Generated Branding (UGB) goes even further and engages consumers into 
the process of the brand value co-creation. In the study on two user-generated brands, Couchsurfing 
and AirBnb, researchers Yannopoulou, Moufahim, and Bian (2013) found that UGBs add the human 
dimension to the companies’ brand equity, making it authentic and personal. The only challenge of such 
flexibility is to stay focused on and consistent with “the source-identifying pillars of a brand” (Pearson, 
2013, 2014). Consistency is central to a strong brand identity.



499

Branding and Mobile
 

Personalization of Consumer Experience

As defined by Adobe, personalization can refer to “the use of data to deliver a relevant and engaging 
experience to a consumer across channels and devices” Adobe (2013, p. 3). Citing other recent studies, 
Adobe (p. 4) says company websites that create a personalized experience see an increase of 19% in sales. 
Personalized email is also much more effective, with 14% more clicks on embedded links, leading to 10% 
more sales. Lenovo reported a 14% increase in sales after establishing cross-channel personalization.

While most online organizations are still collecting little more than basic contact information, a 
technology-enhanced personalization strategy allows the gathering of much more information to enhance 
every individual’s online interaction. Adobe suggests (2013, p. 5):

• Where they are based, using geo-targeting, either through a lookup or by asking them for their 
location through the browser.

• Which social network they subscribe to, based on the use of social plugins to share the product 
information they researched.

• Whether they are a first-time or returning visitor.
• The search terms they have used to reach your site.
• Which device and browser they are using.

And from the individual’s exploration on a company’s website, certain offers can be made. Even after 
they leave the site, data can help a company present to them individualized online advertisements. And 

Figure 1. New logo of Design Academy Eindhoven with gaps filled in by its students
(© 2010 The Stone Twins. Used with permission.)
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as the consumer relationship and data grow, the company can cross-sell and up-sell customers in such 
a pleasant, individualized way that the customer can be turned into an active advocate of the brand. At 
a more advanced stage a company can expect to use data to (Adobe 2013, p. 6-9):

• Serve content and offers that are targeted to the user’s needs.
• Use automated recommendations and test to see where they are most effective.
• Use behavioral data to trigger targeted emails at the right time.
• Look at automated behavioral targeting software to predict user behavior and match to content.

Shawn Burns, global vice president of digital marketing for SAP, says using such omnichannel per-
sonalization strategies to deliver the right messages at the right time on the right device has enhanced 
their conversion rates by 300% (Adobe 2013, p. 12).

Personalization can help companies enhance their brand, but most consumers say companies are fail-
ing miserably (Econsultancy, 2015). A U.S. study completed by Econsultancy on behalf of IBM found 
that while 90% of all customer personalization is critical to success, 78% of consumers do not believe 
that the average brand knows them as individuals. Econsultancy conducted two surveys, one of 276 
marketing professionals from consumer companies with revenues exceeding $1 billion, and a second of 
1,135 consumers from across America.

The Bulldog PR consulting company summarized why this study is important. “The consumer/brand 
relationship has evolved into a two-way partnership where consumers are willing to share their most 
personal details with trusted businesses in exchange for experiences that are unique to them—and the 
onus is on brands to deliver” (Bulldog Reporter, 2015).

Most marketers agreed or strongly agreed that their companies “deliver a superior … customer 
experience” offline (75%), online (69%) and via mobile (57%) (Econsultancy, 2015, p. 3). But their 
consumers disagree. Only 22% feel the average company does a good job of personalizing its relation-
ship with customers (p. 8), and 49% of respondents had changed service providers in such a critical and 
time-consuming area as banking, mobile, Internet or cable within the past 12 months. Of those who had 
recently switched brands, 30% said their previous provider had failed them – most commonly with poor 
customer experience (pp. 6-7). Consumers’ feelings of alienation may explain why the percentage of 
online shopping carts being abandoned is increasing, 75.8% on Thanksgiving 2014 and 72.4% on Black 
Friday 2014, for example (IBM, 2015, p. 5).

According to a study by Yesmail Interactive and analyst Gleanster (Carufel, 2013), there is a discon-
nect between executives’ perception and reality. The report, Customer Lifecycle Engagement: Customer 
engagement imperatives for mid-to-large companies, reveals that 88% of the senior-level marketers sur-
veyed say their companies are using data well, but 80% of their companies are really using little more 
than basic customer profile and purchasing data to personalize marketing messages. Only 20% of the 
respondents have and use data on the level of customers’ social media participation, 21% data on their 
channel preference, 21% life triggers such as birthdays, 27% data on household composition, 41% data 
on web browser history/online behavior, 38% social data, 36% attitudinal data, 56% point-of-sale data, 
and 67% CRM (customer relations management) data.

While the marketers felt they were doing a good job personalizing their messages, 86% admitted 
they could do better. Their limitations were blamed on inadequate marketing tools (42%), fragmented 
marketing systems (34%), and poor data quality (34%) (Carufel, 2013).



501

Branding and Mobile
 

Deepak Advani, general manager of IBM Commerce (Bulldog Reporter, 2015), says these limita-
tions are not necessary. “The customer is in control, but this is not the threat many marketers perceive 
it to be. It’s an opportunity to engage and serve the customer’s needs like never before. By increasing 
investments in marketing innovations, teams can examine consumers at unimaginable depths, including 
specific behavior patterns from one channel to the next. With this level of insight, brands can become 
customers’ trusted partner rather than an unwanted intrusion,” he said.

A survey of about 6,000 business executives by Adobe (2015, p. 22) found that the top three “most 
exciting opportunities” over the next five years are all related. No. 1 according to 20% of the executives 
is “customer experience,” No. 2 according to 16% is “personalization,” and No. 3 according to 14% is 
“big data,” on which personalization activities can be based. And 78% of respondents agreed or strongly 
agreed that the most important way to distinguish their company from competitors was through customer 
experience (p. 13). The most important way to improve customer experience, according to a plurality of 
33% of the respondents, is by making experience as personalized and relevant as possible (p. 18). And 
of 18 possible responses, a plurality of 30% concluded that their top digital priority of 2015 is “targeting 
and personalization” (p. 20).

All of the marketers surveyed by Econsultancy (2015, p. 9) felt their companies were attempting to 
personalize their customers’ experience. The chart below shows different methods being used, and every 
method listed achieved over 40% penetration rate among surveyed marketers (Figure 2).

Figure 2. Components of a holistic customer view
(Adapted from Adobe Quarterly Intelligence Briefing)



502

Branding and Mobile
 

Attempting and achieving, according to Econsultancy, do not always equate. Adobe (2013, p. 13) 
encourages companies to measure the results of their personalization efforts to justify their investment. 
When it asked how they were measuring results at that time, the chart below reveals the various metrics 
they employed (Figure 3):

Cross-Platform Branding

Another area in which organization executives think they are doing better than they really are, accord-
ing to consumers, is in their cross-platform branding. Many organizations have failed to fully prepare 
their websites for easy mobile access. That automatically undermines efforts to achieve positive cross-
platform branding. CEO Geoff Ramsey of eMarketer (2015) says that 86% of millennials complain that 
most commercial websites are not mobile-friendly, and 71% of them find that most online businesses 
also fail to provide mobile apps as an alternative. This is at least part of the reason that far more consum-

Figure 3. Measuring impact of personalization on ROI and engagement
(Adapted from Adobe Quarterly Intelligence Briefing)
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ers shop on mobile than buy on mobile. According to Ramsey, 82% of smartphone users shop on their 
smartphones, but only 43% make purchases. In contrast, 89% of smartpad users shop, and 72% actually 
make purchases on smartpads, and 90% of desktop/laptop users shop on their computers, and 76% make 
purchases. So, 84% of the PC shoppers actually purchase, but only 52% of the smartphone shoppers.

With the world switching from brick-and-mortar to virtual storefronts, as demanded by consumers, 
and with online consumers transitioning to mobile, $5.9 trillion dollars are up for grabs (Accenture, 
2013). Companies that do not make the technological and marketing changes required will not share 
fully in this unprecedented bonanza.

eMarketer (2013) predicts that mobile commerce (“mcommerce”) will grow to nearly $87 billion by 
2016, representing 24% of all ecommerce retail sales, but it could be much more. Worldwide, there are 
now three times as many mobile devices accessing the Internet as fixed-wire connections, according to 
the International Telecommunications Union (2015) (Figure 4).

Despite the billions of dollars already at stake, most online retailers do not satisfactorily accommo-
date online shoppers. Of the billions of dollars in purchases made on mobile devices, Ramsey (2015) 
said mobile customers who arrive to a website that does not accommodate mobile almost always go a 
competitor’s website thereafter. A study conducted by Forrester Consulting (2013b) on behalf of KANA 
Software confirmed eMarketer’s findings. Only 39% of all companies received an “excellent” or “good” 
rating by consumers, and if they run into problems, 75% of the prospective customers move to other 

Figure 4. U.S. Retail mcommerce sales 2011-2016 in billions
(Adapted from eMarketer, Jan. 2013)
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communication channels. Forrester concluded that recontacting prospective buyers can cost millions 
of dollars.

Besides the shopping experience itself, companies are recognizing the need to communicate with 
prospective customers across all channels. An Adobe (2015, p. 21) survey of 6,000 business executives 
found that 38% plan to make omnichannel personalization of marketing messages a reality in 2015, 
but that leaves 62% lagging behind. Only 12% judge multichannel campaign management as the “most 
exciting opportunity” of the next five years. One of their respondents, however, noted “As mobile is 
gaining scale, it becomes more important to offer a multichannel customer experience to users through 
personalization and targeting on different platforms/channels” (Adobe, 2015, p. 22-23).

To achieve ideal cross-channel communications depends on enough real-time data to track consum-
ers in the various channels and to personalize those messages. An Evergage (2014) survey of marketers 
identified major purposes to utilizing real-time data in cross-channel communications. The seven top 
purposes were to:

• Increase customer engagement 81%
• Improve customer experience 73%
• Increase conversion rates 59%
• Improve brand perception 52%
• Increase retention/reduce churn 52%
• Increase loyalty 46%
• Increase brand awareness 35%

Perhaps of all organizations, magazines are the ones whose future is most dependent on achieving 
high-quality communications across all platforms. They need to achieve this in order to achieve maxi-
mum readership, which is the basis on which advertising is priced and sold. And that includes content 
readership as well as advertising readership. But a 2014 study of 100 leading consumer magazines by 
Brand Perfect revealed that even magazines are struggling with this. The study (Ayres, 2014) found that:

• 93% of leading magazines do not offer complete cross-platform digital support (p. 3).
• While HTML5 can potentially provide seamless access across the web from desktop, tablet, 

smartphone and television, relatively few magazines have yet made a full commitment to the new 
programming language.

• While website readers are more plentiful, more targetable and easier to analyze, many publishers 
aren’t providing positive website experiences for mobile users. Instead, they have invested heavily 
in apps, yet many of their apps have limited audiences.

• Of the 78 magazines examined in the U.S. and U.K., 83% had at least one app available, all of 
which published to iPads. But only 65% published to iPhones and 40% to Android. And content 
was often obscured by the reduced width of the smartphone display (p. 5).

• 55% of the German magazines had mobile-accessible websites, mostly aimed at smartphones (p. 
16).

• Tablets in Germany and elsewhere are primarily served by simply scaling down desktop pages, 
which provides a poor experience for small tablets. Only 10% of Germany’s magazine websites 
are optimized for tablets. As with their British and American counterparts, most German maga-
zines have opted to invest in apps rather than tablet-optimized websites (p. 16).
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The researchers found that the content of many of the online magazines accessed by smartphones 
and small tablets was very difficult to read (p. 20). The report concluded (p. 21): “Realistically, when it 
comes to tablet computing and mobile content, these are still early days for consumer publishers, who are 
only just beginning to explore how the brand presence of their individual magazines might be expressed 
through mobile content beyond re-formatted print material.”

It is now possible for magazines and all online organizations to overcome these problems. The Brand 
Perfect report noted (p. 24):

Thanks to the principles of Responsive Design, websites can now look and feel as if they were designed 
specifically for the device on which we are viewing them. Put simply, a responsive website uses “media 
queries” to determine the resolution of the desktop, laptop, tablet or smartphone it is being served to, 
before a flexible layout then sizes the page to fit the screen. For publishers, it’s an elegant solution to the 
problem of presenting content to readers across multiple devices. For users, it ensures a great experience 
on every screen. It makes for perfect publishing.

The report also quotes Ed Barnes, VP of Rich Media at ADTECH, who said that Using HTML5 
enables brands greater control of what reaches readers, and lets them adapt their campaigns on the fly. 
“Brands could … produce the creative content once and use web standards such as HTML5 to ensure 
their advertising is serving in how they want it regardless of the device it’s being encountered on” (p. 25).

Josh Clark, one of the designer/developers behind People magazine, was also quoted in the report. “It’s 
not just a technical issue. It’s also a sales issue. ‘Separate creative for separate devices’ is a reflection of 
the way these ads are sold. Trouble is, it’s people who form market segments, not devices. Segmenting 
by device — whether that’s for content or for advertising — just doesn’t reflect the way we consume 
information today. Mobile, tablet, and desktop versions of websites are presented as completely separate 
properties instead of simply ‘the website’” (p. 25).

Cameron Connors, managing director of The Studio at Condé Nast, leads a creative team that pushes 
the boundaries of technology on behalf of the entire portfolio of Condé Nast publications so that the 
individual brands can focus on “storytelling and innovation across existing and emerging digital plat-
forms.” When a new project begins, Connors’ team is brought on board as quickly as possible so technical 
challenges can be addressed up front (pp. 31-32). Technology is advancing so rapidly, teams of this kind 
may be more and more common – and not just in the publishing industry. Brand executives frequently 
don’t even know what they don’t know. If they don’t understand the technology, they can’t understand 
how it can best be applied.

Brand as a Narrative

With a sharp increase in the number of media channels and considerable fragmentation within the mo-
bile environment, engaging audiences across different platforms and bringing a consistent message has 
become a big challenge for brand managers. In addition to that the growing mobility and interactivity 
of new communication forms have made control over the disseminated messages far more difficult.

Research has shown that brand stories engage consumers by reinforcing positive brand associations, 
shape brand experiences, and can even decrease consumers’ price sensitivity (Benjamin, 2006; Chang, 
2009; Lundqvist et al., 2012; Mossberg, 2008; Woodside et al., 2008). But while in the previous decade 
brand stories were anchors to drive brand loyalty and had to be preceded by commercial advertising 
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(Lundqvist et al., 2012), now, due to enormous fragmentation of the media channels, stories gained 
another functional role as “glue” to keep dispersed communication tactics together. Convergent story-
telling employs the maximum number of media platforms to communicate the same story and brand 
identity to various audiences across varying contexts. Such an approach creates synergies between 
dispersed communication channels and maximizes “touch-points” at which brands can reach their con-
sumers (Granitz & Forman, 2015; Martin & Todorov, 2010; Robideaux & Robideaux, 2012). Above 
all, convergent storytelling adopts both top-down and bottom-up approaches (Edwards, 2012) that are 
essential for strategic communication in the age of mobile. First of all, because it helps organizations to 
retain strategic focus and control over their meta-stories and brand identities, but also because it gives 
the brand stories enough space to be flexible and emerge naturally though the process of co-creation. 
Stories generate “an immersive brand experience and by doing so, create a higher level of engagement” 
(Robideaux & Robideaux, 2012).

The best way to craft stories like this is to employ brand personas, which are central to good brand 
narratives. They build personal connections as “human brands” and persist through time. They can be 
expressed in different forms and shapes without losing integrity. The effect that brand personas have 
on consumers is attributed to stories speaking to both their rational and emotional needs (Herskovitz & 
Crystal, 2010). Certain brands are used by consumers “as protagonists to enact roles that give them the 
feelings of achievement, well-being, and/or emotional excitement” (Muniz, Woodside, & Sood, 2015). 
The personification approach has been found to be effective in social media, as it enhances the human 
side of the brand by constructing a holistic corporate character, and it also triggers natural brand co-
creation processes that paradoxically go in line with a bigger corporate branding strategy (Fournier & 
Avery, 2011; Men & Tsai, 2015; Singh & Sonnenburg, 2012).

Apart from that, brands are now transforming into content publishers on their own. Given a wide 
array of non-paid media channels (both earned and owned), they can communicate their own content to 
engage consumers and build personal relationships. Hence, the corporate content strategy becomes an 
essential element of branding across platforms, mobile branding included. Both scholars and industry 
experts claim that the content strategy in the age of mobile and transmedia storytelling should be well 
suited for an interactive and dynamic context of the digital age (McGrane, 2012; Pulizzi, 2012, 2013; 
Sabatier, 2012; Lieb, Silva, & Tran, 2013). This means that the content strategy for mobile should have a 
holistic approach, and yet be flexible and open for conversation with consumers. There are some general 
lessons for mobile branding to take away, and they all focus on the kinds of content that will best fit the 
mobile context. According to Pulizzi (2012, 2013), storytelling in the modern age spins around social 
media, search engine optimization (SEO), and lead generation. The content should be thus consistent, 
useful and human. For Sabatier (2012) it is also dynamic, searchable, convergent, user-oriented, and 
user-generated. In other words, what we can expect is the holistic, adaptive, social, and intuitive mobile 
content strategy.

But besides the content itself, mobile as a new channel for communication also demands new ap-
proaches in bringing messages to the screen. Even though the principles of storytelling haven’t changed 
in centuries, the ways to communicate stories to the audience have undergone drastic transformation. The 
developments in information interfaces and image processing offer a wide array of tools and techniques 
for adaptive content presentation on mobile screens that taps into visual and interactive brand experi-
ence. Augmented graphics, interactive animations and touch interfaces help to design immersive and 
truly interactive narratives (Kim et al., 2012; Marchesi & Riccò, 2013). Various techniques for visual 
storytelling on mobile devices allow users to explore narrative elements pertaining to the central story, 
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while also viewing story-related visual context (Elmieh et al., 2014). In-built sensors and touchscreen 
opportunities open up a myriad of opportunities for engaging storytelling. And even though the mobile 
dimension is challenging, the social and technological complexity of this new dimension can be also 
empowering for both consumers and brands. At the end of the day, it is all about consistency, flexibility 
and trust.

Personal Branding

One of the forms of storytelling to build trust is personal branding. Studies show that reputation of a 
company’s CEO affects corporate capital investments and predictions of the company’s future perfor-
mance (Jian & Lee, 2011; Cianci & Kaplan, 2010). Also, it is the credibility of the CEO that is associ-
ated with engagement of employees and perceived organizational reputation (Men, 2012). The latter, 
according to Graffin, Pfarrer and Will (2012), over time converges with executive reputation, making it 
difficult to separate the two. Thus, besides brands for companies, subsidiaries and individual products, 
it is also valuable for individuals to have brands. Brand management techniques are valuable for all of 
those wanting to sell themselves, as well as organizations wanting to build their brand(s) on the individual 
strengths of their employees.

For some organizations, this is obvious. Consulting firms routinely provide the CVs of their team 
members in order to land a major contract, and if they are smart, they take more care in boosting the 
brand of these employees than simply compiling the CVs that employees provide. Similarly, universities 
frequently build their brand on the accomplishments of their professors. Most other organizations could 
also build their own brand by building their employees’ individual brands.

In “Approaching PR Like a Journalist” (Harvey, 2011), it’s noted how a web search for “executive 
biography” brings up biographies for executives from some of the largest companies in the world with 
one thing in common. All the executive biographies are boring. Some of the best-paid PR professionals 
in the world seem to think that writing a journalistically enticing story about organization executives 
is of no value. The video suggests other ways to help build the individual brand of executives, as well, 
such as more regular use of executive attribution in press releases and other PR products.

Steve Jobs may have been the epitome of CEOs in the digital age. A survey of 1,700 senior execu-
tives from 19 countries around the world found that 81% now believe that visibility and engagement by 
CEOs has become critical to a company’s brand (Weber Shandwick, 2015).

“Years ago, CEOs and those around them confused CEO visibility with CEO celebrity. Today, it is 
not about CEO celebrity, but CEO credibility that can be built through multiple channels that add value 
inside and outside the organization. Today, CEO visibility means having a greater presence with greater 
purpose and in more ways than one,” says Leslie Gaines-Ross, chief reputation strategist for Weber 
Shandwick, named the 2015 PR Agency of the Year by PR Week (Figure 5).

The study by Weber Shandwick, in conjunction with KRC Research, found that a strong CEO reputation:

• Attracts investors, according to 87% of senior executives.
• Generates positive media attention, according to 83% of executives.
• Affords crisis protection, according to 83% of executives.
• Attracts new employees, according to 77% of executives.
• Retains current employees, according to 70% of executives.
• Will become even more valuable in the coming years, according to 50% of executives.
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• Represents 45% of the entire company’s reputation, according to the average executive.
• Represents 44% of the entire company’s market value, according to the average executive.

According to a Weber Shandwick press release:

There is a close tie between reputation and external relations. Admired CEOs are four times more likely 
to be seen as being good at engaging the public than those with less admired status (50 percent vs. 13 
percent, respectively). The question is: Which of the many available platforms are mission critical for 
CEOs when their time is so limited and they are understandably risk-averse? The majority of global 
executives (82 percent) consider speaking engagements job No. 1 for engaging with external stakehold-
ers, but there are many other important external CEO responsibilities as well:

• Speak at public events. 82%
• Be accessible to the news media. 71%
• Be visible on the company website. 68%
• Share new insights and trends with the public. 67%
• Be active in the local community. 64%
• Be visible on the corporate video channel. 63%

Figure 5. Why CEO reputation matters
(Adapted from Weber Shandwick, 2015)



509

Branding and Mobile
 

• Hold positions of leadership outside the company. 53%
• Publicly take positions on issues that affect society at large. 52%
• Participate in social media. 43%
• Publicly take positions on policy and political issues. 36%

Based on their study’s findings, Weber Shandwick makes the follow 12 recommendations:

1.  Assess the CEO’s reputation premium.
2.  Develop the CEO’s “equity” statement.
3.  Identify and develop the CEO’s story on behalf of the company.
4.  Be an industry champion by having a visible and involved industry presence.
5.  Leverage the senior management team, in addition to the CEO.
6.  Bulk up on media training.
7.  Carefully evaluate the CEO’s stance on public policy.
8.  Decide which venue is right for the CEO.
9.  Develop a solid social media strategy.
10.  Keep reputation drivers at the top of the to-do list.
11.  Bolster CEO reputation among employees.
12.  Don’t view CEO humility as a weakness.

To summarize, organizations need to develop executives’ individual brands in order to enhance the 
entire organization’s brand. Today’s consumers see the organization’s brand inexorably intertwined with 
the brand of the CEO and other senior management (Weber Shandwick, 2015).

If a personal brand is valuable to a CEO, it is also valuable to an employee trying to advance in an 
organization. All of these recommendations that can be applied to an individual employee or prospective 
employee would benefit an individual’s brand and, to some degree, the organization’s brand. For the 
individual, Entrepreneur.com (Lee, 2015) recommends beginning by Googling yourself on an “incognito 
browser” unrelated to you. Search for your name, including variations and likely misspellings. With a 
common name, try it with such other associated details as business and education affiliations. People 
might then contrast their search with that of other people they would like to emulate. See what they have 
that you don’t, and then begin building your brand.

Communicating Brand to Consumers

Building bridges with consumers is one of the most demanding and important stages of the brand man-
agement process. Hence, understanding how consumers engage with brands is crucial. While the earlier 
discussed funnel metaphor is no more applicable to the way we think about consumer touch points, a new 
perspective is needed. David Edelman (2010) in his article for Harvard Business Review suggested we 
think about consumer brand engagement in the digital age as of the consumer decision journey (CDJ). 
Instead of a downward narrowing spiral of the funnel metaphor, CDJ portrays a looped behavior model 
that flows from a consideration stage to evaluation, and to a final purchase, from which the so-called 
“loyalty loop” follows (Figure 6).

The loyalty loop incorporates such experience-based stages as “enjoy, advocate, and bond.” If consumers 
like the product quality, they will be more likely to spread positive word-of-mouth about the brand and 
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build a stronger emotional connection (bond). Indeed, the deeper connection begins after the purchase, 
and this is what marketers often lose sight of. Mobile phones might be one of those rarely considered 
touch points, as more and more mobile users actively engage with brands on various stages of CDJ via 
their mobile devices. This is not limited to product-related research and transaction completion (with 
growing m-commerce) only. With at least 66% of social networking activities starting from a smartphone 
(Google, 2012; Welsbeck & Berney, 2014), stages of the loyalty loop are central to mobile publics. In 
fact, loyalty is exactly what many brand managers might find missing with the start of the mobile age.

Loyalty Is Dead, It’s Experience Instead

As young mobile savvy consumers are growing up, brand managers need to start building relationships 
from scratch. The recent Mobile People’s study (Welsbeck & Berney, 2014) shows that 91% of the sur-
veyed mobile web users have decided to switch to a competitor’s website after a failed attempt to access 
a badly mobile-optimized website of their first choice. The average among the Chinese was even more 
striking – 99% of surveyed mobile users.

“For mobile applications, branding is experience,” claimed David Rondeau, the design chair at In-
Context Enterprises, in 2005, even before the world witnessed the birth of touchscreen smartphones as 
we know them today. Indeed, in the world of mobile data, it’s all or nothing. The same Mobile People’s 
study reported that 80% of mobile users said that they gave brand recommendations based only on their 
mobile web experience. Again, China along with India leads – with 95% of those advocating the brand 
because of the positive mobile experience. The study results of McRae et al (2013) might shed some 
light on this behavior. Researchers reported that mobile drives more trust and initiates a stronger emo-
tional response to mobile websites and branded apps than any other personal communication device. 
Furthermore, customer experience was found to play a mediating role in the relationship between product 
attributes and mobile brand equity in the study of Sheng and Teo (2012).

M-Branding Techniques and Tactics

From branded mobile games and apps to geo-location services, mobile opens up a wide array of branding 
techniques to engage with consumers. Yet, with so many tools on hand, creativity and appropriateness 
are still the drivers of success. This is what the Gold Lion winners of the Cannes Lions 2013, Ogilvy 

Figure 6. The consumer decision journey
(Adapted from Edelman, 2010)
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Deutschland working for the German record label Kontor Records, teach us. In their “Back to Vinyl – 
The Office Turntable” campaign, the agency used mobile technology to create seamless analogue-digital 
experience with analogue vinyl records played via digital smartphones. Kontor’s vinyl records were sent 
to creative directors packed into a carton “turntable” that could be activated with a smartphone. Accord-
ing to the agency, out of 900 Turntable QR codes sent, 71% were activated – a 64% increase from the 
average response across the industry.

Mobile Branded Wallets

While the struggle for the reigns in the future mobile payment market is now in full play, and everyone, 
big and small, tries to get his piece of a pie in mobile payments, consumer brands can also potentially 
win from joining the race. And they do. Starbucks’ mobile wallet has become the most used mobile 
payment app in the USA (Bertoni, 2014). The coffeehouse’s 10 million customers contribute to over 5 
million mobile transactions per week. And their secret is the enhanced customer experience. Starbucks 
uses an array of tools: morning coffee gamification, special offers, freebies, and a great loyalty program. 
Branded mobile wallets are changing traditional business models of payment systems by bringing onboard 
revenues from advertising and licensing fees (Mercator Advisory Group, 2013). Forrester Research (Hus-
son, 2015) predicts branded mobile payment systems to transform into full-fledged marketing platforms, 
accumulating promotional offers, digital coupons, loyalty rewards and other non-payment functionality.

Mobile Geo-Location Services

Location-based mobile apps like Foursquare or Yelp are no longer a novelty. So, when Apple demon-
strated its iBeacon at work in December 2013, it sent an alarming signal to marketers, a promise that 
brick-and-mortar retail stores will never be the same. But even before, geo-fencing had already prepared 
the soil for the geo-location-related media buzz. Geo-fencing uses GPS coordinates to set geographic 
boundaries on a virtual map and send notifications when a smartphone enters or leaves the designated 
area. Such a technology can have many applications, from location-based reminder apps – when a user 
is reminded about an activity once he enters a specified area, e.g. buy bread when near a bakery – to 
marketing indoor offers of retail stores based on user’s proximity to the store location. Mobile geo-fencing 
today, however, is even more sophisticated and leverages on technological advancements of big data by 
integrating social networking dynamics, text data mining, and dynamic behavioral profiling (Brown & 
Harmon, 2014).

Beacons follow the same goal as geo-fencing, yet they approach this goal from the opposite side. 
Small, low-power, and inexpensive, beacons possess unique identification numbers and thus transmit 
their location to a Bluetooth-enabled device. Unlike geo-fencing, beacons cannot map the smartphone 
user’s positioning. What they can do is triggering specific actions when in the beacon’s range. The device 
can track the proximity of a smartphone user, and, for example, also send push-notifications. It is best 
illustrated by an example of another Cannes Lion Winner. The “Nivea Sun Kids” campaign in Brazil 
elegantly deployed beacons as part of its beach-season m-branding. The brand helped young mothers track 
their kids on a beach using a pre-downloaded branded mobile app and Bluetooth beacons integrated into 
Nivea’s magazine advertising page. The beacons, attached to moisture-resistant paper bracelets, could 
be adjusted to children’s hands and sent notifications to the mother when a child left the beacon range.
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Augmented and Virtual Reality

Technologies of augmented reality (AR) have already been in place for quite a while. As soon as the 
first AR-enabled smartphones appeared in 2009 (Liao, 2014), mobile augmented reality was almost im-
mediately appropriated by marketers and advertisers. The technology that places virtual objects into the 
real-world environment has become accessible to any smartphone user and enables consumers to interact 
with brands, directly mediated by their smartphone only. Augmented Reality Experiential Marketing 
(AREM) aims at reaching deeper connection than what one-time “shiny object” syndrome can offer. 
This approach focuses on the long-term experiential value of the AR technology in sustaining a lasting 
customer-brand relationship and brand satisfaction (Bulearca & Tamarjan, 2010). Some examples of mobile 
AR by the leading brands show how dynamically this tool develops in terms of technical sophistication. 
With its AR catalogue, IKEA made it possible for shoppers to see how this or that furniture piece can 
look in their own apartments even before making a purchase and bringing the piece home. The outdoor 
apparel brand Moosejaw took the opposite approach and enabled its customers to “undress” models on 
the pages of the brand’s catalogue with the help of its X-Ray app (Evans, 2014).

Branded Mobile Games

With the appearance of app stores, users got a chance to download games on their own, which has driven 
enormous demand for mobile applications and created a new technological and mobile service ecosys-
tem. App stores as multisided platforms boosted a huge number of applications by bringing together 
mobile users and app developers (Basole, & Karla, 2012). And mobile games were the biggest hits 
among downloaded apps. According to Gizmodo (Wagner, 2012), among 10 top paid apps for iPhone, 
only one was a non-game application.

Though mobile games have been in place since the early inception of mobile phones and were pre-
installed on virtually all feature phones, they rapidly took off in late 2007 after the first smartphones with 
touchscreens appeared. In 2009 the first mobile social games emerged in Japan and are now extremely 
popular in East Asian countries (Yamakami, 2012; Seo, 2014). Since then mobile gaming has evolved 
into a serious industry (Feijoo et al., 2012).

Branded mobile games, or advergames, caught on almost immediately. Already in early 2006, NBC 
Sports launched a series of branded mobile games (Ivanov, 2005) featuring sports like alpine racing 
and speed and figure skating. A more recent example, Red Bull Air Race, got into the list of top mobile 
racing games, according to the tech portal Tom’s Guide (Corpuz, 2015), along with traditional racing 
games like Need for Speed and Drift Mania. Branded mobile apps in general are reported to make per-
sonal connections with brands and trigger more loyalty and subsequent word-of-mouth (Bellman et al., 
2011; Sprosen, 2014), as mobile games are engaging users by providing enjoyment, social interaction, 
and time flexibility to play games at any time and for any longevity (Wei, & Lu, 2014).

However, today the appeal of advergames is slowing down. Despite a positive impact of branded apps 
on brand attitude and purchase intention, game-like apps were reported to be less successful than apps 
with an informational and user-centered focus (Bellman et al., 2011). Moreover, experts consider them 
less financially viable too. According to Grossberg (2014), native games are expensive to produce and 
require considerable efforts to maintain. So, instead, marketers are shifting towards in-game advertising, 
branded entertainment, and gamification, applying psychological mechanics and design of games to non-
game contexts (McGonigal, 2011). In-game advertising, however, was also found to be less effective for 
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advertising placement, as compared to entertainment apps (Valvi & West, 2015). This, yet, doesn’t imply 
that advergames and in-game advertising are inefficient at all. Current state of research suggests that 
multiple factors are involved in the effectiveness of the branded message, like placement prominence and 
congruity between the game and the brand’s segment among others (Terlutter & Capella, 2013). Taken 
these results, branding in game-like apps should be taken with care and be well thought out.

Measuring Brand Equity

The brand equity measurement system includes a number of procedures that collect data about and 
evaluate the brand performance. As mobile users generate a lot of data to study, a strategic approach to 
data analytics and mobile data mining provide valuable consumer insights on brand engagement. The 
changes brought in by the mobile revolution can be observed on both ends of the brand equity measure-
ment process.

On the one hand, the nature of mobile communication is deeply personal. Existing systems of brand 
equity measurement often fail to capture this relationship, as well as manifold consequences that follow 
this higher degree of personality in mobile-mediated communication. For brand mangers this means a 
fundamental change in the approach to measuring brand equity – from the mass communication perspec-
tive to the one of a continuous dialogue. Christodoulides et al. (2006) developed a scale for measuring 
online retail/service (ORS) brand equity that incorporated five distinct dimensions:

1.  Emotional connection,
2.  Online experience,
3.  Responsive service nature,
4.  Trust, and
5.  Fulfillment.

This scale takes into consideration the essence of the online consumer experience – the co-creational 
character of brand construction. The highly interactive nature of the mobile environment accelerates this 
tendency. Traditional measurements usually track formal behavioral expressions, like willingness to pay 
or brand awareness. Though still important, these measurements might not take into account changing 
priorities of consumers, for instance, mobile experience or the sense of security. In other words, they 
often miss personal connectedness to brands that arises through a dialogic process of co-creation.

On the other hand, the amount of personal data generated by mobile (taken its very personal character) 
leads to an overwhelming myriad of opportunities. Inspired by these new chances, brand managers try to 
embrace them all, yet are often driven to frustration. According to executives from leading firms, includ-
ing AIG, American Express, Samsung Mobile, Siemens Healthcare, TD Bank, and Wal-Mart Stores, the 
buzz created around big data has oversimplified the companies’ approach towards data and its analysis 
(Brown, Court, & McGuire, 2014). The focus on how data analytics can be applied in practice may help 
companies to depart from this too global view on data and dramatically improve their performance. 
Companies, thus, can focus on one of the three applications:

1.  Analyzing mobile consumer-generated data to fix marketing budgets and decide on pricing strategies;
2.  Optimize back-end performance, like transportation services; or
3.  Use data analytics for both front- and back-end activities.
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Another question raised is how to approach enormous volumes of data generated? Alex Pentland from 
the Massachusetts Institute of Technology (MIT) labeled reality mining as “one of ten technologies that 
will change the world,” referencing an article in MIT’s Technology Review (2008, cited in Pentland, 
2009). Reality mining pulls together digital traces of our daily experience “using statistical analysis and 
machine learning methods.” The technique provides extensive information on a multitude of aspects of 
our daily lives. Already in 2009, mobile data from the global positioning system (GPS) could be used 
in the analysis of mobile users’ travel patterns and explore popular “hangouts” of various demographic 
subgroups. Since then the mobile technology has gone far ahead. Now, when smart mobile devices are 
packed with even more data-collecting sensors, mobile data mining seems to be inevitable.

Sustaining Brand Equity

While establishing and measuring brand equity requires a fair amount of mastery, sustaining and maxi-
mizing brand equity for even newly launched products and services is no less important.

Cross-Cultural Branding

Due to the growing speed of data exchange, expansion of a brand to global markets seems to be quite trivial 
in this globalized age of digital mobile technologies. However, despite vanishing physical distances, the 
cultural borders are still in place. As previously discussed in the section about brand loyalty of mobile 
consumers, Chinese mobile users appear to be the most mobile-driven group and differ significantly in 
their attitudes from their European counterparts. For example, Germans are significantly more privacy-
concerned than Chinese. According to the Mobile People’s study, while 89% of respondents from China 
liked sites to remember who they are, only 26% of German respondents did so.

Developing markets also showed a more dynamic growth of smartphone penetration as compared to 
established “big” smartphone markets (like USA, Japan, and UK) with an average growth rate of 32% 
against 17% for the established markets, according to the Kleiner Perkins Caufield Byers (KPCB) report 
on the Internet trends 2014 (Meeker, 2014). The most rapid expansion of smartphone penetration was 
marked in India with an annual growth rate around 50%. Yet the highest actual smartphone penetration 
was reported for Arabic countries: Saudi Arabia and UAE had 110% and 160% penetration respectively.

But how does this all translate into branding across borders? As mentioned above, India shows 
dramatic increases in smartphone penetration every year. With about 945 million mobile subscribers 
(Cerwall, 2015) and 74% mobile penetration, India is the second largest country in the world after China 
by the size of its mobile subscription base. With almost 70% of its population rural, with low literacy 
and media-reach rates among them, mobile phones have become one of the only media left to connect 
with consumers in isolated geographic and demographic segments. As a result, m-branding campaigns 
are successfully implemented by multinational corporations. Colgate was the first brand to use location-
based voice communication in India in 2013 during the mass Hindu pilgrimage Maha Kumbh Mela that 
targeted millions of pilgrims from mostly rural areas. The campaign’s goal was to attract visitors to the 
brand’s stall and resulted in 300% increase in the number of attendees.

Cross-cultural mobile branding successfully works in reverse, too, such as when the United Na-
tions Association of Germany (UNA-Germany) bridged the cultural problems of developing countries 
to the German publics. The UNA-Germany with the help of the agency Cheil Germany conducted an 
m-campaign to raise awareness among Western people about girls forced into arranged marriages. The 
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“Free the Forced” campaign organizers brilliantly used the context and powered it with a simple mobile 
technology. They selected one of the most romantic places in Cologne (the Hohenzollern Bridge) where 
happy newlyweds usually hang love padlocks as a symbol of their commitment and throw the keys into 
the canal, thus “locking” their love. The UNA-Germany placed 3,500 custom-made padlocks in bright 
blue forming in all caps the words “Free the Forced.” Each lock had the same bold headline “Free the 
forced!” and a QR-Code that redirected passersby to a page where they could make a donation via PayPal. 
They then received a code with which they could open the lock and symbolically free one girl who had 
been forced into marriage. After only three days of the campaign almost all the padlocks were opened, 
generating enormous publicity for the cause. Over half a million unique visitors spread their word on the 
campaign via popular social media; the organization’s Facebook page activity increased by an astounding 
400%; and around 5.3 million people were reached through subsequent publicity in traditional media.

Not always, though, can the behavior of local mobile users be easily anticipated. Global brands entering 
new cultural markets might both undergo and bring in considerable transformations to the local societies 
and create unique subcultures. Japan’s youth mobile culture turned out to set a social media precedent 
for one of McDonald’s restaurants after they launched a regular McDonald’s promotion serving unlim-
ited amount of French fries for a fixed price of ¥150. An innocent tweet of four teens in Okayama read:

A bunch of us are on the second floor of the McDonald’s in front of Okayama Station, and we’re doing a 
challenge to eat sixty large orders of fries. Everyone come over right away, or retweet us! (Hansen, 2014).

Immediately the restaurant was packed with a huge number of local Japanese teens, which created 
a lot of inconvenience for other dining folks and McDonald’s staff. The four teens were strongly criti-
cized in the social media for “their inconsiderateness in appropriating the restaurant space [during] the 
lunch rush and busiest time of day at this McDonald’s.” However, what underlies this media buzz is 
the cultural amalgam of the changing Japanese mobile youth culture, empowered by the feeling of the 
virtual community on social media, and the brand’s “glocalization” that has set specific cultural norms 
of consumption and behavior. These norms, according to Kelly Hansen from the Center for Asian and 
Pacific Studies in San Diego State University, were the reason why “the potato party may have been 
reasonably perceived by the teens as an acceptable activity to carry out within the public space of the 
restaurant” (Hansen, 2014).

Brand Portfolio Management

Since brand equity is an intangible asset, managing a brand portfolio follows similar principles of manag-
ing a portfolio of financial assets (Aaker, 2004). Formulating a brand portfolio strategy is an important 
strategic management activity and is related to firms’ marketing and financial performance (Morgan 
& Rego, 2009). According to Filipsson (2008), the main concern of brand managers today is not only 
to create competitive brands, but also to strategically manage a combination of multiple brands in one 
portfolio. “The portfolio brands must work together to form a coherent whole,” wrote Aaker (2004), 
referring to a brand system, which was later replaced by the concept of brand portfolio strategy.

Brands in such brand systems might play varying roles. Facebook’s new in-house built app Paper is 
believed to be a testing ground for the company’s new mobile environment (Smith, 2014; Edwards, 2014). 
“The idea was to revisit Facebook as an experience on mobile devices – effectively from the ground up,” 
said Scott Goodson, an ex-Apple engineer working on the project, in an interview to WIRED (Metz, 
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2014). With a more functional focus, a media and entertainment branch of the Korean corporation CJ 
Group, a major producer of top Korean movies, TV shows and a K-Pop celebrities’ incubator, integrated 
its mobile app CGV to support the branch’s main business activities. With it, users can buy tickets and 
find movie-related information from the screens of their smartphones (Borison, 2014).

Brand portfolios, in which various brands play supporting roles, create elaborate brand ecosystems. 
Understanding of a brand as an ecosystem is crucial for the mobile environment that is gravitating around 
the concept of a seamless experience. From the economic perspective, such integrated ecosystems set 
higher consumer switching costs and lead to consumer lock-in effects. The more seamless is the expe-
rience and the more tied-in the services it incorporates, the more difficult it is for a user to leave the 
ecosystem. According to Keefe (2013), brand ecosystems include three main elements: content (what 
we consume); form (communication devices); and distribution (how we buy and pay).

One example of such an integrated mobile-oriented ecosystem is Apple. Its iPhone and iPad devices 
run on Apple’s mobile operating system iOS, and incorporate such content distribution and payment 
systems as iTunes and Apple Pay. Amazon, which first entered the “Strategy & Global Information, 
Communications, and Technology 50 study” in 2013 (Acker et al., 2013), also has a sharp focus on 
building its own ecosystem. Apart from its online store, Amazon has built an expansive physical distribu-
tion system, owns the electronic Kindle device, and offers a video-on-demand service, Amazon Instant 
Video, to be a solid Neflix competitor (Kumparak, 2015) that is available on Amazon online stores and 
as a separate mobile app.

The brand ecosystem approach can also solve a problem for non-ICT-based companies in dealing 
with the mobile tide. The brand leverage, a form of brand extension, might be effective in the environ-
ments where an established brand has already gained its reputation and loyal customer base. However, 
new mobile reality shows that the brand leverage might also work in the other direction. As seen earlier, 
brand loyalty of new consumers strongly depends on their mobile experiences with a brand. Mobile 
environment, thus, rolls out an absolutely new battlefield for brands in which either no previous experi-
ence with a brand has been established or almost none of the previous experiences of consumers with 
physical products transfer to the mobile environment.

Building an experience-oriented brand ecosystem can help existing brands to connect with their 
mobile audiences. Nike’s major move to launch an iPod-integrated Nike+iPod Sport Kit, and later its 
own fitness-tracking technology Nike+ FuelBand, grabbed hold of the ecosystem approach. Nike’s VP 
of digital sports, Stefan Olander, claimed it to be a revolutionary turn in the company’s strategy (Nudd, 
2012):

It used to be that when you bought a product, that was the end of the relationship. It’s classic market-
ing. “Great, you bought the product. See you in a year, when the next campaign comes along.” That 
thinking has flipped on its head. Now, the purchase of any Nike product needs to be the beginning of the 
relationship we have with the consumer.

Today the co-branded Nike+ comprises a series of mobile apps, including Nike+ Running, Nike+ 
Training Club, and Nike+ FuelBand, that allow mobile users to collect Nike+ Fuel points and track 
their fitness activities. Studies, yet, show that despite its huge fitness community and opportunities for 
intercreativity (Spurgeon, 2009), the consumer resistance against Nike’s initiative towards building deeper 
and more emotional relationships with its audiences still exists (Ringberg & Bjerregaard, 2012). This 
more skeptical attitude of consumers towards commercial actors should also be taken into consideration 
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while establishing a brand ecosystem, since it can be interpreted as a marketing effort, rather than an 
attempt to bring enhanced consumer experiences through better products and services.

Experts predict a “battle of the ecosystems” to come to the fore, in which any companies that fail to 
build their own ecosystems are destined to lose (Acker et al., 2013):

We expect that the hardware and software sectors will continue to evolve into a ‘battle of the ecosystems,’ 
with players from both sides trying to build a suite of products and services grounded in an anchor plat-
form they can control and monetize. This strategy is taking two forms: Companies like Apple, Google, and 
Samsung (with Microsoft playing catch-up) are combining mobile devices with cloud services focused on 
the end-user, while others, including Amazon, Microsoft, Oracle, Salesforce.com, and SAP, are building 
their own cloud services focused on solutions and infrastructure for the enterprise. This will likely leave 
the remaining pure-play hardware providers to pursue a commoditization strategy with little room for 
differentiation — success will depend on scale, operational excellence, and a relentless focus on costs. 

The battle of the ecosystems can be well observed in the major M&A deals, as, besides building and 
nurturing their own brands in-house, companies can also acquire existing firms and expand their brand 
portfolio. The latter option is quite often considered to be more attractive (Chernatony & McDonald, 
2003), and this seems to be true in the case of new mobile markets, as well. Even though the mobile 
landscape today is still fragmented, one can already see a gradual transition towards more concentration 
among such big players as Google and Microsoft, which routinely acquire new companies.

In its 2002 move, eBay acquired PayPal and grabbed the headlines as the most successful merger 
in the history of Silicon Valley. The acquisition of PayPal, as well as eBay’s later purchase of Skype, 
was a part of the company’s strategy to make eBay “more than just an auction business” (Mishkin & 
Waters, 2014). Yet eBay’s attempt to build an ultimate shopping ecosystem was doomed to fail, since 
the company was unable to integrate its fast-growing acquired businesses with the slower auction and 
marketplace business. A recent decision of eBay to spin off its increasingly successful PayPal business 
was dubbed as a gradual “climb down” of the commerce giant (Kokalitcheva, 2015).

A recent Facebook acquisition of the text messaging mobile application WhatsApp got into media 
spotlight as “one of the largest M&A deals in history” (Knox, 2014). The new portfolio strategy of the 
technology giant is believed to be following the Procter & Gamble’s (P&G) “house of brands.” P&G is 
famous for managing competing brands with the goal to have a larger market share in total. Facebook’s 
purchase of Instagram and WhatsApp might signal the same approach.

MAPPING THE FUTURE

As we showed in this chapter, the mobile revolution has impacted all stages of strategic brand manage-
ment and should be considered at the highest strategic level. Hence, future research should address 
these changes in a comprehensive way. More studies are needed to capture the dynamic nature of mo-
bile branding: with more longitudinal studies measuring brand performance and brand equity change 
over time, on the one hand; and the effects of fluid and co-creational brand identities within the mobile 
context, on the other hand.

Furthermore, as experience has become a key factor that drives loyalty, the importance of research 
on brand experience is growing, too. This relatively new research field is expanding rapidly with a 
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multitude of mobile settings emerging as new consumer touch-points. According to Schmitt, Brakus, 
and Zarantonello (2015), who previously conceptualized the brand experience scale (Brakus, Schmitt, 
& Zarantonello, 2009), the future research in this field should study “the role of brands in consumption 
experiences” and “the need of brand experiences to reach positive psychological outcomes.” But as new 
scales that capture brand equity and brand value emerge, there is a growing need for studies with large-
scale validation of these scales. This is getting more viable with the growing amount of mobile-driven 
data. And perhaps even more focus can be placed on behavioral data extracted directly from consumers.

Since much data is now getting more personalized – driven from smartphones and tablets (and from 
smart wearables and smart homes in the nearest future), there is a possibility for companies to attend 
even to subtle changes and differences in individual consumer behavior. Hence, crude correlations and 
self-reported scales that have been used for decades by traditional brand management and marketing 
might not be as accurate as behavioral data from technology-based interactions with products and brands. 
The academic research of brand management should also (yet wisely) delve into the big data paradigm.

There is a growing number of tools for big data analytics offered for industry ad hoc research. However, 
this does not preclude the use of these tools by scholars. Analysis of huge amounts of data can provide 
insights into specific manifestations of more obscure psychological variables in consumer behaviors and 
choices. Numerous studies within computational scholarship suggest that contemporary computer algo-
rithms are successful at predicting even sensitive personal information, including gender, age, personal-
ity, and even religious and political affiliations, of social media users based on their publicly accessible 
profiles, by analyzing interaction styles, network and semantic analysis, and analysis of Facebook likes 
(Youyou et al., 2014; Kosinski et al., 2012; Bachrach et al., 2012; Quercia, 2011; Schwartz et al., 2013). 
This is the evidence that rich data can and should be used in academic research. The big data analytic 
tools can be possibly applied to internal data of diverse companies for more precise cluster analyses and 
brand strategy identifications. As the result, interdisciplinary collaborations, especially with researchers 
from the fields like computer science and psychology, seem to be inevitable.

Of further consideration are the implications of mobile on brand portfolio management. As discussed 
previously, mobile subscription and smartphone penetration rates in such developing markets as China, 
India and Indonesia are growing rapidly. As a result, gaining a considerable mobile market share in these 
regions becomes a top strategic priority for many companies. One such case is Twitter. The company 
extended its portfolio and bought an Indian mobile marketing startup Zipdial, which allows people dis-
connected from the Internet to receive advertising on their cellphones (Frizell, 2015). It is difficult to 
evaluate the prospects of this acquisition, but it is clear that brand extensions across geographic borders 
and product categories should be studied more extensively. This should be done to understand the true 
value of mobile technologies in branding.

A comprehensive view in branding is crucial, and this view needs to embrace the new reality, too. 
The editors of the European Journal of Marketing – Melewar, Gotsi, and Andriopoulos (2012) in a spe-
cial issue on corporate branding – highlighted the importance of addressing multiple levels of analysis, 
including the impact of individuals on branding, as well as of group and organizational dynamics. Thus, 
new comprehensive models are needed that could put various levels and/or dimensions of branding into 
a coherent system. Keller and Lehmann (2006), for instance, propose one such systems model that might 
be used as a framework to study technological and social transformations that mobile brings to organi-
zations and consumers in terms of value chains and consumer behavior. But more research is needed to 
learn how these different levels of analysis interact with each other; how they are manifested in consumer 
behavior; and how they can be measured and validated. As an alternative to this, the brand ecosystem 
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approach might have a potential to link multiple levels of branding, as also suggested by Bergvall (2006). 
But more academic research should be done to validate the industry insights and make more grounded 
conceptualizations. This is especially crucial within the context of emerging mobile platforms – new 
touchpoints with brands, like branded apps, mobile wallets and geo-fencing techniques – that generally 
remain under-researched with marginal contribution from mainly niche journals and industry.

CONCLUSION

This chapter has supported revolutionary new approaches and understandings of branding in the age of 
mobile. New paradigms are replacing traditional branding concepts, like the long-held funnel metaphor 
of branding. Instant connectivity and mobility of communication have drastically changed the landscape 
of brand touchpoints, making the funnel metaphor obsolete and replacing it with the “consumer decision 
journey.” The new paradigm explains how that journey might pass through experience-oriented brand 
ecosystems. The new reality also pushes brand managers to replace old measures of brand equity with 
perhaps the new QRS approach. However, all these newly articulated research strands represent only a 
miniscule portion of the research opportunities that mobile opens up.

Changing behaviors, new industries, new technological advancements, and their impact on brand eq-
uity all raise new questions about branding and the nature of the mobile revolution. Yet branding-related 
questions are not fully addressed by a new conceptual framework. And even within that framework, there 
are many new or newly augmented strategies and tactics to employ. All of this raises questions about 
their most effective implementation – tactics and strategies, for example, related to augmented reality, 
gamification, geo-targeting, personalization, and co-creation. As consumers pass through the various 
newly emerging touchpoints, differences between their journeys should be studied, as well. And while 
industry is always anxious to gain insights from research to implement as best practices – which ones 
really are best when scrutinized scientifically? Finally, long-studied perspectives, such as cross-cultural 
branding, are now undergoing dramatic change in the global online community. New research opportu-
nities abound under such circumstances.
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ABSTRACT

Currently, there is a problem of contextual advertising. Advertisers want to be able to target clearly the 
audience, because user experience and revenue depend on the relevance of the displayed ads. Contextual 
advertising supports much of the Web’s ecosystem today online, but not in “offline”. The authors’ task 
was to develop a system prototype, which gives the ability to display advertising based on users’ interests 
in real life based on the best techniques of contextual advertising.

INTRODUCTION

Mobile has changed the way we think about digital audiences. Web technologies development has radically 
changed the traditional marketing and advertisement campaigns. Thanks to the contextual advertising 
on the Internet the advertisements themselves are selected and served by the automated systems based 
on the identity of the user and the content displayed. Contextual advertising makes a major impact on 
the earnings of many websites. Because the advertisements are more accurate, they are more likely to be 
clicked, generating revenue for the owner of the website. There are many different aggregators, which 
collect information about the users’ interests. Then this information is used to display the most relevant 
advertising for a particular user.

Contextual advertising – is a tool designed to increase sales and attract new customers through the 
Internet. But what if we use the data collected on the Internet about the person to display the advertise-
ment in real life? On the streets, at bus stops, in metro every day we face a huge amount of advertising. 
And usually these ads not interesting for us, because they are designed for a huge audience, without 
considering the specific interests of people. In our research, we aimed to move a model that works good 
online to offline.
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LITERATURE REVIEW

Contextual advertising has been of significant interest for a number of literatures. In various fields has 
been published numerous articles and research. They are all agree on one that today, the use of advanced 
digital tracking software within the performance marketing industry is widespread. By engaging solutions 
that capture detailed data points and analyze every step a consumer takes on the path to a conversion, 
advertisers can better understand which ads, offers and channels are driving the most profitable results, 
and more successfully allocate their digital spend. Because their success depended on it, performance 
marketers began to seek out more robust solutions capable of tracking large volumes of data, rapidly, 
and at a very granular level. This is because the multiple data points now available for analysis hold 
valuable clues that decision makers can leverage to assess and refine their strategies (Albert, Rajagopal 
& Sevlian, 2011).

Another topic that has received much attention in this field has been the analyze of person data in 
real-time. In the fast-paced world of digital advertising, even the most sophisticated data tracking and 
analysis is basically useless if it can’t be accessed, shared and acted on in real-time. The shelf life of 
online data is short, so an ability to capture and analyze information at lightning speed is key (Evans & 
Chi, 2008). Technology’s ability to quickly process and extract useful information from raw data has 
improved exponentially in recent years. Businesses that don’t take advantage of real-time tracking and 
analytic innovations will be left behind.

Extensive literature exists on social behavioral advertising (SBA) (Yan, Liu, Wang, Zhang, Jiang & 
Chen, 2009), advertising networks profile a user based on his online social activities. Using this profile, 
advertising networks show ads that are more likely to be of interest to a particular user. SBA presents 
both benefits and downsides to users. If their interests have been accurately profiled, users will receive 
more relevant advertising. However, collecting data about users’ online activities can potentially violate 
their privacy.

However, until recently most such studies could only use collected data for online contextual adver-
tising and did not use it to identify common interests of the users and display advertising on billboards 
and other types of city ads.

ALGORITHMIC FRAMEWORK

To achieve these goals our study uses several methods (algorithms). We introduced the system with some 
basic functions: client-server application to obtain data of the user’s interests, determine the user’s loca-
tion to display the most relevant advertising for a particular user. Finally, the media system with Internet 
connection which interacts with client application will show ads for a person or a group of person. We 
can see the concept of system in Figure 1.

Location-Based Aggregation Audiences at Scale

We collected location data on the users’ smartphone at regular intervals. After that data collected on a 
server in the background. This is how we identified the user for which we display target advertisements. 
But what if at the point of advertising will be multiple people? We used a proprietary algorithm to identify 
the common interests. Depending on the number of users near the point of advertising we are building 
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a relationship tree. Firstly, we have a table of interests for every user. Table 1 shows an example of the 
data recorded in the database table.

Columns in Table 1 (1…m) indicate the interests (about 20-30) of particular user near the point of 
advertising. For example:

a name fitness type sport type classes={ }: , : , :1 2  

Next, build a relationship tree for each user and looking for a common type between users. We have 
two criteria for each interest:

a m name type type∪ = ( )1 2 - a and m intersected one of the signs of 

a m name type type∪ = ( )1 2 - a and m not intersected one of the signs of 

Then, we are looking for a match with the following a k∪ .
Our task is to find common interests for the maximum number of users. Therefore, in the case of 

performing first criteria we go ahead and look for a match with the following user:

Figure 1. Concept of the system

Table 1. Interests of users on the scale

User 1 User 2 User 3 User…n

a m d j

b k l u

…z …c …f …x



532

Smart Advertising
 

a m n name name type type∪( )∪ = (( || ) || ( || ))1 2 1 2  (1)

For each group of users who have similar interests, we display more accurate advertisement, in which 
they may indeed be interested.

Understanding and Action on Consumer Behavior

Through the use of Web data mining technology to extract webpage content and the history of the user 
session data, as well as track and dig the current user’s behaviors, we can get the user’s interest and 
preferences. We can get the typical behavior of a group of users by clustering the keywords and user 
session after keyword extraction. We also set different advertisement options for the users by different 
user model with appropriate advertisement rules to achieve the purposes of targeting.

It was also carried out a mini-survey which showed that people are more loyal to advertising they see 
in real life than annoying advertising on the Internet. Many users are blocking these ads.

Finding Data from Specific Target Providers

We used Facebook API to get data from the Facebook platform as well as specific contextual advertis-
ing providers. It’s a low-level HTTP-based API that you can use to query data, manage ads, catch useful 
information about user (Facebook Inc.).

The API allows to effectively manage complex and large-scale advertising campaigns with many 
keywords. We used this API to automate routine operations and fill the database with the interests using 
a specific algorithm. The Direct API allows to manage advertising based on information about goods 
and services from our database, for example:

• Automatically generate dictionary of keywords and add the names of specific brands or product 
models to them;

• System that displays ads can be stopped and restarted depending on the product availability.

We also used this API to create and edit ad groups — multiple variations of an ad with the same 
set of keywords and other display settings (Mayer & Mitchell, 2012). Initially, the ads in the group are 
shown in rotation, but as statistics are accumulated. In this way, the ad that is the most appealing to the 
audience is selected automatically from the ad group.

PROTOTYPE OF THE SYSTEM

A well designed architecture may ensure good system performance as well as its flexibility and expan-
sibility, therefore update and transfer of this system can be implemented on high efficiency.

Information below provides an overview of the main units of the system.
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Server Side

The server side is a main part of our system. Was organized by server uptime for continuous data acqui-
sition from the third-party ad providers and further processing. For each of the expert way of parameter 
of threshold (interests) has been established. Each threshold value can also be changed dynamically 
depending on the established criteria.

Interaction with the client is implemented on the REST protocol.

Client Side

To implement the proposed solutions was chosen platform Apple iOS. To determine the user’s position 
relative to the advertising point it was decided to use GPS-tracking. There are many ways to determine 
the location of user including various sensors at advertising point etc. But GPS-tracking on the user’s 
smartphone most reliable and easy for each of the parties. Important factors were also possibilities of 
the program to work in the background and a relatively small device battery consumption.

The main task of the client program is to collect data from the user’s smartphone at regular intervals 
and to send the data to the server in the background.

Advertising Point

It assumed that the interactive ad points with screen will be set first of all at bus/tram stations. To obtain 
data by REST protocol it is necessary to carry out an uninterrupted connection to the Internet. This point 
is not only receiving data from our server but also from third-parties ad providers who delivers ad content.

After the user is identified, data is loaded from the sever and on the screen of ad point displayed 
relevant advertising. Depending of the number of users who close to the point advertising is changing 
due to the algorithm of a relationship tree (1).

RESULTS

As a result, we have a prototype of the system of «Smart advertising», that can catch people offline in 
the streets. The system takes into account the interests of the people and shows the most relevant ads 
for a particular user. This system is the first to combine the techniques of contextual advertising and 
traditional billboards and other types of city ads, according to our information.

CONCLUSION

Targeting technique was applied to improve the efficiency and effectiveness of online advertising. The 
attention of current targeting is transformed from content targeting, frequency targeting, time targeting 
and geographical targeting to the extended targeting based on user’s characteristics, with high efficiency, 
effectiveness and protection of privacy.
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This paper presented a new smart targeting system for offline advertising. It uses Web content mining 
and Web usage mining techniques to track and mine the user behaviors. Receiving data from third-parties 
and then automatically deliver the personalized advertisements. The process of targeting doesn’t require 
any sensitive data input by users, so their privacy is also protected. Implementation of this system has 
great potential for the entire advertising market and may change the industry.

At the moment the system is in the process of prototyping and must be improved and perfected for 
practical application.
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ABSTRACT

The impact of globalization and technological advancements on businesses is increasing, making in-
novation and differentiation essential for survival in competitive markets. Branding is a useful tool 
for business differentiation, which can be achieved by a strong brand personality. Sustainability, as a 
strategy integrated with branding, offers the opportunity to gain competitive advantage. Associating sus-
tainability practices with brand personality and integrating them into the brand is important, especially 
for business-to-business (B2B) brands. However, research on B2B branding is still scarce. Drawing on 
the tenets of social identity theory, this chapter explains brand personality traits from a sustainability 
perspective for B2B brands. Based on a series of qualitative and quantitative studies, brand personal-
ity traits are identified for B2B markets concerning the environmental, social, and economic pillars of 
sustainability. This analysis will support B2B managers aiming to promote an image of sustainability 
for their brands in an increasingly competitive industrial market.

INTRODUCTION

Today, with the influence of globalization and the increased product and service variety, there is a reduc-
tion in product and service differences in the market. In this market environment, there are a number of 
strategic initiatives that companies can apply to differentiate themselves from the competitors, attract 
customers’ attention, and influence their purchasing behavior. In that respect, brand is the most impor-
tant tool that can be used to ensure that a business’ products or services can be distinguished from their 
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competitors (Backhaus, Steiner, & Lügger, 2011). Therefore, businesses, who offer similar products 
and service varieties to competitors, and desire differentiation in the minds of customers, increasingly 
contemplate on branding (Chaudhuri & Holbrook, 2001).

Creating a strong brand in every aspect is important, not only for B2C brands but also for B2B brands 
(Aaker, 1991, 1996; Kapferer, 2004; Keller, 2003; Schmitt & Geus, 2006). Previous research on B2B 
branding has primarily focused on determining the differences in brand awareness between consumer and 
industrial contexts (Brown, Bellenger, & Johnston, 2007), the application of successful branding strategies 
in consumer markets in an industrial context (Kuhn, Alpert, & Pope, 2008) and the development of new 
measures of brand value for the industrial context (Kapferer, 2004). However, to help B2B marketers 
to position brands in the competitive marketplace, emotional brand benefits have become increasingly 
important (Bergstrom, Blumenthal, & Crothers, 2002; Gundlach, Achrol, & Mentzer, 1995; Lynch & de 
Chernatony, 2007). In this regard, the concept of brand personality provides differentiation by building 
a strong relationship between seller and the customer (Herbst & Merz, 2011; Johar, Sengupta, & Aaker 
2005; Ward, Light, & Goldstine 1999). Therefore, brand personality, which is defined as the set of hu-
man characteristics associated with a brand (Aaker, 1997), is also considered to be contributing to the 
differentiation of B2B brands (Herbst & Merz, 2011). Nevertheless, most research on brand personality 
focuses specifically on consumer markets (Grohmann, 2009; Herbst & Merz, 2011), rather than the in-
dustrial context (Herbst & Merz, 2011). Also, the differentiation of customer purchasing behaviors and 
characteristics in developed and emerging economies emphasizes that branding strategies should suit 
the local context (Atsmon, Kuentz, & Seong, 2012). However, most of the research on brand personal-
ity has been conducted particularly in developed economies, with regard to consumer preferences and 
effects on purchasing behavior (Herbst & Merz, 2011).

Another important attribute for a brand is to reflect a sustainability approach (Berns et al., 2009; Bilgin, 
2009; Mariadoss, Tansuhaj, & Mouri, 2011; Wagner, 2005). Although in the past, the expectation from 
a brand was only that it functions as promised; today, however, customers also expect different aspects 
such as social positioning, and sensitiveness to environmental issues. Brands, which are specialized in 
the field of sustainability, and have succeeded in transforming it into competitive advantage, are regarded 
as future leaders (Kumar & Christodoulopoulou, 2014). From this perspective, it is advantageous for 
brands to adopt sustainability as a brand personality characteristic by integrating the concepts of creat-
ing a strong brand personality and sustainability. In addition, there seems to be a lack of comprehensive 
study on sustainable brand personality traits in the literature.

Within this framework, the primary objective of this study is to identify and categorize the sustainable 
brand personality traits for B2B markets. This will help industrial marketers reflect their sustainability 
efforts into their brands by building brand personalities that embraces sustainability. The theoretical 
framework of this study utilizes social identity theory, which has been applied mainly to consumer 
brands to explain brand loyalty. This study examines brand personality in terms of B2B brands in the 
framework of social identity theory. For B2B brands, customer’s identification with a certain brand led 
them separate the brand from others, and provide a competitive advantage. The social identity theory is 
important for explaining this relationship between B2B brand and its customer (Kim, Han, & Park, 2001). 

In that respect, two research questions are identified; (1) What are the sustainable brand personality 
traits for B2B markets?; (2) How these industrial brand personality traits apply to the three different 
pillars of sustainability; namely, social, environmental and economic?

The first section presents the review of the relevant literature for the important concepts of the study. 
Next section explains the research methodology and the findings on the basis of a series of qualitative 
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and quantitative studies, outlining the list of sustainable brand personality traits for B2B markets and 
their distinction in terms of the three sustainability pillars. Finally, limitations, future research directions, 
and managerial implications are discussed.

LITERATURE REVIEW AND THEORETICAL FOUNDATION

Brand Personality and Industrial Branding

In today’s competitive business environment, strong brands, which are distinguished from their com-
petitors, improve the performance of the parent company (Colucci, Montaguti, & Lago, 2008; Geuens, 
Weijters, & De Wulf, 2009; Madden, Fehle, & Fournier, 2006). According to Keller (2013), brands can 
only be successful if customers can relate themselves with the product. Inspired by human personality 
traits, brand personality, which is a part of brand equity, has been found to be an important way to dif-
ferentiate the product (Geuens et al., 2009), to influence the consumer’s preferences and behavior (Biel, 
1993), and to market the brand (Plummer, 1985).

The brand personality literature relies on Aaker’s (1997) scale, which was the first attempt to create 
a brand personality scale. Aaker’s (1997) study, conducted in America, provided a theoretical model 
with 42 traits for consumer markets. In another study in USA, Venable, Rose, Bush, and Gilbert (2005) 
provided a measurement that prioritizes brand personality traits for non-profit contexts, concluding that 
brand personality is an applicable strategy for non-profit organizations.

Many models, such as Aaker’s brand equity model, and Keller’s customer-based brand equity model, 
have the aim of understanding customer perception through the concepts of brand awareness, image 
and personality (Aaker, 1991,1997; Keller, 1993; Schmitt & Geus, 2006;). Researchers argued that 
people have a more positive attitude towards brands which are perceived to be close to their own lives 
and their own personality traits (Fournier, 1998; Grossman, 1998; McAlexander, Schouten, & Koenig, 
2002; Muniz & O’Guinn, 2001). As Aaker (1996) stated, brand personality carries vital importance for 
brands which are difficult to distinguish from the competitors, and have similar competitors. Creating a 
multilateral strong brand is very important for both B2C and B2B brands, especially because it leads to 
both short-term and long-term income streams (Aaker, 1991, 1996; Kapferer, 2004; Keller, 2003; Schmitt 
& Geus, 2006;). Therefore, industrial brands, i.e. more producing manufactured products which are not 
marketed to the general consuming public (Mudambi, Doyle, & Wong, 1997), can also benefit from 
the advantages of branding and brand personality. Mudambi (2002) stated that with the emergence of 
e-commerce and proliferation of globalization, B2B firms are more interested in branding for achieving 
competitive advantage. Because, what differentiates a B2B branding of competing products with nearly 
identical appearance and performance is their branding and brand equity, including brand personality 
elements. Brand image and its relationship to price premium in B2B is studied by Persson (2010), who 
investigates dimensions of brand image, including brand familiarity, product solution, service, distribu-
tion, relationship, and company associations. Baumgarth and Schmidt’s (2010) study, which considers 
over 20 industries, also show that the buyer has higher interest in brand in the case of paying a higher 
price, and thus, it is necessary for the industrial market to give more importance to branding.

However, Bendixen, Bukasa, and Abratt (2004) stated that development of branding in B2B companies 
is not as fast as in consumer companies. There is still a lack of brand management studies about B2B 
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brands compared to B2C (Herbst & Merz, 2011). Considering that branding and brand management in 
industrial markets are scarce, marketers and academics should focus on developing this area. 

One key study on this area is Herbst and Merz’s (2011), who were the first to develop and validate the 
industrial brand personality scale in the literature. They argued that brand personality is a very difficult 
element to imitate, and suggested that industrial brands have developed their own strong brand personality 
to be able to differentiate from competitors and gain competitive advantage. Using Aaker’s brand per-
sonality definition, they define industrial brand personality as the set of human characteristics associated 
with a B2B brand. They argued that Aaker’s brand personality scale for consumer markets does not fully 
correspond to industrial brands, and extended Aaker’s scale by identifying new traits associated with 
B2B brands. As a result of a series of qualitative and quantitative studies, a three-dimensional, 39-traits 
scale was created. However, Herbst and Merz (2011) further recommended to measure the stability of 
this industrial brand personality scale for also other countries and cultures as they conducted the study 
in a developed market setting like Germany. Considering this, it would be interesting to conduct another 
study in an emerging market setting; e.g like Turkey. 

Sustainability for Industrial Brands

Sustainability is becoming an important concept, and it has been one of the main topics of particular 
interest by scholars, policy makers, and companies (Kumar & Christodoulopoulou, 2014). Consumers 
are now interested not only in the content of the product, but also in the contribution that the brand 
makes to the environment, the world, the humanity and the economy. In that respect, marketing and 
branding initiatives play important role for implementing sustainability into business performance (Sheth 
& Sinha, 2015). 

Sustainability, which carries strategic importance for brands (Lubin & Esty, 2010), can be the key to 
enabling companies to address customers who are interested in sustainability issues, thereby differenti-
ate in their eyes, and provide a competitive advantage (Kumar & Christodoulopoulou, 2014). Research 
shows that sustainability practices of companies have become determinants of power depending on the 
competition and performance (Bansal & Clelland, 2004; Jacobs, Singhal, & Subramanian, 2010; Porter 
& Van der Linde, 1995; Rao & Holt, 2005; Sen, Bhattacharya, & Korschun, 2006). At this point, brand 
personality can be seen as a key way to integrate sustainability into the brand, and enhance performance. 
In other words, it is possible to say that the concepts of sustainability and branding are intertwined. 
Therefore, B2B firms, whose sustainability is not yet well understood as B2C companies, can better ad-
dress sustainability-oriented customers by applying sustainability practices in their own operations, and 
share these applications with customers (Kumar & Christodoulopoulou, 2014), by transforming them 
into brand personality as part of their brand image. 

Sheth and Sinha (2015) explained that B2B brands should be more interested in sustainability because 
they are likely to be involved in an industrial field, therefore, carry more potential to damage the environ-
ment. Kumar and Christodoulopoulou (2014) recommended that companies should transfer and enforce 
sustainability practices to their businesses, customers and stakeholders through brands, and point out 
that sustainability is the key to the future success of their brands. With the integration of branding and 
sustainability, companies, both B2B and B2C, can emphasize sustainability in branding activities, and 
place sustainability to the core mission of the company. In that respect, firms can achieve competitive 
advantage in the eyes of customer, stakeholder and even society.
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Websites as a Source for Reflecting the Brand Image

It is expected that promotion by social media channels will attract increasing attention in the future, and 
thus, brand messages can be spread more easily through organization’s websites, social media publica-
tions and other accounts (Akkucuk & Sekercioglu, 2016). As Esrock and Leichty (2000) mentioned, a 
corporate website is the iconic representation of a company. Simoes, Singh, and Perin’s (2015) study 
examines the expressions of corporate brands in B2B websites of two emerging markets, Brazil and 
India, and emphasizes that corporate website of B2B brands is an important tool to reveal the values of 
personality linked to the brand. As Kumar and Christodoulopoulou (2014) specified, using technologies 
to implement and manage sustainability initiatives is very important. From this point of view, websites 
of brands can be very powerful sources to reflect the brand personality traits. Despite its importance, 
there exists very little branding expressions on company’s online sites.

Following the literature stream on industrial branding, brand personality traits and sustainability, this 
study will extend the previous research, and contribute by outlining personality traits for B2B brands 
from a sustainability perspective by also considering emerging markets. In this study, research relies 
on the exploration of the sustainability traits at a more comprehensive platform, i.e. the expressions 
mentioned in the interviews and statements written on the industrial websites.

Social Identity Theory

Social identity, which forms the theoretical foundation of this study, is the theory of social psychology, 
which aims to explore intergroup behavior of people (Tajfel & Turner, 1986). The concept of social 
identity is concerned with feelings of belonging to a specific group or organization (Kim et al., 2001; 
Mael & Ashforth, 1992). Social identity theory has an important place in psychology, as well as in ex-
plaining the relationship between brand and consumer. According to this theory, people tend to define 
themselves as a member of a particular group, and use brands as a tool to express themselves accord-
ingly (Kim et al., 2001).

According to social identity theory, if a particular brand helps customers to identify themselves, then 
this brand would have been differentiated in the eyes of the customers (Lam, Ahearne, Hu, & Schillewaert, 
2010). Therefore, social identity theory is useful for explaining the concept of brand personality, which 
is an important aspect of marketing (Kuenzel & Halliday, 2010). Social identity theory on marketing 
perspective mainly focuses on customers that perceive brands as “me” or “not me” (Kleine, Kleine, & 
Allen, 1995), and select those that are most appropriate to their identity (Lam et al., 2010). Kim et al. 
(2001) revealed that the personality traits of a brand affects brand loyalty through social identity theory. 
That is, brand loyalty is created if the personality traits of the brand are applicable to the social identity 
that one feels, or wants to feel, i.e. that it belongs to oneself (Kim et al., 2001).

In previous studies, organizational identity is frequently studied, but, few studies examine brand 
personality and social identity theory together. Kim et al. (2001) have studied how brand personality 
effects brand management by using the tenets of social identity theory. They found that brand identity 
affects the word-of-mouth directly, but the brand loyalty indirectly. Kuenzel and Halliday (2010) have 
used the theories of social identity to define consumers’ identities and associations with brands that 
reflect and strengthen their identities while expressing their emotions (Ashforth & Mael, 1989; Bhat-
tacharya & Sen, 2003; Turner, 1975). They also noted that consumers regard the brand as an extension 
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of their personalities, and explained the effect of brand personality on consumer attitudes and behaviors 
based on the theory of brand and social identity. Tuskej, Golob, and Podnar (2011) stated that most of 
the definitions of identity of consumers with a brand originate from the social identity theory, based on 
social psychology. 

However, these studies, which all are based on the social identity theory, focus exclusively on con-
sumer behavior. In contrast, this study will make a contribution to the literature by focusing on the B2B 
customer, and examining their behavior based on the social identity theory, and reconciling it with the 
brand personality.

METHODOLOGY

Sustainable brand personality traits for B2B markets are explored through a series of mix methods. Two 
studies were conducted sequentially, qualitative (study 1) and quantitative (study 2). 

In Study 1, semi-structured interviews were conducted with Turkish companies in a supply chain 
context. Following this approach, sample for the semi-structured interviews were selected from B2B 
branding companies, that is the focal companies, as well as their suppliers and their customers. Semi-
structured interviews were recorded and transcribed. Quotations were outlined through content analysis, 
and used to code each brand personality trait. In addition to the semi-structured interviews, data was col-
lected from the websites of the focal companies. Websites were analyzed comprehensively to online data 
expressing the personality traits. As a result, a list of traits was created. Then, a comprehensive literature 
review was conducted to outline the previous scales associated with brand personality to reveal whether 
the brand personality traits outlined in the study were matching with the traits listed in the literature. 
This cross-referencing extended our discussions on the brand personality traits from a sustainability 
perspective and an emerging market setting. 

In Study 2, brand personality traits emerged from semi-structured interviews, and websites were 
further examined in relation to the three pillars of sustainability distinctively. The survey method was 
used to collect data for the decomposition of sustainable B2B brand personality traits according to social, 
environmental and economic pillars of sustainability. In the survey, participants were asked to assess 
the sustainable B2B brand personality traits for each of the three dimensions. The analysis of the survey 
resulted in brand personality traits addressing the three dimensions of sustainability. Study 1 and Study 
2 are described in detail below.

Study 1: Outlining Sustainable Brand Personality Traits for B2B Markets

In this phase of the study, semi-structured interviews were conducted, and the websites of companies 
were examined to reveal the sustainable brand personality traits for B2B markets. Sample was selected 
from the companies operating in Turkey, which is an important emerging market - the world’s second 
most attractive emerging market to investors after Mexico (Bloomberg, 2017). Data was analyzed through 
content analysis, and accordingly, sustainable brand personality traits for B2B markets were coded and 
categorized into facets and dimensions. 
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Data Collection

Interview is considered as a very common and effective data collection method (Whiting, 2008; Yin, 
2009). In this study, semi-structured interview method is employed. The semi-structured interview 
technique is a convenient method in terms of providing flexibility to the interviewee, who may respond 
to the flow of previously prepared questions by expanding the context (Whiting, 2008). The interviews 
were conducted face-to-face and by phone. In total, ten questions were asked to the respondents. Each 
interview lasted approximately 30-40 minutes. The people interviewed were aged between 25 and 54, 
and included both males and females. 

Using judgmental sampling method, marketing practitioners of thirty Turkish firms with wide range 
of brand personality diversity were interviewed, which represent the population with regard to different 
attributes or characteristics of B2B firms. Ten out of thirty firms were the focal companies which range 
from small to medium and large scaled companies from different industries. Following a supply chain 
context, one supplier and one customer of each focal firm was selected as a sample. Therefore, in addition 
to ten focal companies, ten suppliers, and ten customers of each focal company were interviewed (see 
Table 1). The main purpose of this sampling frame was to collect dyadic data regarding how each focal 
firm, its supplier, and its customer associate the focal brand with a sustainable personality trait if it was 
to be a person; e.g. “What kind of personality would your brand have, “if it had manifested itself as a 
person” (Aaker, 1997)?, which is followed by questions like, “What personal characteristics do you think 
your brand provides in the three sustainability pillars, namely, environmental, social and economic?”.

In this study, it is assumed that, similar to consumer brands, the websites of industrial brands reflect 
the values and norms of the brand’s structure, ideology and personality traits (Armstrong & Kotler, 
2008; Herbst & Merz, 2011). According to Ricca and Tonella (2000), websites are becoming more 
important assets day by day. Also, as Simoes et al. (2015, p.59) explicitly stated, “in the B2B domain, 
the corporate website is an effective platform for communicating the corporate brand features (e.g., 
personality, values)”. In addition, it is possible for a firm to review the website, and find information on 
social responsibility awareness and the importance attached to values, personality traits, and sustain-
ability pillars (Simoes et al., 2015). 

Table 1. The Profile of the Focal Firms

Industry Year of Establishment Number of Employees Factory Area (square meter) Net Sales (TL)

Retail 1989 1500 225.852 2.323.411.632

Retail 2001 1798 274.987 2.793.159.503

Textile 1997 320 3200 175.000.000

Textile 1977 255 5000 155.200.000

White Goods 1955 29.551 1.201.066 16.096.000.000

White Goods 1984 15.595 597.541 763.967.000

Automotive 1964 2600 335.000 434.000.000

Fast Moving 1938 3000 21.000 358.555.000

Fast Moving 1991 852 15.000 174.000.000

Chemistry 1941 1500 25.000 773.300.000
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Therefore, in line with the previous research of Herbst and Merz (2011), a website investigation was 
conducted in this study. However, while Herbst and Merz (2011) study involved only a search focusing 
on the mission statements, this study examined the websites as a whole, in order to derive additional 
personality traits of industrial brands, and observing whether the personality traits identified in the in-
terviews were also reflected in the companies’ websites. 

The data collected from the interviews and websites were analyzed through content analysis method, 
which is a systematic technique to analyze the information content of textual data (Fawcett et al., 2014). All 
interviews were audiotaped and transcribed with the permission of the participants, and these quotations 
were used to identify and code the sustainable brand personality traits. As a result, a list of personality 
traits was identified from the interviews and websites. In order to make the specified sustainable brand 
personality traits more understandable and clear, the traits are re-grouped, first, into facets, and then, 
into dimensions through content analysis (Miles & Huberman, 1994). 

In order to compare the traits outlined by the semi-structured interviews and websites with the ones 
which were previously mentioned in the literature, a literature search was done. As a result, three key 
scales on brand personality was outlined; first, Aaker’s (1997) 42-traits of brand personality scale for 
consumer brands, which reflects the consumers’ expectations for various brands; second, Venable et al.’s 
(2005) brand personality measure for non-profit context, which reflects the expectations of society’s to 
non-profit organizations; and third, Herbst and Merz’s (2011) industrial brand personality scale, which 
reflects the intention of introducing the concept of brand personality to industrial markets and provide 
a tool to B2B managers to create strong B2B brands. The list that is explored in this study is positioned 
to be the forth, which reflects the approach of B2B companies to integrate the sustainability personality 
traits to their brands. It also represents the emerging market perspective in comparison to the developed 
markets.

The validity and reliability of the analysis was reported through discursive alignment of interpretation 
(Seuring & Gold, 2012). It is an approach that is less formalized to ensure the conformity of the data 
analysis by adding different views. It is useful when the analysis is directed towards the latent content and 
deeper meanings embodied in the text (Duriau, Reger, & Pfarrer, 2007; Seuring & Gold, 2012). In this 
study, data were evaluated by three academicians, and suggested adjustments were revised in the analysis. 

Study 2: Distinguishing the B2B Brand Personality 
Traits for Different Sustainability Pillars

In Study 2, it is aimed to distinguish the brand personality traits based on the three pillars of sustain-
ability. This will provide B2B companies the basis for developing a balanced and integrated sustainable 
brand personality. In this regard, a survey was conducted to collect data. Sampling for the survey was 
selected from the marketing practitioners of B2B companies operating in Turkey. Data were analyzed 
by calculating the mean values of social, environmental and economic pillars for each brand personal-
ity trait. As a result, B2B brand personality traits associated with environmental, social and economic 
sustainability were distinguished.
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Data Collection

Survey was implemented face-to-face, and data was collected by visiting the participants on site. The aim 
of study and the survey was explained to the participants prior to implementation. In line with Herbst 
and Merz’s (2011) study, the participants were asked to score how much of each brand personality trait 
is associated with each pillar of sustainability, namely environmental, social and economic, distinctively. 
The scale used in the survey was ranging from 1 to 7 (1=is not at all descriptive, 7= is extremely descrip-
tive). During the survey, participants were advised not to think a particular brand, instead, to consider 
brands in general while scoring their association with the pillars of sustainability. The mean values of 
participants’ responses for each trait were calculated. In line with Aaker (1997) and Herbst and Merz 
(2011), the cut-off mean value was determined as 4 (4=applies somewhat) to identify the relevancy of 
industrial brand personality traits with each pillar of sustainability, and, the traits below 4 cut-off value 
were removed from the list.

The survey was conducted with ninety-four practitioners from management, procurement, production 
or marketing departments of thirty-three companies, which operate in different industries in Turkey; 
namely, chemical, food, automotive, plastic, textile, aviation and defense, petroleum chemicals, fasten-
ers, printing systems, electronics, energy, automation.

This analysis was used to create a table of brand personality traits associated with environmental, 
social, and economic pillars of sustainability, and provided a basis to develop a sustainability agenda for 
B2B brands that supports and reinforces their personality images in terms of environmental, economic 
and social traits (Mahoney & Potter, 2004). 

FINDINGS AND DISCUSSION 

There are two key findings of this study. First, there exists different personality traits when the sustain-
ability image of the brands is considered. In total, sixty-seven sustainable brand personality traits for 
B2B markets were identified, seven of which were labelled as the facets. Thirty-eight of these traits 
were associated with previous scales in the literature, while twenty-nine is originally explored from 
the interview and website content analysis. These traits are categorized under four distinct dimensions; 
namely, “Competence”, “Sophistication”, “Self-development” and “Sensitiveness”. From these dimen-
sions, “Competence” and “Sophistication” were adopted from Aaker’s (1997) brand personality scale, 
while “Self-development” and “sensitiveness” dimensions were labelled originally in reference to the 
analysis in this study. These results indicate interesting findings both in terms of the sustainability and 
emerging economy impacts’ on B2B branding. 

Second, each brand personality trait in B2B markets associate with one or more of the three pillars 
of sustainability. There are also some traits which dominantly reflect distinctive pillars, specifically the 
social pillar. However, environmental and economic pillars are merged mostly with the other pillars when 
personality traits for B2B brands are associated with their image on sustainability. 



544

Sustainable Brand Personality Traits for Business-to-Business Markets
 

Competence Dimension

The first dimension “Competence”, consists of twenty-seven brand personality traits categorized under 
three facets, namely, “Professional”, “Achievement-oriented”, and “Problem-oriented” (Table 2). This 
dimension was adopted from Aaker’s (1997) brand personality scale, and points out the abilities and 

Table 2. “Competence” Dimension of Sustainable Brand Personality Traits for B2B Markets

Dimension: Competence 

Facet: Professional

Trait Quotation

ProactiveH&M “We already know that the quality of service that our customers expect and we act accordingly; because we know our customer.”
“Thinking about the possibilities before going into action”, “Detecting problem beforehand”

EducatedH&M “The person we hire is definitely undergoing an education, before he/she starts.”
“Working with educated chefs”, “Employee training”

CompetentH&M “We are one of the most competent brand in the sector because we produce A segment paint.”
“Producing high quality products”, “Meeting a certain standard”

ExperiencedH&M “It is a very experienced brand established in 1970.”
“Customer experience”, “Sector experience”

ReputableV “This brand is so prestigious that everybody wants to be our franchise.”
“A respected company”, “Everyone in the market knows and respects”

LeaderA “As a pioneer, we have started one of the first sustainable campaigns in Turkey.”
“Leading factory”, “Leadership of its own sector”

SuccessfulA “I did not witness for our brand undertake any business and fail.”
“Proven success”, “Catching success”

OrganizedI&W “It is very regular in that respect, very organized company in terms of registration and billing.”
“Keeping track on time”, “Everything on time”

PrincipledI&W “A special card is required at entrances to the stores, at cashiers, and for all promotions, it is our principle.”
“Company rules”, “Adopted values”

Facet: Achievement-oriented

Trait Quotation

PerfectionistI&W “Our ultimate aim is to always be “the best in the sector”.”
“Perfect workmanship”, “Superior quality standards”

ConfidentA “The brand is self-confident and set out with a single product segment.”
“Prove their trust of themselves”, “Posture of self-confidence”

RuggedA “For example, even if we are nervous, the brand itself tries to do something by staying calm.”
“Always patient and understanding for the customer”, “Listening a problem in a calm way”

DiligentH&M “The brand plans to continue its growth performance and succes above market level in medium and long range.”
“Continue to work for offering better”, “Targeting of being Turkey’s number one wholesaler”

Hard-workingA, H&M “As a brand, our principle is to work non-stop to develop solutions for the needs of our customers.”
“Non-stop continuing working”, “Working systematically”

Down-to-earthA, H&M “We are aware of where we are in this country and in this sector.”
“Far from imagination”, “Straight head”

Quality SensitiveI&W “The brand use the best quality molds in this sector, because our customers trust our quality.”
“Delivering the best quality products”, “Certificate on ISO 9001 quality standard”

Facet: Problem-oriented

Strong communication 
skillsI&W

“We are focused on communication with our customers, and interested in customers individually.”
“More comfortable to communicate”, “Strong for bilateral relation”

SmoothA “The brand do not cause problems, and all of the employees are completely solution-oriented and calm; that is highly compatible.”
“Agreeable”, “Harmonious”

Accessible I&W “Our customers can easily reach us using any channel.”
“Easily reaching to each other”, “Easily accessible by the customer”

continued on following page
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competencies that a B2B brand should have. The traits under this dimension, emphasize the features 
that are necessary for an industrial brand to be successful and sustainable in business life. These traits 
emphasize that B2B brands should reflect key capabilities to their customers to stay competent, and 
thus, sustainable in their marketplace.

Different from the previous research, there are traits at three of the facets which are explored origi-
nally from the research in this study. For example, in “Professional” facet, “Organized” and “Principled” 
are the two newly explored traits, indicating that administrative aspects are increasingly critical for the 
sustainability emphasis on the personality of B2B brands. Besides, in “Achievement-oriented” facet, 
“Quality-sensitive” trait is explored new, supporting the high association between quality and sustain-
ability (Warner, 2007). On the other hand, the third facet, “Problem-oriented” is composed of mostly 
new traits (six of eleven), namely, “Strong communication skills”, “Accessible”, “Persuasive”, “Collab-
orative”, “Teamwork skills”, and “Careful about thoughts of people”. This emphasizes the importance 
of the interactive and collaborate image of brands to reflect their problem-solving personalities for 
sustainable businesses. 

These findings indicate that, essential features for sustainable brands in B2B markets should reflect 
additional emphasis on their strength in terms of administrative, durable and collaborative aspects. This 
is especially important for emerging markets where large, productive, first-class producers and marketers 
are the key customers (Fetscherin & Toncar, 2009; Pillania, 2009). 

Self-Development Dimension

The second dimension, “Self-Development”, consists of two facets with eleven brand personality traits 
in total (Table 3). Different from the previous literature, this dimension was emerged as a new brand 
personality dimension for sustainable brands in B2B markets, emphasizing the need for new personal-
ity traits related to the continuous improvement tendency of brands to be integrated to their personality 
images. The two facets in this dimension are “Open for improvement” and “Up-to-date”, highlight the 
importance of the essential features for industrial brands for the realization of their self-development to 
reinforce their sustainability in business environment. 

PersuasiveI&W “We have effective sales and marketing techniques that can convince each customer.”
“Being able to sell even on the phone”, “Convince a customer of a substitute product”

CollaborativeI&W “As a customer we can say that they behave very collaboratively.”
“Having a collaborative working approach”, “Principle of working together”

Teamwork skillsI&W “As being this brand’s supplier, we are also happy to be a team-mate.”
“Understandable working path”, “Able to work as a team”

Careful about thoughts 
of peopleI&W

“This brand always cares about your thoughts; you can share your wishes and suggestions about the brand.”
“Frequent surveys for feedbacks”, “Acting in the direction of feedbacks”

ReliableA,V,H&M “Being reliable is the first thing that describes the firm, I think.”
“Creating a reliable perception”, “Trying to obtain trust first”

TrustworthyH&M “Because the ladies come and buy from us for their husbands even without trying them on; this shows how much they trust this brand.”
“Assuring products”, “Confidential firm”

Honest A, V, H&M “There is an honest way of working in here.”
“Stand behind our promises”, “Not to trick the customer”

WholesomeA “I think it is a priority for the brand to value human health and work with appropriate products and brands.”
“Pay attention to the content of products”, “Shopping with appropriate to health”

“A” represents “Aaker (1997)”, “V” represents Venable (2005), “H&M” represents Herbst and Merz (2011), and “I&W” represents the interviews and websites.

Table 2. Continued
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The first facet, “Open for improvement” underlines the importance of the adoption of innovative 
practices or new technologies to the brand personalities as well as the existence of more personal aspects 
like self-criticism or self-consciousness. These traits are crucial with regard to surviving for industrial 
brands in today’s technology-dominated, innovation-oriented business environment (Aaker, 2007). The 
second facet, “Up-to-date”, refers to the adaptability of the industrial brands to current conditions. In-
terestingly, “Traditional” was emerged as a new trait in this dimension, which indicates the importance 
of an adoption of brands to their local personalities. Being traditional is perceived as a shift towards a 
brand’s local self in order to be competitive and sustainable, especially in business settings like in the 
emerging markets.

Sophistication Dimension 

The third dimension, “Sophistication”, consists of thirteen brand personality traits, which are categorized 
under two facets, namely, “Good-looking” and “Sincere” (Table 4). This dimension was adopted from 
Aaker’s (1997) brand personality scale. The traits categorized under this dimension emphasizes the cus-

Table 3. “Self-Development” Dimension of Sustainable Brand Personality Traits for B2B Markets

Dimension: Self-Development

Facet: Open for Improvement

Trait Quotation

InnovativeH&M “The brand is open to innovation, because they always try to use new things, technologies etc. in the factory.”
“Changing very quickly”, “Abreast of any change”

ScrutiniserI&W “As a brand, we have such an R&D that is unlike any that exist in many businesses.”
“A good researcher”, “Always searching for market and improvements”

Technology-orientedI&W “At the same time it is a technology dominated brand that use technology actively.”
“Technological production methods”, “Integrated technology into the business”

Good at using social 
mediaI&W

“We use all the social media tools that you can think of. We’re pretty advanced in that. “
“Social media campaigns”, “Image display on website”

Self-criticalI&W “Do we have things to be criticized? Of course we do. We accept this.”
“Accept and compensate for areas that are faulty”, “Indicating the areas that the customer is right”

Open for criticismI&W “One of the most important characteristics of the brand is that it is mature enough to be open to criticism.”
“Immediate action after complaint”, “Listening all our employee”

Self-consciousI&W “As a brand we are aware of ourselves and our competitors in this industry.”
“Aware of the reason for existence”, “Aware of personality”

Facet: Up-to-date

Trait Quotation

TrendyA, H&M
“This brand would be a woman, who wears fashionable clothes, follows fashion but nevertheless wears clothes that are not 
appropriate for her body.”
“Offering customer to the latest product”, “Following the latest improvements”

ContemporaryA “Apart from that, I can say; this brand would be someone with contemporary views and working in a modern city.”
“Keep up with the life of the age”, “Modern”

TraditionalI&W “So it is more like a traditional brand, a brand that has this kind of this belief.”
“Completely domestic production”, “Proudly native”, “Producing in our country with our workers”

International-oriented 
H&M

“We want to strengthen the position of leading, domestic producers in the global arena.”
“Europe as the main target”, “Involved in 22 international projects in one year”

“A” represents “Aaker (1997)”, “V” represents Venable (2005), “H&M” represents Herbst and Merz (2011), and “I&W” represents the interviews and 
websites.
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tomer’s perception on the appearance and intimacy of the industrial brands. This finding indicates the 
importance of the customer side image of the B2B brands; that is, how it is perceived by the customer, 
or how it is regarded.

In “Good-looking” facet, “Middle-aged” is one new trait explored by this study, emphasizing that 
physical image is an important trait in terms of the emphasis on sustainability as it refers to the level 
of personality maturity. On the other hand, in “Sincere” facet, “Role-model” and “Popular” are the two 
uniquely explored traits in this study, which highlight the admire to be imitated and popularity of brands 
being important for the sustainability impression of B2B brands. Different from what is discussed in the 
previous literature, the emergence of such brand personality traits proved that emotional features are also 
highly associated with B2B brands when sustainability image is integrated into the brand personalities.

Table 4. “Sophistication” Dimension of Sustainable Brand Personality Traits for B2B Markets

Dimension: Sophistication

Facet: Good-looking

Trait Quotation

GlamorousA,V, H&M “The brand presents casual style and comfortable products with attractiveness for those who enjoy looking radical in their clothes.”
“ Personal style with glamorous dress models”, “Attract attention for style”

YoungA, H&M “It’s also a young brand in this industry.”
“ New in sector”, “Inexperienced because of age”

Middle aged I&W “Other paint brands are younger; we are middle aged.”
“Being older than competitors”

MasculineA,V “I can say that the brand would be a father figure who is a little more paternal.”
“A father figure “, “Closer to being a man”

FeminineA, H&M “Yes. If the brand was a person, it would be a woman first. “
“An exemplary mom”, “A successful mom”

Facet: Sincere

Trait Quotation

LovingV “I think a company that is loved from people as the first feature.”
“Brand that the most wanted to work in Turkey”, “People want to be involved with pleasure”

Popular I&W “Everyone knows our brand in Turkey, and it is reason for their choice.”
“So widespread in public”, “Getting know by more and more people everyday”

Role model I&W
“Other companies also look at this brand and try to achieve success by taking the example of fame, characteristics and applying it in 
their own structures.”
“Epitomic with success”, “Inspired by other brands”

CheerfulA, H&M “The sincerity and cheerfulness are the first personality traits of employees that this brand has.”
“More intimate”, “Based on more sincerely relationships”

FriendlyA “We behave so friendly to our customers, they always visit us even if they have no reason.”
“Close relationship”, “Make feel friendly”

Family-orientedA “People come here with their families and they can shop with peace of mind.”
“Think our brand like their own family”, “Family environment in company”

UniqueA “When you look, we are separating from competitors with our unique features. “
“Having a unique concept”, “Totally different concept from all of the competitors”

OriginalA, H&M “The brand stands out with original designs and patterns for years.”
“Different and special molds”, “A brand that cannot imitated”

“A” represents “Aaker (1997)”, “V” represents Venable (2005), “H&M” represents Herbst and Merz (2011), and “I&W” represents the interviews and 
websites.
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Sensitiveness Dimension 

The fourth dimension, “Sensitiveness” consist of nine brand personality traits. These traits are not cat-
egorized under different facets, as each one of them represent a distinct trait associated to sustainable 
personalities of B2B brands (Table 5). In this dimension, nine of the ten traits are uniquely explored by 
the research in this study. 

“Sensitiveness” dimension emphasizes the importance of close, humanistic, and responsible busi-
ness approach of B2B brands in terms of their contributions to the economy, environment, and society 
at large. Considering that the traits categorized under this dimension are new to the literature, it can be 
stated that sustainability-related personality traits are becoming increasingly critical to be integrated 
to B2B brands for long-term competitiveness and survival. For example, “Long-term relationship” is 
considered to be an important business strategy for B2B companies, where the relationship between the 
supplier or customer is long-standing (Herbst & Merz, 2011). 

B2B Brand Personality Traits Addressing Social, 
Environmental and Economic Sustainability Image

In the second part of the study, another data set was collected by a survey, which assessed the association 
of each of the brand personality trait with the three pillars of sustainability distinctively. In the analysis, 
mean values for the traits were calculated for the environmental, social and economic pillars of sustain-
ability, and the values which remain below the cut-off value, 4, were removed from the list of the related 
pillar, whereas, above 4 were accepted. 

Table 5. “Sensitiveness” dimension of sustainable brand personality traits for b2b markets 

Dimension: Sensitiveness

Trait Quotation

CaringV “In order to survive, you will be profitable of course, but we are the brand that cares of both the people and environment first.”
“Caring about the human rights”, “Careful about nature”

Socially responsibleI&W
“This brand is highly socially responsible that provides support to a number of important charity organizations, and 
sponsorships.”
“High awareness for social responsibility”, “Participation to the projects”

Environmentally 
consciousI&W

“It should be evaluated as one of the brands with the highest environmental sensitivity.”
“Working for nature”, “Environmentally friendly firm”

EgalitarianI&W “We are trying to reach any people, every kind of customer; irrespective of which income level they are.”
“Equal to all employees”, “Non-discriminatory among customers”

HumanistI&W “The most important and valuable element is human and their rights.”
“Human, as most important value”, “Sensitive for human values and human rights”

Careful about employee 
satisfactionI&W

“Satisfaction of our workers in factory and employees of our all branch are very important for us.”
“Improving the loyalty of employees, “”Happy Employee Happy Customer” understanding”

Long-term relationship 
orientedI&W

“We generally maintain our business relationships with our customers for long periods of time.”
“Over 20 years old relationship”, “Keeping our partnership together for a long time”

Committed to contribution 
to economyI&W

“This brand is a Turkish company, they spread abroad, so they contribute to the Turkish economy at the end. “
“Producing power of Turkey”, “Domestic labor force”

Supportive for 
educationI&W

“Of course, we are contributing to education, along with various social benefits.”
“Standing United for Education program”, “Conscious about how important of education on people’s life”

“A” represents “Aaker (1997)”, “V” represents Venable (2005), “H&M” represents Herbst and Merz (2011), and “I&W” represents the interviews and 
websites.
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As a result, 55 traits were associated with one or more of the sustainability pillars, while “Middle-
aged”, “Masculine” “Feminine”, “Unique” and “Traditional” were removed from the list, as they did 
not associate with any of the pillars above the mean value. Table 6 shows the list of personality traits in 
strong association with each pillar of sustainability. 

The results of the analysis show that there are brand personality traits reflecting different pillars of 
sustainability. Among these, forty-three of the fifty-five traits were associated with all three pillars, 
indicating that the sustainable brand personality traits explored in this study represent sustainability 
from an integrated image of social, environmental and economic aspects. However, there are also some 

Table 6. Sustainable Brand Personality Traits for B2B Markets

Competence Self-Development Sophistication Sensitiveness

Professional Open for improvement Good-looking Caring ENV,SOC,ECO

ProactiveENV,SOC,ECO InnovativeENV,SOC,ECO GlamorousENV,SOC,ECO Socially responsibleENV,SOC,ECO

EducatedENV,SOC,ECO ScrutinizerENV,SOC,ECO YoungENV,SOC,ECO Environmentally consciousENV,SOC,ECO

CompetentENV,SOC,ECO Technology-orientedENV,SOC,ECO Sincere EgalitarianENV,SOC,ECO

ExperiencedENV,SOC,ECO Good at using social 
mediaENV,SOC,ECO LovingENV,SOC HumanistENV,SOC,ECO

ReputableENV,SOC,ECO Self-criticalENV,SOC,ECO PopularSOC Careful about employee satisfactionENV,SOC,ECO

LeaderENV,SOC,ECO Open for criticismENV,SOC,ECO Role-modelENV,SOC,ECO Long-term relationship orientedENV,SOC,ECO

SuccessfulENV,SOC,ECO Self-consciousENV,SOC,ECO CheerfulSOC Committed to contribution to economyENV,SOC,ECO

OrganizedSOC,ECO Up-to-date FriendlySOC Supportive for educationENV,SOC,ECO

PrincipledENV,SOC,ECO TrendySOC Family-orientedENV,SOC,ECO

Achievement-oriented ContemporaryENV,SOC,ECO OriginalECO,SOC

PerfectionistENV,SOC,ECO International-orientedENV,SOC,ECO

CompetentENV,SOC,ECO

RuggedECO

DiligentENV,SOC,ECO

Hard-workingENV,SOC,ECO

Down-to-earthENV,SOC,ECO

Quality sensitive ENV, ECO

Problem-oriented

Strong communication skillsENV,SOC,ECO

SmoothSOC

AccessibleENV,SOC,ECO

PersuasiveENV,SOC,ECO

CollaborativeENV,SOC,ECO

Teamwork skillsENV,SOC,ECO

Careful about thoughts of peopleENV,SOC,ECO

ReliableENV,SOC,ECO

TrustworthySOC,ECO

HonestSOC,ECO

WholesomeENV,SOC,ECO

“ENV” represents environmental pillar, “SOC” represents social pillar, and “ECO” represents economic pillar of sustainability.
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traits which reflect only a particular pillar of sustainability. This distinction is obvious in the social pillar 
with five traits reflecting the social sustainability image of brands in B2B markets, namely, “Smooth”, 
“Trendy”, “Popular”, “Cheerful” and “Friendly”. Besides, there is only one specific trait, “Rugged”, 
which strongly reflects the economic pillar. Interestingly, none of the traits were found to be associ-
ated with the environmental pillar alone. Environmental pillar is paired with either social (“Loving”) 
or economic (“Quality sensitive”) in relation to B2B brands’ sustainability images. On the other hand, 
social and economic sustainability is represented by four personality traits in B2B markets, namely, 
“Organized”, “Trustworthy”, “Honest”, and “Original”. 

These findings indicate that B2B firms can strengthen their competitive power, create comparative 
advantage and differentiation by integrating these sustainability-related personality traits into their 
brands for the distinctive pillars. This would leverage their brand’s sustainability image in the eyes of 
the customers, which would create a sense of mutual belonging (Mael & Ashforth, 1992). 

CONCLUSION

In the face of today’s intense competition, many businesses are struggling to maintain their market share 
and create long-standing brands to sustain their existence. It is mainly because, the variety of products 
and services and diversity of brands are increasing. In an effort to differentiate their brands from com-
petitors and gain competitive advantage, businesses are introducing their brands by associating them 
to human personality traits. Appropriate, effective and successful brand personality strengthens the 
emotional link established between the brand and the customers, and increases the customers’ brand 
preferences and usage; thus, a sense of trust and brand value for customers on the brand is established 
(Mael & Ashforth, 1992). From this point of view, businesses struggle to achieve success by creating a 
strong personality for their brands. In that respect, it is further suggested that, B2B brands, that integrate 
sustainability activities into their businesses, will gain comparative advantage by differentiating their 
brands as well as achieving productivity (Kumar & Christodoulopoulou, 2014). This study investigates 
the concept of brand personality in terms of creating sustainable B2B brands, which is one of the most 
important aspects of brand management affecting the behavior of the customers and their decision-
making processes. Results reveal that brand personality traits are perceived differently in B2B markets 
when sustainability criterion is considered. 

From a theoretical perspective, this study shed lights on different areas of research. First, although 
sustainability is a common topic for B2C brands, it is not yet for B2B brands. This study contributes to the 
literature by considering sustainability in B2B branding concept, and extending the discussion on brand 
personality traits for the three pillars of sustainability. Results reveal that there are distinct personality 
traits indicating sustainability; especially the role of sensitive or self-evaluative personality traits are 
becoming prominent when sustainability is searched in B2B brand images. Besides, branding is a concept 
to be investigated not only from developed economy contexts, but also from emerging economies. This 
research also reflects the perspective of an emerging country, Turkey, at which the critical supply chain 
partners of global brands are located. In an effort to sustain their brand identities, it is also important 
for global brands to understand the viewpoint of their counterparts operating in emerging economies. 

From a managerial perspective, this study provides a valuable insight into B2B companies for posi-
tioning and differentiating their brands in a sustainability context. Industrial marketers can elevate their 
brand’s value in the eyes of the customers by building sustainable personality images based on four dimen-
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sions: “Competence”, “Self-Development”, “Sophistication” and “Sensitiveness”. Industrial marketers 
can benchmark their brand’s current personality with those in the study, and identify areas for improving 
their brand’s image towards sustainability. They can achieve success by adopting these traits against 
their competitors as a means of differentiation. Besides, brand managers can use these brand personality 
traits to promote their brand’s social, economic and environmental sustainability images distinctively.

LIMITATIONS AND FUTURE RESEARCH

This study has limitations which can be addressed in further research. First, in this study, both small-, 
medium-, and large-sized B2B brands and their first-tier supply chain partners (suppliers and customers) 
were considered. Further study can focus on one particular size of companies to produce a more nuanced 
understanding on the personality traits in industrial markets. In addition, this research can be extended 
by interviewing other brands in both developed and developing economies, and a comparative analysis 
can be made to outline whether brands in these economies reflect different personality traits in terms of 
the three pillars of sustainability. This would confirm the viability of sustainable brand personality traits 
in B2B markets at different countries and cultures (Aaker, Benet-Martinez, & Garolera, 2001; Ferrandi, 
Valette-Florence, & Fine-Falcy, 2000; Herbst & Merz, 2011; Hieronimus, 2003; Venable et al., 2005). 
Besides, further studies can develop a scale to measure the sustainability image of brand personality 
traits for B2B markets. Finally, as previously suggested by Herbst and Merz (2011), future studies can 
observe how different dimensions of personality traits interact.
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KEY TERMS AND DEFINITIONS

Brand Personality: The way of transferring human characteristics to a particular brand for achieving 
differentiation and other functional benefits.

Brand Personality Traits: Characteristics that define a particular brand name.
Branding: A process concerned with creating a unique name and image for enhancing the product 

or service in consumers’ minds.
Business-to-Business Branding: A process concerned with creating a unique name and image for 

enhancing the product or service across industrial customers.
Emerging Market: The market that is advanced in comparison to underdeveloped countries concern-

ing economy and infrastructure, and on the way to becoming a developed market.
Social Identity Theory: The theory of social psychology that provides insights to explain intergroup 

behavior.
Sustainability: The responsibility for the environment and the society at large to achieve long-term 

profitability.
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ABSTRACT

In today’s highly competitive markets, business managers are always looking for new ways to increase 
awareness of their products and promote their brands. As such, they use a variety of marketing strategies 
to attract more customers. This study was implemented using a qualitative research method known as 
netnography in conjunction with MAXQDA data analysis software. Three smartphone brand communities 
were studied, and their popular brand pages (Samsung, Sony, and Huawei) were targeted on Instagram. 
This study consists of two parts. First, the researchers analyse the content of user comments to explore 
the consumer’s brand attitude, purchase decision-making process, and consumer decision-making styles. 
In the second part, the content of posts of brands was coded in order to examine creative social media 
strategies used by these brands and measure their efficiency. Results offer valuable guidelines to brands 
with regards to consumer behaviour on social media.

INTRODUCTION

Two-way communication, as provided by Web-2, has transformed the way people use the Internet, and 
a considerable amount of content is now created by users. It is possible to access shopping patterns and 
purchase behaviors of users by analyzing these types of content and content consumption trends. In the 
extremely competitive markets of today, firm managers and brand owners are looking for new ways to 
make people aware of their products and promote their brands through the identification of consumers’ 
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behavior and their needs. In order to achieve their goal, they use various marketing methods to attract 
more customers. Thus, social media provides them the opportunity to obtain valuable information on 
what their audiences are interested in and how they behave. Therefore, social media has become one of 
the most important environmental factors influencing consumers’ purchase intentions. Nowadays, one 
of the ways in which marketers achieve their goals is through the development of brand communities in 
the form of brand fans pages on social media, wherein customers can interact with their favorite firms 
and brands through ‘likes’ or ‘comments’ (McAlexander, Schouten, & Koenig, 2002; Muniz & O’guinn, 
2001). The conjunction of these two social phenomena contributes to the achievement of social media 
marketing purposes, including branding, promotion, market research and customer relationship manage-
ment activities (Chen, Fay, & Wang, 2011; Tuten & Solomon, 2014). The enthusiasm for brand community 
development is because of their numerous advantages, including awareness about consumer reactions to 
new products, rebuilding a competitive advantage, maximizing opportunities to attract customers who 
are loyal to the brand for collaboration and co-creation, influencing individuals’ attitudes toward brands 
(Muniz & O’guinn, 2001) and, more importantly, attracting loyal customers (McAlexander et al., 2002).

Since shopping is a social experience, social media permit users to interact with many people to take 
advantage of their experiences (Pookulangara & Koesler, 2011). In this context, the growing importance 
of Web 2.0 and its effects on consumers and firms has increasingly drawn the attention of researchers 
in this field. This often leads to changes in customers’ behavior by concentrating on social media and 
providing a flexible platform to help surmount the challenges all marketers face in today’s changing 
markets (Quarterly, 2007).

Although brand communities have been examined in different contexts and in relation to several 
products, only recently have researchers started to examine social media-based brand communities. 
Online brand communities have been categorized according to who owns and manages the communities, 
which are either (1) consumer generated or (2) brand generated communities (Jang, Olfman, Ko, Koh, 
& Kim, 2008; Kozinets, 1999). For this study, we selected three official brand pages on Instagram—
Sony, Samsung, and Huawei—as the social media-based brand communities. These pages are known 
as business generated communities, which are purposefully initiated and controlled by brand marketers 
to build relationships with consumers and to shape consumer response about their brands and products; 
in this case, the pages focused on smartphones from a marketing perspective.

The first goal of this study was to examine some of the indicators of consumer behavior; that is, 
the consumer’s brand attitude and their purchase decision making process in social media based brand 
communities. The second goal was to identify key marketing strategies that may lead brand followers to 
engage in a specific brand page on Instagram and increase their purchase intention by building on prior 
research in the social media marketing scope, such as the prior research by Ashley and Tuten (2015), 
and Felix, Rauschnabel, and Hinsch (2017). In other words, the second objective was to answer the 
question of which social media marketing strategies have a better effect and lead to the success of mar-
keting activities on social media and user satisfaction. This paper is organized as follows. The authors 
first reviewed the literature on the fundamental concepts of research as the background of the study. 
The following section introduced a brief review of the methodology undertaken for this study, followed 
by a review of the brand attitude, purchase decision-making process, and consumer decision-making 
styles, and finally, the researchers examined the creative social media strategies used to study brands 
and measure the efficiency of their strategies. The explorative results of each section are also described 
and discussed. In the last section, the authors conclude with implications for brand owners and propose 
some limitations that provide opportunities for further research.
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THEORETICAL BACKGROUND

Social Media

Kaplan and Haenlein (2010) define social media as: “A group of internet-based applications that build 
on the ideological and technological foundations of Web 2.0, and allow the creation and exchange of 
user generated content.” As Social media is an important part of the current information ecosystem. The 
use of social media applications is spreading at an unprecedented rate amongst consumers, businesses, 
governments, and organizations. According to (Lang, 2010), consumers spend, on average, nearly one-
third of their time engaging in social media activities. Marketers use social media platforms not only to 
push information about products but also as a medium for customer-to-customer communications. This 
strategy offers companies an insight into the product-related attitudes of consumers and their purchase 
and post-purchase experiences (Mangold & Faulds, 2009). Brands are attempting to take advantage of 
social media as it provides both a rich source of information and a platform for their marketing objec-
tives and innovations. From these platforms, they are also able to manage stakeholder and consumer 
relations. As a result, companies now view involvement in brand communities as a valuable way in 
which they can strengthen consumer loyalty. Social media is an essential component of next-generation 
business intelligence (Zeng, Chen, Lusch, & Li, 2010), and its pervasive nature is leading to changes 
in communications between organizations, communities, and individuals (Kietzmann, Hermkens, Mc-
Carthy, & Silvestre, 2011).

Social Media Based Brand Communities

Several studies have been done in the field of brand community’s analysis and with regard to the ongoing 
increase in the number of social media users, recent studies have mainly focused on the intersection of 
these two fields, which is the emerging phenomenon of social media based brand communities. A brand 
community is a social structure through which customers, brand enthusiasts, and other stakeholders can 
communicate with the brand and with each other (Zaglia, 2013). It is a place that empowers customers 
(Cova & Pace, 2006), which leads to a strong bond between consumers and brands (De Valck, Van Brug-
gen, & Wierenga, 2009) and, consequently, positively influences shopping behaviors and brand loyalties 
(Lapel, Ellez, & Anarbekov, 2011). Members of a brand community have a profound attachment to that 
community and can offer an excellent source of information with regard to product improvement and 
innovation (Von Hippel, 2005). Branding has changed to such an extent that Muniz & O’Guinn offered 
the following definition for the brand community: “…specialized, non-geographically bound community, 
based on a structured set of social relations among admirers of a brand…” (Muniz & O’guinn, 2001). In 
addition, the immense popularity and potential benefits of social media such as low costs, highly efficient 
communications, and wide and easy access have encouraged many brands to participate in such spaces 
(Kaplan & Haenlein, 2010). Many firms are now benefiting from the capabilities of brand communities 
and social media simultaneously by using social media platforms to develop brand communities (Kaplan 
& Haenlein, 2010; Muniz & O’guinn, 2001).

Several studies have been carried out in the field of brand community analysis. In light of the ongoing 
increase in the number of social media users, recent studies have focused primarily on the intersection 
of virtual platforms and brand communities. This intersection has created the emerging phenomenon of 
social media-based brand communities. This is a subset of the broader concept of online virtual com-
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munities. Their most distinctive feature is their thematic orientation, i.e. wide and general in a social 
network compared to relatively narrow and focused in a brand community (Zaglia, 2013). The emergence 
of this new form of virtual brand community provides platforms for online consumers to share and ex-
change ideas, views, and product/service related information. Hippel (2015) believes customers to be 
a fantastic source of creative ideas when their feedback and recommendations can be readily accessed. 
Consumers not only absorb content produced by marketers but also positively participate in creating, 
sharing, and consuming content (Laroche, Habibi, Richard, & Sankaranarayanan, 2012). In sum, these 
brand communities offer a perfect environment for the development of multiple marketing activities.

LITERATURE REVIEW

To provide a foundation for the current research, the researchers reviewed the literature related to the 
online brand community, consumer–brand relationships, brand communities based on social media, 
and the social media marketing context. Algesheimer, Dholakia, and Herrmann (2005) examined the 
social effects of brand communities on variables such as purchase intentions, brand loyalty, and com-
munity identification. They showed that brand relationship quality has a positive impact on brand loyalty 
and purchase intentions. Also, brand community identification has a positive effect on brand loyalty 
through the mediation of community engagement. Casaló, Flavián, and Guinalíu (2007) examined the 
effects of participation in brand community on brand trust and loyalty. They found, in the context of 
online brand communities, that participation in the brand community enhances brand trust and brand 
loyalty. (Stokburger‐Sauer, 2010) examines the effects of the four building blocks of brand community 
(i.e., consumer’s relationship with brand, product, company, and other consumers) on brand loyalty and 
brand community identification. He found that these elements can positively influence brand loyalty, 
satisfaction, and community identification. Several studies examine consumers’ motivations to join 
social media based brand communities. Consumers have been recognized to join social media in order 
to improve their skills and knowledge about certain product or service (Brodie, Ilic, Juric, & Hollebeek, 
2013; Zaglia, 2013), to get some type of information and request for help; to support the brand they like 
(Hennig-Thurau, Gwinner, Walsh, & Gremler, 2004). On social media, a number of researchers, such as 
McAlexander et al. (2002), have established a conceptual framework of brand communities, facilitating 
a better understanding of the characteristics and limits thereof for marketers and researchers to interact 
within this new platform. Recently, the existence of brand communities in social media contexts was 
supported by several studies (Habibi, Laroche, & Richard, 2014; Laroche et al., 2012; Zaglia, 2013). 
Laroche et al. (2012) showed that membership in a brand community based on social media has a positive 
impact on the customer–product relationship, the customer–brand relationship, the customer–company 
relationship, and the customer–customer relationship through a survey-based empirical study. Gum-
merus, Liljander, Weman, and Pihlström (2012) investigated the satisfaction and loyalty of customers 
by examining customer engagement in Facebook-based brand communities. They found that customer 
engagement has a positive effect on social, entertainment, and economic benefits. They also argued that 
this type of online brand community lets companies aim for a higher engagement with their members, 
which can alter loyalty and perceptions of the brand as well as provide the company with new insights.

They argued that this type of online brand community let companies aim for a higher engagement 
in their members, which can alter loyalty, perceptions of the brand as well as provide the company with 
new insights.(Cvijikj & Michahelles, 2013) suggested different ways that enhance user engagement in 
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social media based brand communities especially Facebook by analyzing the influencing characteristics 
of the content that published by the company, such as media type, content type, posting day and time and 
they measured online customer engagement by number of likes, comments and shares, and interaction 
duration. A netnography of a Canon Facebook fan page was carried out by Zaglia in order to investigate 
the existence, functionality and different types of brand communities within social networks. Goh, Heng, 
and Lin (2013) have investigated the differences between impacts of consumer- and marketer-generated 
social media based brand content on consumer behaviour. (Jang, Olfman, Ko, Koh, & Kim, 2008) found 
that whoever initiates the brand community can moderate its effect on brand loyalty and commitment. 
Park and Kim conducted a study that examines brand pages of apparel and restaurants/coffee houses 
on Facebook, showing that the customers’ participation in an online brand community has a positive 
effect on the brand-quality relationship and on the willingness to speak well about the brand (Park & 
Kim, 2014). Hutter et al. (2013) also proved that the consumer’s engagement with a car manufacturer 
fan page on Facebook had a positive effect on consumer’s purchase intentions, word of mouth and brand 
awareness. On the other hand, Habibi et al. (2014) warned that in the short term, brands may not see 
market performance effects (higher sales or market share) from their social media activities focused 
on non-customers. They argued that brands need to continuously explore opportunities to acquire new 
customers, since existing customers may fall away.

RESEARCH METHOD

Netnography

Netnography that is known as ethnography on the Internet or doing ethnographic research online is a 
qualitative research method that uses a similar technique to ethnography in recognition of online commu-
nities, and also utilizes some social analysis methods (Kozinets, 2010a). Kozinets (1999) wrote that with 
qualitative data “it becomes possible to more thoroughly understand how consumers view the company 
and its products, and where the products fit into consumers’ entire lived experience. There can probably 
be no more insightful and solid a foundation for relationship marketing than this.”

This method uses the existed information on the Internet to study the consumer groups online and 
results in better perception of a customer need and factors that are effective on his/her decisions for 
marketing researchers (Kozinets, 2010a). Netnography enlightens managers on matters such as brand 
community opportunities and negotiations, Brand positioning and repositioning opportunities, Com-
munity Management, Competitive Analysis, Social media audits, usage, and opportunities (Kozinets, 
2010b). Netnography is also a powerful way to achieve consumer attitude, behavior, and ideas to provide 
new products and understand changing the marketplace and exploring new markets which business 
owners can’t reach them by the previous methods simply (Kozinets, 2010b). This approach can easily 
access to “spontaneous consumer talk that is more natural and more ‘real’; ‘heartfelt’ data that is more 
vivid and textured” (Puri, 2007) all advantages that mentioned above makes this qualitative approach 
ideal to study and check the emergence of brand communities in social networks. In addition, previous 
studies introduced netnography as a qualified and desirable approach to study virtual consumer com-
munities (Cova & Pace, 2006). Adapting Kozinets (2010), the simplified flow of the research method 
(netnography) is depicted in Figure 1.
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Grounded theory method was used in data analysis phase that is frequently used in netnography 
studies (Kozinets, 2010a). In this method, the researcher used exploratory approach and patterns found 
by exploring the data. In this method, using pre-prepared hypotheses is forbidden, and researchers don’t 
have pre-formulated hypotheses. Grounded theory is not hypotheses test and is actually a method to 
produce hypotheses (Partington, 2002). Data coding is done on two levels in this method: 1) open cod-
ing: a researcher studies and codes data line-to-line in this step. It may be probably necessary to compare 
and revise codes. 2) Axial coding: data is compared and connected with each other for classification or 
clustering in this step (Partington, 2002).

Sample

The second step of netnography is community selection (as shown in finger 1), the authors followed 
Kozinets’s (2010) recent recommendations for choosing the most appropriate online community for the 
implementation of the netnographic technique. This online community should have following features:

• Appropriate to the research objective
• Needs to be active recently, it should have regular and recent high posting traffic
• Interactivity involves participation of users in the conversations
• The community must have significant number of followers or Member and high level of commu-

nication flow among them
• The community must have various type of members
• Detailed or descriptively rich data

Figure 1. The simplified flow of the netnography (Adapted from Kozinets, 2010, p. 61)
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To meet the mentioned criteria, Instagram was chosen as the subject matter for this study. Instagram 
is also one of the fastest growing social media platforms and has one of the highest engagement levels 
(Phua, Jin, & Kim, 2017), which makes it interesting to study. On the other hand, over 5 million brands 
are increasingly using Instagram as a marketing tool and 80 percent of Instagrammers follow a business 
on Instagram (Instagram internal data, March 2017). In Iran, users spend more time on Instagram than 
other social media platforms. The next step after choosing a proper online community was choosing the 
brand and product category offered by that brand to achieve the research objective. The previous research 
has proven that user-generated content is more likely to influence other members when the discussed item 
is more complex, higher priced and highly coveted, such as technological products for example (Riegner, 
2007). So, the researchers decided to choose the smartphone category from the technological products.

For this study, three social media based brand communities which was the official brand page of 
Sony, Samsung and Huawei on the Instagram, were selected for the following reasons. First, these three 
brands have strong competition in the Iran’s commercial market. Second, the price of products sold by 
these companies is significant enough leading to “high involvement” in the decision-making process 
(Adjei, Noble, & Noble, 2010), but it’s not too expensive to reduce consumers’ purchase intention.

Data Collection and Analysis

Netnography collects data from Internet data, interviews data and fieldnotes (Kozinets, 2002). In this 
study, data were collected from two sources: the Internet, or archived data, and field notes. Archived data 
are directly copied from communities that play no role in the research process, such as, in this case, user- 
or market-generated comments. Field notes are qualitative notes recorded by researchers during or after 
their observation of the content that they are studying—in this case, online brand community content. 
Reflective field notes are intended to reflect ideas, questions, concerns, and other related thoughts of the 
netnographer (Kozinets, 2002). In this study, a non-participant netnographic technique was developed 
that allowed researchers to study the phenomenon without directly participating in Instagram interactions 
(Cova & Pace, 2006). The researcher or netnographer was to have existing knowledge of and familiarity 
with the brands and the products and then join the community and lurk constantly (Zaglia, 2013). In order 
to collect archived data, six consecutive months of conversations and discussions among members within 
these three Instagram brand pages were gathered, and the data were recorded in three distinct Microsoft 
Word files in order to be entered into MAXQDA.11 to code and analyze. Members’ comments within 
these brand communities were considered raw impressions of data (Kozinets, 2002) and are considered 
archived or Internet data in this study. A total of 558 comments for Sony, 961 comments for Samsung, 
and 538 comments for Huawei were extracted. These comments included consumers’ decisions, senti-
ments, and feelings of satisfaction and dissatisfaction, among other expressions. The researchers coded 
the data into initial categories, analyzing them for themes relevant to the research purpose. Then, in 
order to record field notes, the observations of the researchers were taken from the Instagram posts of 
these brands, which were collected over a 30-day period.

FINDINGS

In this section, respectively, the authors discuss the analysis of consumer attitudes toward these three 
brands, consumer decision-making process, and consumer decision-making styles have been investigated 
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and finally, the researchers review the content publishing strategies used by these three brands. Then 
analyze the effectiveness of their social media marketing activities.

Brand Attitude

Attitude is defined as the sustainable sets of cognitive, emotional, perceptual and motivational processes 
related to the environment around us (Hawkins, Mothersbaugh, & Best, 2013); it is also defined as 
knowledge and positive or negative emotions related to a topic or person (Balakrishnan, Dahnil, & Yi, 
2014). The attitude toward a brand is the feeling of a consumer toward a specific brand under the effect 
of various factors that cause the consumer to buy or not. Knowing the type of users’ attitudes is important 
because it plays a major role in the formation of word-of-mouth marketing in online brand communities, 
The effects of electronic word-of-mouth (e-WOM) in brand communities may be significant (De Valck et 
al., 2009), as recommendations can spread rapidly and with no cost, both within and beyond the virtual 
brand community(Brodie et al., 2013). On the other hand, consumers are more likely to search for and 
accept negative e-WOM when they lack information and experience (Richins & Bloch, 1991). Express-
ing the negative emotions or negative word-of-mouth in such media reduce their dissatisfaction with a 
service or product (Hennig-Thurau et al., 2004). According to previous studies, purchase intention is 
strongly related to attitude toward a brand (Kim & Ko, 2010; Kumar, Lee, & Kim, 2009). Furthermore, 
(Balakrishnan et al., 2014) found that positive E-WOM is positively related to purchase intentions and 
has a greater effect on purchase intentions than traditional ads. Nowadays, user-generated social media 
content has evolved into a major factor in influencing consumer behavior (Hoffman & Fodor, 2010). 
(Reza Jalilvand & Samiei, 2012) examine the effect of e‐WOM among consumers in the automobile 
industry and found that e‐WOM is one of the most effective factors influencing brand image and pur-
chase intention in consumer markets. So, in this section, the researchers evaluate brand attitude by define 
attitude as the degree of positivity or negativity (valence) of consumer’s comments in order to find the 
dominant brand attitude of brand communities members. The results of coding are shown in Figure 2.

Purchase Decision-Making Process

To recognize the decision-making process of the customers purchasing, Engel, Kollat, and Blackwell 
(1984) created the EKB model to explain customers’ decision-making behaviors. The focus of this 
model is on the five core stages of the decision-making process (i.e., need recognition, search, alterna-

Figure 2. Brand attitude
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tive evaluation, purchase, choice, and experience and evaluation of the product known as post-purchase) 
(Engel, Blackwell, & Miniard, 1995). knowing present consumer’s decision-making stage is important 
because marketers can better understand how consumers respond to their marketing effort so they can 
better design marketing strategies to encourage sales (Chaffey, Smith, & Smith, 2012). On the other hand 
word of mouth communication is the most reliable source of information in the pre-purchase decision-
making and final decision (Qvist, 2009). So, the extracted comments were coded into three categories: 
pre-purchase, purchase and post-purchase. Pre-purchase comments related to those who inquired about 
technical information from other members asked people to help them make their decision, compare 
smartphones offered by different brands. Purchase comments related to those who make their final pur-
chase decision and ask about sales agencies and latest sales & special offers. Post-purchase comments 
have the following themes; looking for after-sales services, several problems encountered after buying 
smartphones Including updates and hardware and software problems and request advice and guidance 
about how to fix them. The results of coding are shown in Figure 3. Most of Samsung brand followers 
were in the purchase and post-purchase stage of decision-making in contrast with Huawei followers that 
were mostly in the pre-purchase stage. Most of Sony followers were respectively at post-purchase and 
pre-purchase stage according to their comments.

Consumer Decision-Making Styles

Decision-making style refers to a mental orientation describing how a consumer makes choices (Durva-
sula, Lysonski, & Andrews, 1993). (Sprotles & Kendall, 1986) have defined it as “a mental orientation 
characterizing a consumer’s approach to making choices”. Sproles & Kendall (1986) then identified 
eight types of decision-making styles. These eight consumer decision-making style dimensions are: 
Perfectionistic, high-quality conscious consumer Brand conscious consumer, Novelty, variety conscious 
consumer, Price conscious, value conscious consumer, Recreational, hedonistic consumer, Impulsive, 
careless consumer, Confused by the over-choice consumer, and Habitual, brand- loyal consumer. In 
this case, the researchers just code two more intelligible styles by content analysis of user comments; 
Perfectionism or high-quality consciousness and Price conscious or “value-for-money” shopping con-
sciousness (see Table1).

The researchers coded the customer who put comments about incentives such as seasonal discounts, 
coupons, sweepstakes and cash rebates into the price-conscious style, and coded the comments about the 
customer’s high standards and expectations for products, comparing product features of different brands 
carefully and looking for the best quality products into the Perfectionistic style. According to the result 

Figure 3. Purchase decision-making process
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of coding which is shown in Figure 4, most of the Samsung consumers were Perfectionistic and quality 
is their first priority. Unlike Huawei customers, that price is more important to most of them. Sony has 
the consumers with both of two mentioned style equally. Although a number of comments could not be 
categorized in these two styles, so these types of comments were removed from the coding.

Creative Strategies for Branded Content

Social media marketing is defined as “the utilization of social media technologies, channels, and software 
to create, communicate, deliver and exchange offerings that have value for an organization’s stakehold-
ers” (Tuten & Solomon, 2014). The primary objective of this section of the study was to examine the 
way that brands use social media for their marketing strategies, after choosing the proper social media 
for their activities; brands should get the right strategy in publishing content. So, in this section, the au-
thors review content strategies of these three brands. First of all, it was necessary to review the relevant 
literature to be aware of existing coding categories and choose the proper brand post categorization 
approach for this case. Their coding procedure draws on qualitative content analysis. In this case, brand 
posts (i.e. texts, photos, videos, and links), captured for the analysis. The researchers code the contents 
by categorizing the creative strategies used by each brand, for this purpose the researchers use Ashley’s 
coding category (Ashley & Tuten, 2015). Table 2 summarizes the definition and common message 
themes of each proposed categories introduced by Ashley and Tuten (2015).

These three brand communities consisted of 427 posts on Sony’s page, 416 posts on Huawei’s page 
and 468 posts on Samsung’s page, which netnography was applied in just five months of their total 
Instagram posts, between December 2016 and May 2017. However, in a social media environment, a 
four-week period is long enough for a rich variety of brand posts to be published (Ashley & Tuten, 2015). 

Table 1. Decision-making Styles (Sproles and Kendall (1986, p.276))

Definitions Decision-making Styles

This style is characterized by a consumer who searches the very best quality in products. Those consumers 
often, are not satisfied with the good enough products. They could be expected to shop more carefully, 
more systemically, or by rigorous comparisons.

Perfectionistic, High-
quality conscious

This style is characterized by consumers who have a high consciousness of sale prices and lower prices in 
general. They care more about product price. They are more likely to prefer products that will give them the 
best value for their money.

Price conscious

Figure 4. Purchase decision-making styles
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The authors carefully studied all the themes and ideas that seemed to characterize the brand posts and 
try to deduct the main messages strategy corresponded to one or more of Ashley’s coding categories. 
The result of coding brand’s post contents is shown in Figure 5.

Effectiveness of Social Media Marketing

In recent years some researchers have been struggling with measuring the effect of their social media 
marketing (Hoffman & Fodor, 2010; Peters, Chen, Kaplan, Ognibeni, & Pauwels, 2013). They also 
argued that returns from social media marketing activities couldn’t entirely be measured financially by 
key financial indicators (Hoffman & Fodor, 2010) because social media is substantially different from 
traditional or other online media due to the network structure. As such, they require a distinct approach 
to manage their marketing efforts. Hoffman and et.al introduce metrics for different social media ap-
plication that helps marketers evaluate the effectiveness of their social media marketing efforts. These 

Table 2. Creative Strategies by Ashley (2015:21)

Message Strategies

In terms of the overall campaign, judge its overall level of “interactivity”—the extent to which 
consumers can participate and engage and be active with the campaign? Interactivity

Utility or functionality of the product/service. Functional appeal

Psychological/social needs—how it will make them feel. Emotional appeal

Do they compare their products to a competitor(s)? If so, is it direct comparison (e.g., Tylenol vs. 
Excedrin) or indirect (us vs. the leading pain reliever) Comparative

Motion; often from a cartoon or graphic image. Animation

Sales Promotions

Do they offer deals or discounts in exchange for something (e.g., signing up/participation)? Discounts or price offs

Do they provide consumers with the ability to enter a contest or sweepstakes? Contest

User-Generated Content

This can be comments, captions, videos, pictures. If yes, via video? Photos? Story? Answers? Captions? 
Other? Invitation to submit content

If yes, is the sharing part of a contest? Do they get a reward or some kind of recognition? Incentives to submit content

This refers to any aspect of the campaign—can they post on Facebook, give feedback on forums, etc.? Ability to interact with or 
comment on the content

Figure 5. Creative strategies for branded content
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metrics organized by 3 key social media objectives; brand awareness, brand engagement and word of 
mouth(Hoffman & Fodor, 2010). (See Table 3) it gives marketers a useful starting point for measuring 
the effectiveness of social media efforts because all of the metrics listed could easily measure.

So the researchers review these metrics in their case in order to evaluate the effectiveness of those 
three brand’s social media marketing activities on their Instagram brand page that they mentioned in the 
previous section. The researchers gathered the average number of likes and comments on a brand post, 
as well as the number of hashtags about the brand and hashtags about brand’s campaigns and events and 
other brand post characteristics, through 5 months of brand posts for each target brand.

The authors found that using more creative message strategies in brand posts lead to a more positive 
attitude toward the brand, positive attitude compels brand fans to like/ comment or more activities on a 
brand post, as they deduct it from Samsung brand page. But using user generated content is risky because 
it needs to be monitored permanently in order to control complaints, rumors, malicious comments and 
negative word of mouth. User generated content was used by Sony more than two other brands, this 
leads to negative attitude formation. but as results shown in last section Sony’s social media efforts was 
more effective than two other brands and this brand creates an interactive and dynamic environment by 
using User-generated content as their content sharing strategy (see Table 4).

CONCLUSION

Social media brings a new dimension to marketing as it offers a medium to be used by brands, consumers, 
and competitors to discuss brand issues with the possibility of potentially improving marketing outcomes. 

Table 3. Measurable metrics for Instagram (Hoffman and et.al 2010, p. 44)

WORD OF MOUTH BRAND ENGAGEMENT BRAND AWARENESS Social Media Application

number of “likes” number 
of reposts/shares number 
of hashtags about the brand 
campaigns and events

number of comments number 
of user-generated items (photos, 
threads, replies) number of 
replies

number of members /followers 
number of views of video/photo 
number of hashtags about the 
brand

Instagram

Table 4. Effectiveness of brand’s social media marketing activities

Huawei Samsung Sony Metrics

27800 62700 46200 Number of members/fans
Brand 
Awareness1720 7080 2720 Average number of views of video

1,070,343 8,435,786 9,650,862 number of hashtags about the brand

25 56 29 Average number of comments

Brand 
Engagement10 3 28 number of user-generated items (photos, 

threads, replies)

10 4 12 Average number of replies

850 3102 1840 Average number of “likes”
Word Of 
Mouth12630 54300 69200 number of hashtags about the brand 

campaigns and events
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Before the emergence of social media-based brand communities, consumers were typically faced with 
a traditional offline closed network of 1 to perhaps 10 people, however, nowadays, one consumer may 
post their dissatisfaction with a brand to 10 million people (Gillin, 2007). These new platforms provide 
marketers the opportunity to effectively design their marketing strategies to capture a larger market 
share; also, consumers can produce self-created advertising content through their involvement in the 
promotion or demotion of brands (Berthon, Pitt, & Campbell, 2008). This kind of innovation leads to the 
creation of new markets through consumers with low costs for business owners (Füller, Bartl, Ernst, & 
Mühlbacher, 2006). The purpose of this research was to investigate the role of social media-based brand 
communities and how they can influence the consumer’s behavior by getting the right content strategy 
according to their consumer characteristics. The results offer valuable guidelines to brands with regards 
to consumer behavior in social media. The netnographic results clarify the importance of understanding 
consumers’ decision-making styles and their stage of decision making. For this study, the researchers 
investigated consumer behavior of three Smartphone brands—Samsung, Sony, and Huawei—by apply-
ing a netnographic research method in order to answer the following questions:

• What content strategy leads to consumer engagement and positive attitude in social media based 
brand communities?

• What stage of decision-making process are the brand consumers mostly at?
• What are the consumer decision styles of these three brands that can be developed on the basis of 

netnography?

First, the researchers evaluate the positivity or negativity (valence) of consumers’ comments in or-
der to find the dominant brand attitude of each of three brand communities’ members. As the findings 
demonstrate, Samsung consumers have more positive attitudes toward their brand, but most Huawei 
and Sony consumers express negative attitudes and generate more negative e-WOM than positive. In 
this case, the development of positive attitudes toward a given brand may constitute a powerful con-
nector that not only intensifies the relationship between consumers and the brand but also makes other 
individuals engage with and become new consumers of the brand. It is important for marketers to know 
which stage of the decision-making process the brand consumer is at. Analysis of the coded comments 
revealed that Samsung brand community members were primarily in the purchase and post-purchase stage 
of decision-making, in contrast with Huawei brand community members, who were mostly in the pre-
purchase stage. Most of the Sony brand community members were at the post-purchase or pre-purchase 
stages. For all brands, it is essential to manage these kinds of consumer communities, understanding 
the decision-making processes underlying the social interactions within the community and adapting 
marketing activities to positively influence consumer behavior towards the brand. Marketing strategies 
should be structured not only based on consumer demographics but also based on consumer behavior 
characteristics such as consumer decision making styles. In this study, researchers coded comments 
that contained Sproles & Kendall ‘s stated criteria for quality conscious and price conscious decision-
making styles. According to the results of this coding, most Samsung consumers were primarily quality 
conscious. A large number of Huawei consumers were instead price conscious, and Sony had basically 
equal numbers of consumers with both of the two styles considered.

This has managerial implications, as Ashley & Tuten (2015) argue that the different branded strate-
gies in social media channels depend on consumer needs, motives, goals and consumers’ interpersonal 
relationships with brands. The content strategy of social media-based brand communities should be 
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crafted in consideration of the two reviewed styles; in other words, by knowing their consumers’ decision-
making styles, managers could develop appropriate marketing strategies. For example, price conscious 
consumers should be targeted through typical sales promotional offers, coupons and price reductions, 
while marketers should stress enhanced brand awareness and emphasis on the qualities of their products 
for quality conscious consumers. This research has important implications for marketers as they have 
the opportunity to tailor to their consumers’ decision-making styles through social media-based brand 
communities. With regard to new product development, the different decision-making styles have two 
implications for marketing managers, who may: (1) focus on inducing their firm to produce high quality 
products within a medium to high price range or (2) focus on setting appropriate pricing strategies, such 
as psychology-driven pricing, for a given situation.

This study also sheds light on the creative social media marketing strategies used by each brand, 
based on the categories established in (Ashley & Tuten, 2015) and the effects of these content strategies 
on a few key Instagram performance measures, as introduced by Hoffman & Fodor (2010). The findings 
of our study indicate that the content of posts is a highly important source for driving positive attitudes 
within this kind of online community. For example, the Samsung brand page used more creative mes-
sage strategies, and this lead to more positive attitudes toward this brand. On the other hand, the content 
strategy used by Sony (user-generated content and sales promotions) leads to better brand engagement 
with consumers than the other two studied brands experienced. However, Sony’s use of more user-
generated content also has reverse effects and leads to negative attitude formation. It can be concluded 
that although developing social media brand pages can be a competitive advantage, it can be destructive 
in other ways. This negative effect is largely because consumers can easily interact with other consum-
ers in these communities, and it is almost effortless to share positive or negative experiences with the 
company and its products. As such, the content of such media must be consistently monitored by brand 
managers, in order to control complaints, rumors, malicious comments and negative word of mouth. 
Therefore, this research considers e-WOM an important benefit which requires careful management due 
to the viral distribution of information (Reza Jalilvand & Samiei, 2012), which can enhance consumer 
positive attitudes but can also damage them. Our findings suggest that there are specific strategies for 
managers to follow in order to develop a successful social media-based brand community. This study has 
highlighted that leveraging appropriate consumer behavior constructs contributes to the enhancement of 
brand awareness, brand engagement and e-WOM for non-customers and current consumers. This paper 
suggests that the right social media strategies can develop positive c2c communication that leads to posi-
tive brand attitudes and purchase intentions. Brands should take up the opportunity to understand their 
consumer communities better by investing and engaging in social media-based brand communities. In 
addition, brands should design high-involvement content, such as comparative content, user-generated 
content and rich media to attract the attention of more Instagram users.

The findings also suggest that brands should encourage their followers to share their knowledge or 
experience rather than just posting ads and brand related content by marketers.

There are also some barriers related to social media marketing investment, such as managerial support, 
because senior decision makers in some organizations still see social media as the wasteful pastime of 
teenagers (Berthon, Pitt, Plangger, & Shapiro, 2012). Another challenge that organizations’ marketing 
strategists face is discovering which social networks their consumers use most, what content they like 
producing and sharing and who is influential. The main challenge and limitation of this research field is 
the lack of universal metrics for measuring social media marketing efforts and for measuring the success 
of such investments in the ways that other, traditional marketing activities can be measured.
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The results presented in this paper are limited to Instagram brand pages as social media platforms, 
and the analysis was conducted only over the smartphone category of Instagram brand pages, thus lim-
iting the industry domain. More research is needed to shed light on the measurement of social media 
programs, especially in social media-based brand communities. Finally, despite these new insights 
achieved by netnography, there are some aspects that could not be easily measured by this method. 
Joining a netnographic method along with a quantitative analysis, such as a survey, would offer a more 
detailed description of consumers’ behavior on social media.
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ABSTRACT

This study investigates the attributes that create brand trust in internet retailing through the replication 
of the work of Ruparelia, White and Hughes (2010) using two different purchase categories: apparels 
and travel accommodation. Quantitative methodology was employed through survey method involving 
180 respondents. There are ten independent variables include website security, website privacy, website 
brand name, word-of-mouth, website design & navigation, information, returns policy, country of origin, 
past experience, advertising and testimonials and one dependent variable which is brand trust. Security, 
privacy, word of mouth, design & navigation, and past experience were proven to have direct linear 
effects towards web brand trust. On the other hand, brand name, information, returns policy, country 
of origin and advertising & testimonials have weak relationships with web brand trust. Respondents 
who purchased clothing apparel were more concerned of the country of origin than respondents who 
purchased ticket accommodation.

1. INTRODUCTION

The study is a replication of Ruparelia, White and Hughes’s (2010) study, using Indonesian customers 
and e-retailers as the context for this research. Several alterations have been made to suit the current 
study context.

Extant literature has observed how the internet continues to be an important factor in retailing (Martin, 
Mortimer and Andrews, 2015). The practice of online shopping has increased due to its convenience 
and ease. With the increase of competition in e-retailing, new e-retailers face difficulties upon entering 
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the market. Therefore, new e-retailers should attract attention by making the customer trust their brand. 
Building trust for online retailers is more challenging compared with traditional bricks-and-mortar stores. 
However, there are several factors that need to be taken into account in creating a well-trusted web store, 
especially for e-retailers when their target market is customers living in Jakarta.

The reason for the growth of retailers and online purchases was due to more varieties of choice 
available online and also from the factors of convenience for both consumers and retailers (PwC, 2013). 
Shoppers around the world have shown a lot of interest in purchasing online, especially garment products 
(Park & Stoel, 2005). This statement was supported by an increase of 35% in online apparel sales from 
2000 to 2002 in United States, and the increase has made clothing the second largest product category 
after DVDs (Greenspan, 2003).

Indonesia has many opportunities in the Internet business. The increase of e-commerce would neces-
sitate trust in a website to convince consumers to purchase or conduct transactions on the website. Brand 
trust is an arduous fundamental of brand equity (Riegelsberger, 2005). Without brand trust, any strategy 
made by the retail will not be effective. Trust plays a critical role in online business. Especially with the 
new risky cyber-crime such as privacy invasion and identity theft, which are including pharming and 
phishing, (Riegelsberger, Sasse and McCarthy, 2005).

It is fundamental for e-retail to not only have a good websites but also good brand. As Chen and Wells 
(1999) pointed out, the challenge in e-retail is not limited to have a website but how to compete and win 
the competition in the Internet. Branding is crucial to identify one with another and also creating trust. 
It is important for a firm to understand factors that influence trustworthiness of a brand, especially for 
online firms (Gupta, Yadav, and Varadarajan, 2009).

The majority of Indonesia’s online shoppers has spend 55 USD per online transaction (InsideRetail.
Asia, 2012). However, the number of consumers who purchased in local websites are still limited com-
pared to the increase of online users (Coolfounder, 2012). This might be because of consumers’ lack of 
trust on the local websites. This would then highlight the importance of studying the driving factors of 
brand trust in e-retail in Indonesia.

In the current study, the researchers aim to investigates the most significant attributes that affect 
brand trust in an online environment in Jakarta, whether different product category would lead to differ-
ent perception on brand trust of the websites and whether gender impact the online shopping behavior.

2. LITERATURE REVIEW

2.1. E-Commerce

According to Miletsky (2010) electronic commerce is also known as e-commerce. It is the use of online 
websites for buying and selling product and service. E-commerce lesser used by B2B (Business to Busi-
ness) and were used more in B2C (Business to Consumers).

Miletsky (2010) argues that there are several aspects that encourage demand to shop online. From 
the consumers’ perspective, convenience is one of the key factors that encourage most consumers to 
shop online, as online stores could be accessed from everywhere and at anytime. It is very convenient 
for working people as they could shop from home without a need to travel and waste their time.

Despite all the benefits, there are some drawbacks about online shopping (Miletsky, 2010). Payments 
are non-cash means that it is less secure as consumers personal identity and privacy could be figured 
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out while making an online payment. Online transactions are less secure than physical transaction, 
therefore leading to a lack of trust. Firthermore, when buying online, the customers are not able to touch 
the product physically and check the quality of the product Lastly, there is a lack of assistance in online 
store (Miletsky, 2010).

2.2. Web Brand Trust

Establishing a strong brand has become a fundamental goal of every organization in consideration of 
having a larger profit margin, greater intermediary cooperation and support and brand extension op-
portunities (Ballester and Aleman, 2005). Cho (2006) stated that trust represents an essential factor to 
elevate and manage customer satisfaction and loyalty, as well as maintaining the relationship between a 
firm and consumers. Lau and Lee (1999) mention that the brand trust is derived from brand reputation, 
brand predictability and brand competence. Gurviez and Korchia (2002 in Louis and Lombart, 2010) 
define brand trust as having the presumptions that the brand reflects credibility, integrity and benevolence.

Garbarino and Johnson (1999) argued that the quality of brand trust was developed and changed based 
on an individual’s past experience and interaction from the whole time. Besides the performance of the 
brand, family and relatives are also positively influencing the brand trust (Lau & Lee, 1999).

A study of trust by Sirdeshmukh et al (2002) mention that e-trust has a direct impact to e-loyalty 
and also e-satisfaction. As a result, trust becomes a key role of building relationships between buyer 
and seller (Morgan and Hunt, 1994). In this study, there are ten variables hypothesized that could lead 
to web brand trust.

2.2.1. Security

Internet shopping transaction is not only involved trust between the Internet seller and the consumer but 
also the consumer and the computer system (Belanger et al, 2002). Thus, it is important for website to 
provide a security feature. From the perception of the consumers, security is known as the protection 
of threats, for example, loss of information and theft of credit card data (Armesh, Salarzehi, Yaghoobi, 
Heydari and Nikbin, 2010). Therefore, it can be hypothesized that the security of the website would 
impact the brand trust.

Hypothesis 1: The higher the security, the higher the brand trust.

2.2.2. Privacy

To conduct a purchase, customers need to share their information over the Internet. The willingness to 
make a purchase involves the issue of privacy (Belanger, Hiller & Smith, 2002). Numerous consumers 
feel uneasy inputting their personal data on the Internet. This is because consumers are concerned that 
the data will be shared and misused (Armesh et al, 2010). This behavior can be related to the study of 
Belanger & Smith. (2002) which found that 78% of consumers refused to give their information and 
54% of consumers have decided to cancel their purchase during their transaction. This further shows that 
customers would require a certain level of privacy to be able to trust the retailing website.

Thus, it can be hypothesized that:
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Hypothesis 2: The higher the perception of privacy of personal information, the higher the brand trust.

2.2.3. Brand Name

Trust towards a certain brand name would be built through customers’ association with that particular 
brand name (Sirdeshmukh & Sabol, 2002). Jiang (2004) stated that brand name plays a role in decision-
making in terms of choosing the most preferred product or services. Furthermore, Jiang (2004) also 
believes that familiar brand names represent not only associations, but also beliefs and experiences 
towards the brand. Therefore it can be hypothesized that:

Hypothesis 3: The more familiar the brand name, the higher the brand trust.

2.2.4. Word of Mouth

Word of mouth can be defined as an oral and informal non-commercial communication regarding a 
brand, product, or service (Higie, Feick, and Price, 1967 in Eisingerich, Chun, Liu, Jia and Bell, 2015). 
It can be both positive and negative (Chang, Tsai, Wong, Wang and Cho, 2015). Word of mouth has 
been acknowledged as influential to a company’s success, as it leads to increased sales (Reichfield, 2003 
in Soderlund and Mattsson, 2015) and reduce marketing expenses (Soderlund and Mattsson, 2015). 
Building a positive word of mouth is complex and challenging; especially since it is easier for negative 
information to be noticed, perceived, and believed faster compared to positive information (Cho, 2006). 
Therefore it can be hypothesized that:

Hypothesis 4: The more positive the word of mouth, the higher the brand trust.

2.2.5. Website Design and Navigation

A company website is a medium of communication between consumer and the company. Consumers are 
able to search for information or products on the website (Kim & Stoel, 2004). In contrast to a bricks-
and-mortar store, an online retail platform is not only used as a means of communication between the 
company and its customers, but also as a place to buy and sell products or services.

User-friendly design, marketing communication, information management, and maintenance are the 
four factors that influence the website quality from the perceptions of the users (Kim & Stoel, 2004). 
Meanwhile, Walker (2001) believes that background colors, user friendliness, fonts, pictures, logos and 
ordering procedures are important elements that can enhance better consumer shopping experience. 
However, an attractive website might only lead customers to visit the website, but not lead them into 
purchasing anything (Song & Zahedi, 2005). Therefore it can be hypothesized that:

Hypothesis 5: The better the website design and navigation, the higher the brand trust.

2.2.6. Information

Information provided on the website would impact the perception and behavior of the consumers (Eroglu, 
Machleit & Davis, 2001). Unlike bricks-and-mortar stores, consumers are not able to touch and examine 
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the product before purchase (Blanco & Sanclemente, 2010). Therefore, shoppers may spend more time 
in the pre-purchase stage when purchasing online. Having good quality information is a necessity for 
websites as online shoppers tend to only rely on the information provided on the website (Blanco & 
Sanclemente, 2010).

Several researchers have pointed out that information on websites would impact the consumer’s 
decision-making, satisfaction for the website, and their purchase intentions (Jahng & Ranamurthy, 2007). 
Therefore, it can be hypothesized that:

Hypothesis 6: The higher the information quality, the higher the brand trust.

2.2.7. Returns Policy

Almost all retailers today offer a returns policy, including online retailers. Returns policies would increase 
firms’ cost in terms of fraudulent product returns and the distribution process, and therefore should be 
optimized to ensure that they will benefit both the company and the customers (Yan, 2009). Providing 
a returns policy can benefit firms by reducing the perceived risk of purchase, increasing long-term cus-
tomer value as customers would be satisfied and more likely to make future purchases, and also creating 
a better image as good sellers (Kim & Wansink, 2012). Therefore it can be hypothesized that:

Hypothesis 7: The clearer the returns policy, the higher the brand trust.

2.2.8. Country of Origin

The country of origin represents the country where the website originated. Ammi (2007) suggests that 
the image of ‘made in a developed country’ is better than ‘made in a developing country’; since develop-
ing countries are associated with poor technology in manufacturing and high risk; whereas, developed 
countries are perceived to utilize better technology when manufacturing the product and consequently 
create better quality products. The country of origin has an impact on perceived value (Strasek, 2011), 
and the perceived warmth of the country of origin were also found to influence the purchase intention 
of the customers (Xu, Leung & Yan, 2013). Therefore it can be hypothesized that:

Hypothesis 8: The country of origin of a web brand impacts upon the level of brand trust.

2.2.9. Past Experience

The quality of consumer experience in the past would determine the level of consumer trust towards the 
brand (Garbarino & Johnson, 1999). It is very likely that the past experiences that a consumer has with 
a product will influence future predictions and judgments about that product (Hertwig, Barron, Weber, 
& Erev, 2004; Morewedge, Gilbert, & Wilson, 2005; Wyer, 2011).

Ha, John, Janda and Multhaly (2009) define satisfaction as the stage where consumers evaluate whether 
the product or service has met their expectations and needs. A satisfied consumer would be willing to 
re-purchase the brand and result in overall loyalty. Therefore it can be hypothesized that:

Hypothesis 9: The more positive the past experience, the higher the brand trust.
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2.2.10. Advertising and Testimonials

Several studies have suggested that companies need to invest on advertising. For example, Ha et al. (2009) 
suggested brands spend on advertising as it is an effective tool to communicate with the consumers by 
sending messages. A good advertisement would be recognizable, involving, and unique and able to send 
messages (Behboudi et al., 2012). Advertisements are one of the strategies used to attract loyal consum-
ers away from rival brands. This is known as a ‘defensive’ strategy (Agrawal, 1996).

Furthermore, with the changing of technology, consumers are able to share their thoughts online. Some 
consumers review other consumers’ testimonials before purchasing. Therefore, it can be hypothesized that:

Hypothesis 10: The greater the quantity of advertising and testimonials about the brand, the higher the 
brand trust.

2.3. Different Product Category

Gonzales and Martos-Partal (2012) state that when consumers purchase a product in a certain store, their 
experience would be associated with their recognition of store brand quality and loyalty. For example, 
when customer ‘X’ is purchasing airline ticket from website “X”, he or she is not only considering the 
brand of the airline but also the website brand. When he or she is satisfied with the airline, the consumers 
will be loyal to the website brand. The current research attempts to find out whether different product 
categories would lead to different perceptions of brand trust.

2.4. Differences in Gender

There were numerous researchers that have studied on the influence of gender towards behavior and 
purchases. For example, it was found that men are heavier Internet users compared to women (Dhola-
kia et al, 2003). Furthermore, according the same researchers, there were more males that shop in the 
Internet compared to females. Usually they are conducting shopping transactions from home and at the 
workplace. Not only that, males tend to be a heavy shoppers in the Internet compared with the females 
shoppers. (Dholakia et al, 2003).

It was found that 80% of the male respondents have purchased online while there were less than 20% 
of female respondents who have purchased online (Ruparelia, White and Hughes, 2010). This is aligned 
with Bimber’s (2000) research that states that the gender gap differences might exist because of socio-
economic status. However, even though gender is an important segmentation variable, few research deals 
particularly with how gender can be associated with preferences (Matilla, 2010). With several theories 
that shows the effect of gender differences, the current research would also find whether gender matters 
in trusting a website brand.

3. RESEARCH METHODOLOGY

This research is a quantitative research and the unit of analysis for this study is individuals who have 
previous experience in online transaction from online shopping websites. There were no specific range 
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of age as anyone could purchase online as long as they are computer literate. Two product categories 
were observed: (1) clothing or apparel and (2) travel accommodation which were the products that were 
mostly purchased online by Indonesians.

The sampling method used was convenience sampling. Convenience sampling was chosen as the 
sampling units are accessible, cooperative, and easy to be measured (Maholtra, 2010). Offline survey 
was chosen as the main data collection method. The number of respondents was 180 respondents, 90 
respondents were buyers of travel accommodation and 90 respondents were buyers of clothing apparel. 
In addition to that, another 30 respondents were invited to fill up for the pre-test survey and 10 respon-
dents for the wording pre-test. The validity and reliability of the measurements were tested during the 
pre-test stage.

4. FINDINGS AND ANALYSIS

The hypotheses testing show that website security, perception of privacy of personal information, posi-
tive word-of-mouth, website design and navigation, as well as past experience positively influence brand 
trust of a website. On the other hand, brand name familiarity, website information quality, return policy, 
country of origin and quantity of the advertising and testimonials were not found to influence brand trust.

4.1. T-Test Analysis

T-test analysis was conducted in this research in order to compare the respondents’ behavior between 
males and females in accordance with its demographic. Among the 11 variables included in this analy-
sis, the most significant difference was shown on the Country of Origin. The 2-tailed Significance for 
Country of Origin has a value of less than 0.05 while the other variables have a value of more than 0.05. 
The respondents who purchased apparel were shown to be more concerned with the country of origin 
compared with the respondents who purchased travel accommodation.

5. DISCUSSION AND MANAGERIAL IMPLICATIONS

Security, privacy, word of mouth, design & navigation, and past experience are proven to have direct 
linear effects on web brand trust. On the other hand, brand name, information, returns policy, country 
of origin, as well as advertising & testimonials have weak relations with web brand trust.

Customers strongly consider the security and privacy of a website before trusting it enough to com-
mit to a transaction. The strong relationship of security and privacy with brand trust could be related 
to Franzak, Pitta, and Fritsche’s (2001) findings which stated that customers expect websites to protect 
personal data, provide a secure payment system and maintain their privacy. Therefore, to increase web 
brand trust, e-retailers would need to assure the security of their websites and also to clearly address 
their privacy policy.

Secondly, word-of-mouth was proven to be positively related to perceived levels of web brand trust. 
The findings were not aligned with the findings of Ruparelia et al. This could be related to Indonesians’ 
cultural characteristics that tend to be less individualistic compared with Australians. Indonesians tend 
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to have close relationships with family, friends, and relatives (Hofstede, 2001) and therefore, Indonesians 
commonly trust their relatives and take recommendations from their colleagues before making online 
purchases.

From the findings, consumers tend to prefer websites that were easily accessed and neat. The better 
the website design & navigation, the more customers would trust the website. A study by Park, Lennon 
and Stoel (2005) observed that in the online environment, consumers’ responses will be gained through 
visual designs, such as web design, computer imagery, and simulation. The observation is applied for 
both hedonic and utilitarian purposes. In addition to the increasing rate of cyber crime, a website with 
poor design and navigation would lead customers to be suspicious and less likely to trust the web brand.

Consumers would evaluate the experience after product consumption (Blackwell et al, 2012). If the 
consumer was satisfied, future purchases would likely be determined; whereas if the consumer was dis-
satisfied, he or she would proceed to buy from competitors and possibly spread negative word-of-mouth. 
A bad experience of a website would erode the customer’s trust towards the brand and e-commerce in 
general. On the other hand, positive past experience would lead to positive word-of-mouth and also 
brand trust.

In this study, brand name was proven to have a weak correlation with web brand trust. There might be 
another variable influencing the relationship between brand name and brand trust; consequently brand 
name is not directly dependent on brand trust. Bello and Holbrook (1995) support the result by arguing 
that brand name familiarity positively impacts the equity of a brand. Therefore, it is possible that before 
forming brand trust, brand equity should be built first.

Even though Ha’s (2004) findings state that perception of brand trust would increase because of an 
informative website; nonetheless, the current research proved a different result. The current findings 
showed that the respondents perceive information on websites to be less important. As Indonesians are 
collectivistic (Hofstede, 2001), it is likely that the respondents tend to trust the information they get from 
relatives and colleagues or word-of-mouth more than the information provided on the website itself.

A returns policy was also found to be negatively related with the level of web brand trust. It might be 
because consumers think that a returns policy is part of the customer service offering and is, therefore, 
a necessity. Consequently, a returns policy was less influential on the level of web brand trust.

Country of origin was found to be unrelated to the level of web brand trust. The respondents may 
perceive that as long as the website provides good security, privacy, website design and navigation, and 
positive word of mouth, the country of origin of the website is not very crucial.

Lastly, advertising and testimonials were found to have a negative relationship with web trust. Since 
any website could advertise on the Internet, there is a possibility that customers may not associate ad-
vertising on the Internet with trust in the website. Information and customer testimonials provided on 
the website could be neglected by the respondents due to their collectivist culture which places less trust 
in testimonials given by unknown people. It is because testimonials can be made by anyone, including 
the company itself, to increase their reputation.

The findings show that among the two product categories, the only difference was found on the 
country of origin. The country of origin is more of a concern for respondents who purchased apparel 
than for those who purchased tickets for accommodation. This result might be because both purchase 
categories deal with different types of product and thus different product features.

Several researchers such as Dholakia, Dholakia and Kshetri (2003) have found that different genders 
have different behaviors in using the media. However, this study shows that there is no significant dif-
ference in online shopping behavior between males and females. Both genders had similar tendencies 
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in online purchases, and similar behaviors when accessing the Internet. The majority of both genders 
purchased 2-3 times on the Internet and spent less than one to two hours when making online purchases. 
Most of the respondents stated that they had accessed the Internet every day for 1-2 hours.

6. CONCLUSION

The most preferred payment method of Jakarta shoppers currently is bank transfer. Therefore, to pro-
vide better trust on security it would be highly recommended for e-retailers to provide clear payment 
details and features to make sure that any payments are secure and safe. Other than that, it is advisable 
for retailers to associate with safe payment systems such as PayPal, a service that allows customers to 
send money without sharing financial information, credit cards, or any information regarding payments 
(Paypal, 2013) or to allow the customers to make COD (cash-on-delivery payment).

For assurance on privacy, websites should address their privacy policy clearly by providing written 
rules and regulations. For example, there should be a statement that says ‘Your personal information 
will not be distributed to other parties.’ or ‘Any information used for your purchase would only be used 
for transaction purposes’. The statement should be written clearly enough to ensure that the customers 
read it in full. The clearer the privacy policy, the better it is because Internet users are concerned on how 
exactly the company would use their data (Franzak, Pitta and Fritsche, 2001).

Thirdly, word of mouth could be an essential tool for buzz marketing. Both bricks-and-mortar and 
e-retailers may not be able to tell how the customers would spread the word-of-mouth positively or nega-
tively. However, e-retailers could try to reduce the negative word of mouth by maintaining customers’ 
loyalty and satisfaction. For instance, the retailers can create several promotions for customers which 
encourage them to spread positive word-of-mouth.

Next, design and navigation of the website should be clear, user friendly, trustworthy, attractive, and 
interesting. A trustworthy website should own a domain, such as “www.brandXshop.com”. Also, the 
website is recommended to have copyright to be more trustworthy.

The findings show that there is a positive relationship between past experiences and brand trust. 
Therefore, it is suggested for e-retailers to always provide the best experiences to their customers. Be-
sides satisfying the needs and wants from goods or services, e-retailers should also be responsible for 
the post-purchase behavior of the customers. Other than building trust, positive past experience would 
encourage customers to make future purchases.

Brand trust is one important factor that drives customers to do online purchase (Sobel, 1985). Another 
piece of research by Mohammad (2012) states that trust in a brand is important and is a key factor in the 
development of brand loyalty. To be persistent and to be able to survive in this competitive e-commerce, 
understanding the factors that drive web brand trust is surely important especially with the advancement 
of technology.

Since the findings show that people who purchased apparel are more concerned with the country of 
origin, e-retailers are advised to provide more information of the country of origin such as where each 
product was made.

As it has been statistically proven in this study that gender is not associated with Internet usage in 
Indonesia, e-retailers were suggested to design their web to be more generalized instead of targeting only 
one gender. The design of the webstore should not be too feminine (such as dominated mostly by pink 
color, which usually targets females) or more masculine (such as plain, which usually targets males).

http://www.brandXshop.com
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Since the data was only collected in Jakarta area, the results of this research may not be applicable 
to areas outside of Jakarta. Additionally, the small sample may prevent generalization of the findings. 
A wider range of respondents is expected to generate better results. Future research should include 
respondents from outside the Jakarta area to enrich the demographic insights of the respondents. Also, 
future studies may include respondents that have not completed any purchases over the Internet. Finally, 
a comparison of more product categories would be interesting.
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ABSTRACT

The chapter aims to design a model of constructs of brand communication tools (direct and indirect) 
and test the impact of the same on brand preferences of women consumer buying intentions from Middle 
Eastern countries with specific evidences from Sultanate of Oman. The survey was conducted among 200 
women consumers with reference to identifying the influence of brand communication tools on their buying 
intentions. The results revealed that both the communication tools found to have a significant impact. It 
is found that the direct brand communication tools have a higher impact over women buying intentions.

INTRODUCTION

The role of communication tools is becoming very prominent in today’s competitive business world, as 
the companies spend billions to build brands, identify, target, reach and influence target consumers to buy 
products/services. The availability of huge array of communications tools to communicate and reach to 
target consumers leave the companies in a deep dilemma, to identifying the appropriate communication 
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tools that would influence and impact the brand preferences of target consumers buying intentions (Keller 
2005; Dolekoglu et al, 2008; Choi et al, 2010) . Moreover, the companies depend on these communica-
tion tools, to build brand in order to ensure the mind share among the target consumers, to get the money 
(wallet) share. In this scenario, a serious research is called for to identify the appropriate communication 
tools that would build brand, and communicate the same to the target consumers, in order to create a 
brand preference in their minds while choosing products/services to make purchase. The increasing role 
of women consumers to involve in family decision-making made them an attractive target to corporate 
world (Venkatesh, 1980; Firat, 1991). Hence, the companies intend to identify and use the appropriate 
communication tools that would build brand and attract the women consumers towards products/services. 
So, it is imperative to do a serious study to identify the brand communication tools (direct and in direct) 
that would influence brand preferences among women consumers (Nedungadi and Hutchinson, 1985; 
Balabanis and Craven, 1997; Jamal and Goode, 2001). Therefore, the researcher identified a problem 
definition to identify the brand communication tools that would have significant impact on brand prefer-
ences of women consumer buying intentions. The reason behind the selection of women consumers to 
investigate is to provide a much needed direction to the companies that would primarily target women 
consumers, to sell the products/services. Moreover, the women are increasingly involved in family deci-
sion making of buying different products/services (Sakkthivel, 2013). Therefore, the researcher chose 
two major constructs viz. direct brand communication tools (tools which are used by the company) such 
as (advertising, public relations, sales promotion, events, shop decoration, celebrity, personal selling, 
direct marketing, internet etc (Sakkthivel, 2011a, 2011b; Sakkthivel and Babawale, 2011; Abideen and 
Saleem, 2011; Sakkthivel, 2012) and indirect brand communication tools (tools used by outsiders) such 
as influence of peer groups, opinion/reference groups, society, social network websites, blogs etc. (Rapp 
et al, 2013; Goh et al, 2013), in order to test and identify the impact of the same on influencing brand 
preferences of women consumers. With reference to finding the role of different communications tools 
in conveying brand message to target consumers, we found several studies were conducted with respect 
to interpersonal communications (Peres et al, 2010), impact of social networking websites, online in-
teraction, integrated marketing communication strategy (Sreedhar et al, 2005; Jothi et al, 2011; Brodie 
et al,2011; Mihart, 2012; Onditi 2012; Karunanithy and Sivesan,2013; Saeed et al, 2013; Adetunji et 
al, 2014), celebrity endorsements and sales promotion (Vitor et al, 2013; Buil et al, 2013; Johnmark et 
al, 2014). Such studies have provided a vital direction to develop a theme for the study. With reference 
to studies related to Arab world and women consumers, several studies were attempted to examine the 
role of women consumers, brand and advertising aspects including shopping motivations. (Al-Olayan 
& Karande, 2000; Jamal et al, 2006; Khraim, 2011). Such studies were not directly pertinent to brand 
communications, however, focused on the areas related to brand loyalty, advertisements, and role of 
brands in influencing the consumer behavior. Therefore, it is imperative to state that the research works 
towards the women consumers from the Arab world has begun and elicited interest among the research-
ers. Al-Olayan & Karande (2000) found the gap in the literature related to Arab world, and embarked 
on a study in 2000s to fill such gap. The aforesaid studies have provided a vital direction to us to build a 
theme which led to this study. Albeit, few studies have been attempted in Arab world with related to brand 
communications, such studies were vital to give us the direction to conduct a comprehensive study with 
reference to brand communication tools. Whilst choosing brand communication tools, it is imperative to 
acknowledge the role of social media and external influence over consumers towards choose preferred 
brands. Therefore, we have included the in direct brand communication tools primarily consist of social 
media and related aspects. Having build such a vital theme intends to fill the gaps found from the above 
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studies which make the study to be considered very important as it would unearth the women behavior 
and response towards brand communication tools (direct and in direct) in influencing the brand prefer-
ences in Oman. Albeit, the study is proposed to be conducted in Oman, the results could be generalized 
and used across the different parts of the world.

Research Objectives and Hypothesis Formulation

To identify the impact of direct brand communication tools (advertising, public relations, sales promo-
tion, events, shop decoration, celebrity, personal selling, direct marketing, internet etc.) to influence 
brand preferences of women consumer buying intentions.

H1: There is a positive impact of direct brand communication tools (advertising, public relations, sales 
promotion, events, In store advertisements, celebrity, personal selling, direct marketing, internet 
etc.) to influence brand preferences of women consumer buying intentions

To identify the impact of indirect brand communication tools (influence of peer groups, opinion/
reference groups, society, social network websites, blogs etc) to influence brand preferences of women 
consumer buying intentions

H2: There is a positive impact of indirect brand communication tools (influence of peer groups, opinion/
reference groups, society, social network websites, blogs etc) to influence brand preferences of 
women consumer buying intentions

BACKGROUND

Venkatesh (1980) conducted one of the earlier studies to know the changing roles of women consumers. 
He focused on three major types of women consumers’ viz. feminists, moderates, and traditionalists, 
in order to find the roles in the changing life style and buying behaviour towards different products. 
Firat (1991) stated that since gender is culturally derived, gender identity is similarly rooted in cultural 
understandings of what it means to be masculine or feminine. The aforesaid reviews portrayed the 
changing face and influence of women consumers. There were studies conducted to address the issues 
related brand communication aspects. As Shocker et al (1994) said the brand managers need to address 
the exigencies of evolving needs of buyers. They need to deal with product – market boundaries such 
as technological changes, power and independence of the channels of distributions, pressure from in-
vestors and the globalization of competition. Al-Olayan and Karande (2000) conducted a study among 
selected Arab and African countries with reference to fill the gap found in the literature with related to 
advertisements, in comparison with advertisements from United States. The study revealed that there 
was no difference of portrayal of women and men in advertisements from the selected Arab and African 
countries; however, there were several differences in different aspects among the advertisements from 
United States. The study offered the cue to the brand managers who intend to advertise in Arab and 
Middle Eastern countries and implications were discussed. As Kotler (2000) said, cultural, social per-
sonal and psychological factors are the important factors that have major influences on buyer behavior. 
According to him, groups have direct influences on the buyer behavior. Consumers are also influenced 
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even by the groups which they do not belong to. Buyer choices are influenced by psychological factors 
such as motivation, perception, learning, beliefs and attitudes. These psychological factors are mostly 
influenced by the direct brand communication tools.

As per Hanzaee and Farsani (2001) views, people seek cues in their relationships to guide them to-
ward behavior that gains social acceptance. The brand image and perceived public relation are important 
variables that help customers to process, recall and recognize the information. The study proved that 
perceived public relation has a positive influence on the customer loyalty. Sreedhar et al (2005) studied 
the importance of integrated marketing communication and brand identity in brand equity strategy. Brand 
image is one of the important factors in brand communication. In the current emerging interaction based 
brand communication focuses on brand contacts. In their paper, they have identified that the brand com-
munication shall be planned or unplanned, but it is transmitted through a combination of vehicles rather 
than advertising alone. Grace and O’Cass (2005) identified that the controlled communications and brand 
name have a significant effect on customer satisfaction, brand attitudes and brand reuse intentions. They 
also identified that WOM has only influence on brand reuse intentions. As they have suggested that the 
advertising should be utilized to communicate the realistic service experiences.

Jamal et al (2006) conducted a study among Qatari consumers to identify the shopping motivations. 
Peres et al (2010) discussed about the diffusion network which focuses on the interpersonal communi-
cations in paradigm for market evaluation. They discussed about the impacts of social networks in this 
diffusion. They identified that the new adopters join the market as a result of two types of influences 
such as advertising and the other communications initiated by the firm and the interactions among the 
adopters and the potential adopters in the social system. As Shimp (2010, p7) said, marketing com-
munications are the critical tools to achieve overall marketing mission. They are the determinants of 
companies’ success and failure. These marketing communication tools help to achieve financial and 
nonfinancial goals. This communication includes various collateral forms of communication devices.

According to Yakup et al (2011), learning of cultural properties in the analysis of consumer behavior 
is an important variable in marketing. As social classes and its subclasses have significant impacts on 
consumer buying behavior, the communication channels and communication styles should be deter-
mined with respect to social classes and subclasses. As Smith and Zook (2011) said, the firms need 
to find creative partnerships that take the brand’s message and products to the target audiences. The 
brand communication tools should give relevant and useful information to the customers at right time 
to strengthen the brand relationship. The creativity and marketing should help to break the clutter of 
noise and the hyper competition. The firms need to think hard about what would make someone to buy 
a brand and convert it into stunningly creative message. Co-creation can go way beyond ads and promo-
tions to generate brand names.

Abideen and Saleem (2011) studied the relationship between the environmental responses and emo-
tional responses with attitudinal and behavioral aspects of consumer buying behavior with respect to 
advertisements. Advertisement has become one of the important sources of brand communication tool 
which motivates the consumer in product liking and attitude toward purchase. Their study identified that 
the environmental response of purchasing associated to unplanned or impulse buying. Jothi et al (2011) 
said that people get attached to brand communication in social networking sites that usual banners and 
pop ups. Their study on the effectiveness of brand communication strategy revealed that the audiences 
respond to the interactive marketing than the traditional ads. The firms have made to create interesting 
and interactive brand communication messages which make the users to develop closeness with brand 
communication strategy. Brodie et al (2011) identified that the consumer engagement process com-
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prises various sub processes that depend on the consumer’s online interactive experiences with respect 
to brand communities. Their study revealed that the consumer’s engagement in brand communications 
should be listen by the businesses. These engagements enhance the loyalty, satisfaction, empowerment, 
connection, emotional bonding and trust and commitments. Ballester et al (2012) studied the impact of 
brand knowledge structure and brand familiarity on brand message which may be either through direct 
or indirect brand communication tools. Their study revealed that there were direct relationship between 
brand familiarity and brand messages. Moderately consistent messages increased the awareness, associa-
tions, favourable responses and brand attitudes for the familiar brands.

According Mihart (2012), integrated marketing communication is a constant progress of develop-
ing complex strategy process from simple brand promotional tools. The primary purpose of marketing 
communication is to build and strengthen the brand and hence the marketing communication will create 
and sustain competitive advantages. Onditi (2012) studied the influence of promotional mix elements on 
sales. According to the author, promotion brings an interactive dialogue between an organization and its 
customers during the various stages of selling such as pre-selling, selling, consuming and post-consuming 
stage. As Vitor et al (2013) said, sales promotion is collection of incentive tools that are designed to 
motivate the sales of a product or service in short duration. Their study shows that the companies need 
to organize sales promotion in regular intervals to improve the sales. They suggested that the sales pro-
motions should stimulate short term demand and create loyal customers. This sales promotion should 
also encourage the customers to switch from the competitors. The intense competition between the firms 
national and international levels call for the use of sales promotions.

According to Karunanithy and Sivesan (2013), promotion mix is a blend of communication tools used 
by the firms to communicate with the customer directly. The purpose of promotion is to influence the 
customer to buy the product. The firms need to select right mix of promotional activities that suit to the 
particular business at particular time to reach the customers correctly. According to Saeed et al (2013), 
marketing communications consist of all components in a brand communication mix. They promote and 
build shared meanings with the stakeholders of brand. The objectives of these brand communication 
tools are to provide information to the target audiences and boost the sales. Goh et al (2013) identified 
that the engagement of social media brand communities increases positive increase in purchase expen-
ditures. They also identified that user generated contents in social media had more impacts on consumer 
purchase behavior than the marketer generated contents through embedded information and persuasion. 
Buil et al (2013) studied the relationships between advertising and sales promotions and their impact on 
brand equity creation. They identified that the individuals’ attitudes towards the advertisements plays 
a vital role in influencing brand equity dimensions. Apart from that, the advertisements spend on the 
brands under investigation improved brand awareness.

Rapp et al (2013) had identified that the social media usages positively contributes to brand perfor-
mance, retailer performance and consumer – retailer loyalty. Also, they identified that the social media 
usage was moderated by brand reputation and service ambidexterity. As Adetunji et al (2014) said, it 
is logically impossible to implement the facets of integrated marketing communication through single 
marketing communication tool advertisement. Thus, the advertising agents must use different message 
strategies, communication techniques and communication channels to create positive attitudes and suc-
cessful brand image and awareness. Johnmark et al (2014) studied the impact of celebrity endorsement 
of the product and the impact on the buyer behavior. As they said, celebrity endorsement has been 
established as one of the popular brand communication tools of advertising. This has gain acceptance 
by most organizations in creating brand awareness. They identified that the physical attractiveness, cred-
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ibility and congruence of celebrity with reference to the endorsed advertisement all have the impact on 
the customer’s perception about the advertised product.

The aforesaid reviews provided a direction to fill the gaps found and the need of a comprehensive 
study to identify the influence direct and in direct communication tools on the brand preferences of 
women consumers. However, Not much of studies have been conducted to assess the impact of brand 
communications tools (direct and indirect) that impact the brand preferences on consumer, especially 
on women consumer buying intentions. There were studies attempted to identify the influence of brand 
preferences on consumer behavior (Nedungadi and Hutchinson, 1985; Balabanis and Craven, 1997; 
Jamal and Goode, 2001). Lynch and de Chernatony (2004) conducted a study to identify the power of 
emotion in brand communication among business to business markets. The study explored the balance 
between functional and emotional values. There were studies conducted to find the influence of brand, 
brand awareness and brand preferences on brand development and extensions (Keller 2005; Dolekoglu 
et al (2008; Choi et al, 2010). The study revealed the different homogeneous groups with several focus 
on specific shopping preferences. The results and implications were meant for brand managers. Khraim 
(2011) conducted a study among the women consumers from UAE to identify the aspects influence 
brand loyalty towards cosmetics. The study revealed that brand name and promotion found to have 
significant impact over brand loyalty among other factors. The study did not reveal the type of promo-
tion selected to test among the respondents.There were studies attempted to investigate the influence of 
brand on consumer behavior (Sakkthivel, 2011a, 2011b; Sakkthivel and Babawale, 2011; Sakkthivel, 
2012). However, the studies did not include all the variables that have been selected for the study, in 
order to identify and build a model of direct and indirect brand communications tools that would have 
impact on brand preferences of women consumer buying intentions. Hence, the researcher had selected 
the constructs in order to define a problem for the study to bridge those gaps from the earlier studies, in 
order to provide a comprehensive model of the variables that would have impact on brand preferences 
of target consumers selected for the study.

METHODOLOGY

The study used the descriptive research design as it order to study the variables impact of brand prefer-
ences of women consumers buying intentions. The study was conducted in selected places (Muscat, 
Sohar, Sur, Nizwa etc.) in Sultanate of Oman which represents the target population (women consum-
ers) selected for the study. The quota sampling technique has been used to collect primary data from the 
target respondents (N=200). 217 respondents have been contacted and used for the study. However, 17 
respondents have been left out due to incomplete responses. Structured questionnaire has been used (in 
both English and Arabic language) to collect the data. The collection tool has been designed to obtain 
the requisite information from the target respondents. The tool has two parts such as part 1 focused on 
demographic profile of the respondents, and the part 2 focused on the influence of selected variables 
selected for the study i.e. direct and indirect brand communications, over brand preferences of women 
consumers. The respondents have been selected based on the different demographic profiles such as age, 
occupation, literacy, marital status, income, and place of living. The respondents have been briefed about 
the study, and only the willing participants have been asked to participate the study. Trained women 
investigators have been used to approach the respondents (women consumers) due to the prevailing 
cultural and societal restrictions to access such participants. One sample T-test has been administered 
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to test the hypotheses and construct analysis (Manickam and Sriram, 2013) used to identify the high to 
low impact of the selected variables on brand preferences of women consumer buying intentions. Cron-
bach’s Alpa Reliability Analysis has been conducted to test the validity of collection instrument which 
produced 0.815 which proved highly reliable. Constructs have been tested through Cornbach’s Alpa 
reliability test and found direct brand communications tools (0.759) and indirect brand communication 
tools (0.733) which are highly reliable

Demographic Analysis

Table 1 shows the demographic analysis of the sample data collected for the study. 

MAIN FOCUS OF THE CHAPTER

One-Sample T Test Analysis to Identify the Impact of Direct and Indirect Brand Communication Tools on 
Brand Preferences of Women Consumer Buying and Decision Making Behaviour (Testing of Hypothesis)

One sample T-Test (2- tailed, 99% confidence interval at 199df) has been conducted to identify the 
impact of direct and indirect brand communication tools on brand preferences of women consumer buy-
ing intentions. The results revealed the positive influence of direct brand communications tools selected 
for the study such as advertising t=15.111, p<0.01; public relations activities t=12.051, p<0.01; sales 
promotion activities t=10.375, p<0.01; promotional events (road shows) t=10.561, p<0.01; store ad-
vertisements t=9.820, p<0.01; celebrities (famous actors/singers/sport personalities) t=6.343,p<0.01; 
personal selling initiatives t=10.231, p<0.01; direct marketing initiatives t=12.104, p<0.01; internet 
initiatives t=8.432, p<0.01, over the brand preferences of women consumer buying intentions. With 
regard to finding the influence indirect brand communication tools, the results revealed the positive 
influence of the selected variables such as information from peer groups t=10.023, p<0.01; informa-
tion from reference groups t=7.305, p<0.01; information from social circle/society t=8.855, p<0.01; 
information from social network websites t=11.428, p<0.01; information from independent blogs (web-
sites give information about brands) t=12.202, p<0.01, on the brand preferences of women consumer 
buying intentions. It is evident from the results that the hypothesis H1 and H2 found to have a positive 

Table 1. Demographic Analysis

S No Demographic Variables No. of Respondents

1. Age <20 (N=52); 21-30 (N=113); 31-40 (N=27); 40 - 50 (N=4); >50 (N = 4)

2. Occupation Student (N=105); Ministry (N=31); Banks (N=25); Company (N=25); 
Teachers (N=8); Doctors (N=5); Housewife (N=1)

3 Literacy Primary School (N=6); High School (N=20); Diploma (N=49); Bachelor 
(N=74); Masters (N=37); PhD (N=8)

4 Marital Status Single (N=122); Married (N=78)

5 Income (RO) (1 RO = 2.6 US$ 
Approx.) <500 (N=125); 501-1000 (N=57); 1001-1500 (N=11); >1501 (N=7)

6 Place of Living City (N=99); Town (N=99); Village (N=2)
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influence over brand preference of women consumer buying intentions. The aforesaid results revealed 
the positive influence of the selected variables (direct and in direct brand communication tools) over 
brand preferences of women consumers. However, in order to identify the degree of influence of such 
variables, construct analysis modeling (Manickam and Sriram, 2013) has been administered. The results 
would reveal the high and low impact variables, thus enabling the practicing managers to focus on the 
impacting variables and incorporate the same into designing effective brand communication strategies.

Construct Analysis Modelling
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f(IEi) = Impact of Direct Communication and Indirect Communication tools on brand preferences of 
women consumer behaviour

Si = Agreement level score of the respondents towards the influence of direct and indirect communica-
tion tools

Cj = Sum of Constructs score
Cn = No. of constructs taken

The above modelling produced the following results of the constructs have high to low impact on brand 
preferences on women consumer buying and decision making behaviour (high to low value). ‘i’ de-
notes the agreement level score, ‘j’ denotes the sum of constructs score, and ‘n’ denotes the number of 
respondents and number of constructs taken for the study and analysis. The construct analysis has been 
developed to identify the influence of the selected constructs/variables on the respondents. The no. of 
questions asked has been grouped into constructs such as direct communication tools and indirect com-
munication tools. Those scores arrived from the constructs in terms of mean value would be interpreted 
according the highest to the lowest value. The values would be provided ranks as 1,2,3…n. The highest 
score denotes the highest impact on brand preferences of women consumers and so on. The sum of the 
mean values of constructs has been divided by the no. of constructs selected for the study, and the mean 
value arrived will be considered midpoint. The mean value of the constructs above the midpoint will be 
considered high impact variables and vice versa.

The above modelling reveals that the direct communication tools secured (3.869) 1st Rank and in-
direct communication tools secured (3.825) 2nd rank with regard to influencing brand preferences of 
women consumers buying intentions. It is identified that direct communication tools have more impact 
over brand preferences of women consumer buying and decision behaviour rather indirect commu-
nication tools. Further analysis identified the high to low impact variables with in direct and indirect 
communication tools. The results revealed that advertising, public relations, personal selling and direct 
marketing have high impact direct communication tools, whereas, it is identified that sales promotion, 
promotional events, store advertisements, celebrities, and internet initiatives have low impact over 
brand preferences of women consumer behaviour. With reference to analysing the high to low impact 
indirect communications tools, it is found that society, social network websites, and independent blogs 
have high impact over brand preferences, whereas, information from peer groups and reference groups 
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have low impact. Hence, it is inferred that direct communication tools have more influence over creat-
ing brand preferences of women consumers rather indirect communication tools elicit low impact. It is 
imperative to understand the direct communications elicit a higher influence over brand preferences of 
women consumers, thus enabling practicing managers to effectively control the brand preferences of 
consumers though effective use of the direct brand communication tools. Therefore, it is evident that 
the companies could control the brand preferences of consumers. While assessing the high and low 
impact direct brand communication tools, it is found advertising, public relations, personal selling (in 
store selling) and direct marketing (SMS promotions) to elicit a higher influence. While assessing the 
impact of in direct brand communication tools, it is identified that society, social network websites, and 
independent blogs to elicit a higher influence over brand preferences of women consumers. Therefore, 
the practicing managers ought to focus on such brand communication tools to identify, reach, target and 
influence the target consumers to buy and remain loyal to the brands.

Discussions and Implications

The study attempted and identified the impact of direct brand communication tools and indirect brand 
communication tools on brand preferences of women consumers. The study found the selected variables 
viz. direct brand communication tools and indirect brand communication tools have significant impact 
over brand preferences of women consumer buying intentions. However, in order to identify the clarity 
in impact, the researcher used construct analysis modeling to identify the high to low impact variables. 
The results revealed that direct brand communication tools have more impact and indirect brand com-
munication tools have lesser impact over brand preferences of women consumer buying intentions. The 
study also further analyzed to identify the high to low impact variables from direct and indirect brand 
communication tools and found that advertising, public relations, personal selling and direct marketing 
have high impact direct communication tools, whereas, it is identified that sales promotion, promotional 
events, store advertisements, celebrities, and internet initiatives have low impact over brand preferences 
of women consumers. With reference to analyzing the high to low impact indirect communications tools, 
it is found that society, social network websites, and independent blogs have high impact over brand 
preferences, whereas, information from peer groups and reference groups have low impact (Figure 1). 
Hence, it is inferred that direct brand communication tools have more influence over brand preferences 
of women consumer buying intentions. It is imperative to understand the direct communications elicit 
a higher influence over brand preferences of women consumers, thus enabling practicing managers to 
effectively control the brand preferences of consumers though effective use of the direct brand communi-
cation tools. Therefore, it is evident that the companies could control the brand preferences of consumers.

While assessing the high and low impact direct brand communication tools, it is found advertising, 
public relations, personal selling (in store selling) and direct marketing (SMS promotions) to elicit a higher 
influence studies (Sreedhar et al, 2005; Jothi et al, 2011; Brodie et al,2011; Mihart, 2012; Onditi 2012; 
Karunanithy and Sivesan,2013; Saeed et al, 2013; Adetunji et al, 2014). While assessing the impact of in 
direct brand communication tools, it is identified that society, social network websites, and independent 
blogs to elicit a higher influence over brand preferences of women consumers. The results are consistent 
with the following studies (Rapp et al, 2013; Goh et al, 2013. Therefore, the practicing managers ought 
to focus on such brand communication tools to identify, reach, target and influence the target consumers 
to buy and remain loyal to the brands. Hence, the practicing managers must understand that the brand 
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communication tools could be controlled by the companies in order to influence the brand preferences of 
women consumers. The outcomes of the study would provide much needed cue to industry and academia 
and make a significant contribution to the existing literature. Given the results, the practicing managers 
may work an effective strategic plan to suit to the target consumers, in order to reach, influence them to 
buy different products that are acceptable to culture, society and family.

RECOMMENDATIONS

Based on the above analyses and findings, the managers and the decision makers may use the following 
recommendations

1.  It is found from the outcomes of the study, the direct brand communication tools found to have a 
higher influence over brand preferences of women consumers than that of in direct brand commu-
nication tools. It is evident that the companies could control the brand preferences of consumers 

Figure 1. Modeling of high to low impact variables that influence brand preferences of women consumer 
buying intentions
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through effectively using the direct brand communication tools available at their disposal. Therefore, 
it is imperative for the companies to effectively such brand communication tools in order to ef-
fectively manage the brand preferences of consumers, make them remain loyal to the companies, 
thus increasing the customer life time value.

2.  It is identified from the study about the high impact brand communication tools (direct and indi-
rect). It is found, advertising, public relations activities, personal selling (instore selling) and direct 
marketing (SMS promotions) are the high impact direct brand communications tools, whereas, 
information from society, information from social network websites, and information form inde-
pendent blogs (websites provide information about brands) have found to be high impact in direct 
communication tools. It is imperative the practicing managers use the above tools effectively to 
design an effective brand communication strategy to reach target consumers.

3.  It is found from the study about the host of low impact brand communication tools (direct and 
in direct). The practicing managers ought to investigate the reasons behind in effectiveness, thus, 
enabling the low impact tools into high impact tools o left out from incorporating into the brand 
communication strategy.

FURTHER RESEARCH DIRECTIONS

The study attempted to design direct and in direct brand communications tools and test the influence 
of the same over brand preferences of women consumers from Middle Eastern Region. The study did 
not focus on the reasons behind such influence and why the women consumers sought such brand com-
munication tools to understand certain brands, and use. The further research may focus on such aspects. 
The study attempted to Middle Eastern Region which is one of the restricted societies of the world, and 
the further studies could be conducted different parts of the world.

CONCLUSION

The study had been attempted to unveil the impact of direct and indirect brand communication tools on 
brand preferences of women consumer buying intentions. The study selected the two major constructs 
viz. direct brand communication tools (advertising, sales promotion, public relations, promotional events, 
store advertisements, personal selling, direct marketing, celebrities, internet initiatives) i.e. information 
provided by company and indirect brand communication tools (influence of peer groups, reference 
groups, society, social network websites, independent blogs) i.e. information provided by external sources 
and tested the impact of the same in influencing brand preferences of women consumers. The study 
revealed that the selected variables have significant impact over brand preferences of women consumer 
buying intentions and further attempted to identify the high to low impact variables. It found that direct 
brand communication tools have more impact, whereas indirect brand communication tools have lesser 
impact in influencing brand preferences (Khraim, 2011). The study revealed the high to low impact 
variables over brand preferences of women consumers. With reference to direct brand communications 
tools found to have high impact over brand preferences, it is identified that advertising, public relations 
activities, personal selling activities (Inside the store selling), and direct marketing communications 
(SMS messages). The results are consistent with the following studies (Sreedhar et al, 2005; Jothi et al, 



598

Examining the Brand Communication Tools That Impact Brand Preferences
 

2011; Brodie et al,2011; Mihart, 2012; Onditi 2012; Karunanithy and Sivesan,2013; Saeed et al, 2013; 
Adetunji et al, 2014). Therefore, it is evident from the study that the direct brand communication tools 
used by the companies have more impact over influencing brand preferences of women consumers rather 
that of the indirect brand communication tools, provided by external sources. Therefore, the practicing 
managers ought to focus on such brand communication tools to identify, reach, target and influence the 
target consumers to buy and remain loyal to the brands. Hence, the practicing managers must understand 
that the brand communication tools could be controlled by the companies in order to influence the brand 
preferences of women consumers.
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KEY TERMS AND DEFINITIONS

Brand: The name of a product/service which distinct itself from other similar products.
Brand Preferences: The consumer’s choice of buying a particular brand of product/service.
Brand Communication: An information which is aimed to reach the selected target audience with 

regard to specific brand/brands.
Brand Communication Tool: A communication tool which is primarily used to convey information 

about specific brand/brands to selected target audience.
Construct Analysis Modeling: A statistical method that portrays a degree of influence of the selected 

variables i.e. high to low.
Direct Brand Communication Tools: The brand communication tools which are used by a company 

to convey information about specific brand/brands to selected targeted audience. Such communications 
tools could be controlled by the company. The tools are Advertising, Sales Promotion, In Store Adver-
tisements, Public Relation Activities, Personal Selling Activities, Direct Marketing Activities, Using 
Celebrities to endorse brands, Internet Initiatives etc.

In Direct Brand Communication Tools: The brand communication tools which are used by exter-
nal body other than a company in order to convey information about specific brand/brands to selected 
targeted audience. Such communications tools could not be controlled by the company. The tools are 
Information obtained from peer groups, Information obtained from reference groups, Information ob-
tained from society/social circles, Information obtained though social network websites, Information 
obtained through independent blogs (websites provide information about brands) etc.

Middle East Region: The region that covers major western part of Asia primarily Arabic speaking 
countries such as Saudi Arabia, Oman, UAE, Bahrain, Kuwait, Qatar, Yemen, Jordon, Syria, Iraq etc.

Woman Consumer: A feminine gender who buys a product/service for her own consumption.

This research was previously published in Trends and Innovations in Marketing Information Systems edited by Theodosios 
Tsiakis, pages 358-372, copyright year 2015 by Business Science Reference (an imprint of IGI Global).
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ABSTRACT

Experiential marketing offers an excellent vehicle for building relationships with customers. While 
emotional branding has been employed since a long time by marketers, evolving technologies and a 
growing appetite shown by customers for experiential connect has led to brands renewing their focus on 
experiential marketing. The authors discuss the experiential marketing ecosystem, detailing the various 
types of agencies and activities. The authors then present the Advertising Expenditure pie. In absence 
of an experiential component, the authors conducted their research to add the experiential component 
and present a revised Advertising Expenditure figure. The chapter then identifies Return on Investment 
(ROI) as the key challenge for assessing the success of an experiential activity. The authors develop a 
model for marketers to identify and connect with their customers through experiential initiatives. The 
authors conclude and present certain key developments in the area.

INTRODUCTION

As marketers, the end goal is to make your products and services stand out. The marketplace has changed 
over the years. Marketers across sectors face the dual challenge of an increasingly competitive landscape 
and a more educated customer. Marketplace competition has led to commoditization as there is very little 
difference in terms of attributes for products and services from different brands. This has led to brands 
competing primarily on price competition. The shift from a product-focused era to a consumer-focused 
era began around the mid-20th century when advertising revolutionized the way brands communicated 
with consumers (Smilansky 2009). This was when innovators such as Ogilvy revolutionized advertis-
ing. Brands evolved and used marketing communications that was customer-focused. This encouraged 
customers to aspire to a lifestyle that the brand was representing.
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The purpose of marketing communication is to communicate with different consumers or business 
sectors. The experiential revolution is occurring now. There is a discernible shift in a brand’s marketing 
communications from a one-way to a two-way model. The two-way communication of experiential mar-
keting creates memorable experiences for customers and changes them to brand loyalists and advocates.

The key challenge of experiential marketing is twofold – gaining acceptance as an established mar-
keting medium, and establishing ROI metrics to allow marketers to gauge the success of their activities.

The chapter describes the definition of experiential marketing from both an academic and an industry 
perspective. The chapter then discusses the relation of experiential marketing with other similar market-
ing activities. The authors develop their own model to gauge the experiential marketing industry size 
and present a revised AdEx (Advertising Expenditure) spend in India. The authors also compare growth 
in experiential marketing against digital marketing. In the final section, the authors posit their checklist 
for experiential initiatives and devise a model aimed at gauging the success of experiential marketing.

WHAT IS EXPERIENTIAL MARKETING?

The term “experiential” was coined by Alvin Tofler in his 1971 book, “Future Shock”. Joseph Pine II 
and James H. Gilmore expanded on this in 1998 in their book, “The Experience Economy”, coining the 
word “experience economy”. Experience marketing today is generally based on the concept of experience 
economy (Pine & Gilmore, 1998), which encompasses the most developed and theoretical discourse 
about experience marketing (Gilmore & Pine 2007; Pine & Gilmore, 1999; 2002). They established 
experiences as an important but largely unrecognized offering. Experience economy is also considered 
as a main underpinning for Customer Experience Management (CEM).

Emotional significance created by a personal interaction of the consumer with the product or brand 
is defined as the experience (Holbrook & Hirschman, 1982). According to Schmitt (1999), experiential 
marketing is how to get customers to sense, feel, think, act, and relate with the company and brands. 
Experiential marketing creates an emotional attachment for customers, which is unlike traditional mar-
keting efforts (McCole, 2004). The shift towards experiential marketing is because of developments in 
technology, which provide a two-way communication model (Schmitt, 1999).

With experiential marketing growing in size and importance, it has ceased to be a mere buzzword, 
and is now an important part of the marketer’s overall planning. While experiential marketing can be 
seen and experienced easily, it is tougher to define. “The Experience Economy” came out and captured 
the attention of branding and marketing circles around the world. Interestingly, while the term is only 
a few decades old, the practice is not. Marketers have been using experiential marketing in one way or 
another for a long time. Fairs and shows conducted in the late 19th century were also in essence, expe-
riential marketing.

Experience marketing offers engaging, interactive, and entertaining brand experiences. The idea is 
to communicate the essence of a brand through personal experience. Schmitt (2009) urges the research-
ers to develop the brand-experience construct conceptually. While marketers have been successful in 
implementing experiential marketing strategies, there has been no shared and accepted definition. Fou 
(2003) defines experiential marketing as marketing that gives consumers in-depth experiences with 
products in order to give them enough information to make the purchase decision. Experiential mar-
keting is a mutually beneficial interaction between consumers and a brand in an authentically branded 
engagement (Roxas-Murray, 2015). Hauser (2011) says that the term ‘experiential marketing’ refers to 
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actual customer experiences with the brand / product / service that drive sales and increase brand im-
age and awareness. Smilansky (2009) says that experiential marketing is the process of identifying and 
satisfying customer needs and aspirations profitably, engaging them through two-way communications 
that bring brand personalities to life and add value to the target audience.

Despite the growing significance of experiential marketing, there is a lack of systemic body of knowl-
edge and scientific framework on which to base scientific inquiry (Gupta, 2003). Experience marketing 
is a relatively new concept in marketing and limited empirical research has been conducted in the area. 
Academicians, experts, and practitioners have varied views on the approaches of experiential market-
ing. Tynan and McKechnie (2009) refer to lack of clarity in marketing literature with regard to “what 
exactly constitutes an experience and the conflation of terms associated with experience marketing”. 
Poulsson and Kale (2004) observe that there has been no attempt made to systematically define what 
exactly constitutes an experience in marketing terms.

Relation of Experiential Marketing With Other Activities

There is confusion over the similarity of experiential marketing with other areas in marketing. While 
there is at times a certain overlap, experiential marketing has its own unique identity. The commonality 
that experiential marketing shares with other marketing activities is shown in Table 1.

Return on Investment (ROI) in Experiential Marketing

A major criticism of experiential marketing is lack of suitable and consistent methods for its evaluation, 
thus leading to the use of traditional marketing metrics (Smilansky, 2009). Koremans (2007) stated that 
agencies need to place greater emphasis on ROI measures for clients.

Table 1. Relation between experiential marketing and other marketing terms

Field Marketing

Field marketing involves field staff who support activities such as advertising, sales promotion and 
market research. Field marketing can be differentiated from all other marketing activities because 
it is face-to-face direct marketing (Williams & Mullin, 2008). While experiential marketing utilizes 
live brand experiences amplified using communication mediums, field marketing is limited in its 
scope and is appropriate primarily for supporting existing activities and promotions.

Event Marketing

Number of companies sponsoring events is increasing. While a lot of experiential marketing is done 
through events, event marketing is not always experiential marketing. Event marketing refers to 
presenting a brand through live events such as trade shows, festivals, concerts etc. This is itself does 
not warrant it being referred to as experiential marketing. While event marketing serves as a lever 
to engage the consumer (Close, Finney, Lacey & Sneath, 2006), experiential marketing also allows 
people a chance to interact more deeply with the brand.

Brand Activation

Brand activation refers to generating consumer interest by allowing consumers to use a product 
or experience a service. Experiential marketing is a core part of this, however, the goal of brand 
activation is primarily to generate trust in a brand marketing messages. Experiential marketing goals 
need not be so specific.

Consumer Experience 
Management (CEM / CXM)

The Consumer Experience Management is the collection of processes a company uses to track, 
oversee and organize every interaction between a consumer and the organization throughout the 
consumer lifecycle. Components of good information system have led to significant improvements 
for the marketer (Jenkinson, 2006). While the focus of CEM is on the consumer’s touch points with 
the brand, experiential marketing leads the way.

Engagement Marketing Another term for Experiential Marketing, though Engagement marketing is seldom used now.
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ROI is a performance measure that measures the amount of return on an investment relative to the 
investment’s cost. Marketing departments are under increased pressure to demonstrate their economic 
value to the firm (Hanssens & Pauwels, 2016). While ROI assessment is crucial for every marketing 
medium, experiential marketing poses unique challenges due to the inherent difficulty of measuring the 
same, and the lack of any established guidelines.

EXPERIENTIAL MARKETING AS PART OF THE 
MARKETING COMMUNICATIONS ENVIRONMENT

The attention paid to experiential marketing is steadily increasing. The reason for this is attributable to the 
losing effectiveness of traditional media channels and one-way communications. Online social networking 
and digital media have grown exponentially. Millennials are shunning traditional mass media channels. 
Experiential marketing allows brands to target audiences through engaging initiatives. The intent is to 
achieve marketing communication objectives while at the same time adding value to the consumer’s life. 
Experiential marketing works because it allows to achieve the goal of traditional channels – increasing 
brand awareness, market share and sales, while keeping live experiences at the center of the integrated 
marketing communications strategy.

Why We Need Experiential Marketing: Relation to Advertising Expenditure

Marketing communications channels traditionally include advertising, direct mail, packaging and sales 
promotion. Sponsorship, public relations, live brand experiences and digital have also gained prominence 
now. Experiential marketing used to be a marketing afterthought. Remaining ad budgets were invested 
in experiential marketing. We now see a change in how marketers look at experiential marketing as they 
have begun to first-hand experience its benefits.

The authors focus on the contribution of experiential marketing to the total marketing budget on adver-
tising. The reason why they have chosen to analyze the connection between advertising and experiential 
marketing is because marketers assign their yearly marketing budgets as a part of the total advertising 
budget. An advert can amplify an experiential initiative, and conversely, an experiential initiative can 
bring to life an advertising campaign. Measuring experiential budget allocation as a portion of total 
marketing allocation on advertising gives an excellent representation of the extent to which experiential 
marketing is being used, and continues to grow. Experiential marketing will need to grow fast though 
before it can match traditional ad spends. Organizations such as eMarketer (2015) only split ad spending 
into Traditional Ad spend, Digital Ad spend, and Mobile Ad spend.

Experiential Agencies

The experiential agencies do operate under any single governing body. EEMA (Event and Entertainment 
Management Association) is an autonomous and non-profit registered body of companies, institutions and 
professionals operating within the Events and Experiential Marketing industry of India (EEMA, 2016). 
EEMA represents only the organized sector. It leads dialogue within its members and with Government, 
Statutory Bodies, Taxation Authorities, Private and Municipal Licensing Bodies, Corporate Industry, 
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Vendors, and Artists. It also sets industry standards that guide its members and has also prescribed a 
code of conduct for them and their employees.

Broadly, experiential marketing can be done by a marketer in-house or by hiring an external agency. 
The various options are shown in Figure 1.

Experiential activities require great attention to detail at every stage of the lifecycle from planning 
to location handling to liaising with various suppliers and staff. Smooth running of campaigns therefore 
requires robust infrastructure and systems to handle events in complex environment, as well as teams 
trained specifically to ensure smooth running of a campaign. Moreover, experiential events are influenced 
heavily by external factors – PESTEL (political, economic, social, technological, environmental, and legal).

Each option has its own sets of advantages and disadvantages. The authors have listed these based 
on conversations with industry experts. Interviews with two experts has been presented. Yamini Singh, 
Executive Editor, Businessworld Applause and everythingexperiential.com is from the experiential 
industry; Shyam Ghosh (Spent 40 years in the Advertising industry handling brands like Bata, Maruti 
Suzuki, Glucon D etc.) is from the media side. These are listed in Table 2.

The decision regarding the choice of experiential team depends on various factors. The authors sug-
gest the following points as a guide:

1.  In-House: Choose if experiential is core to the organizational strategy and if there are requisite 
funds at disposal.

2.  Media/Full-Service Agency: Choose if there is substantial ongoing activation in ATL (Above the 
Line) activities, and integration is crucial.

3.  Limited Service Agency: Choose if the execution of experiential campaign requires specialists.
4.  PR Firms: Choose if experiential marketing also requires targeting key influencers and opinion 

leaders.

Types of Experiential Activities

Experiential activities can either be a one-off initiative or an Intellectual Property (IP). A one-off initia-
tive refers to a marketing initiative / campaign executed by a marketer, which may or may not be repeated 
in the future. A good fit between the event and brand creates the conditions for a value transfer from 

Figure 1. Types of agencies for experiential marketing
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event to brand (Martensen, Grønholdt, Bendtsen & Jensen, 2007). An example of a one-off initiative 
is the launch campaign for a car held at a mall. In the case of experiential marketing, an IP refers to the 
creation of an intangible property wherein the ideation, creation, and execution rights are held by the 
event companies. Marketing these unique types of events require unique and innovative tactics (Hoyle, 
2002). Relationship marketing clearly has a role in the marketing of technological innovation and prod-
uct development. A clearer notion of the way IP can be analysed may improve the economic outcome 
of investments in innovation. (Borg, 2001). An example of an IP is Sunburn (a music festival created, 
and rights-owned by Percept).

These experiential activities can be both B2C (Business-to-Consumer) and B2B (Business-to-Business) 
in nature. The broad classification of experiential activities is shown in Figure 2.

Table 2. Advantages and disadvantages of various experiential agencies

Type of 
Agency Advantages Disadvantages

In-house

1. Ensures high commitment of team since client is 
internal. 
2. Team is closer to key players and stakeholders. 
3. Goals and ethos of company can be explained easily. 
4. Ideas are safer and can be contractually kept within the 
company.

1. Requires huge investment of time, money and people. 
2. Period of inactivity in experiential marketing is idle 
time. 
3. Hiring of senior executives is difficult. 
4. Creative ideas being generated by other experiential 
executives / agencies are inaccessible.

Media / Full – 
Service agency

1. Agency is familiar with the brand. 
2. Easier to connect experiential marketing to above-the-
line (ATL) activities.

1. Lack of control since media agencies will outsource 
components of experiential campaign. 
2. Costs will be higher due to agency mark up and 
commissions. 
3. Experiential might not be the area of expertise of the 
agency.

Limited – 
Service agency

1. They are specialists in their area. 
2. Comprehensive execution and evaluation tools will be 
offered.

1. Brand has to manage multiple agencies. 
2. The agencies might not integrate well together.

PR agency

1. PR agency has excellent press and media contacts. 
2. Existing PR agency would understand brand very well 
and integrate the experiential campaigns. 
3. They also have excellent relationships with brand 
ambassadors and various suppliers. 
4. They are used to working across deadlines and at odd 
working hours.

1. PR firms are based out of larger cities and might not 
have direct local presence in smaller cities. 
2. PR firms are focused towards press more so than 
consumers / individuals.

Figure 2. Classification of experiential activities
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The major subsectors of experiential offerings, as per discussion with industry experts, are described 
below (EY, 2015):

1.  Brand Activation: Deals with activities that bring brands to life and use physical or digital medium 
to encourage positive consumer participation. These are included within ‘below the line (BTL)’ 
activations.

2.  MICE: Acronym for Meetings, Incentives, Conferencing, and Exhibitions are types offered by the 
tourism industry, especially hotels. These are mostly B2B activities which are corporate-driven 
engagements – for vendors, sales teams, dealers and distributors, business associates etc. B2C 
segments of existing exhibitions are also emerging in India.

3.  Artist Management Companies: Deal with solutions in celebrity management and engagement, 
celebrity promotions and appearances, celebrity performances, artist management etc.

4.  Intellectual Properties (IPs): Events created by an agency who also possess the ownership and 
intellectual right to the event. They are primarily periodic in nature and are associated with a par-
ticular genre – such as music, film, art, literature etc.

Growing Size of the Experiential Industry

Globally, experiential marketing shows no signs of slowing down. Data from long-running surveys exam-
ining the experiential marketing industry shows an increase in experiential marketing spend (EventTrack, 
2015). Researchers noted that the overall U.S. promotion-agency revenue, including events and experi-
ential, rose 5.8 percent over the prior year - an increase greater than media (1 percent), advertising (4.4 
percent), and Public Relations (5.3 percent) (AdAge 2015). An Event Marketing Institute (2015) report 
shows that bigger brands (INR 6,500 crores +) are increasing experiential ad spend at a much faster pace.

In India too, companies are exhibiting a similar pattern of increasing share of experiential spend in 
their marketing budget. Consulting firm, Ernst & Young (EY) published a report with EEMA in 2015 
titled, ‘Making experiences in India: The events and activations industry’. According to the report, the 
events and activations industry is expected to grow to INR 5,779 crores by 2016-17 (EY 2015). While 
marketers historically restrained from integrating experiential campaign talk in their marketing strategy, 
we see that marketers increasingly are outspokenly talking about added attention being paid to experiential.

RESEARCH METHODOLOGY

Industry Size and AdEx Estimation

Experiential agencies file their annual filings with the Registrar of Companies. The financial metrics 
were acquired from the reports filed with MCA (Ministry of Corporate Affairs). The authors worked in 
partnership with Businessworld Applause and market research and consulting firm, Traverse Strategy 
Consultants to access individual filings of all companies and acquired various data points – revenue, 
expenses, gross and net profit etc. These numbers were then used to derive Profit Ratio, Net Worth etc. 
The industry size figures were used to calculate the proportion of experiential marketing in the total AdEx.
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INDUSTRY SIZE VALUATION

Industry Size and Estimates

The EY – EEMA report, ‘Making Experience in India’ had estimated the organized event and activation 
industry at INR 4,258 crores in 2014-15. The experiential industry still retains a major percentage as 
the unorganized component, though there is a slow but discernible shift towards organized players. By 
estimating the organized component at 60% of the total industry size, and 80% of the organized sector 
revenue represented by EEMA members, the authors were able to assess the industry size based on 
financial data available at MCA. The research looked at data for over 125 EEMA members.

For 2014-2015, experiential industry was assessed at INR 6250 crore. Estimates for 2015-16 are at 
INR 7,281 crore and for 2016-17 at INR 8,483 crore. The estimated growth from 2014 – 2016 is 16 – 
17%. Table 3 shows the break-up of the organized and unorganized sector.

The Top 25 experiential agencies contributed INR 1,874 crore (2014-15) and an estimated INR 
2,183 crore (2015-16). This makes the contribution of the Top 25 experiential agencies the same as the 
contribution of the rest of the organized sector, at 30% each. This is shown in Figure 3.

The top 100 agencies contribute INR 2,858 crore (2015-16), which puts it at nearly 40% of the total 
experiential industry. This shows that despite the highly fragmented nature of the industry, consisting of 
nearly 10,000 event companies (EY 2015), the revenue share is majorly contributed by the top 1 percent.

Table 3. Experiential AdEx year-wise break-up

Year Organized Sector Unorganized Sector

2014-2015 3,750 2,500

2015-2016 4,368 2,913

2016-2017 5,089 3,394

Computed by researcher’s own study.
[figures in Cr.]

Figure 3. Experiential AdEx Break up for India (2015-2016)
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Share of Experiential Marketing in Total AdEx

Dearth of accurate numbers on the experiential industry size has always been a concern. The bigger chal-
lenge is the fact that while experiential spends are increasing (a fact supported by marketing estimates), 
experiential marketing is not represented in the AdEx (Advertisement Expenditure) reports.

The size of the total AdEx in India has been tagged in the range of Rs. 54,000 crore. The AdEx for 
2016 was projected at INR 57,486 crore (GroupM, 2016) and INR 51,365 crore (Pitch-Madison, 2016). 
Experiential ad spend does not feature in any of these reports. We see the same pattern in the U.S. as 
well. Ad Age’s LNA (Leading National Advertisers) report (2016), which calculates measured spend-
ing (done by Kantar Media) and unmeasured spending (Ad Age Datacenter estimate), puts experiential 
marketing in the same bucket as search marketing, online video etc.

From an industry perspective, this creates confusion since there is lack of robust information. While 
brands do talk about their experiential ad spends, there is no platform for aggregating information. 
Moreover, how a brand defines ‘experiential’ remains unclear. To get the revised AdEx, the authors 
increased the total AdEx pie of INR 54,000 crore (an average of existing industry estimates) by adding 
the unrepresented experiential component of INR 8,483 crore. This led to a revised AdEx size of INR 
62,483 crore.

Experiential, at 13 – 14% of the total advertising expenditure pie, is a significant number; marginally 
higher than digital spend (11 – 13%), as shown in Figure 4. Experiential advertising expenditure is also 
substantially larger than Radio, Out-of-Home (OOH), and Cinema advertising.

Other Findings

There were other financial metrics that were derived from the analysis.

• Profit ratio for the experiential agencies is estimated at 4 – 6 percent.
• Debt equity ratio at 1.85 – 1.95 is high, and represents that agencies are dependent on external 

borrowing to finance operations.

Figure 4. AdEx Break up for India (2015-2016)
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• Net Worth (representing Current Assets reduced by Current Liabilities) of the Top 25 experiential 
agencies is INR 17 – 19 crore.

MODEL FOR EXPERIENTIAL MARKETING RETURN ON INVESTMENT (ROI)

Issues With ROI Assessment

Rising budgets by marketers on experiential marketing have led to higher expectations as well. According 
to a Global CMO study, 67% of CMOs believe that event ROI was the primary measure of their event’s 
effectiveness (IBM, 2015). The report also mentioned that 87% of consumers purchased the brand’s 
product or service after the event at a later date. Inability of marketers to address this attribution of a 
delayed purchase is a problem as well.

The authors have therefore tried to establish and standardize metrics for experiential ROI – which till 
now have been measured using similar metrics to traditional marketing and advertising – which are not 
suitable for measuring the success of a campaign. The challenge in experiential marketing is twofold:

• Experiential ROI cuts across other marketing channels and, therefore, isolating the experiential bit 
is difficult for a marketer.

• There is little effort being put to standardize metrics and research for ROI because it is still an 
emerging field, with a growing but albeit limited ad spend; and it is not getting enough confidence 
by marketers since there is a lack of proven ROI.

ROI vs. LROI (Long-Term Return on Investment)

The general feeling among marketers is that experiential marketing ROI measurement still needs proper 
definition. Marketers therefore need more effective measurement tools. Before the authors delve into the 
specifics of ROI measurement for experiential marketing, it should be noted that there are misconcep-
tions that experiential marketing is not cost-effective.

According to a survey, 79 percent of brands are expecting to do more experiential marketing, with 
49 percent realizing a ROI between 3:1 and 5:1 (EventTrack, 2015).

ROI in experiential marketing is expressed as a percentage and compares net profit to cost of invest-
ment in experiential investment. Originally, an accounting term, its use in marketing is still considered 
to be a grey area.

Experiential Marketing ROI
Net ofit from Experiential Activity

=
Pr

IInvestment in Experiential Activity
 

It is crucial to demarcate the distinction between ROI and LROI. ROI for experiential marketing works 
best when the focus is on short-term thinking. Where the context is of a long-term experiential market-
ing strategy, the objective is to convert participants into loyal consumers, and then into brand advocates.

LROI for experiential activities are likely to be greater than those of traditional approaches. It gives 
the longer-term financial return that a marketer can expect from a brand experience. LROI and ROI 
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analysis when combined together help evaluate an experiential campaign. The gain for a marketer from 
these is usually accounted for in consideration to CLV (Consumer Lifetime Value).

Developing Measurement Metrics

Live marketing experiences are rarely done alone and are typically integrated with the rest of the mar-
keting efforts utilizing a broad array of channels. Marketers go to several channels, such as advertising, 
sales promotion, sponsorship, public relations, digital etc., where every channel has different goals and 
objectives. This multi- channel nature to experiential campaigns leads to complexity, therefore warrant-
ing a need to establish measurement metrics that will help marketers and agencies highlight:

• Consumers they want to target
• Various methods of interacting with these consumers
• Identification of location and environment
• Integration with other marketing programmes

Sirgy (2008) states that increasing emotional involvement will increase customer loyalty towards 
the brand. The customers have more power, and should be treated as partners, sharing information and 
contributing in decision making (Bagozzi & Dholakia, 2006). Past work has looked at individual com-
ponents, but not collectively. The authors, therefore, devise a 6Cs index that will act as a checklist to all 
brands and agencies at the onset of an experiential programme. The checklist, which includes various 
components that are necessary for the success of a campaign, is shown in Figure 5.

The 6 Cs can be expressed as a combination of all the tasks that need to be considered for a success-
ful campaign. By keeping the checklist in mind, the experiential agency and the marketer will be able 
to correctly identify, and then execute the experiential initiative.

Experiential marketing is an interesting tool since varied creative processes will lead to different re-
sults. Experiential marketing can be implemented across sectors, from technology to music, from BFSI to 
FMCG. There is no particular sector (whether product or service), which is more or less appropriate for 
experiential marketing, since the inspiration for experiential marketing comes from brand personalities 

Figure 5. 6 Cs checklist for agencies and marketers
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and target audiences. The emotional connection that can be reached through brand-relevant experiences 
transcends the selling points of the product, its features and benefits.

To ensure the process is smooth right from identification of target audience to connecting with them, 
the authors propose a TRUE model, as shown in Figure 6. The model allows a marketer to start with the 
target audience and narrow it down to the customers with whom they manage to engage the most. To do 
this, the marketer will first identify the target audience. This is represented as the audience as a subset 
of the total universe of customers (current / prospective) with whom the marketer wishes to engage. 
Once the target audience is defined, the marketer decides, as a proportion of the total target audience, 
the number of customers whom the campaign will reach. During the campaign execution, the marketer 
then has to ensure that the right message is being passed on to the customer by the experiential agency 
executing the campaign on ground. During the campaign, the ability of the brand product or service to 
connect with the customer correctly is measured. Gaps can arise between any two stages. Utilizing the 
model will allow the marketer to plan the execution well, and learn from actual execution, which is then 
useful for future planning.

Data-Driven Marketing

Marketing is becoming a more quantifiable, data-based function. This has allowed marketers to use data 
analytics to drive marketing decisions (CIO, 2015). Convergence of digital and technology has enabled 
event marketers to have access to large amounts of data. Brands are now seeking proof of success for 
experiential initiatives and event marketers are adopting a data-driven approach. This has enabled them 
to measure ROIs and also attribute sales that were otherwise unattributed.

There are critical questions that marketers need to ask themselves when planning for an event:

• On which parameters will success be measured?
• Which events were the most successful? Which were the least successful?
• How can sales be directly and indirectly attributed to the event marketing program?
• How are customers interacting with different components of the event brand experience?

Figure 6. TRUE Model for gauging success of experiential marketing
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There are various data points that influence an event marketer:

• Historical data and trends
• CRM (Customer Relationship Management) data
• Digital metrics
• Leads, Sales, Target number of conversations
• Audience data from event execution

 ◦ Attendee numbers
 ◦ Audience flow
 ◦ Audience dwell time (time spent at a stall / activity)
 ◦ Display material metrics (feedback on various display materials used - such as stands, kiosks 

etc.)

While data being generated is increasing, the onus on the event marketer is to ensure the right data 
is being collected. The authors suggest the following points to keep in mind with respect to data:

• Calendar needs to be defined for pre-activation, post-activation and digital integration.
• Data should be collected accurately and in a timely manner.
• Since there are multiple methods of data collection – there should be consistency.
• There should be standard protocols for collecting data uniformly for multi-region events.
• There should be coordination with the brand and other partners / service providers.
• Ongoing review and evaluation is a must.
• Due to the nature of experiential events, it is crucial to enable flexibility till the last point of 

execution.
• Sales and marketing teams should be integrated with the experiential team.

FUTURE RESEARCH DIRECTIONS

Experiential Marketing Pairing With Customer Experience Management

Brands are finding it difficult to differentiate their offerings, especially when they are positioned similarly. 
Consumers demand more from a brand, which leads to brands offering higher level of services / value-
added services (Hoyle, 2012). CRM (Consumer Relationship Management) has over the last few decades 
allowed brands to establish programs aimed at driving consumer loyalty through reward programs and 
engaging in regular communication with consumers (Chen & Popovich, 2003).

Consumer loyalty evolved into CEM (Consumer Experience Management), defined by Gartner (2016) 
as “the practice of designing and reacting to consumer interactions to meet or exceed consumer expec-
tations and, thus, increase consumer satisfaction, loyalty and advocacy.” Cantone and Risitano (2011) 
confirm that in the last years, many firms are adopting CEM strategies, in which they emphasize on the 
role of emotions, feelings, sentiments, passions and experiences in the consumer-brand relationships.

Experiential marketing is closely linked with CEM. Experiential marketing focuses on managing 
customer experiences with a brand and focuses on the execution by the experiential agency, attempting 
to maximize ROI. CEM is a process that ensures that various disparate marketing elements are all tar-
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geted towards matching consumer expectations. CEM focuses on a broader array of engagements than 
experiential marketing. When combined, they offer a marketer immense opportunity to form long-lasting 
relationships with the target audience, converting them into brand advocates. Figure 7 shows this relation.

Creation of IPs

This is another area where there is massive potential in the future. Sponsors and advertisers have now 
moved from plain vanilla events to tailor-made events. There is also deeper penetration of IPs into non-
metropolitan cities. Despite this, achieving profitability remains challenging. For example, the music 
festival Sunburn (a Percept property) is still unprofitable in some locations (Unni, 2016). Due to low 
entry barriers, there are several new IPs that continue to launch every year. The researchers feel that there 
will be an automatic overhaul by 2017 or 2018 and only eight to ten high profile event IPs are expected 
to survive in every vertical, nationally.

IPs are also being created by the government. The government has started ambitious and large-scale 
event-based spending. There have been several mass outreach programs like ‘Swach Bharat’, ‘Make in 
India’ etc. Events like ‘Vibrant Gujarat Summit (VGS)’ have also led to professionally organised and 
engaging G2C (Government to Consumer) and G2B (Government to Business) events. Having started in 
2003 as a biennial investor summit, VGS has evolved and has now become a round-the-year activity with 
seminars, conventions, panel discussions, regional meets, forums and exhibitions. VGS is now promoted 
extensively on electronic, print media and outdoor advertising. All major events are webcast and there 
is continuous social media marketing. VGS shows the change in the government’s view towards events.

G2B and G2C events will increase in number and size. This opens up immense and varied oppor-
tunities for both marketers and experiential agencies. Marketers can partner with the government for 
these events, automatically increasing the reach of the marketer’s brand. For agencies, it is an additional 
revenue source. The area is still nascent, with partnerships starting to emerge. The next few years will 
see a growth in the area of G2C and G2B events. Further research can identify specific models to enable 
performance evaluation of these government and non-government IPs. Research will also be required 
since additional spend by marketers and government will surely lead to a heightened expectation for 
proven ROI from these IPs.

Figure 7. CEM and experiential marketing
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Integration With Other Media Vehicles

Integration of experiential marketing with other media vehicles – such as digital, outdoor and print, has 
enabled brands to provide a more holistic experience to the customers. Event organisers are now becom-
ing solutions partners to brands. This collaborative marketing should be assessed further.

CONCLUSION

Consumer expectation from brands will continue to rise. Social and digital platforms and information 
access and a sharing economy puts brands in a delicate situation. They have new mediums to reach out to 
customers – but at the same time, customers are more demanding and the marketplace is more competi-
tive. The sheer potential of experiential marketing is not merely a one-off experiential initiative. The true 
potential lies in long-term activities such as creation of IPs. Partnering experiential marketing with CEM 
allows brands to achieve their ultimate goal, a two-way communication channel with target audiences.

While measurement remains a big challenge for the industry, it is also important to ensure that brands 
are giving value to an experience. Future research work in the area of Return on Engagement (ROE) will 
help the industry. While ROI is measured primarily in financial terms, ROE measures the overall brand 
strength gained from a brand or product.

The researchers have created measurement metrics in the form of a 6Cs checklist and a TRUE model 
for ROI assessment. While the checklist provides a roadmap for the marketer and the agency to plan the 
experiential campaign, the TRUE model allows the measurement of success of the campaign against 
defined objectives. Better measurement will ensure accountability in the industry. Future research work 
in partnership with the experiential industry will help develop the measurement metrics.

There are challenges that the industry faces. The event industry continues to grow, but digital AdEx 
is catching up and is expected to surpass experiential AdEx in a few years. The fact that the largest ad-
vertising annual reports leave out the experiential component from AdEx is also a sign that the industry 
needs to lobby and ensure that it is given adequate importance.

The industry also remains highly fragmented. Brands and sponsors, especially regional players 
continue to go to the smaller agencies. Several experienced professionals also branch out and start their 
own firms. This has led to difficulty in standardisation as small players typically exhibit low-levels of 
innovation and quality.

There is immense potential due to the increase in IPs, both by private organizations as well as G2C 
/ G2B events and exhibitions. Experiential agencies would need to ensure that they have a different set 
of measurement metrics for brands and government events. The government, in turn, needs to ensure 
that the tax regime is reworked in favor of the experiential industry.
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KEY TERMS AND DEFINITIONS

Above-The-Line (ATL): Advertising technique where mass media such as television, print, radio, 
internet etc. is used to reach out to consumers.

Advertising Expenditure (AdEx): The cost to plan, create, execute and track advertising activities. 
At times also includes other marketing activities such as sponsorships, promotion, public relations, etc.

Advertising: A form of marketing communication that allows brands to use a sponsored message to 
promote or sell a product, service or idea.

Amplification: In content of marketing, refers to sharing of brand content, typically digital content 
through social distribution. Can be paid engagement or organic.
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Below-The-Line (BTL): Advertising technique where mass media other than television, print, radio 
etc. is used to reach out to consumers. This technique targets specific groups of people and with greater 
focus.

Brand Activation: A relatively new term. Allows brands to drive customer action through brand 
interactions and experiences.

Brand Experience: The collective responses (sensation, feeling, cognitive etc.) felt by a customer 
from interacting with brand-related stimuli such as design, packaging, communications etc.

Businessworld Applause: Bi-monthly Indian publication from the Businessworld group. Focuses 
on trends and latest developments in the event and experiential industry.

Commoditization: The process through which goods with economic value are rendered indistin-
guishable in terms of attributes and become simple commodities in eyes of consumers.

Customer Experience Management: Framework that allows brands to react to customer interac-
tions through various touchpoints. Aim is to ensure customer delight and increase loyalty and advocacy.

Customer Lifetime Value (CLV): Prediction of net profit attributable to a customer for the entire 
future relationship of the brand with the customer.

Customer Relationship Management: Framework that companies use to manage and analyze cus-
tomer behaviour through their lifecycle, with the goal of improving business relations with customer. 
Helps in customer retention and driving sales growth.

Differentiation: In marketing, refers to distinguishing a product or service from others with the aim 
to make it more attractive to the target audience.

EEMA: EEMA is an autonomous and non-profit registered body of companies, institutions and 
professionals operating within the Events and Experiential Marketing industry of India. EEMA is a 
national association that leads dialogue within its members and with Government, Statutory Bodies, 
Taxation Authorities, Private and Municipal Licensing Bodies, Corporate Industry, Vendors and Artists.

Emotional Branding: The practice of building brands which appeal directly to a consumer’s emo-
tional state, needs and aspirations.

Ernst & Young (EY): EY is a multinational professional services firm headquartered in London, 
United Kingdom.

Event Marketer: Event Marketer Magazine was founded in 2002 to serve the information needs of 
strategic brand-side event marketers and agency executives across the spectrum of face-to-face market-
ing–including mobile marketing, mall marketing, street events, trade shows, corporate events, proprietary 
events, virtual events, buzz marketing, public relations, campaigns, sponsorships, business-to-business 
events and press events. It is a leading provider of content for the event and trade show category.

Everything Experiential: Website operated by Businessworld group. Focuses on trends and latest 
developments in the event and experiential industry.

Generation Y: The generation born in the 1980s and 1990s. As a group they are perceived as exceed-
ingly familiar with digital and electronic technology. Also known as millennials.

Intellectual Properties (IPs): Events created by an agency who also possess the ownership and 
intellectual right to the event. They are primarily periodic in nature and are associated with a particular 
genre – such as music, film, art, literature etc.

Long-Term Return on Investment (LROI): ROI measured over a longer period of time (3 – 5 years).
Out-of-Home (OOH): Advertising that reaches consumers while they are out of their homes. Also 

known as outdoor advertising.
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Public Relations: Professional maintenance of a professional public image maintained by a company 
for another company, brand, or individual.

Return on Engagement (ROE): ROE measures the overall brand strength gained from a brand or 
product.

Return on Investment (ROI): A performance measure that measures the amount of return on an 
investment relative to the investment’s cost.

Word of Mouth (WOM): WOM refers to the honest sharing of opinions from one consumer to 
another. It is different from WOM marketing / WOM advertising as they refer to a brand actively influ-
encing or encouraging consumers to spread positive opinions.

This research was previously published in Driving Customer Appeal Through the Use of Emotional Branding edited by Ruchi 
Garg, Ritu Chhikara, Tapan Kumar Panda, and Aarti Kataria, pages 125-149, copyright year 2018 by Business Science Refer-
ence (an imprint of IGI Global).
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APPENDIX

Interviews

Two interviews were conducted with key industry experts – one from the experiential industry and the 
other from the conventional media side.

Interview Conducted With Yamini Singh, Executive Editor, 
Businessworld Applause and everythingexperiential.com

• How Would You Define Experiential Marketing?
YS: The term is self-explanatory. It has the term ‘experience’ in it. Taking into account the brand 

and the consumer, that is where the concept of ‘marketing’ comes into play. While we talk about 
experiential marketing holistically, we also include in it social events, weddings, bachelorette 
parties, birthdays etc. since there is a lot of money being pumped into those areas as well. 
However when we talk about ‘experiential marketing’, and marketing referring to reaching 
out to a potential customer, I will limit my answer to that aspect only. There are three things 
that constitute experiential marketing – connecting with the consumer at a deeper level, doing 
it on-ground, possibility of interaction and real-time feedback.

• While the Industry Has Surely Been Growing – Do You Also Feel the Way Brands Perceive 
Experiential Marketing Has Changed in the Last Few Years?
YS: Of course the perception has changed. There are also numbers to validate the effect. A lot of 

brands are exploring experiential marketing increasingly compared to how they used to do 
back in the day. Spends for experiential marketing have also gone up on their annual market-
ing spend plans. The entire landscape has changed. Every brand now realizes that there is 
a need to engage with consumers since there is so much competition in the market now. For 
example in the beverage category there are multiple options available to the consumer. New 
brands are being launched regularly. To be able to have a leg up you need to create brands 
loyalists from the consumers. Brands realize that the only way to do this is to give the consumer 
personalized experiences, create connections and personal relationships with them. There is 
no form of marketing that does this better than experiential marketing.

• To What Extent is the Brand’s Change of Perception Towards Experiential Marketing 
Affected by Their Genuine Emotions? Is it Because of Their Need to Show Their Stakeholders 
That They Are Using Experiential Marketing, or Do They Genuinely Believe in It?
YS: The answer to this question lies in the one you asked me before. Of course brands genuinely 

realize the importance. There are other variables at play also which convince brands that 
experiential is the way to go. One of them being digital – with YouTube, Facebook and other 
viral media coming into action. Anything done on these platforms has the potential to either 
reach out to consumers into a meaningful way / become viral, but can also backfire on the 
brand. Digital is growing – and so is experiential. The two complement each other very well. 
Brands realize that to reach out to consumers, they need to have a personal conversation with 
them, and experiential does it very well. Therefore they are spending more towards experiential.
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• Can Experiential Work in All Locations, Such as Rural?
YS: To be able to extend experience to rural India is not easy. There are multiple challenges. There 

are not too many inroads, purchasing power is limited, and not many brands go there. Televi-
sion as a medium though is prominent everywhere in India. Rural India is now catching up 
on mobile marketing, but experiential marketing will take a while. Experiential marketing 
works great as far as quality being offered to consumers is concerned. In terms of quantity, 
we are limited in India. Rural India remains a challenging terrain.

• In Your Experience of Being a Part of the Industry, How Does Experiential Marketing 
Compare to the Performance of Other Traditional Channels? 
YS: India is still at a stage where television advertising is more prominent. We cannot take that 

away. Experiential marketing is picking up, and I am a huge proponent and advocate of 
its potential and the impact it leaves on the consumers. I have to admit though that digital 
marketing has really grown from strength to strength. Brands are using digital marketing in 
very innovative ways. Out-Of-Home is a medium that I feel should have picked up more by 
now. Internationally bus shelters, for example, have been used for some really amazing ex-
periential and outdoor activations. Sportswear brands like Nike also do a lot with outdoors. 
Momentum UK did a great outdoor activity merged with an experiential element when they 
did the ‘Survival Billboard’ for Xbox. In the outdoor space India is behind in terms of the 
innovativeness that we see internationally.

• Could You Elaborate as to Why You Feel Partnering of Experiential Marketing With Other 
Mediums in India Does Not Work Well?
YS: It is very important for us to look at this as an overview of how things happen in India. In 

India a brand goes to a media planning house, defines its budget, and then asks them to plan 
something. Then the media planner – which has a cohort of agencies in its kitty - will reach 
out to experiential agencies who they have worked with whom they have had past positive work 
experience. There is a huge disconnect here since all strategy planning is done at the brand 
level, and the media planner only executes it. Hence it is very important for the media planner 
and the brand to sit together and discuss the strategy that enables them to go forward. Also 
this needs to be done keeping in mind a long-term perspective. There is an array of factors 
that need to be kept into account which ensure that the core of the objective is not diluted. To 
sum up – a. it is very important to identify what the objective; b. It is crucial that the media 
planners strategize and not merely execute.
Partnering of different mediums can only happen when there is a strategy in place. Only when 
the brand and the media planner sit together and decide that they need to bring out the best 
from digital, the best from OOH, and the best from experiential marketing can they succeed. 
These three have to work in unison and the brand and the media planner have to ensure that 
they have a clear cut vision.
What happens is that brands usually work with an experiential agency one time. Then they 
see the result. Then they do an outdoor campaign. Then they do something digital. Then 
something in print. This approach has to be fixed. Everything needs to happen in parallel. 
The brand message cannot be diluted. For example if Axe deodorant has a communication 
to its consumers (men) that their fragrance is more appealing – experiential marketing, out-
door marketing, and digital marketing should move hand in hand. There cannot be multiple 
individual campaigns. There brands need to have a long-term perspective.
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• Which Industries Do You Feel Are at the Forefront of Experiential Marketing? Which Do 
You Feel Can Do More?
YS: Automotive companies are doing excellent work in experiential marketing. This is primarily 

because purchase of a car is a high involvement purchase. Automotive companies curate their 
experiential activities for the target customers – and is a category to pick up experiential 
marketing quite fiercely. Alcohol companies such as Budweiser and Bacardi also do a lot of 
work in experiential marketing. They are jumping on to music festivals extensively. Bacardi 
is doing house parties as well now. Alcohol companies do so much experiential marketing 
because they cannot do traditional advertising and have to resort to surrogate marketing. 
Experiential marketing therefore provides an excellent medium for them.
Real estate in my opinion could do much better. They are trying to do experiential marketing. 
Brands like Housing.com uses VR (Virtual Reality) technology to reach out to potential buy-
ers. I feel that since the product (real estate) is high priced – there can be a number of other 
things the real estate companies can do. They can surely afford to spend much more to create 
immersive and innovative experiences – something I do not see too often. Internationally open 
houses happen. India too can take a cue from that and do similar things.
Other sectors are mostly at par, and are all doing experiential marketing.

• What Sort of Growth Do You See in the Space of Event IPs?
YS: India is in its prime right now. Let me give you a background. For the longest time Indians did 

not have access to these experiences. Entertainment was limited to movies primarily. Theme 
parks were there – but the experience was way behind what technology had started to offer 
in other parts of the world. Experiences was not very immersive. Then music festivals came 
along. Sunburn was the first one to open the floodgates – and was followed by a lot of others 
such as NH7 Weekender, Live Viacom18 Supersonic etc. There were also smaller festivals 
like Escape – but they also had an ardent following. What I feel is important is not that these 
concerts created experiences – they were also different. Differentiation remains the key.
Are people getting too much of IPs? Perhaps. Can brands utilize it to their advantage? Yes. 
How? Using differentiation. For example Electric Daisy Carnival is inherently a music festival. 
They will have DJs flying in from across the world. But there will also be other activities like 
carnival rides and games. They are making the atmosphere suitable for families to come as 
well. They are ensuring that there will be more things to do than only enjoying music. NH7 
Weekender is again a family focused festival. They in fact call themselves the ‘happiest’ festival 
out there. It is different from a typical rock festival. The vibe is different.
Differentiation is the key. Going back to Sunburn, originally it was launched as a music 
festival happening on the beach. Of course since then Sunburn has now moved to Pune. But 
when it came about it had a clear USP.
There have been failures as well. Percept launched Bollyland which bombed.
One big core idea is integral for an IP to sustain itself. IPs need to have a long-term strategy. 
They need to have adequate capital to sustain themselves for a year or two before they break 
even. They need to have good partners on board. And finally, the centrepiece of the idea has 
to be rock solid.
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• How Important Is ROI? What Sort of Measures Exist?
YS: The best brains have attempted to come up with an algorithm which can give the industry ac-

curate numbers. Experiential by nature is difficult to measure – and difficult to put into words 
or numbers. In my opinion one cannot measure an experience immediately. Let me explain. If 
an experience wowed a consumer, it is not necessary that we see immediate reactions. Many 
times it might take a while for those positive emotions to surface. Organizers need to give 
adequate time to consumers to organically come forward and display their emotions. The 
digital platform of course is an excellent platform that enables this. For example let us say 
an automotive company gives a fantastic experience to a customer. It might not convert into 
a sale there and then. It might take a while. One needs to look at a longer period of time (say 
a quarter) to look at the change in the purchasing pattern of that area where the experience 
was held.
Another school of thought says that instead of Return on Investment we should look at ROE 
(Return on Engagement). This can be measured as positive online / offline word of mouth, 
media coverage. Of course you cannot put a number on this.
The challenge of measurement should not turn off attempts though. It is crucial to measure 
success of an activity since brands are seeking greater accountability. The exact nature of these 
measurement might change – but we need much more work that needs to go into this area.

Interview Conducted With Shyam Ghosh (Spent 40 Years in the Advertising 
Industry Handling Brands Like Bata, Maruti Suzuki, Glucon D Etc.)

• What Is the Future of Traditional Advertising?
SG: It is strange you put it like this. Having spent 40 years in the industry, I am of course attached 

to the traditional mediums – such as TV, Radio etc. While digital and experiential marketing 
is surely on a rise, I doubt it will match the strength of traditional advertising any time soon.
The future is surely positive – but I agree that innovation needs to happen on all fronts.

• What Is the Process of a Traditional Media like Television – Right From Concept to 
Execution?
SG: There are three steps – the media planner who talks to the brand, market research who do the 

pre and post research of the market, and the creative team that designs the ads. Of course it 
is more complicated than this – with several individual parts fitting into a cohesive whole.

• Where Does Experiential Marketing Fit Into the Larger Advertising Picture?
SG: New mediums like digital and experiential in my opinion are still at a stage where they merely 

reinforce the marketing messages through traditional mediums such as TV, Radio, and Print 
etc. The work is still handled by one central creative team.

• How Is Success Measured for Experiential Marketing?
SG: There is no clear answer for this. Traditional advertising has defined metrics which have been 

fine-tuned for decades and continue to be improved, such as Nielsen TV ratings. Experien-
tial marketing is trickier of course. In my opinion the same ruler cannot be used to measure 
experiential marketing as well. At the moment there is a clear need of some robust technique 
to measure ROI.
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ABSTRACT

This chapter aims to use GIS tool to determine how to promote city by tourism development on the sub-
urban hilly area of Taichung city, Taiwan. For creating the city branding and increasing the satisfaction 
to the residents or visitors of Taichung city, this chapter proposed tourism potential can be combined 
into city marketing as a promoting tool. The site criteria in this research for the tourism potential are 
based on calculating raster cells that are most suitable, and according to regression analysis the re-
quired data of site criteria include the layers of elevation variation, slope diversity, proximity to water, 
accessibility and service facilities for the area. In order to conduct GIS site selection analysis, all the 
layers were reclassified with ranks from 1~5, and each layer was assigned to relative importance based 
on site criteria factors. The higher cell value of the area is, the more degree of tourism potential is de-
fined. Branding campaigns by marketing cultural attractions to demonstrate tourism potential is a tool 
of enhancing tourism competitiveness.

INTRODUCTION

In recent years cities are in search for new ways to promote themselves, and the contribution of iconic 
buildings through their meaning in terms of the image of the city to Quality of Life (QOL) is obviously. 
City branding is mainly based on three key attributes, which are image, uniqueness and authenticity. 
Nearly every city has city branding on its agenda in order to promote its image, mainly developed from 
marketing strategies (Risteski, Kocevskia & Arnaudov, 2012; Riza, Doratli & Fasli, 2012). Thus, mar-
keting a city is to make an effort to discover or create city’s image, uniqueness and authenticity, which 
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distinguish the city from others. It is not only iconic building can market and brand a place but also tour-
ism does the same. Destination is able to facilitate deeper engagement among its visitors by the drawing 
attraction, and in turn enhance visitor’s sense of identity with the destination or “place” (Hoppen, Brown 
& Fyall, 2014), and such symbolic meaning and image can be utilized for future, and more sustainable, 
city branding strategies. Squire (1996) proposed that tourism as a tool of economic growth and places 
promotion, example for “Anne of Green Gables” changing literary heritage to a tourist resource in Prince 
Edward Island. The places in a small farming community, associated with “Anne of Green Gables”, 
became attractions through literary image and facilitated tourism development.

Seaton (1999) presented the successful cases of book towns Hay-on-Wye in Wales, Redu in Belgium, 
Becherel in Brittany, Montolieu in southwest France, Bredevoort in the Nether-lands, Fjaerland in Norway 
and Sysma in Finland and their tourism potential in rural areas. These book towns were promoted as the 
attractions of specialist retail development to motivate visitors to visit rural areas that previously offered 
no unique drawings to outside tourists, even located in scenic, historic rural areas. Due to the novelty 
of the book town concept, a diverse program of cultural activities existed in most of the towns, which 
helped to create the brand of each town and also acted as newsworthy events which attracted publicity. 
Book towns provide opportunities for regional tourism, which demonstrate the success of tourism in 
book towns as one of the most crucial branding strategies. This also means that city branding are most 
likely to prosper by promoting uniquely differentiated local tourism.

To promote city branding by tourism, the work of evaluation of tourism potential is essential. The 
evaluation of tourism potential is usually based on the clarification of attractions. Attractions consist of 
all those elements of a “non-home” place that draw discretionary travelers away from their homes. They 
are the basic elements on which tourism potential is, usually including landscapes to observe, activi-
ties to participate in, and experiences to remember. Lew (1987) indicated the most common attraction 
typologies are general ideographic descriptions of similar attraction types, and the three vertical group-
ings of categories indicate different levels of ideographic attractions-nature, human-nature interface, 
and human. Ideographic approaches are the most frequent form of attraction typology encountered 
in tourism research (Lew, 1987: 554-558). For the evaluation of tourism potential, Lew (1987) also 
proposed three cross-perspective measures-historical, locational, and valuational measures. Historical 
measures compare one place at more than one point in time to determine trends and changes. Locational 
measures make comparisons of advertisements at different locations or regional mapping comparisons. 
Valuational measures (the numeric rating of attractions) are obtained through preference surveys of 
tourists, tourists’ attendance and usage rates, guidebook analysis, surveys of experts or professionals 
in the field, and economic expenditures and income. Whereas some form of valuation determination is 
included in most attraction research, historical and locational comparisons are limited to the research 
objectives of a particular study.

Wall (1997) suggested an alternative classification of attractions for tourism potential evaluation, 
particularly in an applied context for commercial potential and vulnerability of resources to excessive 
visitor pressures. Attractions could be divided into three types based on their spatial characteristics-
points, lines, and areas. Point attractions indicated that large numbers of visitors to concentrate in a 
small area such as waterfalls, spas, temples, monuments, historic and archeological sites, museums, 
galleries, theaters, and many sporting events, thus this type of attractions were inclined to congestion, 
over-commercialization, reduction in the quality of visitor experiences, and occasional destruction of 
the resource. Linear attractions included coastlines, lakeshores, rivers, scenic routes and trails, and 
landforms such as the visitors are concentrated along a narrow strip of land or a transportation corridor. 
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Parts of linear attractions needed to be protected with access to a variety of activity experiences, facilities 
and commercial enterprises in the nodes. Area attractions may attract large numbers of people in such 
locations necessary to create visitor concentrations, for instance at access points, at scenic overlooks, 
or at interpretation centers, to impart information to visitors, to monitor them, and to provide facilities 
which they may require, such as restaurants and accommodation. Each type of attractions had different 
implications for tourism potential and contrasting requirements in planning and management strategies.

Attractions play important role on the evaluation of tourism potential. Actually, a city with the more 
attractions is the more tourism potential it is. The types of attractions could be categorized to three 
main types-natural attractions, cultural attractions, and special types of attractions based on the features 
of natural environment, human’s activity and artificial creation for tourism planning (Inskeep, 1991). 
In Inskeep’s conception, natural attractions included climate, scenic beauty, beaches and marine areas, 
flora and fauna, special environmental features, parks and conservation areas; cultural attractions are 
archaeological, historical, and cultural sites, distinctive cultural patterns, arts and handicrafts, interesting 
economic activities, interesting urban areas, museums and other facilities, cultural festivals, friendli-
ness of residents; special types of attractions not related to either natural or cultural features but that 
are artificially created such as theme parks, shopping and sports for leisure. Attractions classification 
also can divide into two types of natural resources and artificial attractions. Natural resources not only 
confined to the landscapes of panoramic scenery view but also include climate, vegetation, forests and 
wildlife, while artificial attractions were the products of history and culture such as art gallery, museum 
and theme park (Cooper et al., 1998).

Tourism potential of attractions to attract visitors can be determined by locational characteristics of the 
environment, such as the view shed attributes, the spatial distribution of attractions and their accessibilities 
to visitors. The Department of Agriculture and Forest Services of US (1989) developed an approach to 
tourism resource management known as the ‘Recreation Opportunity Spectrum’ (ROS). ROS provides 
a strategic planning framework that enables attractions within a tourist area based on tourism resource 
management by adopting a suitability rating for a recreational activity on a continuum ranging from a 
wilderness to an urban setting. The tourism potential of attractions can be examined on three dimen-
sions of attraction view shed attributes spatial distribution of attractions and accessibilities to visitors.

View Shed Attributes

River character captured along scenes in a riverscape is a uniqueness ratio that measures the uniqueness 
of landscape features to be a site-/feature-specific evaluation about landscape quality in a narrow strip 
along a river valley. Miller et al. (1994) develop various methods in GIS (Geographical Information 
System) modeling for the evaluation of scenery in the Badenoch and Strathspey District in the Highland 
Region of Scotland. The research discusses local analysis of scenery for visual impacts of a particular 
scene at particular locations by terrain ranked based on visibility from five viewpoints. The presence 
of water in landscapes develops a favorable impact on visitor behavior and experiences. A network 
of streams in a landscape may not only develop attractiveness visually, but also generates variety and 
diversity that may be of interest to visitors. Water in landscapes attract visitors for various recreational 
activities, and the presence of water in a distinctive form increases the aesthetic value of landscape and 
creates a pull of appreciation among visitors (Bishop & Hulse, 1994). A positive experience generated 
in a particular landscape may have been highly influenced by the presence of water in a scene. People 
prefer challenging and diverse slopes, admire gigantisms, appreciate scenic views and are amazed with 
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nature’s complexity. Experiential landscapes hiked along the designated walking track with biophysical 
attributes of the geographic location, thus biophysical components adopted from the digital data in GIS 
usually include height, slope, aspect, vegetation and water bodies (Chhetri, Arrowsmith & Jackson, 2004).

Spatial Distribution of Attractions

The concept of tourism cluster has attracted attentions during the past decades (Hall, 2005; Michael, 
2007; Gardiner & Scott, 2014), both as descriptive of an increasingly important strategy and an effective 
tool to enhance economic development in peripheral regions. Hsueh (2012) demonstrated the new spatial 
relationship of attractions within a destination zone after transportation revolution not only accelerated 
core-periphery effect but also promoted local spatial clustering of attractions. She also proposed that 
spatial clustering of attractions can promote local tourism and create tourism image.

Accessibilities to Visitors

A tourist area that provides easy access to several attractions for visitors may have greater tourism potential 
than a tourist area where access to attractions for visitors is more difficult. This is partly because areas 
where attractions are spatially dispersed require relatively longer travel times among attractions than those 
areas with a greater concentration of attractions. This is particularly important for short-duration trips, 
such as single-day visits. Therefore, the varying of tourism potential measure in turn holds on different 
degrees of attractions accessibility for visitors (Chhetri & Arrowsmith, 2008:233-234).

THE METHODS OF TOURISM POTENTIAL MODELING

Gunn (2002) developed a GIS tourism potential model to assess the tourism potential of the South 
Carolina, USA by overlaying two different rasters of attractions-natural attractions and cultural attrac-
tions based on several attributes layers. He assigned different weights to each input attribute layer. For 
example, a water attribute layer was weighted twice as significant as a topographic attribute layer in 
the natural attractions raster. Gunn (2002) indicated that the counties of Oconee, Pickens and Anderson 
showed high tourism potential in the natural attractions raster due to the presence of mountains, lakes 
and scenic rivers in the area, while the two major metropolitan areas-Greenville and Spartanburg showed 
high tourism potential in the cultural attractions raster for the traditional buildings and heritages. Using 
GIS to improve the tourism planning process is a way for assessment of tourism potential. To assess 
tourism potential, Gunn (2002) overlaid seven layers with attributes layers of water, topography, vegeta-
tion/wildlife, history, cities, and transportation with high, medium, and low ranks to evaluate tourism 
potential of areas to primary potential zone and the secondary potential zone.

Bishop and Hulse (1994) used GIS to evaluate, document and predict a landscape’s scenic beauty for 
tourism potential, and reported that the estimates of visual impact of scenic beauty should be based on 
its effect of location, and not on specific circumscribed views. The tourism potential model developed 
on the layers for the experiment was based on the attributes of altitude, slope, vegetation, corridors, 
and water bodies by using regression analysis to show high predictive capability of the GIS site selec-
tion analysis. Boyd & Butler (1996) further proposed TOS (Tourism Opportunity Spectrum) which 
was developed from ROS (Recreation Opportunity Spectrum) to provide a background and setting to 



630

Promoting City Branding by Defining the Tourism Potential Area Based on GIS Mapping
 

assess tourism potential. The purpose of the TOS is to provide a context and framework within which 
information and data can be examined prior to decision making in respect of the activities which should 
be allowed or prohibited, and the facilities which should be developed. They developed eight variables 
to assess tourism potential-accessibility, relationship between tourism and other resources, attractions, 
tourism infrastructures, user skill and knowledge, social interaction, degree of acceptance and control 
of use and type of management.

Arrowsmith (2003) developed tourism potential modeling for the Grampians National Park in west-
ern Victoria, Australia by combining environmental resiliency and tourist attractiveness. He defined 
several alternative locations that not only offered potential recreational opportunities in environmentally 
resiliency but also provided a diverse range of feasibly attractions. Three predictors -scenic attractive-
ness, tourism cluster and tourism opportunity were developed to assess tourism potential. The scenic 
attractiveness was defined as the scenic quality of a geographical space that can be seen by a visitor in 
his or her immediate surroundings including trees, understory, water bodies, slope and relief. The tour-
ism cluster indicated tourist spots located closely easy to visit, and tourism opportunity was measured 
as the number of opportunities available for contact or interaction among tourist spots. Therefore, the 
tourism potential of an area is the sum total of values that it holds for its contained scenic attractiveness, 
tourism cluster and tourism opportunities accessible within its geographical area.

Chhetri and Arrowsmith (2008) further developed two predictors-scenic attractiveness and recre-
ation opportunity to assess tourism potential. The scenic attractiveness is referred to the scenic quality 
of a destination that can be seen by tourists, while recreational opportunity is defined as the degree 
to which a recreational activity can be undertaken due to certain physical or social conditions. These 
derived predictors of scenic attractiveness as objective indicators include variation in slope, vegetation, 
elevation and proximity to water, within the confines of the biophysical components for that particular 
geographical space, and the components such as trees, understory, water bodies, slope and relief. Recre-
ational opportunity refers to all locations or objects, phenomena or even facilities that potentially could 
be used for visitors, such as accommodation, shops, kiosks, picnic and camping grounds, and informa-
tion centers. They proposed “neighborhood operation” based on GIS site selection analysis to generate 
objective indicators of scenic attractiveness and recreational opportunity for assessing tourism potential. 
Neighborhood operation demonstrates about what, where and how attractions are distributed, arranged 
and organized spatially within a given sub-destination.

REGRESSION ANALYSIS AND GIS SITE SELECTION ANALYSIS

Regression analysis and GIS site selection analysis have been used for evaluations of tourism potential. 
Bishop (1996) compared two models of multiple linear regression and neural net by predictive capabil-
ity and residuals to determine the predictors of scenic beauty potential based on landscape variables 
initially located at predetermined geographic locations in different environments, judgments of scenic 
beauty either subtly or significantly. Bishop and Gimblett (2000) explored the role of spatial informa-
tion systems by spatial modeling on the virtual reality analysis and prediction of the visitor’s locations 
and the movement patterns. They proposed GIS-based implementations of models such as recreation 
opportunity spectrum (ROS) are increasingly used in site assessment for many kinds of activity such as 
tourism potential, urban development and agricultural suitability. So, GIS site selection analysis can be 
used in tourism planning as a tool to identify significant variables for assessing the tourism potential. 
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GIS is commonly used as a spatial data management and analysis tool, and in recent years it has started 
to emerge as a spatial decision tool that enables the prediction and simulation of future visitor use fre-
quency and popular locations.

The aim of this chapter is to analyze the relationship between a city branding strategy and a local 
tourism development through the case study of Dong-Shi District of Taichung City in Taiwan. The ef-
fect of city branding dependents on tourism development is more obviously in recent years in Taiwan, 
with local agriculture and tourism activity combined together from the production to consumption. In 
this context, strategies of marketing, branding and benefits analysis play a crucial role on shaping city 
branding more visible and impacts according to tourism potential. Through the regression analysis 
and GIS site selection analysis, this chapter defines a local tourism potential to facilitate city branding 
strategy for promotion and marketing to local economic development. This chapter conducts a GIS site 
selection analysis technique to assess the tourism potential, and the technique was developed on a study 
area, famous specialized agricultural area-Dong-Shi District in the northern east part of Taichung City. 
This chapter used regression analysis to develop a set of predictors of scenic attractiveness derived from 
the data collected via questionnaire conducted to a random sampling group of 300 tourists. The scenic 
attractiveness layer (raster 1), which attributes was derived weighted value form regression analysis was 
then overlaid with the tourism opportunity layer (clustering area of attractions) (raster 2) to define the 
most tourism potential area illustrated on the final layer (raster 3) of total tourism potential. On the sce-
nic attractiveness layer and the tourism opportunity layer, ranks on each cell of a raster were calculated 
according to its attributes assigned scores (from 1~5) over the entire study area.Total tourism potential 
layer = Scenic attractiveness layer + Tourism opportunity layer(A layer with assessment attributes) 
(Clustering area of attractions)

Regression analysis enables to development important weighted values of scenic attractiveness at-
tributes derived from the questionnaires data. GIS site selection analysis functions to combine scenic 
attractiveness layer and tourism opportunity layer by overlaying the two different raster layers to define 
a total tourism potential final layer. According to regression analysis processing in this research, these 
attributes of scenic attractiveness layer includes nature and human assessment variables, such as variation 
in slope, elevation, vegetation, proximity to water, accessibility, cultural activity, landscapes and tourism 
related service facilities. However, because of sample’s preferences, variables selected to assess tourism 
potential will vary from person to person. Site selection analysis often referred to as suitability analysis 
by using cell statistics to calculate a per-cell statistic and raster cells from multiple rasters to determine 
the tourism potential area. Cell statistics is useful for describing tourism potential tendencies by over-
laying the selected attributes layers based on a cell-by-cell basis. Cells occupying the same location but 
belonging to different rasters can be evaluated together by total ranks of raster cells on each raster, and 
the areas with most darken color cells indicate the highest tourism potential and the most suitable site 
for tourism development. While, the areas with several speckled lighter color cells represents with low 
degree of tourism potential.

Point Density Analysis

Point density analysis is also a way of GIS site selection analysis. Hsueh and Tseng (2013a) used point 
density analysis based on raster layer, which the number of points on each cell is presented as the cell 
value, to explore the tourism cluster of accommodations. In the research, the cell size of 25meters x 
25meters and a searching radius of 200 meters were adopted as the unit of analysis. The point density 
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value for comparing the extents of clustering on a raster surface is different according to calculated ranges 
of cell size and searching radius. On a point density surface, each cell value is calculated by the specific 
points that fall within defined searching radius. This chapter uses the surface of 300meter x 300meter 
of cell size and 500 meters of searching radius to estimate the quantity of points to calculate the density 
value to explore the tourism opportunity of tourist spots (attractions), defines the high concentrated 
zones of point locations of tourist spots to illustrate the significant attractions cluster and present high 
tourism opportunity zone.

Buffering Analysis

When processes GIS site selection analysis, buffering analysis is usually combined to define a suitable 
area. Hsueh (2013) used buffering analysis to explore the significant clustering area of a set of point 
features based on the locations of accommodations to illustrate the more and more emerging accommo-
dations concentrated on river sides with high degree of view shed attributes. Hsueh (2015) explored the 
neighborhood of clustering area of a set of feature points of tea firms located on a plat form terrain by 
using buffering analysis to define the significant core clustering area of tea firms. Buffering analysis is 
an available tool in defining clustering area for a set of feature points of locations. This chapter intends 
to process buffering analysis to display the clustering area of attractions as high tourism opportunity in 
Dong-Shi District, simultaneously conducts overlay with scenic attractiveness attributes layer to define 
the areas with high tourism potential.

MODELING TOURISM POTENTIAL BASED ON THE SELECTED VARIABLES

According to the regression analysis in this research, 5 variables were selected for scenic attractiveness 
including variation in elevation, slope diversity, proximity to water, accessibility and service facilities. 
The results of GIS site selection analysis demonstrated that the areas with high tourism potential are 
concentrated in the downtown area of population center. Actually, this high tourism potential area is 
famous for Hakka culture, so an alternative strategic to promote city branding of Taichung City is pro-
posed. Despite the limited samples group, the GIS tourism potential modeling offers city government 
sectors a method for promoting city branding, and the steps in this research as below.

Step 1: Develop Significant Weighted Value of 
Variables for Scenic Attractiveness

Many studies have used regression analysis to develop a model combined with different variables to per-
ceived scenic beauty (Bishop, 1996). Regression analysis enabled the development of a set of variables 
of scenic attractiveness derived from the data of distributed questionnaires. The predictors for scenic 
attractiveness were entered as a dependent variable, while the recorded repeated visit motive was used 
as independent variables. Originally, 8 predictors were collected for scenic attractiveness evaluations 
including landscape, vegetation, cultural activity, elevation variation, slope diversity, proximity to water, 
accessibility and service facilities, but when processed regression analysis 5 derived variables- variation 
in elevation, slope diversity, proximity to water, accessibility and service facilities was selected. The 5 
derived variables of scenic attractiveness were identified later and showed high t-statistics for their partial 
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regression coefficients in significance 0.05 and 90% explain of the variance. Using these coefficients for 
the 5 derived variables, a scenic attractiveness regression analysis equation was developed. Because the 
weighted value for each variable is near to the range of 0.15, the influence of each variable may be as-
sessed is the same on scenic attractiveness.Scenic attractiveness = 0.615 + 0.217 (variation in elevation) 
+ 0.139 (slope diversity) + 0.189 (proximity to water) + 0.176 (accessibility) + 0.157 (service facilities)

Step 2: Quantifying Scenic Attractiveness Layer

Measuring the scenic attractiveness potential is based on quantifying different rank maps assigned to the 
features of study area showed by the 5 variables. Different rank maps are illustrated for the 5 variables 
according to the scores from 1 (least attractive) to 5 (most attractive) by cell values (Figures 1-5). For 

Figure 1. Rank map of elevation variation
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example, on the elevation variation rank map the areas < 300 meters was ranked 1 because of low view 
shed attribute, while 300~500 meters ranked 2, 500~700 meters ranked 3, 700~900 meters ranked 4, and 
> 900 meters ranked 5 respectively. On the slope diversity rank map, attractiveness potential decreased 
with increasing slope steepness due to flat slope more suitable for tourism activity, so the areas with 
slope < 5˚ was ranked 5, 5 ˚~15 ˚ ranked 4, 15 ˚~30 ˚ ranked 3, 30 ˚~45 ˚ ranked 2, and slope > 45 ˚ ranked 
1. Similarly, on the water proximity rank map, accessibility rank map and service facilities rank map 
scores were assigned to different cells based on buffering analysis. When the cell is distant from buffer-
ing center, its score is low, revealing low attractiveness. So, cell scores are varied on different buffering 
neighborhoods of each variable rank map. Figure 6 demonstrates the total ranks of each cell on the layer 
overlaid by processing cell statistics for the 5 rank maps, namely that these rank maps are combined 

Figure 2. Rank map of slope diversity
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to a scenic attractiveness layer finally. On this scenic attractiveness layer, the areas with darken color 
representing high scenic attractiveness potential, for example downtown population center with ranks 
20~23 is high scenic attractiveness, while the area with distant scattered tourist spots to be low scenic 
attractiveness potential with ranks 10~12.

Step 3: Developing a Tourism Opportunity Layer

A clustering area of attractions is a high tourism opportunity area because it provides a lot of tourist 
spots for leisure. All attractions in this study area were converted to point features on a GIS map, and 

Figure 3. Rank map of water proximity
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track entrances were identified as access points based on the assumption that visitors could have access 
to tracks only at an access point. Point features can be converted to a point density raster by calculating 
point quantities on a search radius for each cell (300 x 300 meters) to represent tourism opportunity po-
tential. Figure 7 shows the areas with high point density values represent with high tourism opportunity 
potential, and that the number of attractions within a cell for a 1000m search radius is in the range of 
2.03718319~2.546478987. Therefore, the areas with high density values reveal a high concentration of 
attractions, representing high tourism opportunities. Figure 7 also shows that areas with high tourism 
opportunities are around the downtown population centers in the Dong-Shi District, while the areas 
with low tourism opportunities are almost correspondent with the low scenic attractiveness areas. Point 
density analysis can convert discrete points of vector shape file into a continuous raster surface with 

Figure 4. Rank map of accessibility 



637

Promoting City Branding by Defining the Tourism Potential Area Based on GIS Mapping
 

different values assigned to each cell. Based on point density analysis, the significant areas for tourism 
opportunities are demonstrated, in which clustering area of attractions was assigned to darken color 
areas, thus high potential area for tourism opportunity is emerged to be visualized.

Step 4: Assess the Tourism Potential of Dong-Shi District

Figure 6 shows the different ranks of the cells on the scenic attractiveness layer of Dong-Shi District 
based on tourism attributes, and Figure 7 shows the different ranks of the cells on the tourism opportunity 
layer of Dong-Shi District based on the extent of point density of attractions. When assess the tourism 

Figure 5. Rank map of service facilities 
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potential, scenic attractiveness layer and tourism opportunity layer need to be overlaid to generate the 
final tourism potential layer, so Figure 8 illustrate the total ranks of each cell for tourism potential. Each 
cell on the layers of Figure 6 and Figure 7 both are reclassified to ranks 1~5 from the original scores, 
but the rank of each cell on the layer of Figure 8 is summarized by the total ranks of scenic attractive-
ness and tourism opportunity. Figure 8 illustrates the cells with darken color revealing high degree of 
tourism potential, the value of total ranks approaching 27, while the cells with bright color, the value of 
total ranks approaching 11 means low tourism potential respectively. Figure 8 shows that the area with 
high tourism potential is also located around the downtown population centers in the Dong-Shi District.

Figure 6. Scenic attractiveness layer
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CONCLUSION

It becomes evident that the increase and expansion of tourism potential, the creation of larger and more 
numerous tourist destinations and the marketing of tourism will cause city branding effects. It is required 
on a cultural level to adequately distribute the development of tourism destinations, as well as to deal with 
the city branding by promoting tourism. Some suggestions were proposed by this research, for example, 
Hakka Culture Museum and Hakka Destination Image Entrance should be located in the most visited and 
most attractive tourism destinations. Pear Trail may be established in the undeveloped area to offer more 
overcrowding tourists moved to here for sustainable tourism of pear agricultural culture. This research is 
to present the importance of tourism development in the process of city brand promoting which requires 
the creation of the destination image offered by tourism potential exploration. If the destination image of 
Taichung city is also a city brand of Taichung marketing, then the specialized agricultural culture should 

Figure 7. Tourism opportunity layer
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be demonstrating to reveal some kind real life for this city. The city branding should be considered as a 
complex whole with attractions of Hakka culture, cuisine and festivals to enhance competitiveness on the 
tourism market. City branding and tourism marketing has linked to become a part of city development 
which implies the scenic attractiveness and tourism opportunity of tourism potential. New conceptions 
for achieving city competitiveness have been developed by the exploration of tourism potential.
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ABSTRACT

Focusing on the mobile phones sector, this study explores how the social networking site ‘Facebook’ 
is used by consumers in their purchasing. Although there is extensive work on the influences on the 
buying decision process relevant to mobile phone purchasing, it is mainly set outside of a social media 
context. This paper assists in filling a gap in contemporary research, revealing the presence of different 
behavioural segments on Facebook. The authors analyse the consumer decision sequence in response 
to the notion of ‘brand presence’, manifested through online advertising, fan and group pages. The ap-
proach is interpretative. The study is based on young professional user’s experiences, collected through 
semi-structured individual and focus group interviews. The findings show that Facebook fan pages are 
shown to have a degree of influence, particularly in the early stages of buying behaviour. In this context, 
five novel behavioural segments of consumer interactions with Smartphone brands on Facebook have 
been identified by the research. These are the Avoider, the Suspicious, the Passive, the Receptive, and 
the Active. Future research of cross comparative studies could be taken on the issues the authors exam-
ine and consider them in relation to not only Facebook, but additionally, to other social network sites. 
Companies could utilise the findings in the future development of social media strategy. The research 
highlights the socially networked and collective nature of much activity on Facebook, which impacts on 
the consumer decision-making process for mobile phones.
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INTRODUCTION

Social network sites (SNS) represent an important and relatively new category of influence for firms 
(Boyd and Ellison, 2008; McLaughlin and Lee, 2011; Narayanan and Shmatikov, 2009). Social network 
sites allow customers to create profiles, connect with people and to share interests, opinions and other 
content (Boyd and Ellison, 2008; Trusov et al., 2009). From this, two important marketing factors emerge. 
Firstly, as Narayanan and Shmatikov (2009) point out, a key reason why social networking platforms 
have attracted businesses is that they can provide personalised and targeted advertising platforms. Ad-
ditionally, electronic word of mouth (ewom) marketing represents an effective promotional technique, 
capable of influencing purchasing (Trusov et al., 2009). Concurrently, a new prolific stream of studies 
has developed, focussing on the effects of online advertising on the consumer buying decision (Al-Alak 
and Alnawas, 2010; Sathish, 2011; Li and Leckenby, 2004; Poyry et al., 2013; Yousif, 2012). In terms of 
ewom, a social network site like Facebook - the most popular SNS site in the world (TNW, 2013) - has 
the ability to generate considerable impact when products are reviewed and ‘liked’ by consumers. Other 
consumers see this, alongside any sponsored advertising the company may undertake on the same site. 
(Tsimonis and Dimitriadi, 2014). To date, whilst it is clear that mobile phone companies have a pres-
ence on Facebook, there has been very little empirical work carried out on the impact of this medium 
on purchasing, particularly in relation to young professionals. In addition, significantly, a review of 
the literature shows that although there is extensive work on influences on the buying decision process 
relevant to mobile phone purchasing, it is often set outside of the SNS context.

Any existing studies on the mobile phone market are mainly from traditional company driven advertis-
ing and branding perspectives, some examples being Hoy and Milne (2010); Logan (2013); McLaughlin 
and Lee (2011); Parsons (2013); Villiard and Moreno (2011); Wen-Kuei and Meng-Sheng, (2013). Little 
research therefore, has investigated and analysed consumer behaviour in terms of the use of SNS in the 
buying decision process for mobile phones, or more particularly, offer up interpretative based explana-
tions of this phenomenon. The objective of this paper is to address these issues. Here, there are two key 
factors to consider, both being concerned with the notion termed ‘brand presence’. In this respect, we 
follow the work of McCathy et al (2014) who, when using this term in a virtual context, take it to mean 
customers social media engagement with the brand. For our study, brand presence implies any internet 
based interactions among and between consumers and brands and the subsequent impact on the pur-
chasing of mobile phones. Secondly, brand presence also includes the role of online advertising on SNS 
sites. The purpose of this study is to attempt to explore qualitatively these two areas of brand presence 
and to offer an analysis of the subsequent findings. Explicitly, the paper seeks to answer the following 
question. In terms of Facebook, how significant an impact on the consumer purchasing process does the 
presence of mobile phone brands have? Here we examine Facebook using the traditional buying decision 
sequence, in the context of the brand presence phenomenon. Whilst some scepticism has been raised as 
to the efficacy of the traditional buying sequence in the light of web 2.0 developments and the notion 
of alternative customer journeys, (Wolny 2014; Berthon et al 2012), we argue that it still represents a 
powerful tool for analysing the buying process. The papers structure is as follows. The next two sections 
examine background literature and issues related to on line advertising, fan and group behaviour on 
Facebook. The paper then addresses the consumer decision sequence, in the context of mobile phones. 
From there, the study’s methodology is considered and findings analysed. Finally, there is a discussion 
of implications and a conclusion is then drawn.



645

Mobile Phone Purchasing and Brand Presence on Facebook
 

FANS, COMMUNITIES, AND FACEBOOK

Facebook offers direct advertising tools to any user against a payment, to advertise a product and or a 
service. The news-feed page is where a number of direct advertisements appear that can have an impact 
(Marshall and Meloche 2011). Weintraub (2011) and Carter (2011) claim that Facebook offers a power-
ful targeting medium, where advertisers can choose among several customer based attributes, such as 
country, region, city, age, gender, user interests, relationship status and workplace. Carter (2011) argues 
that Facebook advertising can reach an audience as large as TV and radio, for a cheaper price and some-
times with better targeting. Another key offering are the Facebook fan pages. According to Treadaway 
and Smith (2010), these pages have become businesses’ favourite for communicating with consumers 
and establishing a corporate presence, whilst keeping consumers informed about the organisation. From 
a commercial perspective, fan pages can be used by virtually anyone, for example a particular brand, 
musician, politician, association, sport team, or a television show that wishes to engage in marketing 
(Levy and Carter, 2012; Parker, 2011).

Today, most marketers - with only a few exhibiting some ambivalence - embrace the power of social 
media (Mitic and Kapoulas, (2012). Businesses can advertise their products by uploading photos and 
videos, make possible customer check ins, create polls, post promotional codes, release news stories and 
organise competitions, all of which are displayed in the news-feed of the users (Tsimonis and Dimitria-
dis, 2014). Facebook has developed a competitive advantage for mobile phone companies (West et al., 
2010), in that these devices can enable intensive social networking. In this context, an important feature 
of Facebook fan pages is that users can provide their opinions. This can be based around discussions of 
new products with the company, having debates with other customers, asking questions and getting replies 
from employees (Awl, 2009; Levy and Carter, 2012; Jin 2012). Further studies suggest that Facebook 
enables companies to build interactive relationships with their consumers, facilitating an active dialogue 
that builds consumer brand loyalty (Skellie, 2011; Zarrella and Zarrella, 2011). This increases customer 
satisfaction, brand awareness and acts consequently, to support brand image (Davis, 2014). Businesses 
have of course to compete with other fan pages on Facebook and must establish strategies for differen-
tiating themselves and converting visitors to the brand. Samsung, for instance, used Facebook fan pages 
as part of an integrated marketing communications campaign, where the company was able to increase 
its sales revenue and brand favourability by 10 points (Samsung-Telecommunications-America, 2012).

What this all tends to suggest, is that fan pages can act as powerful mechanisms for building a strong 
customer community, where customers interact with each other as much as they do with the brand 
(Muniz and Schau 2011; Flurry et al 2014). A study by Royo-Vela and Casamassima, (2011), on the 
effects of belongingness to virtual communities like Facebook fan pages, found that the affective com-
mitment of the subscribers towards the brand(s) was higher than that of non-subscribers. Fan pages, 
viewed as communities of like-minded customers with a strong interest in the brand, can provide a 
rich source of informed opinion to brand owners. Additionally, the community can add value through 
promoting the brand to those outside the community. Viewing consumer activity as essentially social, 
means people are not conceptualised as isolated individuals, but are partly culturally determined be-
ings, strongly influenced by and through community interactions (Muniz and Schau 2011). Here, the 
‘check in’ facility provided by Facebook means that customer-to-customer community engagement has 
the potential to be enhanced considerably (Yavuz, and Toker (2014). Linked to this and to the last tool 
largely used by some companies and interested individuals for marketing purposes, is Facebook groups. 
Any ‘Facebooker’, e.g. employee from a company, a group of friends or a small or large company, can 
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create a group sharing the same interests. Groups are usually seen as more of a short-term solution for 
businesses to communicate with a portion of customers on specific topics. Additionally, individuals who 
might want to further a particular cause or issue (Royo-Vela and Casamassima 2011) can use them. In 
whatever way firms wish to communicate with customers it is important, nevertheless for strategists to 
realise that due largely to the fluid nature of social media activity and to the connectedness of consum-
ers described above, all firms using Facebook need to find ways to discourage any users to click on the 
“unlike” button (Zarrella and Zarrella, 2011; Parker, 2011). The case is that any brand ‘contagion’ can 
be quickly spread like any other meme

PHONE PURCHASING AND THE CONSUMER DECISION SEQUENCE

In examining the buying decision process, a well-known five-step sequence exists to explain the purchase 
of a product or service. These comprise problem recognition, information search, alternative evaluation, 
purchase decision, and post-purchase evaluation (Ferrell and Hartline 2011; Fill 2011; Lamb et al., 2012; 
Reid and Bojanic 2010). Needs recognition is concerned with the motivation to buy (Noel, 2009) and, 
as phone ownership spreads to involve larger and larger audiences, the motivation to use a mobile phone 
is often socially-oriented, as well as being business based. There is a need to communicate with friends 
and family via calls and texting, where the motivation is the consumer need to reach close connections 
with speed, to share pictures, and access the latest news (Wei, 2008). Karjaluoto et al (2005) note that 
the main reason for buying a mobile phone appears to be that the existing phone is malfunctioning and 
customers want new technological features. For the second stage of information searching, many sources 
of information are significant, including consumers past experiences and those of their friends and fam-
ily. Additionally, television commercials, the Internet, magazines and consumer-rating review sites and 
product tests are also of significance in terms of obtaining information (Fill, 2009; Lamb et al., 2012).

As Reid and Bojanic (2010) argue, the nature and the length of the consumer information search can 
vary. Karjaluoto et al. (2005) point out that consumers have already formed preferences and are likely 
to limit their information search, being unlikely to look comprehensively at every alternative on offer. 
In terms of the evaluation of alternatives, which is the third stage, consumers base this on the various 
marketing stimuli exposed to (Noel, 2009). In this respect Pakola et al. (2003) suggest that factors 
considered important are the manufacturers’ image, the provision of service and the properties of the 
product. Also of significance are prevailing telemarket conditions like existing prices, audibility, service 
types and the availability of free calls and the influence of people like sales staff, family, employers and 
friends. These results are consistent with studies by Isiklar and Buyukozkan (2006), Horvath, and Sajtos 
(2002). The latter study places emphasis on aspects such as the functionality and technical features of 
the brand under consideration. The final two stages in decision making comprise the purchase decision 
itself and the post purchase evaluation. If the product is in stock, either in the shop or on line, then the act 
of purchase follows (Ferrell and Hartline, 2011). Finally, post-purchase evaluation is the post-purchase 
feeling of customers towards the brand and the product. Here, Pezeshki et al (2009) have studied the 
sources of satisfaction and dissatisfaction in post-purchase evaluation. Their findings indicate that the 
main sources of dissatisfaction are the range of phones, the network performance, the accuracy of billing, 
and the service provision. They found the factors contributing to satisfaction levels as customer service 
quality and customer perceptions of value for money.
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The above review suggests that although literature on the purchase decision-making process for 
mobile phones is generally informative about consumers purchase motivations, less is understood about 
how it relates to the concept of brand presence and the use of social media and mobile phone marketing. 
The study by McCarthy et al (2014), notes that in the context of UK football clubs, the management of 
brand presence through social media is at a relatively early stage and continuing research in this area is 
likely to reveal how things will unfold over the next few years. We concur with this view and see it as 
being generally applicable to most areas of consumer marketing and social media. Therefore, despite 
limited research and literature in the area of digital brand presence, the authors believe this paper makes 
a meaningful contribution to this important debate, which is very much about the future management 
of brands in virtual environments.

METHODOLOGY

An interpretive approach was adopted (Marshall and Rossman 2010; Hackley 2003), drawing on semi-
structured data in the form of personal interviews and a focus group. Such an approach is appropriate, 
since our objectives are to explore in an in-depth way, the interactions among consumers of mobile phone 
brands. In this sense, it is the “how” and the “why” of lived reality that is being explored, rather than 
measuring “how many” occurrences of a phenomenon (Pratt 2009; McKeever et al., 2015). An interpre-
tative approach also provided a means of locating queries in context, both theoretically and empirically. 
For our research we used theories for both forming the nature of the inquiry and for examining how 
our data answered the key question posed earlier. Firstly, it is necessary to address the research context 
(McKeever et al., 2015), comprised of young professionals aged 18-35 who are smartphone users and 
currently in education.

Among this demographic group, there has been a notable increase in smartphone ownerships in 
recent years (Smith, 2012), 90 percent of whom are reported to wake up with smartphones alongside 
them. With an overall of 7 in 10 of this demographic in the UK owning a smartphone (Styles, 2013), 
using these has become part of their daily lives (Gorges, 2012). This group is also the most engaged 
of the Facebookers (Matthews, 2014) Young people between 18-34 old account for 48 percent of all 
Facebookers, compared to the 35-54 and over 55 age brackets. The latter represent 31 percent and 16 
percent of Facebook users respectively (Matthews, 2014). Significantly, our research focus is on young 
professionals, engaged in university or college education representing the future of the UK economy 
(Kelly et al., 2014). Therefore, following Yarow (2013), we are interested in knowing how this group 
behaves in respect of using Facebook in their mobile phone purchasing process. Such a study will be 
useful for designing more tailored SNS marketing strategies and in supporting the purchase process. 
Consequently, the sampling approach was purposeful. The respondents came from a growing city in 
the East Midlands, of the UK, where there is an increasing number of young professionals found to be 
participating in education and training at the local university. The population under scrutiny came from 
British consumers having a Facebook account. It is important to point out that results may be general-
isable at a conceptual level only to UK Facebookers (Jack et al., 2004), rather than to a broader world 
population. The study sample here was consistent across both locations, where the research was carried 
out, being a city high street and a university campus. In total, 25 respondents were researched, shown 
in Table 1, which consists of some brief profile data.
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Pilot interviews were firstly conducted, ensuring that sufficient preparation had gone into the con-
struction of the research materials used, so as to maximise subsequent utility (Vanderstoep and Johnston 
2009). Two respondents had separate interviews for the pilot, in order for the researchers to test and enrich 
the research themes. When it came to collecting data from the university campus, potential respondents 
were in the first instance, contacted through a messaging process on Facebook, using lists in one of the 
researcher’s network. The sample selection was based on ease of reach, i.e., geographical closeness and 
availability to the researcher, processes that define the non-probability, convenience sampling technique 
(Merriam, 2009; Krysik and Finn, 2010). The network list was derived from friends, friends of friends, 
and friend’s colleagues. Importantly, the researchers choose not to interview people known to them, in 
order not to potentially bias the results of the interviews (Stevens et al, 2006; Seidman, 2006). In terms 
of the high street interviews, the researchers knew none of the respondents, it did however, take some 
additional time to identify the sample population and to explain what the research was concerned with, 
as it was not a case of sending messages to interviewees in advance. This also applied to the focus group 
respondents as well.

In conducting an inquiry, a number of authors (i.e. Liedtka, 1992; Bryman, 2008; Frechtling & Boo, 
2012) underline the need for interviewees to be aware of the scope of the research in order to know-
ingly consent to participate. In terms of the university campus research, the messages on Facebook 
introduced the researcher, the research topic, the nature of the interviewee and the approximate time the 
conversation would last. At the end of the message, the researcher pointed out that the answers given 
during the interview would remain confidential and anonymous (Gray and Webb, 2010). Participants 
received indications about what kind of questions they could expect (Gillham, 2005; Sapsford and Jupp, 
2006). Additionally, respondents were told that their answers would be restricted to the purpose of the 
research. In terms of the interviews conducted in the city high street, an identical process of explanation 
and consent took place, although this too occurred on an immediate verbal face-to-face basis. On some 
occasions, it was necessary to screen out those who were not university students. On the high street, 
eight in-depth interviews were completed. In addition, a focus group discussion took place, consisting 
of four respondents, followed by a further thirteen individual interviews. Both these two last pieces of 

Table 1. Respondents’ profile

Social-demographic characteristics Number of respondents

Gender 
Male 
Female

 
13 
12

Age 
18-24 
25-34

 
14 
11

Highest level of education 
Undergraduate 
Post-graduate 
PhD

 
16 
5 
4

IT skills 
Intermediate 
Advanced 
Professional

 
12 
10 
3
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research took place on the university campus, in quiet rooms. All interviewees accepted the request to 
audio record the interaction, so the researcher only had to write down those aspects of the interview un-
able be recorded, like body language and its relationship to spoken answers (Anderson, 2004). Most of 
the questions were open-ended, enabling the researcher to collect and understand their life experiences 
of using Facebook (Holstein & Gubrium, 1995).

The researcher introduced questions often through a process of probing the individual respondent’s 
circumstances and perceptions (Gillham, 2005). Each interview lasted around thirty minutes and the focus 
group for about an hour and twenty minutes. For data analysis Saldana (2011), argues that the researcher 
need only transcribe what directly relates to their inquiry, a process followed in this study. Glaser and 
Strauss (1967) suggest that researcher can leave the field when the data arrives at theoretical saturation. 
It means that further data collection will add little new to the conceptualisation, though variations may 
be shown (Corbin and Strauss, 2008). During the data analysis, researchers listened several times to the 
audio recordings and transcribed the passages immediately after the interview, addressing in the pro-
cess the main conceptual areas of the study. Finally, a form of thematic discourse analysis enabled the 
researchers to gain a deep sense of the interviewees’ words (Paltridge, 2006). Through immersion in the 
resulting qualitative material, comparisons and links were formed, through a process of constant shift-
ing backwards and forwards within each transcript and across the data set (Glaser, 1978). As the latter 
points out, when displaying qualitative data, the common mode of presenting findings is through selected 
quotes. Here, the interviewee responses were broken down into meaning units, resulting in a number of 
important research themes. The resulting data is now presented and discussed in the following section.

FINDINGS: DECISION MAKING, PHONE PURCHASING AND FACEBOOK

In this findings section, the research uses the consumer decision framework to explore customer percep-
tions of buying in the context of the notion of brand presence on Facebook. With regard to the first stage 
in the framework, which is need recognition, Facebook advertising does not appear to be the primary 
source for raising buying needs. These appear to emerge from several different situations. The most 
common reason is that respondent’s service contract is running out.

… I bought the new mobile phone when the contract with X ran out … then I started to look for other 
phones…

Additionally, the fact that mobile phones become broken or lost is another key driver for replacement 
of a phone.

(I)…lost (it) when …I was shopping in the afternoon … was worried … must have lost it… and then I… 
started to search for a new model …

In support of previous research, i.e. Karjaluoto et al (2005), show that obtaining improved features or 
fashionable models, is a prime replacement need for some respondents, regardless of contract length, or 
whether a current model still worked well. This is suggested by the following response. “… I always keep 
an eye on the models other people surrounding me use… and buy a new one even if still in a contract …”
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For others, simply pursuing a more fashionable model is not a main reason for repurchase, as one 
respondent commented, “as long as the phone was working … I do not normally go with the fashion … 
I spend on what I need …”

Alongside drivers for replacement like lost phones, and the end of a contract, respondents commented 
that they looked for features regarded as essential for a new phone. In time, these new features will be-
come ever more sophisticated. One respondent emphasized, that, “…being able to use Facebook (on the 
new phone) is essential … my new phone must enable Facebook …” So in this sense, a mobile phone 
is clearly an integral part of respondents’ daily lives, where its loss impacts adversely on contemporary 
digital living and connections to others, as pointed out by Quinn and Paterson (2013).

In terms of other initial drivers to purchase, friends, families and acquaintances are influential in 
the process.

… just got to know from my brother that he had got a new (mobile phone)… it’s actually cool (what he 
has got)…

In terms of information searching, which is the second stage of decision-making, it became clear that 
multiple sources were consulted.

… I checked different websites, spent hours searching for information (from) mobile phone companies 
(and) service companies …

The respondents acted independently in searching for information, where they took the initiative in 
looking for what they needed. The first preference appeared to be the websites of mobile phone companies.

… I’ve never sought information from Facebook; I normally go to the service providers’ websites … 
and use Google ...

At this stage, consulting with a friend or family member, in order to obtain information is a key ele-
ment. Using multiple sources offered respondents more information to support their evaluation, through 
a process of triangulation. Information is ubiquitous on the internet and easily available, prompting ease 
of purchase as commented on by one respondent.

I did a search on the Internet and bought it online … it’s quick … I can look for information anytime I 
want …

Nevertheless, traditional ways of information searching remained, like visiting a shop to examine 
products. “… ‘We often go to the …. shop.’” Visiting a mobile phone shop, receiving information about 
product features and attributes, by a salesperson, is valued.

Interestingly, there were also attitudes and behaviours present, demonstrating a degree of disengage-
ment and opposition with the advertisements received on respondents devices like tablets and computers. 
For Ritson (2015), advertising avoidance software is the single biggest issue facing marketers today.

“…I am too busy, I’ve never liked ads … felt them irritating … got software in my computer to block 
(the adverts)…if I wanted to buy … I’d search for information by myself …” Comments like this, from 
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what we term the ‘Avoiders’, enabled the authors of the paper here to categorise and construct a five 
category typology of behaviours, for phone purchasing. This is more fully discussed in the next section.

Arguably, such behaviour as avoiding, is shaped by a respondent’s individual characteristics and 
lifestyles as Mohammed and Alkubise (2012) argue. Further to this, some respondents articulated an 
ambivalent about advertising’s role. ‘… I’m not bothered about the ads … (but) yes, I went to visit the 
service providers or companies’ websites …’

Other respondents were openly receptive in terms of other customer perceptions of mobile devices 
posted on social media generally “… sometimes I looked at those customer reviews on mobile phones 
… looked at the brand and the technical features …”

Other data indicated some respondents showed insufficient trust (Lee et al., 2011) to the comments 
posted on the brands websites by product reviewers; “… no, I don’t trust those comments,” This is con-
sistent with beliefs regarding privacy issues (Al-Alak and Alnawas, 2010; Simmons, 2012) and a feeling 
of disconnection to those making the comments, who were evident untrustworthy strangers to them. We 
term these respondent’s as the ‘Suspicious,’ in the typology of behaviours for phone purchasing.

Other respondents viewed Facebook fan pages and consumer reviews as a useful information source, 
indicating the importance of brand presence. For example, one individual intentionally and actively 
looked for product information by visiting a mobile phone company’s fan pages on Facebook.

… I looked for those customer reviews … although they are not determinant … I went to the … fan pages …

Evidence suggests that Facebook fan pages and customer reviews are useful in decision-making. 
The point made earlier can probably explain this, that respondents generally preferred multiple sources 
of information search for any consequential decisions. These we term the ‘Receptive’ in the typology.

I checked on different sources of information … if a function or feature said by one was also addressed 
by another …

In terms of explaining this state of affairs, it is important to note that buying a mobile phone is a 
significant decision for an individual, as evaluated against other priorities in their daily lives. A high 
degree of involvement in the product class is apparent from the interviews, where phones are in constant 
use. Therefore, the choice of the right model is critical. An appropriate model matters to respondents, 
otherwise, they would have to keep an inappropriate one and to bear with it until the contract ended, or 
have to spend extra to replace it. Despite this, research established that the various market offers created 
some confusion in the perceptions of interviewees. Respondents reported this as another reason for using 
multiple sources for information searching.

… There were many results coming up ... sometimes this could be confusing … it took me time to read 
all of them … (and) I generally checked different sites …

Respondents felt a need to check more than one source so as to reduce the risk and probably also, 
to attempt to achieve a degree of objectivity in their assessments. Looking for different sources offered 
the respondents the chance to analyse a range of information and to compare alternatives in a hoped for, 
non-prejudiced fashion.
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When it comes to the third area of the decision process, which is the evaluation of alternatives, prod-
uct attributes are most important when comparing different models of phones, with a view to making a 
purchase. Some respondents chose mobile phones based on the assessment of several attributes. The most 
important being technological features, followed by design and functionality and size of handset. “… I 
always look for technological features at first … look at the design … style … not too big, but smart ...”

Wider technological features appear to be a key attraction. In some cases, the evaluation of alterna-
tives is based mainly on a single attribute, where consumers are not particularly worried about the phone 
possessing other attributes for example, “… it should have Internet connections …”, “… for my mobile 
phone, it has to enable Facebook to work …”

This easy enabling of the Facebook platform to work effectively is an imperative function, where 
users look for their desire to connect in online social networking and to be able to download a variety 
of different applications via the internet. Significantly, in the evaluation of alternatives, Facebook fan 
pages did have some influence.

… I bought a mobile phone recently … on Facebook fan pages, some of them said … buy (brand A) … 
and others said … buy (brand B) … it does have an influence on me … and then I bought it (brand B) 
…but I have not joined in any group…

Sharing experiences by other people who are in a similar age group helped the respondent make the 
evaluation with regard to what phone to subsequently purchase. Furthermore, one respondent reported 
that they intentionally visited mobile phone brands fan pages, indicating that, “… the reviews on the pages 
helped me in getting opinions on product comparisons and helped me make the final choice …” Here, the 
respondent valued those consumer reviews that integrated with their own experiences and perceptions.

Regarding purchase and post purchase behaviour, the final consumer decision was effected by offers 
of loyalty programmes from service providers. “… it took me some time to know all of them, eventually 
I chose one … that’s what I need …” However, the promotional offers were exclusive to the Internet 
and or, social network users, “I … visited a few websites …of service providers … I normally waited, 
until there is an exclusive offer …”,

The online promotions companies made available, make these consumers feel privileged and are an 
attractive point for purchase. Regarding the act of purchase, visiting the mobile phone shop was a noted 
preference besides buying online. “… I tend to go to the mobile phone shops … you can touch it and 
feel it …”

So visiting shops provided customers with the opportunity of experiencing the physical touch and sense 
of the products and talking to a salesperson, provided reassurance, offering information and knowledge 
on mobile phones. To some respondents, whether buying online or offline was not an issue, rather where 
the better deals were was the key factor. “… I go with wherever the better deals are …” In general terms, 
consumers in this study felt it much easier to compare offers and look for information online. Whilst they 
reported on some occasions as having influence exerted on them by salespeople, there was a concern 
that this meant they might have missed a good deal online. A small number were ready to buy online as 
a result of searching and visiting mobile phone shops first, using the process known as showrooming, a 
trend causing some alarm amongst certain categories of retailers (Teixeira and Gupta 2015).

Interestingly, some respondents were sympathetic to the reasons behind Facebook direct advertising, 
although this is less influential than customer reviews, as one commented. “They have to survive, they 
have to make money, but as long as that is not too much”. Finally, for post-purchase evaluation, none of 
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the respondents reported leaving comments on Facebook fan pages, or sharing experiences, the reason 
being that they had never thought about it or not bothered. “… I know some people do (leave feedback), 
no, I don’t … I haven’t got that time.” Another respondent commented that, “… I’d like to share the 
(purchase) experience, but not necessarily on Facebook’.

BRAND PRESENCE AND A TYPOLOGY OF BEHAVIOURAL 
SEGMENTS IN MOBILE PHONE PURCHASING

The research question posed at the start of this paper has produced answers. Brand presence on Facebook, 
as expressed through mainly product focused consumer-to-consumer interactions, has some impact on 
purchase behaviour. In particular, this influence is evident on the pre-purchase stages of buying, being 
information searching and alternative evaluation. Respondents here are involved to a degree in online 
communities and brand related communications, but it appears restricted to immediate purposes. One 
key implication of the research, indicated previously in the findings section, is that five Facebook 
behavioural consumer segments have been identified; the Avoider, the Suspicious, the Passive, the Re-
ceptive, and the Active. These differ from Kimiloglu et al. (2010), where their research indicates that 
segments exist based on user preferences on price and properties of the mobiles. Our research captures 
more effectively the influential role that attitudes play in terms of consumer responses to social media, 
marketing and brand presence.

Our research has particular implications for brand presence and social media strategy, in that we 
have identified two extremes of online engagement behaviour with ‘The Avoider’ at one end and ‘The 
Active’ at another. Firms will need to think about how to deal with each of the segments identified and 
select appropriate strategies in order to encourage further engagement. Facebook brand activity is more 
influential on ‘the Active’ participant in the buying decision process, rather than on ‘the Avoider’. We 
found that the ‘Avoiders’ are those who were not affected by Facebook in the purchase decision, never 
visited the brands fan pages and never decided to look at direct advertising. ‘The Avoider’ group installed 
programs on their web browsers to prevent the advertising display. This group were vexed by advertis-
ing and purposefully avoided it. In contrast, ‘the ‘Active’ visited and intended to obtain information on 
mobile phone fan pages. In order to develop this approach, more studies are clearly required regarding the 
online presence of brands on SNS like Facebook. What will make this challenging, is that the purchases 
behaviour among user groups is likely to become increasingly diverse, as Facebook has expanded to 
include dissimilar users (Gaudin, 2009).

In the middle of the typology there are the ‘Suspicious’ and ‘Passive’. These represent the second and 
third segments. Both are characterised by non-visits to the fan pages and non-direct advertising clicks. 
‘The Suspicious’ didn’t want to share personal information and were mistrustful towards the comments 
on fan pages and consequently, never looked at these. ‘The Passives’ alternatively, might look at direct 
advertising, but they mainly used Facebook for socialising with friends and family. They are however, 
empathic to online advertising on Facebook. The ‘Receptive’ segment was different from the ‘Pas-
sive’; they visited the fan pages in order to keep up to date with the products/or brand and are aware of 
promotional offers. All our behavioural types of segments used many sources of information to reduce 
perceived risks and no respondents saw the purchases of mobile phone as an easy task.

Regarding the motivation to purchase mobile phones, this study confirms Vries’ (2005) and Wei’s 
(2008) view that individuals buy mobile phones not only for work, but also for socialisation purposes. 
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This research demonstrates that consumers constantly access new technologies and show their social 
group belongingness. Many studies have addressed the mobile phone market as being a confusing one, 
for consumers (Turnbull et al., 2000; Kasper et al. 2010; Ali Smadi and Al-jawazneh, 2011). Complex 
information searching from multiple sources for the best deals is revealed in our and these other studies, 
as significant and explanatory of consumers’ confusions about the market. Potential customers feel the 
need to use many sources of information in order to purchase and this is seen as a way for them to reduce 
the risk in purchasing. Both Isiklar and Buyukozkan (2006) and Horvath and Sajtos (2002) demonstrate 
that consumers are mainly influenced by the functionality and technical features of the phone as well 
as by brand choice. This is consistent with the results of this study, where the respondents mentioned 
technological features, design and functionality, as mobile phone attributes which they found the most 
important. The brand, however, although present in decision-making, was not the determinant factor. 
This suggests there is further evidence indicating that loyalty can be difficult to manage in a social media 
environment, as pointed out by Kohli et al (2015). As with other technological products this apparent 
lack of loyalty may exist because, most brands offer smartphones and it is more difficult to make an 
objective distinction with what is probably a generic product category.

CONCLUSION: ONLINE BRAND PRESENCE, CONSUMER 
DECISION MAKING AND FACEBOOK

This paper has explored the role of brand presence on Facebook, identified as comprising online adver-
tising and consumer-to-consumer and brand to consumer interactions, in the buying decision process for 
mobile phone purchasing. The study will be useful to mobile phone suppliers in promoting mobile phone 
products via social media by focusing on the 2nd and 3rd stages of the buying process and indicating the 
importance of five behavioural segments. For the demographic group studied, the young professional, 
they utilise multiple sources for information searching and are clearly independent and sophisticated 
decision makers, unlikely to make a new purchase based on a fashion whimsy, but nevertheless, want 
new and improved features on their phones. They are also concerned with rational issues, like the terms 
of a contract termination, and what services are in the contract, provided by the mobile phone supplier. 
It is all these factors, which will stimulate buying intentions.

By examining the consumer buying decision making process, it can be seen that a range of consumer 
segments are exposed to online advertising and consumer interactions and the notion of brand ‘presence 
is an important one in relation to social media, one requiring further research and development. So a 
suggestion is that Facebook may be able to tailor their online service designs more to target customers 
who use the platform primarily for information searching and the evaluation of alternatives. Advertise-
ments included on websites, are a complementary form of communication to those functions, which can 
enable social networking engagement in fan and group brand communities, through appropriate links. 
In our study, online advertising in newsfeeds appears to be the least successful part of brand presence 
and its role needs further experimentation and evaluation.

The study further demonstrates that the buying decision for mobile phones is not an easy task to un-
dertake by consumers, as they are highly involved in each stage of the buying process. Communities and 
connectedness indicate that opinions from consumer’s social networks have very considerable impact on 
the buying decision processes throughout the decision sequence, meaning that there is scope for SNS to 
impact on offline community activities. Links between these areas need further exposure and discussion. 
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To date, as previously indicated, limited research exists on the notion of brand presence and social media 
and this paper offers up some exploratory ideas. Whilst this study has raised some important issues, 
more studies could also examine how the particular content of online advertising formats work or do not 
work. In addition, it may be possible to identify more and differing themes to those addressed by this 
study. This could be made achievable by examining other factors in the consumer purchase process and 
by carrying out further studies that could collect samples from different geographical regions worldwide. 
A rich seam of research could explore and identify any key regional differences that take account of 
local cultural factors in consumer social media activity. Importantly and finally, it is worth emphasising 
that five novel consumer segments were identified and discussed, in our paper, representing differing 
consumer attitudes and behaviours, all of which are worthy of more sustained research. Important social 
media strategies could result. Finally, what can be confidently said, is that in terms of customer reviews, 
customer engagement and community activity ‘brand presence’ on Facebook is an integral part of social 
media. Consequently, mobile phone companies need to think carefully about how forms of brand pres-
ence on social media can best be cultivated for achieving long term sustainable relationships.
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ABSTRACT

In this chapter we will try to discover the importance of audio and voice as key elements in building a 
personal brand. Podcast, audioblogs and web tools that reference the sound will be analyzed based on 
their degree of influence on personal branding. By using the voice we can differentiate ourselves from 
our competitors, so the audio branding, or sonic branding as it is also known, shows a verbal identity 
of his own personality. The sound has always been known for being a great tool to convey memorable 
messages to consumers, in fact we are able to consume the sound since we are in the womb. Having an 
audio brand is one way to ensure that no other company uses a similar audio and make our brand is 
consistent. The radio language, consisting of voice, music, silence and the special effects are responsible 
for generating emotions in the receiving public. The audio conveys information, entertains consumers 
and in the long term, helps build a positive image that reinforces the brand values. The design of an 
audio brand goes beyond creating a catchy jingle or a piece of melody.

INTRODUCTION

Nowadays the importance of audio gains points in the field of personal branding. Internet favors largely 
interactivity between transmitter and receiver, generating a feedback once nonexistent or very difficult 
to take place. In his radio theory, the German writer and poet Bertolt Brecht commented that radio, 
media-based audio transmission, should be able not only to send a message but also receive messages 
from listeners to know the effect that this had occurred. A radio that not only broadcasted but also was 
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able to receive, something unusual for the time when he proclaimed his theory, between 1927 and 1932, 
but today takes a relatively large force through social media and the high degree of connection users 
(Brecht, 1927). In 1995, another visionary Nicholas Negroponte in this case, he dared to venture that 
we were moving into a world in which people would be permanently connected. It was undoubtedly 
the digital world well recounted in his text (Negroponte, 1995). Twenty years later, most people have 
a high technological dependence. A study by Nokia in 2012 revealed that each person looking at his 
smartphone 150 times a day, approximately every six minutes. Tomi Ahonen, a former manager of the 
company’s mobile terminals, exposed in one of his lectures an update of this study, where it was shown 
that by 2014 smartphone users looked at him 221 times a day, about every 4 minutes and 18 seconds 
approximately. This technological dependence means that companies must be present in the mobile 
market, where customers will access more easily, so you can interact with them.

Traditionally it is said that a picture is worth a thousand words, but not only of image lives the Per-
sonnel Branding. The voice is a communication tool that transmits non-verbal communication. “Studies 
also show that although someone we like it at first, the attraction can disappear right away, how they 
communicate, especially because of his voice, because the most important is not what someone says 
but how he says” (Glass, 1994: 205-206). For this reason, the voice becomes very important in radio, 
so it is one of the four pillars of which Balsebre listed as elements of radio language, along with music, 
sound effects, all without forgetting the silence.

The information and communications technology (ICT) make it possible to communicate is at the 
reach of our hand and, further, to communicate through audio, or video, there is something available to 
media technologies high cost and inaccessible licenses. The live audio transmission, which by streaming 
or podcasting, radio programs or parts of prerecorded audio, hosted on the network and synchronized 
with users who have previously subscribed, known are some of the tools based on the audio will help 
to project our brand image on the Internet. There are specialized podcasts in areas or sections, in most 
cases, are related to the tastes of the creator of the same, but also include the existence of online radio 
stations in which the value of the brand is praised. It is specialized radios whose emission is done via 
the Internet and that allow us to strengthen our self-image or our brand or product. In this chapter we 
will take care to publicize some success stories, and review some of the platforms where our pieces to 
accommodate audio or podcasts, so that our potential customers can go to them.

INTERACTIVITY IN ONLINE RADIO

Technological user today has become a combination between the producer-consumer, which has been 
called prosumer. At your fingertips you have tools with which to produce their own sound files, upload 
them to a web page and become a transmitter. A prosumer, like any user who consume online radio, follow 
the rule of three A: Anywhere, anytime, anyway (Roel, 2010). The user becomes a programmer, selecting 
as desired the content found on the different pages (Roel, 2010). Thanks to this selective capacity of the 
new interactive listeners, the prosumer can develop their own agenda setting (Rufí Pérez, 2013). Before 
the emergence of the term, Jean Cloutier (1973) coined the expression EMEREC, an acronym combining 
the émetteur and récepteur words. This term was intended to describe a process Cloutier through which 
transmitter and receiver were producers and receivers of messages, which Martinez Zarandona defined 
as a mutual exchange between them. A communication model exposes Palma Peña, who serve for send-
ing and receiving an active role, enabling them to establish patterns of dialogue for the “emirecs” the 
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spanish version, build relationships in the horizontal plane and in a more or less democratized, where 
you can freely express their tastes and preferences. For Garcia Matilla, EMEREC theory “transgresses 
the conventions of classical communication schemes in which it comes to giving a chain of transmission 
and response between sender and receiver”.

This is exactly what Bertold Brecht asked in the early 1930s, when formulating the Theories of Radio. 
The German poet and playwright stressed the communicative character that defined the radio media 
and postulated that radio would be the best means of communication if their function is not limited to 
distributing a message, but also could receive, instead of isolating the listener achieved do enter into a 
relationship with the environment and participation in, the contents:

I remember how you first heard about the radio. (...) He felt that it was a matter not only fashionable, 
but really modern. (...) A colossal triumph of technique finally able to put within reach of the whole 
world a Viennese waltz and a recipe. (...) In my opinion, you should (addressing the artistic directors of 
the radio) Radio trying to make a democratic thing really. (...) The radio has a face, which should have 
two. It’s a simple dispenser simply dealt.

And to be positive, that is, to discover the positive aspects of broadcasting, a proposal to change the 
operation of the radio: we must transform the radio, turn distribution device communication device. 
The radio would be the most fabulous communication device imaginable from public life, a system of 
fantastic pipeline, that is, if he knew it would not only transmit but also receive, therefore the listener 
not only hear but also make him talk, not isolate, but to communicate with him.

(...) If you consider this utopian, I beg you to reflect on why it is utopian (Brecht, 1927).

The prosumer and emirec concepts connect clearly and effectively with the proposals formulated 
by Brecht more than eighty years ago and that “the radio should leave the business of supplying and 
organizing his listeners as suppliers” (Brecht, 1927).

In his treatise Dialogues, Plato, three centuries B.C., showed their disagreement with the new invention 
of the book, as in his opinion it was “not interlocutive entity with which one can not discuss” (Del Rio 
Pereda, 1996). To Palma Peña what the Greek philosopher missed, albeit unknowingly, was a medium 
like radio and, thanks to its analysis of the shortcomings of the book defines and anticipates its creation 
(Peña Jimenez & Ventero Velasco, 2011: 235).

Interactivity is responsible for establishing a different relationship as far as participation is concerned. 
In the traditional radio model participation is a piece that is part of the show and the audience involve-
ment in program content, perceived as a whole and not as two different actions, argues Mariano Cebrián 
Herreros. The audience follows the plot laid out by the station, as well as the different interventions of 
the participants, a link to another so that may arise from what has been shown by the broadcaster or 
expressed in the interventions. Moreover, as Cebrián Herreros classified as the “ciberradio” interactivity 
is comprised of a rather different way, “is a dialogue between the parties do not have to be followed by 
the others but is established individually between what is offered by the station and the involvement of 
every Internet” (Cebrián Herreros, 2008: 46).

We are facing a change that impacts the full radio media. The traditional radio, found with the phone 
the best ally to achieve a high degree of audience participation in its programs. Successful song requests, 
calls to see a specialist, to vote any of the proposed options or to give his testimony about what he was 
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talking about. It was along the traditional letter by mail, one of the few chances to get feedback from 
the recipient of your message.

The appearance of text messages from mobile phones, known by SMS, or multimedia messages, 
MMS, would start producing a change in the radio medium in terms of interactivity is concerned. Email, 
chat applications like Windows Live Messenger or Google Talk, are very valuable input in this regard. 
IPVoice services such as Skype, one of the most widely deployed today. Skype allows calls over the 
Internet for free, or pay if what you want is to contact any telephone line. Cebrián Herreros postulated 
that the sound created great difficulties in network development, especially as it related to speech rec-
ognition. Therefore, he claimed to be followed carefully the development of that system and observing 
attentively those specific applications that can take place in the ciberradio (Cebrián Herreros, 2008: 72). 
Nowadays, stations like Europa FM, in the weekend show where listeners are the protagonists through 
musical dedications, have included new ways of participation among which voice messages through the 
application Whatsapp.

In the radio media, the concept of interactivity is somewhat higher than the social interaction between 
individuals. Computer and telematics are responsible for making possible human-computer connection 
to access the information in the network, or connect to two or more alternating the roles of sender and 
receiver traditional users to become interactive through the sounds, either using a service IPVoice or 
sharing audio files.

One of the main characteristics of radio interactivity is the peculiarity of all communication compo-
nents involved, as well as by the differences in respect of variants that can be seen in other fields. The 
items of note are (Cebrián Herreros, 2008: 41):

• An exchange in the roles of users. The issuer ceases to be one to become participants in various 
radio communication processes.

• Technical mediation produced by the computer and telematics, through the vast fabric of wire line, 
wireless or mobile networks.

• The contents are set in an open way so that they can be expanded and modified by other users or 
willing to exchange. Content developed at the same time or stored waiting for someone to interact 
with them. Synchronous interactivity and other asynchronous appears as Cebrián Herreros aspect 
that makes the difference with the radio broadcast by radio, dialogic and participatory above.

• The messages are reflected in oral, musical or environmental sounds, but also secondarily are 
recorded through writing or iconic visual components.

Using content modifies the spatial components. The barriers that limited space and time are demol-
ished and now the space fits all the coverage of the networks through a local outreach to other global. The 
temporal dimension expands its traditional instant issuance, we knew that the fugacity of the message, 
now it becomes timeless. With asynchrony added value, it is time to raise participation and interactivity 
(Cebrián Herreros, 2008: 41).

THE IMPORTANCE OF SOUND IN PERSONAL BRANDING

Audio branding is also known by the name of sonic branding and tries to give an identity through sound 
(music, voice...). It’s a verbal identity that promotes the creation of our personal brand, through the 
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use of voice mainly. The audio logo is one of the tools with which we define our brand. An audio logo 
is short, a characteristic tune, also known as it jingles, or another sequence of sound. Often position 
them, usually at the beginning or at the end of the announcement. Through sound we reinforce personal 
identity or company and brand. Thus, it should be noted that the sound has always been a great tool for 
the transmission of messages that they are easily memorable by the receiving public, we all remember 
examples of wedges radio or TV spots in which has been us the catchy chorus of the jingle. Since we 
are an embryo already we are potential consumers of audio. With only twelve weeks of gestation already 
the auditory capacity develops in the fetus, a long before the ears appear, across every cell, we listen to 
the beatings of the heart of our mother. It is a question of the first sense that we develop and it will be 
the last one that is still operative before our death.

Unlike the sight, the ears remain active 24 hours of the day. While we dream our ears they are analyz-
ing the sounds that are received. Our auditory range is ten times major that our visual scope, in terms 
of relative frequency. In intensity, our audible range is 10,000 times higher than the scope of our vision. 
We will be able to understand a good display, even using discordant colors; nevertheless, it can be that 
we never manage to understand a good presentation in a space with a terrible sound.

But the integration of the sound in the construction of the personal image was not an easy task, 
makes clear Maria Elena Durón in his article. Although the image and video have greater acceptance 
among users and has a better web positioning, the audio is gaining strength. Having an audio will make 
us more powerful identify our brand image. The mind has an amazing ability to memorize a sound. In 
Alzheimer’s patients it has shown that they can remember and sing songs long after they have ceased 
to recognize faces and names. There is growing evidence that listening to music can help stimulate lost 
memories and even to take part in the restoration of some cognitive function.

Through sound emotions are transmitted, which will allow us to believe an emotional connection 
with the recipients of our message. The audio transmits information and allows the positive association 
with the clients that we have and favors the consolidation of the values of brand. The way more common 
of communicating is by means of the sound, for what it is one of the principal motives to bearing in 
mind at the moment of starting a plan of communication and defining which will be the communicative 
strategy to continuing in order to start a consistent brand image. We will be able to create a good or bad 
sound, in the first case we will observe as the process of communication it develops in an effective way 
and that exists, on the part of the clients, a feedback who gives us to understand that our strategy had 
successful. Across the sound we transmit the meaning and the ideas. As Durón appears, in previous stud-
ies one could have verified that an audio brand is so much or more striking than a visual brand. In the 
case in which our creation does not meet with the expectations, we will realize that the meaning or the 
energy differ from the values of the brand and there is not transmitted really what is wished. An audio 
that lacks consistency, or rather be confused, it can generate a disconnection in the recipient, which will 
meet reflected with the loss of a client.

To design an audio brand hides a work of major density that the one that could be create a short melody 
or a sticky jingle that hammers in the heads of our users. First, they should be heard large number of 
tracks to know that you are choosing the best option for it to be transmitted through the audio. In case of 
the personal image, he is you the one that must be at the head of all this process, you know what values 
you would like to convey in every aspect of your brand. You have to take with time and research; interact 
with the producer and the writer to see first-hand that is what they arrange to do before beginning his 
work. Hereby you will turn into the strategist and leader of his own personal brand, and he makes sure 
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himself that everything what expresses in his communicative strategy is that one that really wanted to 
transmit across his brand.

The sound is very effective, even to subliminal level. For Lars Deutsch, the companies that they do 
not invest in the audio branding are stopping to spend a great opportunity of marketing. On the contrary, 
the companies that yes do it, enrich his brands and enjoy a clear advantage on his competitors. The audio 
logo is the acoustic equivalent to the visual logo; a combination of both will use to generate the recogni-
tion of a brand. A logo is the face of a brand; in the audio the logo is his voice.

THE USE OF THE VOICE AS A DIFFERENTIATOR

The voice, which Armando Balsebre names as the word, is one of the elements of the radio language 
with major importance together with the music, the effects of sound or the silence. For the construction 
of our brand image across the audio we can use any of these elements, but the one that undoubtedly 
is going to receive a singular protagonism is going to be the word and for the person who is going to 
be pronounced. Hereby, for Balsebre, the words were characterized by his color, his melody, and his 
harmony and for his pace (Balsebre, 1994). These characteristics are those that will come to define our 
message and will be the persons in charge of the image that the consumer recreates in his mind. Across 
these characteristics we are going to transmit the values that we have decided to grant to our brand.

The appearance of the color of the voice is based on the existing interrelationship between the di-
mensions that define in an acoustic way the sound of the word: the ringer, the tone and the intensity. 
Hereby, for Balsebre, the “color” treats itself about the result of the above-mentioned interrelationship 
in the form in which we perceive it. The ringer, for your part, is defined by the spectral composition, the 
form of assault and extinction of the transitory ones and the number and distribution of the “formantic 
zones”. The tone, which measurement is realized in cycles for second, is a basic parameter to be able to 
recognize a masculine or feminine voice. On the other hand, the intensity of the voice will depend on the 
force in the one that breathes. When there is realized a voluntary control of the pace of breathing will 
be exercised a decisive function regarding the control of the intensity of the voice (Balsebre, 1994: 46). 
The melody of the word enunciates the dramatization of the reality that is transmitted. Across her they 
remain registered the intention of reporting and the affective movement. Hereby, the audio, it is capable 
of transmitting a great affectability. The melody also is capable of expressing the notion of continuity 
of the reported message. The ringer, the tone and the intensity of the voice are those who are going to 
grant him a color or other one to our message, and thanks to them we will be capable of transmitting in 
an effective way those aspects that we have described in our communicative strategy. The harmony of 
the word is defined, while musically, for being a psychoacoustic dimension of the sound that proves on 
having produced notes of a simultaneous way. And, finally, the pace of the word, it refers to the dimen-
sion that fixes the nature of the periodicity in which the different sonorous sequences are perceived.

The qualities of our voice are going to be extremely important and, into some cases they will turn 
even decisive, regarding the social and public relations. They are going to determine what the others 
think about us. And it is that not only we judge the individuals for his image, but also for his voice. If 
all these characteristics that we have enumerated can determine the relation between the persons, they 
are going to be decisive at the moment of communicating our message and creating, in the mind of our 
clients, the brand image that we want to transmit.
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NEW TOOLS FOR COMMUNICATING WITH THE AUDIO

As we were saying, the Internet arrival has made possible the appearance of new tools that favor the 
communication between the persons. Hereby, the use of the programs of instantaneous messenger com-
pany for the interpersonal communication, or video audio transmission or to users’ multitude, is what 
does that we could understand the power of communication that has the web 2.0. Other one of the char-
acteristics of this web is the creation of the social networks, where every day more users are connected 
and communicate between networks of contacts. Networks across which the persons can share videos, 
images, texts and, though in minor measure, audio. If we were speaking about the step of the consumer 
to the prosumer, there has come the moment to observe with what tools the user can communicate his 
image across the audio.

The streaming is the principal tool to issue live sounds and that the others could connect to listen-
ing to our product. It is a question of the radio online, if there exists a daily and normalized emission, 
though it can serve us to broadcast some event of our company of a sporadic way. One of the principal 
characteristics that possess the radio online, according to the graph that we estimate in the part of low of 
this text, is that it favors the brand image, the branding. And clear, if we speak about brand and personal 
brand, transmitting across the radio online, it would be an audio example branding. No doubt it is one 
of most economic ways of being able to create a brand image, across the sound, in the mind of our user 
or consumer, in such a way that it connects to issuer online from our web page or from the application 
for smartphone where it wants that he meets.

Figure 1. Graph on the radio online
(IAB Spain, 2014)
Source: IAB Spain, 2014
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An audio example branding offered across the creation of a radio online is the fact that Francisco 
Sanchez and Cristina Mosquera offers the company Expressa, founded in the year 2011 by Nacho Mon-
tero, with the initial capital of 100.000 Euros. His mission is to create, to manage and to develop radios 
across Internet for companies or commercial brands. Radio stations online for companies, organisms and 
institutions in order that they could develop his strategy of marketing and be able like that to spread his 
products, promotions and all kinds of information that could be of interest both for his own employees 
and for the final client. Between its services is of offering announcers, music, programming besides the 
whole putting in March to technological level, with the creation of the application for mobiles, the listen 
of the issuer in his web or intranet…

Types of Corporate Radio

When we talk about corporate radius we refer to four type’s radio: Brand radio, In store radio, Staff radio 
and Event radio. Let’s see what the characteristics that define each it.

First, Brand radio is an online radio station that has the main objective of enhancing the recognition 
and own brand identity or company. This type of corporate radio allows us to develop personalized radio 
design and high quality, with music and information that reinforce the values that you wish to convey.
We can also create additional channels in order to promote a product or a segment of our production in 
particular, so we connect with different customer segments, and could also be used to reinforce specific 
advertising campaigns. Universia has a radio channel for users of its portal, Banco Santander, which 
have one million registered users and a monthly audience of 50,000 listeners. But not only music, ads 
and corporate messages feed the Brand radios, but its content goes far beyond. For Galp FM, online 
radio station GALP Energy, its production combines contemporary music and of all time, meeting these 
successes in space “Lo esencial de Galp FM”, but also offers its listeners programs Radio as “Pinchos, 
parches y tachuelas” are by the musician Armando Soria, or “Centrifugado” by the presenter, writer 
and director of musical programs within Jose Luis Casado.

Meanwhile, In store Radio is an innovative marketing and communication tool that unifies music and 
messages at all points of sale. The music of a store, sometimes tune in large national chains or a local 
radio station can help create our brand audio. Obviously if you only have a shop our efforts are focused 
in other areas, but if it is a franchise with stores throughout the state would be interesting to unify the 
messages that are thrown at them. A clear example of this type of radio is used in supermarket chains, 
which have listings of their products and store messages always to corporate voice. In store Radios are 
completely flexible and customizable. One example is the company Verdecora, which provides this 
service to its hypermarkets in Spain, with an estimated 200.000-listeners/month hearing.

The following types of corporate radius we find the Staff Radio systems, which are designed with 
the definite purpose of providing workplaces for a custom musical and informative solution. So, allow 
content adaptation employee profile and issuing specific messages that are addressed to workers. An 
example of such messages can range from congratulations on your birthday or anniversary, to call for 
meetings, events, and new training courses... It is an innovative element of internal communication of the 
company that is very effective as a motivational tool and support to the various work teams. Companies 
like ThePhoneHouse or Imaginarium stores have this service.

Finally we reached the Event radio, this type of corporate Radio is broadcast live any event, whether 
corporate or public, for brands or companies, using a specific online radio channel for the event. It relies 
on social networks to win in impact on your audience and take advantage to become viral. It is based 
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on interactivity, something that we pointed out earlier in this chapter, as well as the involvement of the 
followers of the event, with the aim of obtaining a large number of followers and achieves customer 
loyalty to the brand. This format increasingly companies are using it, including trade fairs to promote 
their content and their brands. So, there are companies, such as Sonido on Line, in charge of assembling 
the online radio for your company or event, so they do not have to worry at all about the technical speci-
fications. The company slogan is “do the radio your event, we sound to your brand”. Sonido on Line 
bases its sound on online business to promote friendly communication, direct, emotional and reliable 
basis; propose the creation of a community and transforming customers into fans by identifying with 
the values of the brand; the issue can be followed from anywhere and anytime; create content to further 
disseminate and add value in social networks; own means is created to control the final message; is se-
lected accurately a target audience and analytical data are achieved. They claim from the company “radio 
is a simple way to go to the public to present your products, provide added value to your customers and 
create community around your company”.

Podcasting or Goodbye to Fleetingness Message

One of the primordial characteristics of the radio was the transience of his message. Listening to the 
radio the maximum of the “here and now” is established. Another problem was that the topography of the 
area where the transmitter and the antenna was going to limit our scope of coverage. All this disappeared 
with the advent of ICT and Web 2.0. The streaming that we talked breaks down geographical barriers 
and policies and will be the podcasting the cause that we can go to an audio as often as we want. And 
more to go, which is the audio which is downloaded to your device when upgrading, as discussed below.

Podcasting has its direct antecedent in the service of “Radio on demand”, in fact it is the same ser-
vice but improved through Really Simple Syndication (RSS) technology. In this way, the creator of the 
audio file will handle hang on the digital platform its new program and the users/listeners receive it on 
their computer or mobile phone and can download the latest edition of the program or podcast, which 
have been subscribed previously. This service might think it’s exclusively for radio, but it’s not like that, 
anyone with a computer, a microphone, a small mixer and, what is more important, something to tell, 
can have a podcast to the Internet, according to your interests, you can go subscribing.

To Audio branding this format can be very useful for communicating with customers on a regular 
basis, the latest news we have in our company and thus loyalty and transmit audio with our brand image. 
It is accessible technology and easy to use. The company Thyssen Krupp performed monthly basis, a 
podcast in Spanish and English, full of internal company information and addressed to all employees 
a twenty offices throughout Europe, obtaining an estimated audience of 20.000 downloads a month.

One of the most important aspects in producing a podcast are its contents, almost as much as the 
technology that might be available. Xavier Sellas says that the way the listener breaks the traditional way 
to consume and radio programming, so you decide what, when, how and where to listen to the radio. 
If the break between space and time is one of the most important consequences of integration between 
radio and the Internet, what will become critical will be the relationship that is established between the 
user Internet and audio, either as a consumer or creator thereof (Sellas, 2008).

The sociologist Manuel Castells states those applications such as podcasting and everything that is 
related to Internet communication is closely linked to freedom of expression in all its forms, based on 
free and interactive expression (Castells, 2001: 256).
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MAIN PLATFORMS FOR INTERNET AUDIO BROADCATSING

There are companies, as we have seen, they offer their services from installation and set-up of our cor-
porate radio, but what degree of difficulty takes this process? To get the issue of what will be our online 
through streaming station, we will need a computer connected to the Internet and you will enter through 
the audio input, what we will issue. You can use different applications for which broadcast via stream-
ing, some of them free as are the Shoutcast, Radionomy, the same company that acquired and currently 
distributes the Winamp player. This program will launch our broadcast directly to a specialized server, 
so it is advisable to hire the services of companies offering online radio servers at a low monthly cost, a 
rate that will depend on listeners have the radio and compression and quality of sound in kilobytes per 
second (Kbps) we want to have our broadcast. The listener just going to have to go to our homepage to 
click where it tells can listen to online radio, and he does not need to know all the technical framework 
that we outlined.

Another option available to the user is download the application for your smartphone in which the 
station is heard directly through streaming. If we have not created your own application, you can always 
resort to applications acting as databases online radios and where we can listen to virtually all who are 
in the network.

Each time the audio streaming service becomes more important and that is why many large companies 
in the ICT sector want to be present in this market. A market that dawned with the endless controversies 
that have always aroused copyright and which they were led by strong companies like Spotify, with 
more than 20 million subscribers among its 75 million users, Rdio, Pandora, Deezer. The emergence 
this summer 2015 Apple audio streaming has broken all the schemes and it’s open season. The Google 
Company also wants to have a presence in this market and announced that soon will bring one service 
with which to compete with Apple Music and existing. Returning to the Cupertino Company, CEO Tim 
Cook announced that the service will be available from autumn to users of Android, and its cost will be 
about $ 9.99 per month. One of the innovations is the launch of Beats 1, a global radio broadcasts 24 
hours a day, with songs of new artists, albums and renowned presenters in the US.

In Spain the audio streaming services lead us to the example of the innovative online radio station 
that created the announcer José Antonio Abellán. It is Radio4G, which offers several themed stations 
in addition to the general where he performs his morning show every day with that achieved fame, “La 
Jungla”. It also serves as a database for hear other online radio stations or create your own radio based on 
your musical tastes, which would be a musical prescriber. An example of the latter would be launching 
RadioGym, an online radio station dedicated to the people who are doing sport. The radio tunes into your 
rhythm as well like to be reminded, offers a reproducer with five music channels classified according to 
their pulsations or beats per minute, the athlete can hear the rhythm music coaching. Besides this novelty, 
the streaming service has four thematic channels that have been created specifically for the practice of 
running, cycling, walking and yoga.

Moreover, we find podcasting, a much more simple technology at the user level if we use the plat-
forms, free in most cases, which offer this service. So there are different companies that are going to 
provide services to hang the podcast on the net. In Spain we Ivoox, a service which describes itself as 
the audio kiosk, which allows us to raise our program using an MP3 audio file format and through RSS 
technology, users to organize Web content, as well as share in different social networks that we have user 
account. The service offers Ivoox is completely free and without any restriction on length of the content. 
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Created in 2008 by Juan Ignacio Solera, the Ivoox platform about gathering podcasts and audios of all 
sorts of topics providing interaction and classify as. His initial idea was to facilitate access, creation, 
classification and dissemination of podcast.

Another service that can be found on the Internet is Audioboo, which allows us to record content 
anytime, anywhere, generating its own channel of content so that any listener can subscribe and follow 
on the Web. Streamcaster of Gunpmedia, we will facilitate access to different services of podcasting 
through a simple interface that will allow us to move through the different podcast to which we subscribe 
and be able to hear.

CONCLUSION

The sound through the creation of an online radio or by posting a series of podcasts with a certain peri-
odicity, may favor the consolidation of our personal brand or our company. The sound has lain dormant 
throughout these years of the XXI century, but with the arrival of Beats1 by Apple and all the work 
that has been developing during this time, will change the current landscape communication through 
the network. Both streaming and podcast are two of the tricks with playing audio on the Web 2.0 and 
can make a big impact on our target audience and achieve what we want, create a brand image in the 
consumer’s mind and transmit a series of values. The video did not kill the radio star in the early 80’s, 
and YouTube has removed this medium centenary but emerges more strongly. Apple and Google have 
announced their commitment in this 2015 for the streaming of music, something magical has radio, and 
in general, the audio on the Internet that we can’t forget him.
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Podcasting: is the term resulting from the union of the English term pod, capsule (which also gives 
its name to the popular iPod portable audio player), and Casting, short for the word broadcasting, mass 
distribution of content. The origin is also associated with the acronym POD: Portable On Demand 
(portable on demand).

Radio Brand: A model of online radio whose main objective is to promote recognition and brand 
identity through voice and sound.

Radio Staff: These systems have been designed to provide workplaces with a personalized musical 
and informative solution.

Streaming: Is a technology for transmitting and receiving audio and video on the Internet alleging 
that the sound or visual document plays as it downloads to your computer.

This research was previously published in Digital Tools for Academic Branding and Self-Promotion edited by Marga Cabrera 
and Nuria Lloret, pages 186-198, copyright year 2017 by Information Science Reference (an imprint of IGI Global).
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ABSTRACT

The recent transition from city marketing to city branding heralds a new era of representation and 
signification of cities as brands where conscious and planned practices are used to promote them as 
any other economic commodity. Given the tremendous impact of social media on brand image, city 
branding has to embrace this new channel to promote their cities as brands. On social media platforms 
users forming a brand community can significantly influence the brand image by co-creating the user-
generated contents. Today, users search for information online and their behaviors and responses are 
influenced by online social networks and community practices. In addition, they perceive information 
from online social community highly credible and useful. As traditional firm generated information is 
losing its persuasive power to social media, it is never late for managers of city branding to embark on 
social media platforms to support online social media brand communities which in turn would influence 
city brand image positively by engaging users. Social media provides an excellent platform for users to 
form social media brand communities, where they can share inside knowledge and discuss about brands. 
The greater credibility of user generated contents on these platforms can significantly influence the user 
perception about the brands. The focus of this paper is to investigate challenges and opportunities of 
online social media brand communities in influencing brand image.
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INTRODUCTION

The practice of place marketing and promotion is not new as since the nineteenth century urban places 
around the world are trying to sell themselves as ‘tourist attractions’, ‘cultural capitals’, and ‘world cities’ 
to vie for competitive place advantage where place acts as a marketable commodity of leisure, heritage, 
and culture (Ward, 1998). This practice led to city marketing which is defined as, “…to create strategies 
to promote an area or the entire city for certain activities and in some cases to ‘sell’ parts of the city for 
living, consuming, and productive activities,” (Smyth, 2005). Thus, marketing started to play a key role 
in intensifying the competition for inward investment, tourism revenues and residents at various spatial 
scales (Kotler, Asplund, Rein, & Heider, 1999). As a part of various marketing strategies city marketing 
used wide range of promotional campaigns such as logo, slogans, advertising, public relations, subsidies, 
tax breaks, ‘flagship development1’ projects, architectural design, trade fairs, cultural and sporting events, 
heritage, public art, and culture to market their cities (Ward, 1998).

The deep penetration of marketing into the board room of cities’ policy makers started with the con-
cept of ‘entrepreneurial city2’ (Griffiths, 1998). It proposes to run the cities in more businesslike manner 
with distinctive characteristics of risk taking, inventiveness, promotion and profit motivation (Hubbard 
& Hall, 1998). Soon the use of marketing theories and practices in urban governance and urban admin-
istration led to treating our cities as brands. And subsequently, building their image (city brand or city 
image) to promote and market these cities became one of the agenda of the policy decisions leading to 
strategic transition from city marketing to city branding (Kavaratzis, 2004).

The recent transition from city marketing to city branding heralds a new era of representation and 
signification of cities as brands where conscious and planned practices are used to promote them as 
any other economic commodity.3 Thus, building city image is at the core of city branding strategy, and 
the importance of city marketing mix that facilitate image formulation and image communication are 
crucial towards this (Kavaratzis, 2004). The changing environment around largely due to digital revo-
lution has provided us with new mix of image formulation and image communication such as emails, 
blogs, online ads, online catalogs, social media, and many more. Among these emerging and new com-
munication mix social media has profound effects on not only promotional activities but also on user 
behaviors. Therefore, the significance of social media as a communication mix towards building brand 
is paramount in this digital world.

Social media has transformed the relationship between users and brands (Singh & Sonnenburg, 2012) 
and the way information is shared and consumed on digital platforms (Goh, Heng, & Lin, 2013; Trusov, 
Bucklin, & Pauwels, 2009). This new relationship has created online social media brand community 
which is redefining the brand image in this digital marketplace (Algesheimer, Dholakia, & Herrmann, 
2005; Forrester, 2014; Zaglia, 2013). Thus, users of online social media brand communities are en-
gaged in the co-creation of brand image through user-generated contents, firm-generated contents and 
various online social activities. Furthermore, consumer search in this online environment is influenced 
by social contagions. In addition, due to social contagion the perceived usefulness and trustworthiness 
of the information is valued more in such an online environment. Therefore, contents and online social 
activities together ultimately have a significant impact on the brand image. Implications from the online 
social media brand communities can be used effectively to manage and build city brands.

Thus, online as social media platforms have given rise to niche online brand communities where 
users join and co-create the contents relating to their experience about the products and services, and 
share common brand practices (Laroche, Habibi, Richard, & Sankaranarayanan, 2012). These social 
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media brand communities hence provide users a unique opportunity to bond with and advocate about 
their preferred brands (Fournier & Lee, 2009). Since users of online social media put greater credibility 
and trustworthiness on co-created contents, social media has become an important source of informa-
tion among them (Godes & Mayzlin, 2004; Kozinets, 2002; Mayzlin, 2006). Therefore, an active social 
media brand community thriving on users’ online social activities can have a significant effect on the 
consumers’ perceptions of brands.

The effects of brand community practices on brand image depend on various factors. In an online 
social media environment these factors may constitute various kinds of social activities.4 Even though 
firms cannot control these online social activities, they can have an understanding of them to position 
their brands favorably. After all, branding in a social media is a process of initiating a connection and 
conversation between firms and consumers (Edelman, 2010). User connection with the brand and con-
version among other online users lead to creation of a new kind of brand image that is a result of mutual 
collaboration among these online social users.

Today, consumers spend increasing amount of time on social media platforms. One out of every seven 
people in the world is a Facebook user, and almost four out of five Internet users visit social networking 
sites (Nielson, 2013). As a consequence, the time users spend on traditional media has reduced signifi-
cantly, and therefore they are difficult to reach through using these traditional media such as television, 
press, magazines, radio, direct mail, telemarketing, point-of-purchase, and others (Kayany & Yelsma, 
2000). Furthermore, the production and dispersion of contents using these traditional media are expensive 
and time consuming. Hence the usage of social media is on top of the agenda for many companies today.

Social media platforms provide myriad of ways to build brand image as they have transformed the 
way consumers interact with brands. Among these the significance of brand communities over these 
platforms have increased considerably as more than 50% of the online users follow brand in social media 
and thus they belong to or follow a particular online brand community (Van Belleghem, 2010). Thus, 
social media has become not only a platform to bond with and advocate for brands but also it has be-
come a main source for users to gather product or service related information and to learn about brand 
practices (McAlexander, Schouten, & Koenig, 2002; Schau, Muñiz Jr, & Arnould, 2009). Furthermore, 
they also have higher freedom of self-expression on these online social platforms where communication 
can take place in real time in various forms with wider audience base who are like minded (Kaplan & 
Haenlein, 2010).

Users in an online social brand community have adopted more active role where they would like to 
participate in the consumption process as much as they would like to leave their footprints on the firms’ 
production process (Etgar, 2008; Prahalad & Ramaswamy, 2004). Consequently, firms face daunting 
task of influencing brand image in an online social media brand community as users take various roles 
and have an upper hand and their influence on shaping public opinions through user generated content 
and online social practices have significant effects. Furthermore, the feature of real time communication 
makes these opinions spread faster than ever (Sakaki, Okazaki, & Matsuo, 2010). The future of busi-
ness practices will be driven by the consumer engagement, and the additional challenge will come from 
users’ demand for co-creation but not to be liable for the consequences of their choices in the process 
(Prahalad & Ramaswamy, 2004).

Thus, online social media brand communities have seen a departure of control from firms to users on 
influencing brand image as these communities continue to grow. This growing control of users through 
social media in shaping and reshaping the brand image means new opportunities as well as threats for 
the firms to exercise their control over formation of brand image (Hennig-Thurau et al., 2010; Singh & 
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Sonnenburg, 2012). Therefore, it is crucial to understand the users’ online social activities to formulate a 
successful strategy for co-creation of marketing practices as their online social activities, brand practices, 
and generated contents may have a significant effect on brand image. Understanding of factors that have 
positive or negative impact on brand image may leverage firms to come up with effective social media 
brand strategy that strengthens their brands by meeting precise consumers’ needs and expectations. In 
this online marketing environment firms find it increasingly difficult to gain competitive advantage 
based solely on product differentiation as features across similar products have marginal differences 
(Porter & Millar, 1985). Therefore, the importance of building brand image becomes even more critical 
for firms where most of their consumers expect them to have social media presence that facilitate them 
in connecting and interacting with brands and brand communities.

The real time production and dispersion of information in an online social media platform make it 
interesting to investigate how brand image is affected by brand communities created on these platforms. 
Do networked users and their online social practices pose more threats or opportunities in building and 
sustaining brand image? And, which factors are threats and which others are opportunities? Understanding 
of these social activities over online social brand community is crucial for brand managers to monitor 
the brand performance and create a sustainable brand image. In this article we investigate such issues 
and propose strategies for the use of social media brand communities in building city brands.

CONCEPTUAL FRAMEWORK

Various facets of brands such as brand community and brand image have resurfaced in new forms and 
have been restructured nobly in the presence of social media (Coulter, Bruhn, Schoenmueller, & Schäfer, 
2012; Laroche et al., 2012). Therefore, the concepts of brand, brand community, and brand image need 
to be reexamined through the lens of social media. Specifically, we investigate questions such as: “How 
brand communities in social media environment work?”, “How practices of online social media brand 
communities affect brand image?”, and finally “What are the moderating factors that affect brand image 
through online social media brand communities?” Investigation of these questions will help our under-
standing of link between brand, brand image, brand community, and social media.

We present our conceptual framework in Figure 1. The context of our study is online social media 
environment where we address the issue of how online social media brand communities affect brand 

Figure 1. Conceptual framework
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image through the brand community practices. The framework proposes some drivers of brand commu-
nity practices that firms can use to influence their brand images using social media. For example, firms 
can facilitate creation of brand communities on popular online social networking site such as Facebook 
by setting up Facebook page where likeminded users join the page and become part of that brand com-
munity. Subsequently, the owner of the page can influence brand community practices through content 
creations (such as posts, events, promotions, questions and answer session, links etc.) which might have 
an influence on the meaning given to the brand by the community users.

Online social media can intensify the effects of brand community practices on brand image by facili-
tating real time communication and removing geographical boundary for users to connect with the com-
munity. As a result, these platforms have become a credible source of information (Mangold & Faulds, 
2009). Thus, we expect online social media to moderate the relationship between brand community and 
brand image. We believe this relationship to be stronger than that in traditional media environment. This 
stronger effect is partly based on greater credibility of information derived from online social media brand 
communities (Schau et al., 2009), and continuous real time interaction among the participants of the 
community (Schau et al., 2009). Thus these communities can have a greater influence on the brand image.

Brand

According to Seetharaman, Azlan Bin Mohd Nadzir, and Gunalan (2001) brand is “an asset that does 
not have physical existence and the value of which cannot be determined exactly unless it becomes the 
subject of specific business transaction of sale and acquisition.” Thus, brand is associated with tangible 
and emotional attributes that identify firms’ offerings and differentiate them from those of competitors. 
In an economic and social environment brand is one of the most important marketing instrument in and 
around which consumer society is created (Michael, Gary, & Soren, 1999; Solomon, 1999). Brands help 
in product differentiation and provide value proposition before the actual consumption (Kotler & Gertner, 
2004). Brand refers to the strategic processes by which managers aim to create and sustain meanings 
attached to products, services, and the organization (Michael et al., 1999; Solomon, 1999). Even though 
the meaning of brand has interested researchers and practitioners for a long time, its definition fails to 
capture the broad spectrum of tangible and intangible values it provides. Managers face these difficul-
ties as primarily these meanings are associated by the consumers in their minds. Thus consumers, and 
not the brand managers, decide the ultimate meaning of a brand (Keller & Lehmann, 2006). In recent 
years the scope and definition of brand have been expanded and extended widely. Even a university, a 
school, a political party, a sport club, or a city can be thought of as a brand (Kavaratzis, 2004; Michael 
et al., 1999; Solomon, 1999). Consumers form various kinds of relationship with a brand. Solomon 
(1999) suggests four examples of such customer-brand relationships; (1) self-concept attachment which 
relates the products to help establish the users’ identity, (2) nostalgic attachment which means that the 
product serves as a link for the past self, (3) interdependence which means that the product is a part of 
consumer’s daily routine, and (4) love which means that the product elicits bonds of warmth, passion, or 
other strong emotion. Thus, brand identities are closely linked with user identities (Escalas & Bettman, 
2005; G. D. McCracken, 1990). On one occasion consumer can have a very deep emotional engagement 
with a brand, and on another they can define themselves as an opposite of a brand (Solomon, 1999). 
Furthermore, brands can also be used in self-disclosure in social media (Kaplan & Haenlein, 2010; Park, 
Kee, & Valenzuela, 2009). Consumers can follow a brand’s Facebook page or post brand related mes-
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sages to give certain image of self (De Vries, Gensler, & Leeflang, 2012; Gensler, Leeflang, & Skiera, 
2012; Kaplan & Haenlein, 2010).

Social Media

Social media is defined as websites and applications that enable users to create and share content or to 
participate in social networking (Oxford Dictionaries, 2015). Social media websites and applications 
include discussion forums, blogs, social platforms, and video, photo, and news sharing sites where 
the users can engage in networking, relationship building and interactions and where they can play an 
important role in co-creation (Singh & Sonnenburg, 2012; Vargo & Lusch, 2004). Social media is also 
related with the concept of Web 2.0, which makes possible the creation of user-generated contents (Ka-
plan & Haenlein, 2010). In addition, Web 2.0 principles require social media platforms to create trust 
and engage users. As a result, these platforms keep on improving and have become more influential as 
more and more users join and use them. The variation of these interactive, user-controlled applications 
can be described as social media (Constantinides & Fountain, 2008). The primary purpose of these 
social media platforms is to facilitate users on these platforms to communicate and thereby self-present 
themselves. This is achieved through self-disclosure which is defined as conscious or unconscious expres-
sion of personal information such as thoughts, feelings, likes, and dislikes, aiming to give an image of 
self, which corresponds with one’s ideal self-image (i.e. personal identity). Self-disclosure is important 
in creating relationships (e.g., accepting friend request or liking a brand’s Facebook page or following 
a brand’s Twitter account) that gives an impression of self to others (Kaplan & Haenlein, 2010). This 
impression can be for both gaining rewards (e.g. making impression on someone) and creating an image 
that corresponds with one’s personal identity (Kaplan & Haenlein, 2010). Users of Social media have 
a need to engage, and be both producers and consumers of information, so-called “prosumers” (Kaplan 
& Haenlein, 2010; Ritzer & Jurgenson, 2010; Toffler, 1980). Firms can integrate social media into their 
integrated marketing communication strategy by using it as a promotional tool for building brand com-
munities and engaging users (Smith, 2009). The use of social media in marketing is a new practice and 
full of challenges as social media has fundamentally changed the way we communicate, collaborate, 
consume, and create (Aral, Dellarocas, & Godes, 2013).

Brand Community

According to Muniz Jr and O’guinn (2001) a brand community is, “a specialized, non-geographically 
bound community, based on a structured set of social relations among admirers of a brand.” Therefore, 
brand communities indicate three core components based on sociological premises: (1) shared con-
sciousness, (2) rituals and traditions and (3) a sense of moral responsibility (Muniz Jr & O’guinn, 2001). 
Brand community can be different from social club or organization to the extent that sometimes it can 
manifest itself just as a felt membership in some imagined community (Anderson, 1991; Muniz Jr & 
O’guinn, 2001; Solomon, 1999). In a social media context, they can be for example a group of people 
who like Apple’s Facebook page, members of Nutella’s fan club, or people wearing Nike products in 
their social media posts. The participants of a brand community could be complete strangers to each 
other but common interests to a brand binds them together, and as a part of this special interest group 
it sets them apart from the rest of society (Muniz Jr & O’guinn, 2001). The motivation to participate in 
a social media brand community is based on need for fulfillment, expression of creativity, and social-
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ization motive (Ind, Iglesias, & Schultz, 2013). Membership in a brand community conveys a sense of 
authenticity and confirms users’ identity as a member of some subculture practicing a specific style of 
consumption. Subculture refers to a group in a larger culture, which has different interests or beliefs with 
those of the larger culture (Schouten & McAlexander, 1995). Carlson, Suter, and Brown (2008) separate 
brand communities to psychological brand community and social brand community. A psychological 
brand community is a group of admirers of a brand who think that there are others just like them, but they 
are not socially engaged with each other at all. A social brand community is also a group of admirers of 
a brand, but they acknowledge the membership in a community and are connected with each other for 
example virtually through the Internet. This primary focus of the paper is on social brand communities 
that are connected through social media. Many practices of social brand communities overlap with those 
of social media brand communities, but the latter have several unique features in addition. Since social 
media brand communities can be global without any physical boundaries, even very marginal brand 
communities can exist where members are placed on the different sides of the world (Hennig-Thurau et 
al., 2010). In addition, increasingly people have access to the Internet now which provides very broad 
possibilities for social media brand community practices. Social media platforms also facilitate real-
time communication (Kaplan & Haenlein, 2010) between the brand community members, which makes 
information sharing very effective.

Brand Image

Brand image refers to the perceptions of a brand in the minds of consumers (Meenaghan, 1995; Nandan, 
2005). Kotler and Gertner (2004) define brand image as “the set of beliefs held about a particular brand”. 
The image of a brand constructs from associations, which users remember concerning the brand. Brand 
identity is an image that organizations desire consumers to adopt. It is created with product advertising, 
packaging and other marketing strategies, which aims to make the product or service unique. The aim of 
brand image is to get a certain groups of consumers adopting the product. Also, brand image adds value 
to both the users and to the organizations. This added value is defined as brand equity (Nandan, 2005). 
Consumers often choose a product because the image of the brand somehow corresponds to their own 
identity. Brand image can be very valuable and one of the key elements of decision-making, sometimes 
even surpassing the importance attached to the technical product details as competitors can easily and 
quickly copy technical details but not the brand image. Consequently, brand image among other intan-
gible details is the way to gain sustainable competitive advantage (Aaker, 2012).

ONLINE SOCIAL MEDIA BRAND COMMUNITY PRACTICES

Organizations can use several ways to get involved in online social media brand community practices to 
promote their brands. For example, on Facebook firms can create page to facilitate likeminded consumers 
to join the brand community by liking the page. Once consumers become part of this brand community 
they start practicing certain customs or act in a certain way to conform to the brands. Consequently, 
their actions have same effect as electronic word-of-mouth (eWOM) strengthening the brand image 
(De Vries et al., 2012). Schau et al. (2009) describe brand community practices as process of collective 
value creation. The authors organize brand community practices into four thematic categories: social 
networking, impression management, community engagement, and brand use.
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First, social networking practices are creating, enhancing and sustaining relationships between brand 
community members. These social networking practices consist of: welcoming, emphasizing, and gov-
erning. These practices emphasize similarities, social and moral bonds, and normative and behavioral 
expectations between the participants of a brand community. Second, impression management practices 
are focused on creating external favorable impressions of a brand, brand enthusiast, and brand com-
munity. These impression management practices consist of: evangelizing, and justifying. Evangelizing 
is based on members’ good will as they act as ambassadors of goodwill by sharing favorable content 
concerning the brand. Third, community engagement practices are those that strengthen members’ to 
increasingly engagement with the brand community. These community engagement practices consist 
of staking, milestoning, badging, and documenting. These practices emphasize and retain the similari-
ties between the members of a brand community. Fourth, brand use practices are discussion between 
brand community members about how to improve or enhance use of a particular brand. These brand use 
practices consist of grooming, customizing, and commoditizing. These practices are about giving tips 
and advices to other consumers regarding use of particular products or services. Overall the importance 
of these practices emphasizes the value creation through the brand community practices. Therefore, 
organizations should give their consumers the opportunity to construct brand communities. Sustained 
and stronger practices lead to stronger brand communities that cultivate new kind of mini market within 
them strengthening the brand image.

LINK BETWEEN BRAND COMMUNITY PRACTICES AND BRAND IMAGE

Practices followed within a brand community usually have a coherent theme to conform to the brand 
personality creating a solid brand image. Furthermore, the spillover effects of these practices outside 
the brand community either through word-of-mouth or social influence affect brand awareness. Thus, 
brand community practices can influence the brand image in multiple ways. Some of these factors are: 
by inside information sharing of products, by creating consumer behavior patterns, and by indicating 
brand community vitality (Schau et al., 2009).

Inside Information of Products

The information propagated from brand communities about the products they endorse are useful and 
it contains meaningful narrative (Schau et al., 2009). Brand community members carry some sense 
of moral responsibility to seek out and help others “without thinking”, if they have problems in their 
consumption/usage of the brand (Muniz Jr & O’guinn, 2001). This shared mutual moral responsibility 
emanating from brand community is not just a trait; but it is an essential factor that makes a community 
(Ind et al., 2013).

The information contents (such as blogs, wikis, posts, chats, podcasting, images, video, audio etc.) 
co-created among the users of any online platforms (such as social media, blog etc.) are termed as user-
generated contents (UGC). On the same platforms when the contents are created by the publisher or the 
manufactures or the firms they are termed as firm generated content (FGC) or market generated content 
(MGC). Whereas the purpose of MGC/FGC is to create persuasive and informative content, the purpose 
of UGC is just to create informative content (Goh et al., 2013; Muniz Jr & O’guinn, 2001). According 
to Goh et al. (2013) the persuasive effect of UGC is more than 22 times that of FGC. Somehow, the 
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information provided by a co-user, is more useful than information provided by the market, because 
brand communities are not motivated by the commercial self-interest to create contents. Additionally, 
the platform that online social media provides, has positive effect on information sharing, because 
seeking and sharing information are main reasons for users’ social media participation (De Vries et al., 
2012; Kumar & Bezawada, 2014). Thus, social networking sites can become the main source of infor-
mation for many users, and even though sometimes the sought information may be incorrect, but it is 
still taken by users at their face value (Kaplan & Haenlein, 2010). Naturally, information sharing has 
positive effect on the value perception of a product when the comments are positive, at the same time 
negative comments influence this perception negatively (Gruen, Osmonbekov, & Czaplewski, 2006). 
Therefore, building brand communities around creation and sharing of contents that carry the goodwill 
of the products is very important.

User Behavioral Pattern

Brand community practices create, reify and perpetuate different consumer behavior patterns (Schau 
et al., 2009). In other words, these pockets of varied consumption patterns give rise to subculture of 
consumption i.e. subgroup of society with shared commitment to a particular product class, brand, or 
consumption activity (Schouten & McAlexander, 1995). Naturally, there are as many ways to use a prod-
uct, as there are users. By sharing these behavioral patterns, consumers might give valuable information, 
inspiration and tips for co-users. The narratives emerging from brand community practices tell the story 
about brand usage and consumption in a unique way that ads can never achieve.

Narratives or stories can be used as an important tool in sharing consumer behavior patterns. These 
can provide a consolidated and veracious theme to conversations among users and thus create or enhance 
customer-brand relationship by building awareness, comprehension, empathy, recognition, recall, and 
thereby providing holistic meaning to the brand (Singh & Sonnenburg, 2012). Traditionally in a story-
telling a narrator and a listener are involved. However, in a social media setting both firms and users 
can act in both the roles, and this means that the story can precede in an unpredictable direction. If these 
stories are harnessed carefully taking care of both the narrator and the listener it can have tremendous 
impact on the brand image.

Consumers choose brands that they perceive congruent to their own personality (Solomon, 1999). 
And, subsequently they construct their personalities by assigning brand meaning with telling brand 
stories in their own way (Singh & Sonnenburg, 2012). Different consumption patterns emerge out of 
these narratives which subsequently bring new users for a brand or lead current users to use the brand 
in new situations by broadening or changing the personality of a brand in the minds of consumers. Thus 
more and more users could perceive that brand image corresponds to their own. For example, a brand 
community member can demonstrate how one pair of shoes can fit to different kind of styles, or share 
new recipes in which a certain product is used. The user association of personality congruence with the 
brand may lead to new usage and consumption patterns for the brand creating a favorable brand image.

At the same time on the other hand, brand community can have different levels of tension for “the 
right” way to use a brand, which in turn define whether a consumer is “a true” member of a brand 
community or not. This could be a problem for a low-share brand, because the small but loyal brand 
community desires to keep “faux” members out, and thus resist growth of the brand. In this case, the 
brand community and the organization might face quite different opinions of success. This situation is 
good neither for the brand community nor for the company, because this tension of desired brand image 
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(brand identity) between the firm and the brand community may pose problems (Muniz Jr & O’guinn, 
2001). Therefore, harmony between brand identity and brand image is essential in the meanings/narra-
tives that create and sustain brand loyalty (Nandan, 2005). Nevertheless, social media brand communities 
seem to be more democratic and inclusive compared to traditional face-to-face communities. All that 
matters is that a member appreciates particular brand and participates in the brand community (Muniz 
Jr & O’guinn, 2001).

Brand Community Vitality

Practices of brand community indicate brand community vitality which shows the members’ interest in 
the community. The stronger the brand community is, the more it indicates vitality, and vice versa (Schau 
et al., 2009). As a result, strong inside information sharing and creation of different consumer behavior 
patterns lead to stronger brand community vitality and recreation of the brand on a stronger foundation 
of loyalty (Muniz Jr & O’guinn, 2001). Stronger brand communities are consequently more complex as 
more inside information is required from brand community members. Therefore, to build strong vitality 
for brand community it is essential that members are highly engaged. Social media platforms help to-
wards this by engaging members through wide spectrum of online social activities. However, sometimes 
oppositional brand loyalty drives brand community stronger as it re-creates the alternate meaning of the 
brand. It is about defining what the brand is not and what the brand community members are not (Muniz 
Jr & O’guinn, 2001). Consumers’ choice is based on both inclusion and exclusion of certain groups 
(Hogg & Savolainen, 1997). At times, exclusion of a certain group seems to have even bigger role than 
inclusion on consumer choice. For example, Macintosh brand community strongly defines themselves 
as an opposite to Microsoft users (Muniz Jr & O’guinn, 2001).

Even though a strong brand community may consequence risks for a brand, it as well tends to protect 
brand from risks. When a brand is threatened, many brand communities pull together and become even 
stronger to show solidarity (Muniz Jr & O’guinn, 2001). Additionally, brand community reinforces 
publicly the reasons to stay connected, and why not to defect to the competitive brands. For example, 
Mac brand community shares horror stories about using PCs (Muniz Jr & O’guinn, 2001). This clearly 
has positive effect on the image of the focal brand.

A loyal brand community often feel that the brand belongs to the members as well as to the mar-
keter, and as a result they express certain expectations towards the firms (Ind et al., 2013; Muniz Jr & 
O’guinn, 2001). For example, Mac brand community expects faithfulness from Apple by hoping that 
they constantly improve their products (Muniz Jr & O’guinn, 2001). Harley managers have noticed the 
importance of this aspect of perceived ownership by brand community, and they are in close two-way 
contact with the brand community, which has turned out as a successful idea (Fournier & Lee, 2009; 
Schouten & McAlexander, 1995).

DRIVERS OF BRAND IMAGE ON SOCIAL MEDIA BRAND COMMUNITIES

Various factors can influence the re-creation of brand image on social media brand communities. The 
nature of this influence could be positive or negative depending on the tension in the narratives, and 
firms’ active engagement in the narratives.
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Tension

The main driver of emotional component of consumers’ engagement in brand narratives is tension (Brown, 
Kozinets, & Sherry Jr, 2003; Singh & Sonnenburg, 2012). Tension encourages customers to participate 
and engage with the narrative. The intensity and level of tension determines the extent of consumer 
engagement. For example, a user could engage only as a listener when level of tension is low, whereas 
on higher level of tension same user could be interested enough to engage in the conversation. There 
are three basic kinds of tension: internal, personal and external tension. Internal tension is described as 
tension-filled conversation with oneself. For example, in Dove’s real beauty campaign Dove encourage 
women to shift their concept from physical beauty to inner beauty (Singh & Sonnenburg, 2012). Sec-
ond, personal tension occurs from the diversity between people and their attitudes. For example, Harley 
Davidson uses personal tension by highlighting fragmented demographic of their customers who are 
connected by common passionate interest for riding motorcycles (Schouten & McAlexander, 1995). 
Third, external tension is defined as a tension between an individual or a group, and nature, society, or 
the supernatural. For example, in Dove’s real beauty campaign the existing idea of beauty is challenged 
(Singh & Sonnenburg, 2012). A captivating brand narrative makes use of several types of tension con-
currently (McKee, 1997); otherwise, attempts to use only one type successfully evoking user emotions 
at the highest level.

Engagement

People are more likely to communicate if they are engaged. Consumer can engage voluntarily, or at times 
firm can promote customer engagement (Mangold & Faulds, 2009). Authenticity, real need, knowledge 
sharing, and evoking real passion drive user engagement (Aaker, 2012). The most creative and engaged 
members are intrinsically motivated and provided with control free environment, commitment, and 
trust between the participants (Ind et al., 2013). We discuss few ways suggested by Mangold and Faulds 
(2009) to successfully engage customers.

Providing Networking Platforms

This is the first essential tool for engagement. Often it is a good choice to make use of some existing 
social networking platform with significantly larger user base (e.g., Facebook) or application (e.g., mo-
bile apps), but in some cases it might be necessary to create a new platform (e.g., firm initiated social 
networking) that meets the needs better. A critical feature of a successful brand community environment 
is that it encourages users to open communication in order to create a sense of community belonging 
and trust, which in turn develops higher level of brand attachment, identification and commitment (Ind 
et al., 2013).

Providing Information

Access to relevant and timely information to community members is essential in encouraging users to 
communicate about better knowledge of products or services. In addition, when customers have access to 
more information about the brand, they feel more positive and knowledgeable about it (Ind et al., 2013). 
In this regard, Adjei, Noble, and Noble (2012) suggest providing expert help with questions regarding 
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products and services in social media brand communities, and providing rewards to brand community 
members who answer to other members’ questions. They also suggest enhancing the relevance of in-
formation in social media brand communities by moderating, dividing forums into categories and by 
encouraging users to select categories that meet their interests. Thus, consumer engagement is also af-
fected by organizations’ initiative of usage of tools that provide relevant information to the community.

Being Outrageous

Outrage provokes consumers to communicate. For example, when Burger King told a trick that they are 
going to stop selling their bestseller products whoppers, they created a buzz among their brand com-
munity forcing them to talk. Ryanair’s marketing campaign provoked users by announcing that they 
would start charging of access to the toilets during the flight, remove two toilets of each plane, create 
a standing-room-only section, and starting to charge “a fat tax” on overweight passengers. The only 
change they made was removing some of the toilets, but all the provocative announcements went to the 
headlines and endorsed Ryanair’s reputation as offering rock-bottom fares (Luo, Wiles, & Raithel, 2013).

Providing Exclusivity

When users feel special and exclusive, the very sense of being unique or treated uniquely prompts them 
to talk. One way to achieve this is by providing products or information that are available exclusively. 
Also, companies can make consumers feel important and reward them intrinsically by clearly showing 
that their opinions are important and are taken under consideration. This can additionally make consumers 
feel closer to the brand. Furthermore, strategies pertaining to exclusivity may help firms to avoid facing 
irritated consumers due to insufficient and improper communication (Ind et al., 2013).

Evoking Users’ Self-Image through Product Design

When brand personality confirms with the user personality then it stimulates favorable communication 
about the focal brand. Products and services that are unique, fun, intriguing, highly visible, easy to use, 
and that evoke emotions are more likely to bring discussion (Glynn Mangold, Miller, & Brockway, 1999; 
Mangold & Faulds, 2009). In addition, consumers are more likely to discuss products that they can clearly 
see as better than other products. Price, quality and value propositions are often used as main criteria for 
product differentiation. And finally, people are more likely to discuss about products that support their 
ideal self-image (self-identity) (Mangold & Faulds, 2009).

Supporting Causes

Special causes stir emotions and encourage people to talk. Therefore, firms can leverage emotional con-
nection with users by being part of special causes that their users care about. These in turn will possibly 
encourage users to talk about the firm and its brand. Because people tend to talk about things they are 
emotionally connected with, associating with such causes may help strengthening customer-firm rela-
tionship. For example, Dove has used this kind of strategy in their campaign for “real beauty”, which 
was for supporting girls’ self-esteem and embracing their inner beauty (Singh & Sonnenburg, 2012).
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Utilizing the Power of Stories

Narratives are important for long lasting impression and therefore story telling helps consumer recall 
brands for long. The more the memorable a story is the more the people tend to share it. Since brand 
image is perceived associations that users remember about a brand (Meenaghan, 1995; Nandan, 2005), 
stories play a big role in the brand image by being strongly memorable. Stories also help building aware-
ness, comprehension, empathy, recognition, recall, and provide meaning to the brand. In social media 
context stories are continuous, on-going and collaborative process, which are constructed of interlinked 
contents. Thus, in social media, the process of co-creating interrelated stories of brand narratives, lead 
to the co-creation of the meaning of a brand (Singh & Sonnenburg, 2012). The narratives told on social 
media brand communities by the users are interactive and social. These narratives often become the 
testimonials for the narrated events. Storytelling on social media therefore can be used as a tool for user 
engagement. It is not just the story but the whole process of storytelling beginning from its creation to 
its propagation that become part of bigger storytelling on social media platforms. Thus, these stories 
really matter to the brand community users and their level of engagement increases as the audience and 
the creator become one. Therefore, organizations should utilize the power of storytelling in building 
brand image.

CREDIBILITY OF SOCIAL MEDIA BRAND 
COMMUNITY: A DOUBLE-EDGED SWORD

Brand community members are often the current users of an organization. Current customers are prone 
to bigger improvement in brand value perceptions. Especially customers who participate in firm’s so-
cial media initiative are often heavy users, visit the store frequently, and bring higher profits to the firm 
(Rishika, Kumar, Janakiraman, & Bezawada, 2013). Thus, brand communities provide profitable base 
for enchasing brand image, and may often be the best way to increase customer and firm value (Keller 
& Lehmann, 2006; Thomas, Blattberg, & Fox, 2004).

According to source credibility theory when the source presents itself as credible, people are more 
likely to be persuaded (Chu & Kamal, 2008; Hovland, Janis, & Kelley, 1953; Ohanian, 1990; Petty & 
Cacioppo, 1996; Sternthal, Dholakia, & Leavitt, 1978). It is indicated that more credible sources evoke 
more positive attitudes and more behavioral compliance than less credible sources do (Hovland & Weiss, 
1951). Credibility of a source is based on a variety of attributes. Two such common attributes are: expertise 
and trustworthiness (Hovland et al., 1953). Expertise is defined as: “the perceived ability of the source 
to make valid assertions,” and trustworthiness is defined as: “the perceived willingness of the source to 
make valid assertions” (G. McCracken, 1989). Credibility is also affected by the attractiveness (Baker 
& Churchill Jr, 1977; Choi, Lee, & Kim, 2005; McGuire, 1969), which means that receiver perceives 
own and source’s social values similar to each other (McCroskey & McCain, 1974). Social media brand 
communities tend to have greater level of expertise, trustworthiness, and attractiveness (Fussell Sisco & 
McCorkindale, 2013; Kang, 2010). Previous research has shown that product related information from 
discussion forums has greater credibility, relevance and are more likely to evoke empathy with consum-
ers than information on marketer-designed websites (Bickart & Schindler, 2001; Gruen et al., 2006). 
Consumers perceive social media as a more trustworthy source of product and service information than 
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corporate-sponsored contents via traditional media (Chu & Kamal, 2008; Cosenza, Solomon, & Kwon, 
2015; Mangold & Faulds, 2009).

However, high credibility of brand community is a double-edged sword. That can cause significant 
rumor control problems in social media environment, because anyone is free to join including competi-
tors and brand terrorists (Muniz Jr & O’guinn, 2001), and no one can be sure of other brand community 
members’ interests in social media environment. Thus consumers can mark not just inclusion to a particular 
lifestyle, but also exclusion of a particular lifestyle by showing their negative opinions of a certain brand 
(Hogg & Savolainen, 1997). Oppositional brand loyalty is manifested for example in Macintosh brand 
community as they strongly derive themselves from PC users (Muniz Jr & O’guinn, 2001).

CONCLUSION

Social media brand communities co-create the meaning of a brand through engaging in different kinds 
of online brand community practices. This has tremendous effect on brand image by providing inside 
information, affecting consumer behavior patterns, and by enhancing brand community vitality (Schau et 
al., 2009). These practices on social media brand communities generate “buzz” bringing users closer to the 
brand and enhancing the brand loyalty. The more relevant, frequent, lengthy, and timely communication, 
the closer consumers feel to the brand due to reduced uncertainty toward the brand (Adjei et al., 2012).

The practices on social media brand communities are primarily driven by the community members. 
However, organization can help in shaping some of these brand practices that have an influence on brand 
image. They can navigate through the process of co-creation of the brand image. For example, favorable 
tension can be used as a tool to influence brand image positively, however at the same time uncompro-
mising tension may harm the brand. Understanding the new co-creative role of consumers is also vital 
in order to navigate the brand (Singh & Sonnenburg, 2012). Companies can encourage users to engage 
in social media brand community practices by providing networking platforms, relevant information, 
exclusivity, self-image support, and interesting products; by being outrageous; by supporting causes that 
are important for customers; and by utilizing the power of stories (Mangold & Faulds, 2009).

Active role of social media brand communities led to plethora of brand practices that may in turn co-
create the meaning of brand among the community members. This has potential to change radically the 
nature of branding, and the relationship between company, brand, and consumers. Building brand image is 
no longer completely in the hands of brand managers, instead it is a result of combined co-creation from 
both: the firm and the consumers (Phan, Thomas, & Heine, 2011). This reflects the remarkable change 
in marketing thinking from ‘one-to many’ to ‘democratized and interactive media’ which makes the 
traditional military inspired marketing language (e.g. target group, campaign, positioning, strategy, tactic 
and planning) incompatible with this changed online social environment (Singh & Sonnenburg, 2012).

Although, the increasing control of users means brand image can shape and reshape in unpredictable 
ways due to social media brand community practices; it does not necessarily mean negative effects on 
brand image. Singh and Sonnenburg (2012) suggest looking this from different perspective and draw-
ing contrast from what it is in traditional media, since social media is saliently different. The authors 
argue that the process is more important than the output in social media, and highlight the importance 
of constantly doing things right rather than doing one thing right. This practice fits better in social 
media environment, because it gives more space for flexibility. Furthermore, it is not even possible to 
completely control brand image in social media environment, because it changes constantly through 
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co-creation. Thus, building brand image is supposed to be about constructing and managing the brand 
image rather than controlling it in social media environment. Even though, there are a lot of threats in 
social media, it is not good to completely concentrate in preventing crises; it is vital to take advantage 
of opportunities in order to successfully manage the brand image.

It might be difficult to completely prevent the crises on online social media platforms. Therefore, 
organizations should focus on facing them in a right way, because facing a crisis wrong way can saliently 
harm the brand image, while facing a crisis right way can result even better brand image (Johar, Birk, & 
Einwiller, 2012). After all, the overall opportunity to utilize the learning and closeness between firm and 
its customers is inhibited in traditional organizations (Cova, Kozinets, & Shankar, 2007). Co-creation 
is a way to utilize this opportunity by bringing consumers, managers, and employees together in brand 
co-creation. A well-managed co-creation process can have significant benefits for organization in the 
form of successful innovations and new business opportunities (Ind et al., 2013).

We note that many of the social media concepts discussed in the paper are very general in nature. 
Therefore, strategies discussed in the paper have to be customized for destination marketing in order 
to promote city as a brand. Due to newness of city branding as a concept and use of social media in 
destination marketing there is very limited research in this field. Therefore, city brand managers need 
to be innovative in their approach to utilize these in the context of city branding by being proactive in 
their approach to embrace social media as new hybrid of promotional mix for destination marketing. In 
conclusion, this potential opportunity of cooperation and co-creation within social media brand com-
munities should be nurtured rather than neglected. Some of the strategies presented in the paper could 
be successfully implemented in city branding to promote and support city as a brand in an online social 
media channel.
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ENDNOTES

1  Flagship developments are an expensive means to effectively promote urban regeneration i.e. 
economic growth and social well-being within an area (Smyth, 2005).

2  Urban entrepreneurialism has three distinct characteristics: (1) the notion of a public-private 
partnership, (2) risk associated with speculative activities of this partnership is borne by public 
agencies, and (3) effects of these partnership projects are not restricted to territories in which the 
cities are located (Harvey, 1989).

3  This notion is taken from Firat and Venkatesh (1993) who define marketing in postmodernity as 
follow: “…Marketing is the major practice in society that consciously resignifies words, terms, and 
(brand) names…. Marketing is the conscious and planned practice of signification and representa-
tion.”

4  Godes et al. (2005) define such social activities as social interaction (SI) as follow: “Consumer 
choice is influenced in a direct and meaningful way by the actions taken by others. These ‘actions’ 
range from face-to-face recommendations from a friend to the passive observation of what a stranger 
is wearing. We refer to the set of such contexts as ‘social interactions’ (SI).”

This research was previously published in Strategic Place Branding Methodologies and Theory for Tourist Attraction edited by 
Ahmet Bayraktar and Can Uslay, pages 181-201, copyright year 2017 by Business Science Reference (an imprint of IGI Global).
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ABSTRACT

The presented study explains the role of Marketing Intelligence (MI) in the brand positioning of select 
consumer durable goods. This involves examining the usage and application of Marketing Information 
System (MkIS) by the various marketing professionals for formulating brand positioning strategies related 
to various consumer durable goods offered by their respective organizations. One of the aims of this study 
is to design a scale that examines the impact of MI on the identified brand positioning factors derived 
from the extensive review of literature and exploratory factor analysis. Survey method has been used to 
collect the responses of marketing professionals working in the select consumer durable companies. The 
principles of reliability, validity, and sensitivity in the design of scale have been applied to enhance the 
rigor of the scale thus developed. The study tries to advance the understanding of MkIS and MI research 
by investigating relationship among marketing intelligence and factors of brand positioning.
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INTRODUCTION

Researchers within the stream of marketing literature have given intensive attention to explain the vari-
ous strategies of brand positioning and how a company can position its brand in the mind of its targeted 
customers. With the advent of competition, marketing managers are focusing more on online sources 
of marketing intelligence (MI) along with the traditional mode of offline sources. In India, there are 
companies who are doing market research or market orientation to get the information about custom-
ers, competitors, markets, and suppliers. The ultimate aim is to get the accurate internal and external 
information of the company, competitors, and market through both offline and online sources to raise 
the overall capability of the organization.

In the domain of marketing, MI plays a dominant role in the brand positioning in terms of performance 
of not only the product offered by the organization but also the whole organization as a single entity 
(Narver & Slater, 1990; Jaworski & Kohli, 1993; Pelham, 1997). Technological advances in computer- 
based information systems have dramatically changed approaches to marketing management and these 
advances are moving marketing managers into the corporate spotlight by providing new tools with 
which to respond to market opportunities. It is important to note that MI is a broader term and Marketing 
Information System (MkIS) is a tool that assists in generating intelligence for marketing applications 
(Matsuno & Mentzer, 2000). Company-wide, MI is seen as an uninterrupted and interactive structure of 
individuals, equipment, techniques and methodology to collect, select, evaluate and disseminate relevant, 
timely and precise information to all the concerned stakeholders. This information is specifically used 
by marketing professionals to refine their marketing planning along with its application, execution, and 
control with a special reference to MkIS (Tan & Ahmed, 1999). The importance of MI can be viewed in 
terms of long term planning operations, product marketing, brand evolution and new product develop-
ment with its role being more prominent in the brand positioning context.

Brand positioning is immensely crucial in the development of the brand image. The decryption of 
a brand image in the target market rely on strategies made by marketing professionals for positioning, 
executed by an organization and the way a message is designed and presented to consumers. The large 
number of marketing professionals insists that positioning focuses mainly on effective and potential 
marketing communications like sales promotion and advertising. Positioning is influenced by pricing, 
distribution, and the kind of the goods (Dibb & Simkin, 1991). The ways for positioning are about bound-
less for any given brand and can be explained in many distinguished methods. An accurate positioning 
of a brand is basic to its competitive-edge (Aaker, 1996) while an inaccurate or inexact positioning can 
ruin a brand to collapse. Thus, to reach at ideal positioning for a given brand, the hunt for it, begins in the 
consciousness of the consumer at the brand image level. However, at the brand identity level, (Pelham, 
1997) the role of Marketing Intelligence (MI) with the use of Marketing Information System (MkIS) 
becomes extremely important in enhancing Brand Positioning (BP) of the product. It is emphasized 
that researchers need to focus on the various ways in which MkIS can assist marketing professionals 
in identifying customers at brand identity level to make refined, appropriate and confident decisions 
regarding customer needs and preferences (Marshall & LaMotte, 2011). However, questions still remain 
regarding the contribution of MkIS to marketing professionals’ decision-making and ultimately its us-
age impacts organizational performance (Hunt & Lambe, 2000) specifically in consumer durable sector 
where consumers get a varied number of choices of products and they need to decide while purchasing.

The electronics market and consumer durables in provincial and semi-civic areas report around 40 
percent of the total market and is growing at about 30 percent compound annual growth rate (CAGR) 
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(EY, 2015). The consumer durables market is anticipated to expand at a compound annual growth rate 
(CAGR) of 14.8 percent to US$ 12.5 billion in Financial Year 2015 from US$ 7.3 billion in Financial 
Year 2012. At present, the consumer electronics and durable industry is estimated at around Rs 34,000 
crore (EY, 2015). The demand for consumer electronics and durables is steered by emerging vogue of 
these goods among young population allied with growing disposable incomes (Rao & Sairam, 2009).

This study examines the role of MI in the identified factors of brand positioning and identifies the 
factors of brand positioning with the perspective of marketing professionals of consumer durable orga-
nizations. The next section reviews relevant literature on brand positioning leading to a discussion on 
the significance of Marketing Information System (MkIS) in generating Marketing Intelligence (MI) for 
better brand positioning. The section on literature concludes with the identification of brand positioning 
factors impacted through use of MI.

BRAND POSITIONING

Concept

Brand Positioning is defined as the impression in the intellect of the consumer about a particular brand 
(Trout & Ries, 1969). It is an overall viewpoint that market has for a particular organization, a product 
or a service in relation to their understanding of the rivals in the same category. The notion of brand 
positioning can be viewed back to commodity promotions in which the importance of branding and 
brand management has been predominantly to foster demarcation and need for a product or a service in 
the intellect of the buyer (Upshaw, 1995). A large number of organizations are working hard to handle 
the primacy held by their brands and are maneuvering positioning strategies to relocate to new locations 
in customers’ intellect leading to the generation of more leads ahead of their rivals (Fill, 2002). Brand 
Positioning is crucial for a new commodity. A new product must not only deliver the value that customer 
demands, but it must do so superior to competitors. In designing strategies for positioning, the marketer 
has to consider the group of customers, how the commodity is distinct or better than the rival’s product, 
the worth of this distinction to the target market and the ability to exhibit this differentiation in deliver-
ing a value in a product to the target market.

A commodity fulfills a purpose, while a brand represents its usefulness and a meaning in a societal 
context. Aaker (1996) has given the brand identity development model, in which the author clearly 
explains how brand positioning can be achieved when marketers consider brand as a product, as an or-
ganization, as a person and as a symbol. These perspectives give rise to the value proposition and ensure 
the credibility of the brand. The value proposition should be on three bases, i.e. functional, emotional 
and self- expressive benefits. This whole links to brand customer relationship and that make a position 
in the mind of the customer about the brand. The implication stemming from this argument is the need to 
better understand customers for organizations to gain competitive advantage. The use of MI by market-
ing professionals helps them to understand their customers and gain competitive advantage. Marketing 
Information System (MkIS) is a tool that assists in extracting MI in any company. This implies that the 
impact of MI varies with the usage of MkIS (tool) by marketing professionals unless and until state 
specifically. Therefore, it is important for a company to have impactful online and offline MI. The next 
section analyzes the relationship between use of MkIS and its systemic benefits for brand positioning.
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Use of MI for Brand Positioning

Along with customer relationship management, organizations are shifting to online branding and use of 
search engines (Marshall & LaMotte, 2011) with the help of Internet as a tool in the era of competition 
to get the whole gamut of information about market and these companies are using decision support 
systems or MkIS to assist them in their decision-making (Ashill & Wright, 2011). For efficient decision 
making, an uninterrupted flow of facts and figures is the essence of a good MI system (Jenster & Soilen, 
2009). As organizations grow and expand product lines, markets, and distribution channels, the need 
for formal analytical support tools and rapid data access increases (Pirttimaki & Lonnqvist, 2006). The 
whole process of capturing data of the market, competitors, suppliers, customers, and analyzing it for 
further decision making in new product development, product mix, branding and marketing promotions 
as stated by Tan & Ahmed (1999). As there is no widely adopted definition of MI, various authors have 
contributed their view on MI (Talvinen & Saarinen, 1995; Aaker, Kumar, & Day, 2007).

Wright & Calof (2006) said that MI plays a vital role in the business as it presents a knowledgeable 
plan of action from which to base a company’s tactical as well as strategic intelligence capabilities. Dou, 
Lim, & Su (2010) discussed that MI can be done on the basis of various search engine results pages 
(SERP) to distinguish brands from their rivals. Ashill & Wright (2011) described that how MkIS can 
combine with the modern concepts of Decision Support Systems to meet market information needs. 
MkIS assists in decision making as it fulfills the need for fast and effective decision-making by remov-
ing the redundant data and time saving (Ismail, 2011).

MkIS provides the informational resources as external data of competitors and internal data of cus-
tomers (buying history, size, location and personal information) where the outputs of this system are 
product management, communications, sales, and senior management (Marshall & LaMotte, 2011). 
Wright & Calof (2006) have recognized four processes within intelligence (planning/ focus, collection, 
analysis, and communication) where key influencer for success is culture/ awareness/ attitude along with 
process/ structure. It is examined that organization culture and structure affects the intelligence process. 
This implies intelligence dissemination will differ from company to company.

To measure the efficiency and effectiveness of MkIS, past studies employed the Quinn & Rohrbaugh 
(1983) framework. Their results found that application of MkIS resulted in improved sales, customer 
satisfaction and customer information, decision making, forecasting and follow up sales, marketing 
planning and on time marketing records. These outcomes have demonstrated that usage of MkIS has 
a remarkable impact on brand positioning. However, there are certain limitations of these reviewed 
studies. Firstly, the impact of using MkIS and the perceived usefulness from marketing professionals’ 
perspective needs further investigation (Quinn & Rohrbaugh, 1983). Secondly, a need is identified in 
terms of examining which brand positioning factors are impacted through use of MkIS by marketing 
professionals (Marshall & LaMotte, 1992). The next section reviews important brand positioning factors 
with specific relevance to MkIS.

Factors of Brand Positioning

According to Aaker (1996), Brand Positioning is an element of brand identity development where the 
credibility of the brand is considered as the most important factor along with value propositions. Erdem 
& Swait (1998) gave the notion of brand credibility. Brand credibility is defined as the capacity to feel 
obvious of the commodity primacy information rooted in a brand, relying on customers’ recognitions 
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even if the brand has the competency and eagerness to constantly convey that has vital components: 
trustworthiness and expertise (Kapferer, 1992). Trustworthiness refers to the desire of organizations to 
deliver what they have assured. Expertise refers to the capability of firms to actually convey what they 
have assured (Erdem & Swait, 1998). Brand credibility affects the brand purchase intention (Baek, 
Kim, & Yu, 2010). Bhat & Reddy (1998) argued that consistency makes the credibility of a brand. This 
implies, that the consistency as a variable needs investigation in the credibility factor. Thus, the authors 
have added consistency in credibility to consider for brand positioning with the consultation of three 
academic experts (refer to Table 1).

Brand identity relates to the traits of human personality (Gray, Matear, Boshoff, & Matheson, 1998). 
A brand personality can be defined as the face of the brand, the human characteristics associated with 
the brand (Aaker, 1996). Brand personality ends to perform a illustrative domain or as the pattern of 
human features related to the particular consumer of a brand (Aaker, 1997). Brand personality identifies 
5 dimensions (excitement, sincerity, competence, sophistication (socially important) and ruggedness 
(strong, attractive, and determined to succeed in a difficult situation) (Aaker, 1997). Thus, the scale 
of Jennifer Aaker has been adapted to include brand personality variables for this particular study in 
consultation with academic experts.

Consumer expectations depend on brand’s recognized tangible and intangible features and consumer 
tastes (Erdem & Swait, 2004). The marketer has to decide at the time of product mix decisions, so if 
there is strong MI, that can better judge the needs of the consumer that what should be incorporated in 
product attributes. Along with price, Product attributes reflect the brand values (Mowen, 1993). Product 
attributes are of two types abstract and concrete. These are the characteristics or features that an object 
may or may not have. In today’s time, consumer’s expectations are pre-trial beliefs about a product. After 
purchasing, sometimes consumer is still doubtful about his decision. This is known as dissonance situ-
ation (O’ Neill & Palmer, 2004). Festinger (1957) has argued that the cognitive dissonance also needs 
investigation in the brand positioning as it needs to be resolved in the mind of the consumer. So the authors 
have included this variable for the present study along with the consultation with three academic experts 
(refer to Table 1). Dissonance theory proposes that where there are clashing aspects originating from 
the initial decision to buy (the negative aspects of the service consumed, and the positive elements of 
the alternatives not consumed) there would post-purchase tension in consumer’s mind (Festinger, 1957; 
Oliver, 1997). This may influence future perceptual rating. For the marketer, it is necessary to know the 
consumer perceptions regarding the products that they perceive as the substitutes (Diwan & Jain, 2009). 
Jamal & Al-Marri (2007) argued that consumer perceived risk is also the variable that decides BP of 
any company. Thus, with the consultation of academic experts, this variable also got added to the scale 
for investigation (refer to Table 1). Diwan & Jain (2009) said that brand recalling is associated with 
promotions, as if there are more promotions by the company then the consumer can recall the specific 
brand. Thus, this variable is included in the scale after consultation with three academic experts for 
investigation (refer to Table 1).

In continuation with previous paragraph discussion, Price of the product is also important to set for 
brand positioning. Lancaster (1966) explains that consumer buys the value in a budget constraint on 
the basis of product attributes (Gwin & Gwin, 2003). This implies that price is an important variable 
in brand positioning which requires further investigation. Therefore, the authors have added the price 
of the product as a variable in a scale (refer to Table 1). The selection of a brand is subject to the con-
sumer’s price control which must be more than or equal to the price in combination with the quality of 
brand purchased.
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Brand as an organization and its variables are innovative culture and concern to consumers as stated 
by (Aaker, Benet-Martinez, & Garolera, 2001). Urde (2003) argued that top management-support need 
to be investigated in organizational attributes for brand positioning. Thus, authors have included the 
top management support in organizational attributes with the consultation of academic experts (refer 
to Table 1).

Table 1. Factors and items significant for brand positioning

S.No. Factors Description Variables Author(s)

1 Product 
Attributes

The characteristics or features than an 
object may or may not have.

Concrete –Tangible (Mowen, 1993; Bivainiene, 2007; Aaker & 
Keller, 1998)

Abstract –Intangible (Aaker, 1992; Aufreiter, Elzinga, & Gordon, 
2003)

2. Competitors’ 
attributes

Activities that creates superior value 
above its rivals. Characteristics of 
competitors – Competitive Advantage, 
First Mover Advantage, Competitive 
intensity, market turbulence, 
technological turbulence

First mover 
advantage*

(Diwan & Jain, 2009), (Wright & Calof, 
2006)

Competitive 
advantage*

(Mahmoud, 2011; Urde, 1999; Prasnikar, 
Rajkovic, & Vehovec, 2008)

3. Organizational 
attributes

Attributes that constitutes Innovation, 
concern for consumers and top 
management support

Innovative culture (Aaker, Benet-Martinez, & Garolera, 2001)

Consumer concern (Aaker, Benet-Martinez, & Garolera, 2001)

Top management 
support* (Urde, 2003)

4. Credibility The level of being believed or trusted

Expertise (Erdem & Swait, 1998; Kapferer, 1992; 
Newell & Goldsmith, 2001)

Trustworthiness (Malshe, 2009; Erdem & Swait, 1998; 
Eisingerich & Rubera, 2010)

Consistency* (Bhat & Reddy, 1998)

5. Brand 
Personality

Brand personality is a phrase used for 
the humanistic features or emotions 
that differentiate a brand.

Sincerity (Aaker, 1997; Azoulay & Kapferer, 2003)

Competence (Aaker, 1997; Diwan & Jain, 2009)

Sophistication (Aaker, 1997; Plummer, 1985)

Excitement (Aaker, 1997; Kotler, 1991)

Ruggedness (Aaker, 1997)

6. Price of the 
product

A benefit that will buy a definite 
quantity, weight, or another measure 
of a good or service.

Monitoring 
competitors pricing* (Prasnikar, Rajkovic, & Vehovec, 2008)

Fast price response* (Gwin & Gwin, 2003; Krishnan & Hari, 
2011)

7.
Customer 
Perceptions and 
Expectations

Consciousness about brands. 
Perceived-value customers seek from 
the purchase of a good or service.

Brand Recalling* (Diwan & Jain, 2009; Lim, Arokiasamy, & 
Moorthy, 2010)

Social and esteem 
value perceptions *

(Jamal & Al-Marri, 2007; Baek, Kim, & 
Yu, 2010)

Quality perceptions* (Erdem & Swait, 2004)

Associations* (Diwan & Jain, 2009)

Consumer perceived 
risks* (Jamal & Al-Marri, 2007)

Cognitive 
Dissonance*

(Festinger, 1957; Oliver, 1997; O’ Neill & 
Palmer, 2004)

(* - added from literature review studies to develop a scale for examining the relationship between MI and BP)
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Along with product attributes, Competitor’s attributes i.e., competitive advantage and first mover 
advantage are also necessary to consider for a marketer for positioning of the brand (Diwan & Jain, 
2009). Intensive competition exists within the market with wide variety and choice for customers within 
each product market (Eisingerich & Rubera, 2010). Along with the competitors’ attributes, Organization 
attributes like culture, top management support, concern for consumers must be considered for brand 
positioning (Aaker, Benet-Martinez, & Garolera, 2001; Urde, 2003) and thus need to be investigated. 
Literature shows some level of ambiguity concerned to the authentic contribution and development 
of the MI process. While some researchers believe MI straightly assists the marketing domain and ac-
cepting that MI has substantial worth at the business level (Lackman, Saban, & Lanasa, 2000; Miree & 
Prescott, 2000).

MI is a potential source of insightful information. Contemporary organizations utilize MI for varied 
purposes. This is either done through online or offline mode. However, limited empirical work has 
been undertaken for examining MI and brand positioning factors work has been done in the context 
of consumer durable companies. The review of the literature suggests that either the studies have been 
done in different context or MI and BP have not been examined in totality. In India, the market for con-
sumer durables is huge. There is a need to explore how MI can help in managing brand positioning of a 
large variety of appliances in varied choices of consumers. Indian consumer durable industry is having 
remarkably fewer penetration levels as compared to other countries in the world. As a consequence of 
this, India is having the huge unrealized potential (Rao & Sairam, 2009).

As per the literature review, it is evident from the studies reviewed in Table 1, that there are several 
variables which are impacted by MI and affect brand positioning. Further, in this study, a scale has been 
designed to investigate how marketing professionals utilize MI in their brand positioning strategies 
(refer to Figure 1). Therefore, a new scale is being designed from the identified factors of BP (refer to 
Table 1) and their reliability and validity are being tested in this study. The scale for investigating this 
relationship has been refined using concepts from empirical research methods (i.e. internal consistency 
reliability, content analysis validity and sensitivity). The experimental details of the study are mentioned 
in the next section.

Research Design

The core objective is to develop a scale that examines the relationship between MI and BP by identifying 
the factors of brand positioning from literature (refer to Table 1) as well as by exploratory factor analysis. 
And further by developing the statements by combining MI and factors of BP (see the Appendix) that 
shows the impact of MI on factors of BP. Figure 1 depicts the proposed conceptual model for the same. 
Then after making the statements of the questionnaire, it was surveyed to marketing professionals of 72 
consumer durable companies by convenience sampling technique. Responses have been collected and 
analyzed and checked the reliability and validity of the questionnaire. The researcher has made the state-
ments by considering MI impact on each factor of brand positioning. The questionnaire was reviewed 
many times with the academic and industrial experts and surveyed to the marketing professionals of 72 
consumer durable companies located in Chandigarh, Mohali, NCR. On the basis of convenience sampling, 
200 questionnaires have been distributed and 167 fully filled responses have been received. Out of that, 
150 responses were selected. Data has been collected through offline as well as online on google docs. 
Pilot testing of the questionnaire development process has been done on the 150 marketing professionals 
of consumer durable companies. To check the reliability of the scale constructed, the internal consistency 
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reliability, content analysis validity, and sensitivity of the scale have been established. Exploratory factor 
analysis has been applied after checking the reliability of the scale to identify the key factors along with 
their importance levels affecting brand positioning with respect to consumer durable goods. The study 
instrument has been found to be reliable with a Cronbach’s α of 0.845 and valid with the values more 
than 0.4 of factor loadings for each statement. There is a risk of some bias in this technique; however, it 
allows researchers to formulate theories quickly. Data were collected between June and November 2016 
and have been analyzed by applying exploratory factor analysis with the help of SPSS® 21. Likert scale 
has been used to measure respondents (marketing professionals of consumer durable goods)’ attitudes 
towards brand positioning. Considering the awareness level of the respondents, a set of 24 questions, 
based on this scale, has been administered to the respondents. They have been requested to rate the 
importance of factors affecting their perception levels on a 5 point scale (1 = Strongly Disagree, 2 = 
Disagree, 3 = Not Sure and 4 = Agree and 5 = Strongly Agree). Various demographic variables have 
also been considered to understand the diverse behavior of respondents.

CONCEPTUAL MODEL OF THE STUDY

See Figure 1 which shows a proposed conceptual model demonstrating the relationship between MI and 
factors of brand positioning.

Figure 1. Proposed conceptual model depicting the relationship between MI and factors of brand po-
sitioning
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Descriptive Statistics

Table 2 shows descriptive statistics of marketing professionals working in consumer durable companies.

Questionnaire Design Process

The questionnaire design process was adapted from Radhakrishna (2007) involving a five-step process:

1.  Firstly the authors have explained the sample unit i.e., marketing professionals of select consumer 
durable companies as these will ensure the usage of MI and MkIS in their branding strategies. 
The variables identified and their measurement items on the basis of literature that support brand 
positioning variables and some variables were taken from varied papers and formulated items in 
consultation with academic and industry experts. As the authors have indicated that questionnaire 
is measuring recalling facts from the marketing professionals about their usage of MI in their brand 
positioning and identified the dependent variables are all the factors of brand positioning and the 
independent variable is MI. To measure these variables, a questionnaire was designed. While 
constructing a questionnaire, firstly decisions were taken regarding question format with the three 
academic experts i.e., Likert scale. Secondly, the decisions were taken regarding question relevance 
and wording, sequencing and question response choice, layout;

2.  Content Validity was established using a panel of three academic experts and two industry experts 
and a field test. Many changes have been done in organizational attributes and in consumer per-
ceptions and expectations factors of brand positioning. Pre-testing of the questionnaire was done 
with the expert panel of three academic and two industry experts that treated as the respondents 
of the survey and are identified the problems with the questionnaire. The three academic experts 
suggested cognitive dissonance variables in consumer perceptions and expectation. Further, the 
readability of the statements was checked by the readability test. In this study, Flesch – Kincaid 
Readability Test (Standard Score: 7-8 to ensure understandable test- class 4th grade students able 
to understand) given by Radhakrishna (2007) was applied as discussed by three academic experts;

3.  Internal consistency reliability was applied in this study as the data is on the interval scale. The 
questionnaire was surveyed to marketing professionals of the companies online through google 
docs as well as offline. Many of them were reluctant to provide the information of their informa-
tion system or other marketing intelligence sources. A pilot survey of 150 marketing professionals 
as respondents of consumer durable companies was done and the information received from them 
related to some demographic attributes, attitudinal perceptions, intentions and consciousness of 
the respondents engaging in a questionnaire. The marketing professionals from 72 companies have 

Table 2. Descriptive statistics of marketing professionals working in consumer durable companies here

Sex Proficiency of Computer 
Knowledge Age On the Basis of Experience

Male – 70% 80%- Proficient knowledge 26 to 35 years – 50% 0 to 5 years – 20%

Female – 30% 20% - Intermediate knowledge 36 to 45 years age – 40% 5 to 10 years – 45%

Above 46 to 55 years old – 10% More than 10 years – 35%
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been surveyed. Reliability was established using a pilot test by collecting data from 150 marketing 
professionals and is analyzed using SPSS (Statistical Package for social sciences). The Cronbach’s 
alpha was calculated for each factor.

Results of the Internal Consistency Reliability Test: From Table 3, product attributes, credibility, 
brand personality, price, organizational attributes, customer perceptions and expectations and competi-
tor’s attributes achieved a high Cronbach’s alpha coefficient, This suggests that scale has a high reli-
ability greater than 0.6 It is based on the recommendations of Nunnally & Bernstein (1994), the overall 
Cronbach’s alpha coefficient shows a reliability greater than 0.6. for the 24 brand positioning variables 
were 93.1 percent. This means that the overall scale is reliable.

4.  The sensitivity of the measuring instrument is used to measure the meaningful difference in the 
responses obtained from the subjects included in the study. A scale based on five categories of 
responses is used to present a more sensitive measuring instrument. To enhance the sensitivity of 
the measuring instrument, a single question scale is avoided. Brand personality statements were 
reconstructed to make the respondents comfortable with the questionnaire as these were having 
an implicit assumption. Protocol analysis and debriefing procedures are applied while pre-testing 
of the questionnaire. Double barreled questions identified in the pre-testing and reconstructed and 
changed the sequencing of the questionnaire. Statements were made in combination with MI and 
all the factors of brand positioning in the perspective of marketing professionals. After careful 
examination of all the incorporations obtained from pre-testing, the final draft of the questionnaire 
was made ready to administer to the sample taken from a target population.

Measures of Sample Adequacy

Measures of sample adequacy such as Kaiser-Meyer-Olkin (0.794) and Bartlett’s Test of sphericity (ap-
proximate chi-square 2626.576, degrees of freedom 276, significance .000) show that factor analysis 
can be applied. Principal component analysis with varimax rotation method has been used for extracting 
the factors (see Table 4).

Table 3. The reliability of the constructs

Reliability of Each Factor Cronbach Alpha No. of Items

Product attributes 0.603 2

Credibility 0.707 5

Brand Personality 0.681 5

Price 0.750 3

Organizational attributes 0.726 3

Competitors’ attributes 0.646 2

Customer perceptions and expectations 0.762 4

Overall reliability of the whole scale 0.931 24
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Figures 2 and 3 shows the Scree plot showing the 7 important factors generated by EFA and compo-
nent plot in rotated space for better view of marketing professionals’ data (Table 5).

DISCUSSION

In this study, seven factors have been extracted from EFA of marketing professionals’ data. From the 
perspective of marketing professionals, Credibility of the brand is most important factor while formu-

Table 4. Names, statements, factor loadings and values of Cronbach’s α for all the factors of marketing 
professionals’ data

Names Statements Factor 
Loadings

Values of 
Cronbach’s α

Credibility

My company’s available resources (top management support, MkIS, team spirit) are 
sufficient/ adequate for maintaining the credibility. 0.945

0.961
MI of the company facilitates managers to deliver expected quality brand. 0.940

MI assists you to put in extra efforts to maintain expected quality in the brand. 0.919

MI of the company is able to deliver expected quality brand. 0.870

MI assists in providing the consistent information about the brand to its customers. 0.844

Customer 
expectations 
and perceptions

MI helps in identifying and reducing consumer’s perceived risks. 0.932

0.601
MI fulfills all the needs and expectations of the consumers by continuously providing 
the updated information about business environment. 0.906

MI helps in scanning the market for better segmentation. 0.817

MI helps in targeting the customers based on their perceptions and expectations. 0.777

Brand 
Personality

MI of the company facilitates in making a competent brand in terms of reliability and 
success. 0.866

0.823

MI of the company helps in making a sophisticated brand. 0.791

MI of the company helps in making an imaginative and up-to-date brand. 0.690

MI of the company assists in making a brand which appears honest to the customers. 0.654

MI of the company assists in making a tough brand which can withstand tough 
situations. 0.584

Price of the 
product

MI provides better ways to monitor the competitor’s pricing strategies. 0.887

0.784MI facilitates in appropriate price setting of products. 0.782

MI helps in getting faster price response to market price fluctuations. 0.676

Organizational 
attributes

MI helps in developing better promotional mix strategies. 0.894

0.692MI helps in showcasing the uniqueness of the product to the customers. 0.785

MI assists in handling the queries and problems of the customers. 0.463

Competitor’s 
attributes

MI facilitates in assessing the market turbulence. 0.813
0.919

MI helps marketing managers in knowing the extent of competition. 0.790

Product 
attributes

-I use the incorporation of unique attributes to fferentiate my brand with the 
competitors brand (tangible) like color, design, spaciousness. 0.864

0.657
-I stress on the benefits the customer is getting, for effective purchase process 
(intangible) like warranty schemes, discount schemes, comfort. 0.822
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Figure 2. Scree plot

Figure 3. Component plot in rotated space
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lating a brand positioning strategy (MS = 3.27, that is the brand must provide consistent information 
to its customers and maintain its trust in consumer’s mind for their brand’s worth. Marketing managers 
always prefer to maintain a consistency in delivering a message to its consumers. Marketing Managers 
of consumer durable organizations support that their organizations’ available resources like top man-
agement support, MkIS, team spirit are adequate for maintaining the credibility of the brand, Marketers 
try to get the information from marketing intelligence sources to deliver expected quality brand to its 
users, Organizations take the help of MI to put in extra efforts to maintain expected quality in the brand, 
Marketing intelligence of the company is able to deliver expected quality brand. MI assists in providing 
consistent information about the brand to its customers. The items are named and from literature, Erdem 
& Swait (1998) has developed a scale of credibility where these items were considered.

Second most important factor considered by marketing professionals is customer expectations and 
perceptions (MS = 3.60). Marketing managers try to identify and resolve consumer’s perceived risks. 
Marketing managers ensure that MI fulfills all the needs and expectations of the consumers by continu-
ously providing the updated information about business environment, For designing the positioning 
strategy, segmentation is important, but for better segmentations, scanning of the market is must, target-
ing the customers should be done based on their perceptions and expectations. Thus, from the loadings 
of the items, statements are considered and named this factor as customer expectations and perceptions.

Third most important factor in which the items are loading in 3rd component are competence, so-
phistication, excitement and sincerity in a brand. Marketers consider these important items which are 
named as brand personality (MS = 3.88) where marketing mangers try to imbibe a humanistic approach 
in the brand.

Fourth important factor in EFA is setting the right price for a brand (MS = 3.10), through which 
brand positioning can be achieved. It has not earlier developed scale. EFA showing Marketing managers 
use MI to provide better ways to monitor the competitors’ pricing strategies, managers take the help of 
MI in appropriate price setting of products and they consider MI to get faster price response to market 
price fluctuations.

Fifth significant factor considered in EFA is organizational attributes (MS = 3.896) that are dependent 
on developing better promotional mix strategies, managers utilize their MI to showcase the uniqueness 
of the product to the customers and MI assists in handling the queries and problem for the customers.

Sixth factor includes the loadings of the statements are assessing the market turbulence and knowing 
the extent of competition. These items load together and there is no prior theory and authors have used 
factor loading to intuit the factor structure of the data named as competitor’s attributes (MS = 3.74).

Table 5. Names, MS and importance levels for all the factors

Names MS Importance Levels

Credibility 3.27 1

Customer expectations and perceptions 3.60 2

Brand Personality 3.88 3

Price 3.10 4

Organizational Attributes 3.896 5

Competitor’s attributes 3.745 6

Product Attributes 4.14 7
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Seven and most important factor generated by EFA is product attributes. The items load on this fac-
tor are abstract (intangible) and concrete (tangible). From marketer point of view, abstract item is more 
important as it provides the psychological or symbolic aspect of the brand. From the statements, the 
loaded items on this factor named as product attributes (MS = 4.14).

RESULTS

Seven factors have been extracted of marketing professionals’ data, which cumulatively explain 77.847% 
of the total variance.

Managerial Implications

It has been implied from the study that Marketing Intelligence has significant role in marketing domain 
particularly marketing mix and brand positioning decisions. In the consumer durable sector, where 
consumers get varied choices of products and brands, managers need to carefully assess at the brand 
identity level in a competitive environment. Thus, MI is viewed as a bridge to achieve an optimum level 
of positioning at the brand image level. The scale constructed in this study is beneficial for managers to 
examine the impact of MI on brand positioning. This examination will assist managers to identify those 
BP factors which are being influenced by MI leading to informed decisions regarding marketing mix 
strategies. To strengthen the positioning of a brand, managers should concentrate more on consumer 
expectations and perceptions, brand personality, price of the product, credibility of the message that the 
brand is giving to its customers and organizational attributes with the help of supportive culture and ap-
propriate policies and procedures and interactive planning wheel of Intelligence generation. The results 
suggest that all companies are using information systems like Enterprise resource planning, customer 
relationship management, BI reporting software, (SAP) Systems, Applications, Products modules in all 
the departments of the company, interaction centre (GSPN -Global Service Partner Network, IPMS- 
Integrated Partner Management System named software), and (IFB- Indian Fine Blanks) IFB Product 
management system. However, the extent of usage differs from one company to another. In one company, 
the impact of MI on Brand Positioning (BP) may be less or in the other, this impact may be more. This 
implies that the impact of MI will vary based on usage of MkIS by marketing professionals. Thus, it is 
important for a company to have impact-full online and offline MI. From MI, marketing managers would 
come to know about customer, competitor, and self-analysis and would get to know about the strengths, 
vulnerabilities, unmet needs of the customers, trends, and segmentation. MI generates the information 
about markets which helps in promotional aspects, social and esteem value perceptions of the customers 
from online feedback system on their website. Thus, if marketing managers focus on the effect of MI on 
each factor of brand positioning then they can strengthen their brand identity.

The results of this study are significant to marketing managers and have implications on consumer 
durable organizations’ approach towards consumers. These can be used by these organizations to improve 
their branding strategies and taking into account that credibility and customer expectations and perceptions 
are extremely important. As it is said positioning is what you do to the mind of the prospect not what to 
do with the product. Also, brand is associated with the quality that it is giving to the customer. It is not 
related with the price. Thus, these three factors never can be ignored by marketing professionals while 
designing a branding strategy and positioning statement. While marketers can think on consumer’s point 



709

The Role of Marketing Intelligence in Brand Positioning
 

of view factors also like marketing managers should put emphasis on removing cognitive dissonance and 
concentrate on maintaining the desired quality of the brand and brand must reflect what the customer is 
looking for in terms of psychological and humanistic approach.

Limitations and Recommendations of the Study

The study has been conducted with a limited number of respondents using the convenience sampling 
method. Future research can look at increasing the sample size or using other methods of sampling to 
gain more insights into the factors which affect brand positioning with respect to consumer durable sec-
tor. Additionally, the researchers can attempt to explore more factors in this regards and confirmatory 
factor analysis can be carried out to confirm these factors with large sample size. The scale is adapted 
(modified and added other variables) from different studies of the literature. It is crucial to accept the 
limitations of the statistical technique. Thus, can be the reasons of having low communalities or low 
alpha value 0.6 of some of the dimensions of the overall scale. The Cronbach alpha for whole scale 
comes out to be 0.932 which is high and considered that the scale is robust. This scale could be made 
more rigorous and robust by collecting more data.

CONCLUSION

MI has emerged to be of growing importance and pertinence to organizations due to its ability to provide 
the necessary underpinnings for the brand positioning of any organization. This study has attempted 
to come out with a scale that can be further used by researchers for validating the conceptual model 
proposed using internal consistency reliability on the individual constructs as well as scale as a whole. 
It can be stated that the scale being constructed has captured the relationship between MI and BP to a 
significant level. The eigen value of cognitive dissonance comes high 0.932 which means that marketers 
should focus on this factor to control this in order to reduce the ambiguity in consumers’ mind, competi-
tors attributes results high eigen value.

FUTURE DIRECTIONS

For future research, confirmatory factor analysis can be done and can be tested by applying various tests. 
Future research can look at increasing the sample size or using other methods of sampling to gain more 
insights into the factors which affect brand positioning with respect to consumer durable sector. This 
scale can be adapted to different context areas other than consumer durables for future research. Since the 
presented study focuses on brand positioning amongst the consumer durable organizations contending in 
the marketplace, future research could look at the positioning of organizations in various industries like 
luxury watches, apparel, automobile, purses, and bags. It has been conducted in North India. Though 
the results concur with other studies conducted in other countries, future research exercises can exam-
ine the brand positioning factors. This study has presented the important factors of brand positioning 
from organizational or marketing professionals perspective. These are relevant for thinking marketing 
practitioners and pragmatic academicians in their marketing mix as well as brand positioning strategies.
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APPENDIX

Items considered in the Questionnaire by combining MI and factors of Brand Positioning:

1.  MI assists you to put in extra efforts to maintain expected quality in the brand.
2.  MI of the company facilitates managers to deliver expected quality brand.
3.  MI of the company is able to deliver expected quality brand.
4.  My company’s available resources (top management support, MkIS, team spirit) are sufficient/ 

adequate for maintaining the credibility.
5.  MI assists in providing the consistent information about the brand to its customers.
6.  MI of the company assists in making a brand which appears honest to the customers.
7.  MI of the company assists in making a tough brand which can withstand tough situations.
8.  MI of the company facilitates in making a competent brand in terms of reliability and success.
9.  MI of the company helps in making a sophisticated brand.
10.  MI of the company helps in making an imaginative and up-to-date brand.
11.  MI facilitates in the appropriate price setting of products.
12.  MI provides better ways to monitor the competitor’s pricing strategies.
13.  MI helps in getting faster price response to market price fluctuations.
14.  MI assists in handling the queries and problems of the customers.
15.  MI helps in showcasing the uniqueness of the product to the customers.
16.  MI helps in developing better promotional mix strategies.
17.  MI facilitates in assessing the market turbulence.
18.  MI helps marketing managers in knowing the extent of competition.
19.  MI helps in identifying and reducing consumer’s perceived risks.
20.  MI fulfills all the needs and expectations of the consumers by continuously providing the updated 

information about the business environment.
21.  MI helps in scanning the market for better segmentation.
22.  MI helps in targeting the customers based on their perceptions and expectations.
23.  I use the incorporation of unique attributes to differentiate my brand with the competitors brand 

(tangible) like color, design, spaciousness.
24.  I stress on the benefits the customer is getting, for effective purchase process (intangible) like war-

ranty schemes, discount schemes, comfort.



Section 4

Utilization and Applications
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ABSTRACT

The purpose of this study is to provide some insights regarding the Internet advertising Pleasure, IAP. 
The recent negative trends and deficiencies in Internet advertising makes it imperative to study various 
factors affecting this area of marketing and explain why people have not enough willingness to click on 
advertisements. This study builds a comprehensive theoretical model explaining the internet advertis-
ing pleasure. By administrating a survey, the paper examined the 288 Internet users’ reactions in Iran. 
A structural equation model and AMOS software were used to analyze the data. A total of five latent 
variables of internet advertising pleasure were examined: prior experience, website pleasure (attitude 
toward website), and arousal as antecedents; and attitude toward brand and purchase intention as 
consequences. The paper found that regardless of “Website pleasure” and “Arousal,” these constructs 
successfully explain Internet advertising pleasure by incorporating advertising relaxedness, advertising 
happiness, and advertising satisfaction. The prior experience was found to be the most significant for 
explaining Internet advertising pleasure. This study offers one of the first attempts to build a compre-
hensive theoretical model explaining Internet Advertising Pleasure, IAP. Second, this study offers a new 
scale for internet advertising pleasure with higher content validity.

1. INTRODUCTION

Pleasure refers to the degree to which a person feels good, joyful, happy, or satisfied in a situation (Meh-
rabian and Russell, 1974, Hyun et al., 2011, De Wulf et al., 2006). Pleasure refers to the state of joy and 
satisfaction which can be resulted from some activities or the stand-alone as an emotion (Cornelius and 
Fulton, 2009). Thus, the state of joy and happiness leads to satisfaction from a phenomenon or event, 
and in general, the stimulus faced. It is clear that satisfaction results in attention to and perception of the 
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stimulus and thus, intention to incline toward that stimulus. Pleasurable responses when encountering 
ads positively affect consumer perceived values (Hyun et al., 2011). Bagozzi et al. (1999) suggest that 
a positive emotion can lead to positive evaluation (recognition) of a subject or stimulus. The emotional 
content can also be directly processed and affect the attitude of the audience toward a subject or stimulus 
(Bagozzi et al., 1999).

Internet Advertising Pleasure (IAP) is any Internet advertisement with the characteristics of pleasant-
ness, happiness, hopefulness, relaxedness, and contend which leads to pleasure in users and enhances 
their positive attitude toward a brand, and their intention to click on the advertisement. There are many 
definitions regarding to pleasure such as (Mehrabian and Russell (1974), Hyun et al., 2011, De Wulf 
et al., 2006) and so on. However, IAP did not obtained a unique definition in literature yet. We define 
IAP as follow:

Internet Advertising Pleasure (IAP) refers to the degree to which an individual feels comfortable 
with the online advertisement and atmosphere surrounding its environment. In other words, a set of 
features in Internet advertising creates a situation where the user likes the online advertisement and 
feels a pleasant sense.

The number of websites recorded in the 2011 has reached 200 million1 . This is while the number of 
Internet users throughout the world is about 2 billion, over 800 million of which belong to Asia2. Also, 
according to the report of Internetworldstats.com (2011), the number of Iranian Internet users at the 
first quarter of 2012 reached near to 37 million ranking first in the Middle East and fourth in the Asia. 
These statistics indicate that Iran is a very appropriate region to study the Internet and its application 
as an information distribution channel by companies for advertising or sales promotion. As we know 
from Richards and Curran (2002) “Advertising is a paid, mediated form of communication from an 
identifiable source, designed to persuade the receiver to take some action now or in the future.” The 
aim of advertising can be summarized as creating an image of the product and encouraging the potential 
customers to buy. Along with advertising, internet advertising “is an Internet-based process by which 
advertisers communicate, interact with and persuade online users in order to position a brand, which al-
lows a company to promote both consumer awareness and preference in a customized and personalized 
way, and to decrease the time needed to make a buying decision” (Hanafizadeh and Behboudi, 2008; 
Hanafizadeh et al., 2012).

Various formats of ads are displayed in the Internet, e.g. banners, buttons, pop-ups, sponsorships, 
target websites, interstitials, mail ads, etc (Cho as-., 2004). According to Hanafizadeh and Behboudi 
(2008), there are 18 formats of Internet advertising. In chapter of ten of that book, there are proposed 
methods for enhancing the effectiveness of each of these formats. For example, see below.

In banners, the primary focus is mainly on the direct response or click rate. According to Briggs and 
Hollis (1997) and Hanafizadeh and Behboudi (2008), physical characteristics, and the proper position 
of advertisements in the website will increase the needed pleasure in users to make a click. In this way, 
there is a relation between logos and pleasure. The more logos relevant to the content of the website, 
the more pleasure would be form in a user.

The first factor is creativity. Researchers believed there are factors which leads to more pleasure in 
users and inevitably more advertisement effectiveness. The second point is that the ads must be designed 
to create a positive image in user’s mind. Third, a direct link must be provided to provide additional 
information about the product. The fourth factor is the duration of display; the more content is provided 
in less time, the more effective the ad would be. Other issues include display sequence, magnification, 
being controversial, use of emotional factors (Hanafizadeh et al., 2012).
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The past statistics refer to the significant decrease in the effectiveness of Internet advertising (Cho 
as-., 2004). According to the report of Nielsen (2000), the click rate in 1995 was about 2% which has 
decreased to 0.03 in 2008. Cho (2004) believe that these results happened because of the novelty of the 
media and excessive publication of advertisements in Internet pages. Several studies have been conducted 
to gain insights about the factors leading to avoidance from Internet advertising (Cho as-., 2004, Kelly 
et al., 2010). Although they made a significant contribution to the literature of Internet advertising, they 
paid little attention to the issue of pleasure. For instance, Cho (2004) investigated three factors affecting 
users’ avoidance from Internet advertising. These factors were “prior negative experience,” “perceived 
ad clutter,” and “perceived goal impediment”. Kelly et al. (2010) tested the four factors impacting 
avoidance from Internet advertising in social networks. These factors involved “expectation of negative 
experience,” “skepticism of advertising message,” “relevance of advertising message,” and “skepticism 
of online social networking as an advertising medium”.

As we can see here there is a gap among previous studies regarding to why do not people click on 
advertisements? From a pleasure-making point of view, we believe this issue needs more attention to 
probably cover above-mentioned gap.

Thus, the present study intends to identify the construct of Internet advertising pleasure. That is, if 
the advertisements in not pleasurable, the users will not be motivated to click on theme. Hence, this 
study embarks on measuring the construct of Internet advertising pleasure and its effect on the attitude 
and purchase intention. The research question has been formulated as following:

Research Question: Can Internet Advertising Pleasure affect users’ intention to buy?

2. LITERATURE REVIEW

Bauer and Greyser (1968) claim that advertising has great economic and social impacts and mention a 
set of ideological factors have been formed about the positive and negative outcomes of advertising in 
these two areas. Other researchers have expanded the ideas on advertising in relation perception of other 
aspects of advertising such as information, sexual content and use of opposite sex, morality, fraud, and 
falsehood (Alwitt and Prabhaker, 1994, Haller, 1974, Durand and Lambert, 1985, Larkin, 1977, Lutz, 
1985, Muehling, 1987). According to Schlinger and Eighmey (1979), advertising is a combination of 
complex dimensions and features. A large number of marketing studies argue that advertising makes 
emotional responses in users and affects their behavioral tendencies e.g. (Holbrook and O’Shaughnessy 
(1984), Olney et al., 1991, Chang, 2006, Ellsworth, 2003). In addition, many researchers in the area of 
marketing investigated emotional reaction through marketing stimuli, products, and brands e.g. Holbrook 
and Hirschman (1982). Although advertising is a combination of various complex dimensions and char-
acteristics such as attention to the information of a product, entertainment factors, and factors leading to 
emotional involvement (Schlinger and Eighmey, 1979); but, finding out which specific characteristic has 
strong effect on emotional responses and behaviors of users is necessary. Many studies on advertising 
have reported that emotional responses to advertising change user’s behavior (Erevelles, 1998, Bagozzi 
et al., 1999, Derbaix and Vanhamme, 2003, Zeelenberg and Pieters, 2004, Hicks et al., 2005). While 
previous studies agree that emotional responses to advertising have significant effect on the behavioral 
intentions of the users, they were not able to specify which ads inspire emotional responses and which 
emotional responses affect behavioral intentions (Bigné et al., 2005, Ladhari, 2007). Researchers believe 
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that advertising affects customer’s behavioral tendencies (Lewis, 1981). Emotional responses related 
to consumption are defined as “a set of emotional responses which are specifically created when using 
a product or experiencing it,” so that both of them are explained through classifications of emotional 
experience and emotional structural dimensions such as “pleasantness/unpleasantness,” “Relaxation/
Action,” and “calmness/excitement” (Hyun et al., 2011, Westbrook and Oliver, 1991). Some studies on 
advertising claim that emotional responses to advertising improve (direct) individuals’ behaviors e.g. 
(Erevelles (1998), Bagozzi et al., 1999, Derbaix and Vanhamme, 2003, Zeelenberg and Pieters, 2004, 
Hicks et al., 2005). Therefore, consumers’ emotional responses are used in studies on the effectiveness of 
advertising and behavioral responses caused by advertising to gain insights on this issue. In the market-
ing psychology literature, it is well grounded that a positive emotional response included two aspects of 
pleasure and arousal e.g. (Mehrabian and Russell (1974), Russell et al., 1989, Wirtz and Bateson, 1999, 
Mattila and Wirtz, 2000, Chebat and Michon, 2003, Bigné et al., 2005, Yüksel, 2007). If, according to 
the literature, the effect of emotions on attitude is considered, pleasure creates a positive attitude toward 
the website. Hence, according to Ko et al.’s model (2005), attitude toward site leads to attitude toward 
brand, and creates attitude toward Internet purchase intention (Ko et al., 2005). De Wulf et al. (2006) 
conducted a study on the role of website pleasure in its success, and tested the website pleasure. Ac-
cording to their study, happiness, creating good feeling and entertainment on the part of website leads 
to pleasure in people (De Wulf et al., 2006). In this study, pleasure was identified as a mediating and 
key variable in the relationship between site evaluation and site success. Site success has been defined 
by three factors of “commitment,” “satisfaction,” and “trust” in site. According to the findings of this 
study, pleasure leads to satisfaction from the site, commitment, and trust, and therefore, positive attitude 
and intention to buy.

Considering the above-mentioned points, it seems that the main factor which leads to avoidance from 
Internet advertising is consumer’s dissatisfaction from the advertisement; that is to say, “unpleasant-
ness of the advertisement” which is not in line with the wants of the user and has not led to the feeling 
of joy and pleasure in them. Here, it is necessary to provide an operational definition of the pleasure 
and “gracious” (something which is liked by the user) to separate them. Pleasure and graciousness are 
different because pleasure is some kind of emotion, and exists when consumer adopt to like something 
caused from created excitement. Instead, gracious is just pleasant emotion regarding to something. So, 
many factors can be identified that can play a role in pleasure from advertising. This issue is considered 
regarding the product to be advertised and users’ characteristics such as age, gender, character, and life 
style. This highlights the important position of lead generation companies who, by identifying users 
with different characteristics, let marketers offer appropriate advertisements (Musakhani et al., 2012).

This discussion highlights lack of a conceptual model on the Internet advertising pleasure. Thus, 
the main goal of the present study is to develop a theoretical framework for explaining the concept of 
internet advertising pleasure and its measurement.

The Purpose of Study: Identifying and testing antecedents and consequences of Internet advertising 
pleasure.

2.1. Pleasure from Site and Advertising

In developing constructs explaining IAP, the first construct is pleasure from site and advertising. The 
“entertainment,” “pleasantness,” “happiness,” and “making good feeling” by Internet websites create 
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pleasure in individuals. Pleasure is a key variable which mediates the relationship between site evalu-
ation and site success (De Wulf et al., 2006). Site evaluation and site success have significant direct 
relationship with each other. Hence, pleasure from ads in site can be one of the factors affecting site 
success. It promotes advertising effectiveness and reduces avoidance from advertising. Since website is 
the greatest format of Internet advertising (Hanafizadeh et al., 2012), it can be concluded that website 
pleasure explains Internet advertising pleasure to some extent.

Pleasure from advertisement leads the user toward evaluation of an Internet advertising and probably 
clicking on it. Any Internet advertising which has the features of “pleasantness,” “happiness,” “hopeful-
ness,” “relaxedness,” and “appropriate contend” will create the feeling of pleasure in users (De Wulf et al., 
2006, Childers et al., 2002) and enhances their positive attitude toward the brand, and finally, willingness 
to click on the advertisement. In this regard, Penz and Hogg (2011) argue that pleasure experienced in 
online shopping leads to positive attitudes toward behavioral approaches and the motivation to do the 
same in future. High motivation, in fact, affects the future behaviors, which, in turn, can reduce browsing 
behavior because of the excessive motivation created by environmental stimuli (Penz and Hogg, 2011).

High levels of emotion (together with arousal) significantly affect the positive attitude of the consumer 
(Lee et al., 2003, Hernandez and Minor, 2011). There is a U-shaped relationship between animation level 
and attitude toward advertising (Yun Yoo and Kim, 2005). High levels of arousal are found mostly in 
sites with high entertainment facilities. It increases purchase intention besides positive evaluation of the 
site (Raney et al., 2003, Hernandez and Minor, 2011). Since the content of website results in a behav-
ioral state in the user in relation to the phenomena present in that site (Ko et al., 2005), it is expected if 
website pleasure is formed in the user, this positive attitude will be generated to positive attitude toward 
the advertisement. On this basis, the following hypothesis is developed:

Hypothesis 1: Website pleasure affects Internet advertising pleasure.

2.2. Arousal

Mehrabian and Russell (1974) defined arousal as “the degree to which a person feels excited, alert, 
stimulated, awake, or active in a given situation”. Recent studies about brain indicated that arousal is 
an inevitable part of emotion and is evident in the neural system (Bagozzi et al., 1999). People cannot 
experience an emotion without physiological activity such as arousal (Lazarus, 1982). In other words, 
the level of pleasure or unpleasre is a combination of arousal toward production of different types of 
emotion e.g. (Baker and Cameron (1996), Bagozzi et al., 1999). Experiences of serving in pleasant and 
highly-aroused pre-consumption environment result in the high level of customer satisfaction compared 
with unpleasant and low-arousal environments (Wirtz et al., 2000). This phenomenon can be applied 
to this study, because advertising is a pre-consumption factor while value and customer satisfaction are 
post-consumption evaluations which involve cognitive and emotional aspects. Since emotion and ex-
citements are effective factors in human-computer interaction (see Peter and Beale (2008)) and because 
online shopping involves pleasant emotional states and arousal affecting future behaviors of consumers 
(Menon and Kahn, 2002), arousal, as an influential factor in the process of Internet advertising pleasure, 
cannot be overlooked (Menon and Kahn, 2002). Pleasure experienced in online shopping leads to positive 
attitude toward future behavioral approach and stimulation of the individual. Since more arousal due to 
stimulation by the environment can lead to reduction of browsing behavior, stimulation, by itself, af-
fects future behavioral approach (Penz and Hogg, 2011) . Arousal of the user, as the first variable which 
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can be shaped both outside the website and during the process of browsing, is expected to exert impact 
on Internet advertising pleasure. Thus, the following hypothesis is formulated to test the above claim:

Hypothesis 2: Sufficient arousal of user about the present advertisement increases Internet advertising 
pleasure.

2.3. Prior Experience

From the viewpoint of a consumer, prior experiences of using products and past events are “enjoyable,” 
“entertaining,” “interesting,” and “memorable” (Oh et al., 2007). Prior knowledge of the consumer is 
an influential factor in the type and amount of information processing such as comparison, brand evalu-
ation, and shopping behavior (Bettman and Park, 1980). In addition, learning from prior experiences 
has a strong direct effect on the attitude and behavior (Fazio et al., 1978). Consumers are inclined to 
trust the results obtained from their personal experiences because they value such learning and internal 
construction about personal interests (Hoch and Deighton, 1989). As it is known, experience is divided 
into two parts of direct and indirect experiences (Li et al., 2002). Direct experience is the experience 
where the consumer has direct interaction with an object; it happens when the person understands the 
experience through five senses of “vision,” “audition,” “olfaction,” “taste” and “touch” (Gibson, 1966). 
Indirect experiences are received via channels other than the five senses (Li et al., 2002) experiences of 
the consumer affect their attitude toward advertising. The more experiences the consumers have about 
a product, they will investigate utilitarian cues (e.g. the comfort feature of a pair of shoes); and the less 
experiences they have about a used product, they will process user-image based cues of that specific brand 
(such as students’ talks about running shoes). Therefore, if prior experience about a product can affect 
consumer evaluation of that product, then, prior experience in Internet regarding to the advertisement 
of a specific brand can affect consumer evaluation of the advertisement of that brand. Dissatisfaction, 
perceived futility, and perceived uselessness are three indices mentioned in advertising literature as the 
construct of prior experience from Internet advertising (Dahlen, 2002). The lower the level of these 
indices in a user, the more they are expected to have a positive behavioral intentions toward Internet 
advertising pleasure. Hence, the following hypothesis is formulated:

Hypothesis 3: User’s prior experience of Internet advertising affects their Internet advertising pleasure.

2.4. Attitude Toward Brand and Purchase Intention

Attitude toward brand and purchase intention (Ko et al., 2005) are two other important features which 
probably will explain the concept of IAP. Along with Ko et al. (2005) argues that communication out-
comes include “attitude toward site,” “attitude toward brand,” or “purchase intention”. Therefore, these 
two variables, in line with each other, play a role in the formation of actual purchasing. According to 
Hanafizadeh and Behboudi (2008), if website interacts with its users and the users are allowed to interact 
with other consumers of the product or service, the company will be able to have more positive outcomes 
from the advertising or attracting the customers to the website.

In this regard, attitude toward website constitutes customer’s attitude toward the brand of the com-
pany. The more positive is attitude of the customer toward website, the higher the purchase intention. 
The important point is that a customer who has a positive attitude toward the brand, gradually moves 
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toward online loyalty, and, perhaps, this is the greatest success of advertising (Hanafizadeh and Behboudi, 
2008). MacKenzie et al. (1986) and Ko et al. (2005) investigated the effect of attitude toward website 
on attitude toward brand and purchase intention. They found out that attitude toward website has direct 
effect on attitude toward brand which itself directly affects purchase intention. But the main hypothesis 
of this study and its difference with Ko et al. (2005)’s one is that they argue that attitude toward website 
leads to attitude toward brand which forms purchase intention. Whereas, we believed the attitude toward 
website (website pleasure) is a construct of Internet advertising pleasure because of this reason that the 
website is the largest format of Internet advertising. In this respect, the following hypotheses are formed:

Hypothesis 4: Internet advertising pleasure directly affects attitude toward brand.
Hypothesis 5: Attitude toward brand has direct effect on purchase intention.

3. RESEARCH METHODOLOGY

Sample: the sample selected in this study included the students of faculties of management, electronic, 
computer and Information Technology of Islamic Azad University and business management 
students of Ghazali higher education institute in Iran. The participants had to be familiar with 
Internet advertising and have the experience of online shopping from the websites of companies 
with well-known brands. According to Davis et al. (1989) and Cho (2004) university students are 
considered as the largest group of users of modern technologies. Thus, it can be predicted that a 

Figure 1. Proposed model of the study
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larger percent of students is interested in and use ICT related technologies compared to other groups. 
Consequently, the sample was representative of the society. The two faculties were selected through 
stratified random sampling and the students of each faculty were selected through systematic random 
sampling relative to the sample size (Mirzaie, 2009). In general, 361 respondents participated in 
this study, and 288 questionnaires were gathered and analyzed. This shows a response rate equal 
to 79 percent which is a good participating interest rate. The questionnaire was a self-administered 
survey which sent by email and drop-off way to participants. In some cases, there was a need to 
explain some of the questionnaire items, and for this reason one of the research teams’ members 
being inside of participants in order to get more validity in responding to questions. Finally, the 
data were collected during April to May 2012.

3.1. Reliability and Validity

To estimate the validity of research instrument, four types of validity were measured, i.e. content validity, 
face validity, convergent validity, and Discriminant validity. Lawshe (1975) invented a useful method 
for estimating content validity. This method measures the agreement of evaluators or referees about 
“appropriateness or significance” of a given item or question (Mirzaie, 2009). First, 12 questionnaires 
were administered via Internet to the experts of Internet marketing and designers of Internet advertising 
for estimating the content validity of the instrument. This questionnaire was administered to experts in 
order to investigate the appropriateness of questions related to each variable through two options of “ap-
propriate” and “non-appropriate”. At the next stage, Lawshe coefficient of each question was calculated 
using CVR formula (Mirzaie, 2009; Abedini et al., 2015; Hanafizadeh et al., 2014). The coefficients were 
compared with Lawshe content validity table and the content validity of the instrument was confirmed. 
The Lawshe coefficient for 12 experts was 0.56 and coefficients of all items were more than this value. 
To confirm face validity, 30 questionnaires were distributed in the sample and the views of participants 
about every item and the quality of instrument were collected. After making necessary changes, such 
as adding examples to clarify vague items, the final questionnaire was developed to be administered in 
research sample. In the next stage, in order to confirm questionnaire reliability, its internal consistency 
was measured by Cronbach alpha. The value of Cronbach alpha was 87% which confirmed reliability of 
the questionnaire. The alpha coefficient of each item indicates appropriate reliability of the instrument. 
Thus, it was revealed that the questions are internally homogenous, that is, they measure one common 
construct.

After administering the questionnaire and collecting data, measurement model was run in AMOS 18 
to measure Composite Reliability (CR) and Average Variance Extracted (AVE) of each construct. The 
results presented in Table 1 indicate good reliability of the instrument. These indices measure convergent 
validity of the research and confirm the validity with high values. AVE measures the variance extracted 
by the indices in relation to measurement errors and must be over 0.50 to justify the use of a construct 
(Barclay et al., 1995). The Average Variance Shared between each construct and its indicators must be 
more that the variance shared between that construct and other constructs (Compeau et al., 1999). The 
values of CR and AVE, which are, respectively, more than 0.60 and 0.50 indicate appropriate construct 
and convergent validity (Fornell and Larcker, 1981). The factor loadings of each item explains the ac-
ceptable variance for each item. Factor loadings of over 0.4 show that the given item is appropriate for 
measuring the construct in the model. However, Hair et al. (2006) introduced factor loading of 0.7 as 
the indicator of validity at item level (Nunnally, 1967). The results of calculations of CR and AVE and 
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factor loadings are presented in Table 1. As the table shows, all research constructs have acquired ac-
ceptable values except for attitude toward site, prior experience, and arousal which are reported with low 
AVE values. Nevertheless, as Janz and Prasarnphanich (2003) point out AVE and CR values are used to 
confirm convergent validity. Because the critical values of items at significance level of (P-value<0.05) 
are more than 2, and one of these indices (AVE and CR) are acceptable, it can be concluded that the 
measurement model has convergent validity (Janz and Prasarnphanich, 2003).

The Discriminant validity was also confirmed by investigating the correlation values between the 
indicators of various variables in the Covariance matrix of AMOS output. The main difference between 
convergent and Discriminant validity is that convergent validity investigates the correlation of indicators 
which measure the same construct and must be related to each other, while the latter tests indicators that 
must not be related to each other (Martyn, 2009). Previously, it was believed that Discriminant validity 
is confirmed when the correlation between two constructs is low. There is no standard value for it. But, 
Campbell and Fiske (1959) suggested that the correlation coefficient must be less than 85% (Sørensen 
and Slater, 2008). Therefore, in order to estimate Discriminant validity, the correlation between the 
constructs must be less than 0.85. The correlation coefficient of more than this value indicates that the 
constructs measure the same concept (Huarng and Zagd, 2010). Based on the results, there is no similar 
concept in latent variables. Thus, all constructs have discriminant validity.

3.2. Measuring Variables

The measurement indicators related to variables of attitude toward brand, and purchase intention were 
extracted from Ko et al. (2005), the variable of arousal from Hyun et al. (2011), prior experience from 
Dahlen (2002), and website pleasure from De Wulf et al. (2006) and needed corrections was done. How-
ever, the questions related to Internet advertising pleasure were extracted from De Wulf et al. (2006) and 
necessary changes were made by interviewing with experts of Internet advertising. The questions were 
used after confirming their acceptable content validity by Lawshe coefficient. In other words, website 
pleasure was generalized to advertising pleasure. Before making final revisions, the translated items were 
back-translated into English by two experts of Internet marketing and Internet advertising. It turned out 
that the items were appropriate equivalents using back-translation.

3.3. Data Analysis

Structural Equation Model was used to analyze the data in this study. In the first step, Confirmatory 
Factor Analysis (CFA) was used to estimate the validity and common variances of observed variables. 
Since the present study investigates Internet advertising pleasure for the first time, its measurement model 
is investigated. According to Figure 2, the factor loadings of each observed variable of this construct is 
significant.

According to the results of measurement model corrected at one stage (CFI= .99; NFI=.99; RMSEA= 
.03), the third and fifth items were removed from measurement model of the construct of pleasure due to 
the low statistics of factor loading; however, based on the standard model of software output, the three 
remaining variables explain 92% of the variance of this construct. Thus, the construct of Internet advertis-
ing pleasure with three indicators is analyzed in the structural model. In the next stage, the construct of 
pleasure together with other constructs were entered into a CFA model in order to investigate the factor 
loadings of other items of the study. The results indicated the items of prior experience were retained 
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in the model because they had acceptable factor loadings. Three items of attitude toward website, one 
item of purchase intention, and three items of arousal were removed in this process. Then, the structural 
model of the study was run and the results were investigated. The causal relations of latent exogenous 
variables and latent endogenous variables were measured using standard coefficient and significance 
value or critical ratio by AMOS 18. In order to be verified, a hypothesis need to be greater than +1.96 
or smaller than -1.96. Accordingly, hypotheses number 3, 4, 5 could meet this value and hypotheses 
number one and two could not obtain this value (the results are shown in Table 2).

3.4. Measurement Model and Data Table

The main statistics (means, standard deviation, and confirmatory factor loadings) of all variables are 
presented in Table 1. As it was mentioned earlier, according to Nunnally (1967), in order to be valid, 
every indicator must have at least factor loading of 0.6 with its hypothetical construct. Also, the Cho 
(2004) study indicates that the margined acceptance value is 0.55. All questions of the study obtained 
this value in the measurement except of indicators namely: “I have fun in this site (.43),” “I find this site 
amusing” (.32), “This website makes me feel good” (.46), “Frenzied” (.41), “Jittery” (.38), “Awake” 
(.34), “Ad Amusing” (.38), “Ad hopeful” (.35), and “Probable” (.34) which could not obtained the valid 
statistics and then removed from the model.

3.5. Analytical Model

The first step in testing the hypothesized model is testing model fitness (Figure 1). In this study, χ 2 
statistic was used. Since χ 2 is sensitive to sample size (Cho as-., 2004), it was tried to select an appropri-
ate sample (N=288) to prevent rejections of structural equation modeling software. Due to inappropriate 
values of goodness of fit indices, corrections were made in the model according to suggestions of AMOS 
software. The value measured in this study was 2.98 (x 2 =80.64, df= 27). As it is indicated in Figure 3, 

Figure 2. Measurement model of the construct of internet advertising pleasure
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the Normed Fit Index (NFI) was 0.94, the Comparative Fit Index (CFI) was 0.95, and Root Mean Square 
Residual (RMSEA) was 0.083. Finally, based on the measurement of χ 2, it was found out that the 
model is satisfactory.

4. RESEARCH FINDINGS AND DISCUSSION

The second step in measuring the model is testing hypotheses. According to the results obtained from 
hypotheses testing (Table 2), the hypotheses of the effect of website pleasure (H1) and arousal (H2) on 
Internet advertising pleasure could not be located in the significance area and not supported. But the 
hypotheses of the effect of prior experience (H3) on Internet advertising pleasure with critical ratio of 
3.90 and standard coefficient of 33%, the effect of Internet advertising pleasure on attitude toward brand 
(H4) with critical ratio of 4.43 and standard coefficient of 46%, and the effect of attitude toward brand 
on purchase intention (H5) critical ratio of 6.90 and standard coefficient of 61% were confirmed. Since 
the results of structural equation modeling test all the relations with acceptable significance values and 
standard coefficients, were extracted from the structural model, though they were not the goal of the 
present study. However, they are reported here for the purpose of suggestions for future researches (see 
Table 3).

The purpose of this study was to provide some insights into antecedents influencing Internet Ad-
vertising Pleasure, IAP. In pursuing that goal, a theoretical model was synthesized based on theoretical 
traditions of a representative body of diverse referent disciplines. A survey was employed to validate 

Figure 3. Analytical model of the study



727

Internet Advertising Pleasure and Purchase Intention
 

much of the hypothesized model and to suggest additional implications. Possible contributions of the 
present study are fivefold. First, this study offers the first attempt to build a comprehensive theoretical 
model explaining the Internet advertising pleasure. Second, it employs three antecedents of Internet 
advertising pleasure, which in turn is a new work in advertising theory, and this yielded a significantly 
higher explained variance than previous pleasure studies. Third, this study not only introduces the critical 
factors (latent variables) affecting Internet advertising pleasure, it also reveals the indicators (observer 
variables) of each factor. Fourth, this study provides a new valid measurement of Internet advertising 

Table 1. The key statistics

Latent Variables Observed Variables N Mean SD Factor 
Loading

Cronbach 
Alpha AVE CR

Prior experience

Prior Internet shopping 
experience 288 2.37 0.054 Factor 

Loading

.71 .39* .75Number of investigation sites 
for Internet Shopping 288 2.77 0.06 .70

The effect of advertising on 
prior shopping 288 3.11 0.059 .55

Attitude toward 
brand

Good 288 5.31 0.101 .62

.73 .62 .88Pleasant 288 5.15 0.099 .87

Favorable 288 5.04 0.103 .53

purchase 
intention

Possible 288 5.19 0.101 .90

.72 .61 .84Unbelievable 288 5.51 0.10 .68

Probable 288 5.21 0.321 .87

Internet 
adverting 
pleasure

Pleasing from advertising 288 5.81 0.08 .34

.71 .62 .89

Advertising happiness 288 5.47 0.084 .70

Advertising relaxedness 288 5.47 0.093 .96

Ad Amusing 288 5.13 1.766 .68

Ad hopeful 288 5 1.79 .38

website pleasure

Good feeling by visiting the 
site 288 3.22 0.629 .35

.82 .38* .74

Websites makes me happy 288 3.44 0.865 .51

Website pleases me 288 3.41 0.662 .69

I have fun in this site 288 3.12 1.851 .64

I find this site amusing 288 3.22 1.832 .43

This website makes me feel 
good 288 3.56 1.791 .32

Arousal

Exciting 288 4.30 1.97 .46

.84 .28* .64

Contend 288 4.08 2.00 .54

Arousing 288 3.50 2.07 .50

Frenzied 288 3.7 1.98 .56

Jittery 288 4.3 1.9 .41

Awake 288 4.1 1.11 .38
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pleasure with higher content validity; that is, it covers three aspects of Internet advertising pleasure 
(advertising relaxedness, advertising happiness, and advertising satisfaction). Fifth, this study consid-
ers “attitude toward website” as a one of constructs explaining Internet advertising pleasure, whereas 
previous studies e.g.Ko et al. (2005) considered attitude toward website as a variable affecting attitude 
toward brand.

This study states that website pleasure cannot directly affect Internet advertising pleasure. Accord-
ing to the findings of this study, this effect is not significant. By these findings, we are able to say that 
the users evaluate the website and its advertisements independently from each other, referring to the 
independence of these two factors. Depending on a specific situation, it is possible for a site not to be 
attractive enough for the target user, but an advertisement in it can attract the user and be pleasurable for 
them. In contrast, website pleasure is formed but the advertisement is not pleasurable enough for the user 
to click on it. It can be concluded that these two factors are evaluated separately by the user. It might be 
the case that the combination of website pleasure and Internet advertising pleasure encourage the user 
to click on the advertisement. This study suggests that Internet business websites design pleasurable 
features in the websites and place the advertisements according to the wants of the users in the website.

According to the second hypothesis, user arousal has direct effect on Internet advertising pleasure. 
Based on the findings, this effect was not significant and the evidences could not confirm the hypothesis. 
Although the findings show a positive effect of arousal on attitude toward brand and purchase intention, 

Table 2. Standard coefficient and critical ratio for 5 research hypotheses

Hypothesis Path Standard 
Coefficient Critical Ratio Result

Hypothesis 1 Website pleasure Internet advertising 
pleasure -0.07 -0.84 Not Supported

Hypothesis 2 Arousal Internet advertising 
pleasure -0.11 -1.39 Not Supported

Hypothesis 3 Prior experience Internet advertising 
pleasure 0.33 3.90 Supported

Hypothesis 4 Internet advertising 
pleasure

Attitude toward 
brand 0.46 4.43 Supported

Hypothesis 5 Attitude toward 
brand Purchase intention 0.61 6.90 Supported

Table 3. Relations detected in data analysis

Exogenous Latent Variable Endogenous Latent Variable

Prior experience Website pleasure

Website pleasure Arousal

Arousal Attitude toward brand

Website pleasure Attitude toward brand

Attitude toward brand Purchase intention

Arousal Purchase intention
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it cannot play much role in the formation of Internet advertising pleasure. Therefore, using the indicator 
of arousal would not be much effective in increasing pleasure from advertising.

The third hypothesis points that prior experience affects Internet advertising pleasure. As the results 
revealed, prior experience significantly affects Internet advertising pleasure. Many pleasurable experi-
ences in the past make the users familiar with the website and brand as well as the advertising which 
result in the Internet advertising pleasure. In contrast, negative prior experience leads to lack of pleasure. 
Therefore, developing proper strategies at the right time and place for the right users will have positive 
impacts in future. In this regard, gaining insights into this issue can be considered as a kind on invest-
ment for future Internet businesses.

According to the fourth hypothesis, Internet advertising pleasure has direct effect on attitude toward 
brand. The fifth hypothesis states the path of formation of Internet purchase intention from Internet 
advertising pleasure and attitude toward brand. The results revealed that these effects are significant; 
pleasure significantly affect attitude, and attitude affects Internet purchase intention. Wu (2005) argues 
that attitude toward website is part of the outcomes of advertising. This study identified and tested at-
titude toward brand as the outcome of advertising and pleasure from advertising. In this respect, the 
more Internet advertising pleasure is enhanced, the more positive would be attitude toward brand and 
the more the probability of Internet purchase intention. Hence, it is suggested that the importance of 
emotions in designing and offering Internet advertising is considered so that emotional interaction and 
responses formed in users influence formation of shopping behavior and emotional satisfaction. As it 
was mentioned earlier, many factors affect advertising pleasure which may vary depending on attitude, 
motivation, demographic, and psychological differences. Therefore, developing strategies aiming at 
promotion of advertising pleasure requires investigating target users’ characteristics so that proper deci-
sions are made regarding factors which contribute to pleasure of the users.

5. CONCLUSION AND IMPLICATIONS

Few empirical studies have been conducted on the role of pleasure as a key variable which affects the 
beliefs of online users about a website and its outputs. The present study focused on the emotions inspired 
by a website, specifically, the pleasurable emotions aroused by Internet advertising. It investigated the 
trend of formation of Internet users’ behavioral tendencies. Identification of the effect of emotions on the 
formation of Internet purchase intention is the key factor in gaining insight about unplanned behaviors 
which place the user in this path for a limited time and direct them toward a predetermined goal. Thus, 
gaining these insights facilitate predicting occasional and unexpected behaviors of the users in Internet 
and highlight the effect of the strong variable of emotions and online pleasures in this regard. The present 
empirical study identified this effect, so it clarifies the effect of user’s pleasure from Internet advertising 
(as a favorable emotional response for the producer or advertiser) on the user’s attitude toward the brand 
of the given Internet business, and the effect of this attitude on behavioral tendencies in the next step.

According to the findings of the present study, owners of Internet businesses must understand the 
importance of designing a website which inspires pleasant emotions of Internet users, encourages online 
shoppers, directs their occasional feelings, and satisfies them with interaction with the website.

De Wulf et al. (2006) identified the effect of pleasure on satisfaction, commitment, and trust. One 
can design a website according to the interest of users using the data obtained by numerous studies on 
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Internet life style, behavioral difference, demographical variables, and in general the needs and wants of 
users in online environment. Hence, identifying differences of target users of every business is the first 
step. For instance, Yu (2011) classified Internet users into 7 groups. Users with entertainment-driven e-
lifestyle have different interest from users with need-driven e-lifestyle. Therefore, specifying e-lifestyles 
of target users of a business would be very useful for designing pleasant business websites. It is sug-
gested that identification of target users be the first step in entering into an Internet space and starting 
a business. Website designers must pay attention to structural factors, comfort tools, and modern styles 
depending on the type of users in website. Designing multi-media tools for increasing level of pleasure 
must be considered. Personalization of the advertising and the style of Internet websites play a major role 
in pleasure from the website which is to be addressed by lead generation companies. In this approach, 
by tracing behaviors of the users, they provide what users like in a customized and unique way. In sum, 
identification and introduction of factors affecting pleasure from an Internet website cover a broad range 
of studies whose findings are necessary for developing Internet business strategies.

Although this was the first attempt to explain IAP, However, it has several limitations. First it is limited 
to 288 participants and future studies need to test it in large sample size. Second, this study has been 
tested in Iran and any generalization must be done by considering this issue in mind. Finally, this study is 
limited to banners and there is a need for new study for other formats of internet advertisements in future.
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ABSTRACT

For advertisers, search engine advertising represents an attractive opportunity to selectively reach the 
target group at a point in time when the prospects are already thematically involved and activated. One 
question that subsequently arises is if users use various devices during different phases of the search 
process and if this behavior affects the search engine advertising outcome measured by corresponding 
performance indicators. The present chapter addresses this question. Based on a search engine adver-
tising campaign of a German service provider, the authors examine the development of performance 
indicators across multiple devices. Specifically, we retrace the development across desktops, tablets, 
and mobile devices. Thus, the chapter provides insights into device usage in search engine advertising. 
The chapter concludes with overall trends in search engine advertising.

INTRODUCTION

Multiple devices are becoming more and more widespread in our daily lives. This development also 
affects online advertising. One dominant form of online advertising is search engine advertising that 
displays advertisements after users enter a search phrase (e.g., Olbrich & Schultz, 2014). For advertis-
ers, search engine advertising represents an attractive opportunity to selectively reach the target group 
at a point in time when the prospects are already thematically involved and activated. From the search 
engine user perspective, this form of advertising is useful because the keywords and the advertising 
message are matched to the search term entered. According to the Interactive Advertising Bureau (IAB, 
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2017), search engine advertising revenue totaled $35.0 billion in the USA in 2016, accounting for 48% of 
market share. This is a 19% increase from $29.5 billion in 2015. Here, desktop search engine advertising 
revenue accounted for $17.8 billion (down from $20.5 billion in 2015), whereas mobile search engine 
advertising revenue amounted to $17.2 billion (up from $9.0 billion in 2015).

The continuous growth of mobile devices’ share in search engine advertising follows the general usage 
trend that results in sequential and simultaneous use of multiple devices (Broeckelmann & Groeppel-Klein, 
2008; de Haan et al., 2015; Shankar et al., 2010). In comparison to desktop personal computers, consum-
ers use mobile devices more frequently but for shorter durations (Cui & Roto, 2008). Mobile devices are 
used location based, for example outdoors for navigation or in stores to compare prices (Broeckelmann 
& Groeppel-Klein, 2008; Lee et al. 2005). This behavior seems predominantly driven by informational 
needs. However, it may be the smaller display size that limits the use of mobile devices for transaction 
purposes (de Haan et al., 2015; Shankar et al. 2010). The following question then arises: Do consum-
ers use various devices for different purposes and during different phases of their decision processes?

The present study is the first to address this question in the domain of search engine advertising. In 
particular, it aims to answer the question if the use of different devices affects the various performance 
indicators used in search engine advertising. The study confirms the prevalence of multiple devices in 
search engine advertising and shows some differences among them. These device differences need to 
be addressed when deciding on issues such as the advertising budget, bidding amount, and the structure 
of the search engine advertising campaign.

The remainder of the chapter is organized as follows. The next section provides some background on 
Internet and mobile usage in Germany. Then, the chapter introduces search engine advertising regard-
ing the process, determining factors, evaluation, and existing research streams. Afterwards, the usage 
of different devices in search engine advertising is addressed. Here, the hypotheses are derived and the 
data is presented, analyzed, and discussed. The chapter concludes with overall trends in search engine 
advertising.

INTERNET AND MOBILE USE IN GERMANY

Germany has a population of just above 82 million. The percentage of households with Internet access is 
considerable with 90.3%. The usage of mobile devices is similarly high, mobile telephone subscriptions 
per 100 inhabitants are, for example, 116.71 (ITU, 2017). In congruence with the increased Internet 
usage, Germans tend to do more and more shopping online. Thus, e-commerce revenue has seen con-
tinuing increase in double-digit percentage in recent years. In 2016, the total spent through the Internet 
for products and services in business-to-consumer (b2c) amounted to 44.2 billion Euro, an increase of 
10.8% from 39.9 billion Euro in 2015 (Statista, 2017a). The three biggest product groups measured 
by revenue in 2016 are (1) apparel (excluding shoes), (2) electronics and telecommunication, and (3) 
computer hardware and software (BEVH, 2017). Digital services include, for example, downloads of 
software, audio and video files, tickets for sports events, concerts, and movie theaters, as well as book-
ings of accommodation and transportation (BVH, 2012).

Search engines are a starting point consumers often use when searching for products and services. In 
Germany, the search engine market is dominated by Google which accounts for 94.52% of all searches. 
As displayed in Table 1, Bing has a market share of 4.16% and Yahoo accounts for 0.98% of all search 
queries served in Germany in 2016.
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Due to the use of search engines and the users already being involved and activated, brands increas-
ingly use search engine advertising to reach their target groups (Olbrich & Schultz, 2014). Search engine 
advertising thus has become a dominant form of online advertising and is the predominant business model 
of search engines. Table 2 displays the continuous growth in search engine advertising in Germany. In 
2015, search engine advertising reached a total of 3 billion Euro – forecasting to reach 3.7 billion Euro 
by 2018 (Statista, 2017b).

With regard to mobile usage, use of smartphones is common in Germany. Based on a recent report, 
79.5% of all mobile users own a smartphone providing comprehensive access to the digital world. The 
most common operating systems on these mobile devices are Android (Google) with 65.7%, iOS (Apple 
for iPhone) with 22.3%, and Windows Phone (Microsoft) with 4.8% (Burda Forward, 2017). Mobile 
devices have become a constant companion and are an integral part of the daily life. In 2016, for example, 
about 83.5% of the users used their smartphone at least once per day. One third of the smartphone users 
used it more than 60 minutes per day and can be considered heavy users (Burda Forward, 2017).

Against this background, mobile commerce becomes more and more widespread. The percentage of 
users buying via a mobile device is steadily increasing. 57.2% of users utilized tablets to buy products 
online. The share of mobile phone users is comparatively smaller with 38.6%. Mobile devices are also 
used for price comparison: for tablets and mobile phones 58.4% and 44.7% respectively (Burda Forward, 
2017). One conclusion from the study is that screen size increases with the value of the product basket.

Table 1. Search volume market share in Germany in 2016

Search Engine Market Share in Percent

Google 94.52

Bing 4.16

Yahoo 0.98

T-Online 0.12

Ask.com 0.12

AOL Search 0.08

Yandex 0.06

Source: Statista, 2017c

Table 2. Net volume of search engine advertising in Germany

Year Net Volume (in Billion Euro)

2014 2.8

2015 3.0

2016* 3.2

2017* 3.5

2018* 3.7

*Prediction
Source: Statista 2017b
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Search Engine Advertising

The Search Engine Advertising Process

The various search engine providers differ only slightly regarding the functionality and process of search 
engine advertising. Figure 1 depicts the simplified typical process within search engine advertising. The 
value level follows the widespread pay-per-click model.

When a search query is entered, the search engine retrieves the relevant documents from its data base 
and displays them on the search engine results page. Next to these natural search results, advertisements 
relating to the search terms of the query are shown. For this, advertisers regularly assign different bid 
amounts to certain search terms. If several advertisers bid on the same search term (e.g., Edelman & Os-
trovsky, 2007; Kitts & LeBlanc, 2004; Lim & Tang, 2006), an automatic auction determines the ranking 
of the advertisements (Feng, Bhargava, & Pennock, 2007; Liu & Chen, 2006). The advertisements are 
either positioned exclusively through the auction procedure by the relevant bid or are further evaluated 
by additional indicators such as website content or click-through rate of the ad.

The placing of the advertisement does not yet incur costs within the pay-per-click approach. Costs 
only occur once the advertisement is clicked on (Schultz, 2016). By clicking on the advertisement, the 
searcher leaves the search engine results page and lands on the advertiser’s website. This specific web-
site is the landing page. From the advertiser’s point of view, this contact is deemed successful when it 
leads to a predefined result. Such a positive result is generally called conversion. A conversion can be 
the visit on a specific website, the request for information material, registration as a new customer, or 
the conclusion of an online transaction. If the value of a conversion can be quantified, this revenue can 
be directly set off against the cost of generating the conversion. In case of the conclusion of an online 
transaction, one can relate the conversion cost to the profit contribution of the transaction. Consequently, 
a simple basic rule should be that the profit margin of the triggered transaction is at least as high as the 

Figure 1. Process within search engine advertising
Source: Schultz (2012), p. 21
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relevant advertising costs. However, such a simplified valuation does not exist for all marketing objec-
tives. Brand related goals are examples of such objectives.

Depending on the objective of the search engine advertising campaign, different performance indica-
tors might become relevant. Table 3 displays common performance indicators regarding search engine 
advertising. The performance indicators can be determined on the search term level, advertisement level, 
or campaign level.

Determining Factors of Search Engine Advertising

Below, we briefly present the most common determining factors to design and steer a search engine 
advertising campaign. Table 4 provides an overview of these factors.

The list of determining factors follow the objectives of a search engine advertising campaign (See 
Table 3). A large part of these factors firstly influences the probability of an advertisement being placed 

Table 3. Performance indicators of search engine advertising

Performance Indicator Description

impressions number of ad impressions on the search engine results page

rank average ranking of the advertisements on the search engine results page

clicks number of clicked advertisements on the search engine results page

click-through rate number of clicks in relation to the number of impressions

conversions number of predefined subsequent events on the target website

conversion rate number of conversions in relation to the number of clicks

budget consumption percentage of advertising budget spent

costs per click costs for one click during the time period

costs per conversion costs for one conversion during the time period

Source: Schultz (2009), p. 85

Table 4. Determining factors of search engine advertising

Performance Level Determining Factors

impressions

▪ keyword selection 
▪ degree of matching between keywords and search queries 
▪ geographical selection 
▪ linguistic selection 
▪ temporal selection

rank
▪ bid amount 
▪ degree of matching between search query and advertisement and target website (search engine perspective) 
▪ click popularity

clicks ▪ degree of matching between search query and advertisement (searcher perspective) 
▪ advertisement design

conversions

▪ degree of matching between the searcher’s expectations and the target website 
▪ target website design 
▪ user-friendliness of the target website 
▪ selection of the landing page

Source: Schultz (2009), p. 88
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at the search engine results page. Once the advertisement is placed, it can be clicked on, which leads to 
the embedded landing page. On the landing page, its design and that of the whole homepage predomi-
nantly influence the probability of a prospect converting on the website.

To trigger the placement of an advertisement, the most important decision for an advertiser is to choose 
relevant search terms, the so-called keywords. Keyword selection depends on the content and offers on the 
internet presence as well as the objective and the target group of the search engine advertising campaign.

Apart from the keyword selection, search engine providers often offer the possibility to determine 
the degree of matching between the searcher’s query and the chosen keywords (Singh & Roychowdhury, 
2008). In case of an exact match, advertisements are placed only when the query corresponds absolutely 
to the keywords specified. This is a meaningful approach to target very specific search behavior.

Another possibility of limiting the target group of search engine advertising is the geographical orien-
tation of the search engine campaign. The target region can be limited to individual countries or specific 
regions. Apart from the geographical limitation, a temporal limitation of the advertising campaign may 
also be an option. Thus, specifying certain periods of time, e.g. specific times of day or weekdays, can 
make sense if such periods represent the search periods of the target group.

While the above-mentioned factors mainly influence the impression of an advertisement, its rank-
ing position is mainly determined by the bid amount (Ganchev et al., 2007). Apart from bidding on the 
search terms, an advertiser must determine a budget for the search engine advertising campaign. The 
corresponding budget is naturally influenced by many external factors – similar to other advertising 
budget decisions. The bid amount refers to one click and enables advertisers to directly influence the ad 
positioning on the search engine results page.

Other factors may indirectly influence the rank of the advertisement. One such factor is the confor-
mity of the query and the advertisement and its target website, which might be included in the ranking 
algorithm (Choi et al., 2010). Similarly, as a so-called quality indicator, the click-through rate of an 
advertisement can be taken into account for the positioning of the advertisement (Balachander, Kannan, 
& Schwartz, 2009). The probability that an advertisement is clicked usually increases in accordance with 
how high an advertisement is positioned on the search engine results page (Schultz, 2013). Furthermore, 
the design of the advertisement influences the click probability. From the searcher’s perspective, the 
advertisement should match the intention of the search query as much as possible. Therefore, it might 
be useful to split up the search engine advertising campaign into several search term groups to which 
advertisements are then tailored.

The advertisements usually consists of a title, an advertising text, and a link to the landing page. 
Various guidelines for the design of such advertisements exist, depending on the various search engine 
providers. The specifications may differ regarding length of the advertisement and editorial guidelines.

When clicking on the advertisement, the searcher leaves the results list of the search engine and lands 
on the advertised target website. Within the framework of the pay-per-click payment system, the advertiser 
will be charged the relevant bid amount per click. The probability of a prospect to take the desired ac-
tion, the conversion, depends on the one hand on the conformity of the search intention and the offer on 
the website and on the other hand on the subjective impression and the user-friendliness of the website.

In search engine advertising, one possible design approach to increase the conversion probability lies 
in choosing the appropriate landing page. This can be the homepage if the website is clearly structured 
and user-friendly. If the website is extensive, the landing page should be chosen in a way that prospects 
will find relevant information to their query on the landing page and can find all necessary detailed 
information with one or two more clicks.
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Evaluation of Search Engine Advertising

By addressing potential customers specifically through paid advertisements, advertisers attempt to increase 
the number of visits on their website and subsequent goals defined by the corresponding conversions. 
The cost of search engine advertising campaigns is usually calculated on the basis of the pay-per-click 
model. As the subsequent conversion happens on the company’s own websites, respectively at a later 
stage, so-called fraudulent clicks threaten both the search engines’ business model and the effective-
ness and efficiency of the advertising campaigns (Kitts et al., 2006; Jansen, 2006). In search engine 
advertising, click fraud means clicking on an advertisement without any intention of interacting with the 
advertiser. Click fraud also influences the performance indicators for search engine advertising. Olbrich 
and Schultz (2008) analyze consequences of click fraud on search engine advertising.

Another challenge in search engine advertising is the attitude of the searchers towards the paid ad-
vertisements. Searchers may deem advertisements irrelevant or mistrust the messages of paid advertise-
ments. In case of imprecise choice of keywords, there is also a danger of generating too little qualitative 
traffic or too much wastage with the search engine advertising campaign.

In contrast to search engine optimization, search engine advertising is not limited to a couple of 
search terms. Consequently, the target group may be addressed by means of various relevant keywords 
and advertisers may design different advertisements accordingly. Thus, keywords and advertisements 
can be matched to each other as well as to the target group.

Another danger lies in the choice of keywords if advertisers bid on very common search terms. 
Keywords that are used in many advertising campaigns often incur high bid amounts due to fierce com-
petition; thus, a cost-efficient target achievement of the advertising campaign may not be guaranteed.

Since advertisers can change the settings of the search engine advertising campaigns in real-time, 
search engine advertising requires continuous supervision of the target figures and the relevant adaptation 
of the campaign settings. Advertisers thus need to control search engine advertising campaigns not only 
at campaign level, but also at advertisement and keyword level. In contrast to search engine optimization, 
search engine advertising can also be used without much preparation time.

Research Streams in Search Engine Advertising

In correspondence with its popularity, search engine advertising has seen increasing research interest. 
Schultz (2016) identifies search behavior, multiple aspects of auction mechanisms, keyword generation 
and selection, click fraud, and the integration of search engine advertising into the promotional mix as 
dominant research streams in search engine advertising. The authors provide a brief overview of these 
different streams of research and refer to Schultz (2016) for a more in-depth information.

Research on consumer behavior towards search engine advertising predominantly addresses search 
behavior; especially comparing organic and paid results. In general, search queries are simply structured, 
include few search terms, and do not utilize search operators (Jansen et al., 2007; Koshman et al., 2006). 
Consumers value organic results and search advertisements differently (Danescu-Niculescu-Mizil et al., 
2010; Jansen & Resnick, 2006; Jansen & Spink, 2009; Jerath et al., 2014; Lo et al., 2014). Although 
the relevance of target pages is in general perceived as not significantly different (Jansen et al., 2007), 
in case of transactional searches, consumers find the advertised pages more relevant (Jansen, 2007). 
From a branding perspective, higher positioned lesser-known brand advertisements generate greater 
brand recognition and evaluation than lower positioned or better-known brand advertisements (Yoo, 



743

Differences Across Device Usage in Search Engine Advertising
 

2014). Gomes et al. (2009) identified two consumer groups with different search behavior. One group 
of consumers ignores search advertisements and has an overall low click probability. The second group 
examines all results and has a higher click probability. A related question to that of the different search 
behaviors is whether these behavioral differences translate to the advertised site and thus affect search 
engine advertising metrics (Schultz, 2013).

Regarding the auction mechanisms, research has analyzed the auction mechanism, ranking algorithm, 
pricing strategies, and bidding behavior in search engine advertising. Based on the influential work of 
Edelman et al. (2007) and Varian (2007), the auction mechanism in search engine advertising is gener-
ally referred to as “generalized second price auction” or “position auction.” The researchers find that 
the auction mechanism possesses an ex post equilibrium and is not necessarily truthful. Consequently, 
alternative mechanisms have been proposed that lead advertisers to bid their true value (Aggarwal et al., 
2006; Borgs et al., 2005; Bu et al. 2008; Constantin et al., 2008).

Ranking of search engine advertisements results from the bid amount and additional relevance criteria, 
such as an advertisement’s historical click-through rate (Balachander et al., 2009; Chen et al., 2009) or 
the congruence between the search query and the landing page (Choi et al., 2010). The weighted bid 
approach is found to reduce the risk for advertisers (Feng et al., 2007; Liu & Chen, 2006).

Pricing in search engine advertising has also received considerable research interest. The current greedy 
pay-per-click model does not maximize the revenue of the search engine provider under constrained ad-
vertising budgets (Abrams et al., 2008; Goel et al., 2008). One recommendation is to include predictions 
about the search volume (Abrams et al., 2008). Another recommendation is to include advertisements 
even when the budget is exhausted (Goel et al., 2008). Instead of using fixed reserve prices, reserve 
prices derived from theoretical auction design also increase revenue for the search provider (Ostrovsky 
& Schwarz, 2010). Additionally, several studies address different payment systems from various perspec-
tives (Animesh et al., 2010; Dellaroca & Viswanathan, 2008; Sen et al., 2008).

Research on bidding behavior focuses on the perspective of advertisers to maximize their revenue. 
Comparing different auction mechanisms and bidding strategies, the locally envy-free strategy in the 
generalized second price scenario maximizes advertisers’ profits (Szymanski & Lee, 2006). Early em-
pirical evidence shows that the bid value for the first advertisement rank depends on number of bidding 
advertisers and that the bid decrease is concave according to the ad rank (Ganchev et al., 2007). Bidding 
more for one keyword than for another generally depends on the ratio of the click-through values and 
the price elasticity of the response functions (Özlük & Cholette, 2007). Another research stream focuses 
on dynamic, also called strategic, bidding behavior (Edelman & Ostrovsky, 2007; Ganchev et al., 2007; 
Szymanski & Lee, 2006; Yao & Mela, 2011; Zhang & Feng, 2005; Zhou & Lukose, 2006). Based on 
empirical evidence, strategic bidding is shown to reduce the revenue of the search provider (Asdemir, 
2011; Edelman & Ostrovsky, 2007). Circular bidding occurs when the click probability highly depends 
on the ad rank or when the marginal return per click is high (Asdemir, 2011; Lim & Tang, 2006). In the 
generalized second prize auction, advertisers employ strategic bidding to increase the price for compet-
ing advertisements by increasing the bid to an increment below the next highest bid (Budinich et al., 
2010; Zhou & Lukose, 2006).

As the keywords provided by the advertiser are the starting point of search engine advertising, re-
searchers investigate the generation and selection of keywords. Brainstorming, document analysis, and 
surveys may provide a first set of keywords. Log files e.g. provide data on search terms that visitors 
used to reach the website of an advertiser in the past (Booth & Jansen, 2009). Similarly, the retrieval and 
relevance methods of search engines can be used to scan websites and identify relevant keywords (Yih 
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et al., 2006). Qiao et al. (2017) suggest using query logs to identify competitive keywords. Advertisers 
may also analyze the results of search engines after an initial query (Abhishek, 2007; Joshi & Motwani, 
2006) or utilize automated query suggestions (Jones et al., 2006; Santos et al., 2010). Bartz et al. (2006) 
demonstrate the applicability of collaborative filtering and logistic regression to a set of an advertiser’s 
pages or search result pages. An alternative approach is based on the open directory project using concept 
hierarchies (Chen et al., 2008).

As search engine advertising employs a pay-per-click model, fraudulent clicks endanger the business 
models of search providers and the advertising effort. The behavior to click on an advertisement without 
the intention to interact with the advertiser is generally referred to as click fraud (Jansen, 2006; Kitts et 
al., 2006; Olbrich & Schultz, 2008). Research distinguishes four situations of click fraud based on two 
motivations (damnification or enrichment) and two forms (manual or automated) (Olbrich & Schultz, 
2008). Besides identifying click fraud (Daswani et al. 2008; Haddadi, 2010; Kshetri, 2010), research 
analyzes its effect on search advertising metrics (Olbrich & Schultz, 2008; Wilbur & Zhu, 2009) and 
proposes ways to counter click fraud, e.g. by establishing a trusted third party (Dinev et al., 2008; Wilbur 
& Zhu, 2009), altering the auction mechanism (Immorlica et al., 2005), or adjusting the pricing scheme 
(Goodman, 2005).

Recent studies have addressed the inclusion of search engine advertising in the promotional mix, 
analyzing its competitive effectiveness, and the interaction with other advertising media (Dinner et al., 
2014; Joo et al., 2016; Kireyev et al., 2016; Naik & Peters, 2009; Olbrich & Schultz, 2014; Pfeiffer & 
Zinnbauer, 2010; Wiesel et al., 2011; Zenetti et al., 2014). Search engine advertising is found to affect the 
spending in both traditional and online channel sales (Dinner et al., 2014; Wiesel et al., 2011). A direct 
effect of search engine advertising is that it activates new consumers and redirects them to the landing 
page and subsequently drives traditional and online sales. An alternative, indirect effect of search engine 
advertising is the redirecting of consumers that are already activated by other media.

DEVICE USAGE IN SEARCH ENGINE ADVERTISING

Hypotheses

Multiple devices become more and more dominant in the daily life. Consequently, mobile devices, such 
as smartphones and tablets, are used increasingly for online activities. Early results indicate that con-
sumers use mobile devices more frequently but for shorter durations than fixed devices (Cui & Roto, 
2008). Consumers have for example been found to use mobile devices to access the internet when they 
are outdoors (Lee et al., 2005) or in stores to compare prices (Broeckelmann & Groeppel-Klein, 2008). 
Mobile devices are thus used for information purposes. However, it may be the smaller display size that 
limits the use of mobile devices for transaction purposes (de Haan et al., 2015; Shankar et al., 2010). 
Consumers also perceive fixed devices as more secure for online transactions (Chin et al., 2012). Despite 
the limitations of mobile devices, their use has become more and more prevalent. Consequently, this 
study hypothesizes:

Hypothesis 1: The increased use of multiple devices leads to an increase in impressions, clicks, costs, 
and conversions from mobile devices, and a decrease for desktop personal computers.
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In addition to the development of these interaction measures in search engine advertising (e.g., 
impressions, clicks, and conversions), advertisers are further interested in the performance across mul-
tiple devices. Previous research indicates that mobile devices have lower conversion rates than desktop 
personal computers (de Haan et al., 2015). Also, consumers switching from a mobile device to a less 
mobile device increase conversion rates depending on consumer, session, product, and timing variables 
(de Haan et al., 2015). However, the authors also indicate that the switching effect decreases over time as 
users gain experience with mobile devices. As this study addresses the development of such behavioral 
differences, it proposes differences between click-through rate and conversion rate as well as cost per 
click and cost per conversion.

Hypothesis 2: The increased use of multiple devices does not affect the click-through rate, but does 
affect the conversion rate across multiple devices.

Hypothesis 3: While cost per click is similar, cost per conversion is different across multiple devices.

Data Collection and Sample

A service provider provided the data for this study. The services are located in a competitive market 
environment and can be characterized as time-consuming and cost-intensive. The search engine adver-
tising activities of the service provider were recorded from January 1, 2012 until December 31, 2016. 
The data is aggregated on a weekly basis and includes 260 complete weeks and 2 weeks with less than 
7 days at the period edge. All search engine advertising activities during this period apply equally to 
all devices. To account for changes in search engine advertising, the performance indicators reflect the 
share of impressions, clicks, costs, and conversions in a single week. For example, the analysis draws 
upon the percentage of advertisement impressions for a single device category and not upon the absolute 
number. For the five-year period, the search engine activities resulted in about 36 million ad impressions, 
2 million clicks, and 21,771 conversions. Data on the advertising budget, advertising spend (costs), and 
the bid amount are undisclosed, as requested by the service provider. Table 5 presents descriptive data 
on the performance indicators.

The study addresses the three categories desktop computers, mobile phones, and tablets. All devices 
have full access to the internet. Mobile phones are categorized as less than 7-inch in screen diagonal 
and tablets have a screen diagonal with 7 inch or above. Table 6 provides a data overview according to 
the device categories.

Table 5. Data overview

Variable Description Min Max Mean SD

Impressions Number of advertisements displayed on a search engine result 
page 25,043 303,971 141,387 80,145

Rank Average position of the search ads 1.3 3.6 3.1 .5333

Clicks Number of advertisements clicked 3,745 13,011 7,899 1,709

Click-through rate Ratio of clicked advertisements to the number of displayed 
advertisements .0276 .1837 .0559 .0350

Conversions Number of actions reaching a predefined goal 24 214 83.53 31.61

Conversion rate Ratio of clicked advertisements leading to a predefined goal .0034 .0232 .0106 .0028
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Data Analysis

In order to test Hypothesis 1, we calculated the trend regressions for the share of impressions, clicks, 
costs, and conversions for the three categories. All β-coefficients are significant at the .01 level. Table 
7 presents the β-coefficients and the corresponding R2 values.

In line with Hypothesis 1, the four coefficients for desktop computers are negative and all the coef-
ficients for mobile phones and tablets are positive. Since the service provider is charged on the basis of 
clicks, clicks and costs are highly correlated. The Pearson correlation coefficient is .995 and significant 

Table 6. Multi-platform data overview

Desktop Mobile Tablet

Variable Min Max Mean SD Min Max Mean SD Min Max Mean SD

Impressions 13,963 246,870 112,854 70,992 5,656 44,548 19,066 10,195 1,946 22,328 9,466 5,857

Rank 1.3 4.0 3.3 .5274 1.2 2.6 2.2 .3668 1.2 3.4 2.8 .5686

Clicks 2,189 10,588 5,994 1,736 166 2,610 1,151 584 166 1,569 754 314

Click-
through rate .0267 .1749 .0531 .0313 .0198 .2005 .0604 .0465 .0320 .2665 .0796 .0514

Conversions 15 204 68.31 32.34 0 26 8.26 5.40 0 29 6.97 4.33

Conversion 
rate .0032 .0264 .0114 .0030 .0000 .0455 .0072 .0031 .0000 .0301 .0092 .0046

Table 7. β-coefficients and the corresponding R2 values for share of impressions, clicks, costs and con-
version of desktop computers, mobile phones, and tablets

Dependent Variable# Standardized β-Coefficients R2

Desktop

impressions -.953* .909

clicks -.972* .944

costs -.923* .852

conversions -.847* .717

Mobile

impressions .964* .929

clicks .960* .922

costs .857* .735

conversions .834* .696

Tablet

impressions .634* .402

clicks .617* .381

costs .671* .450

conversions .325* .105
#independent variable is the time (week); * significant at p = .01.
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at the .01 level across all three devices. We also note that for tablets, the share of impressions, clicks, 
costs, and conversions seems to fluctuate around the ten per cent level. Figure 2 displays the develop-
ment of these shares across the three devices.

In order to test for Hypothesis 2, the Pearson correlation coefficients are calculated. For the click-through 
rate, the correlation coefficients are positive and highly significant at the .01 level. The click-through 
rate for desktops correlates .969 and .977 with mobile devices and tablets respectively. The correlation 
coefficient between mobile and tablet is .955. To investigate how much variance is explained by a single 
component, a corresponding principal component analysis across the three devices’ click-through rates 
yields an explained variance of .978 percent. Consequently, the click-through rate and the click behavior 
is similar across the three devices.

In contrast, the correlation coefficients for the conversion rate are comparatively small. The coef-
ficient between tablet and mobile is .180 and between tablet and desktop is .299, both significant at the 
.01 level. The coefficient between desktops and mobiles is .118 and not significant. However, a compo-
nent analysis identifies one factor that explains .470 percent of all conversion rate variance across the 
three devices. All in all, while users seem to behave similarly regarding the decision to click on a search 
engine advertisement, users appear to differ in their likelihood to convert on the target site. The finding 
corresponds to earlier results regarding quality differences according to the ranking of the search engine 
advertisements (Schultz, 2013) and findings regarding switching effects between multiple devices (de 
Haan et al., 2015). Figure 3 displays the corresponding trend lines.

Figure 2. Development of impression, click, cost, and conversion shares across the three devices
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In order to check that this result does not depend on the advertisement ranking, we analyze the adver-
tisement ranking across all three devices in the same way (See Figure 4 below). The advertising rank in 
desktops correlates with the advertising rank in mobiles and in tablets with .942 and .885 respectively 
– both significant at the .01 level. Also, significant at the .01 level is the correlation coefficient of .897 
between advertising rank in mobiles and tablets. Again, one factor explains .939 percent of all the rank-
ing variance across these devices.

Figure 3. Development of click-through rate and conversion rate across the three devices

Figure 4. Development of advertising rank across the three devices
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As ranking across all devices is similar, users tend to differ regarding the propensity to convert on the 
target site. Hypothesis 2 thus is supported as the behavior to click is similar across multiple devices, yet 
the conversion behavior is different, in line with previous findings (de Haan et al., 2015). In consequence, 
advertisers need to consider and address these findings in their search engine advertising campaigns. 
Additionally, as this study addresses the development of these performance indicators, future develop-
ment may trend towards a similar behavior for conversion behavior as well.

The correlation coefficients of cost per click are all significantly positive at the .01 level. The cost per 
click in desktops correlates with .441 and .515 with the cost per click for mobiles and tablets respectively. 
Between mobiles and tablets, the coefficient is .244. Some differences are visible upon inspection of the 
cost per click development in Figure 5. A corresponding principal component analysis identifies one 
factor explaining .603 percent of all cost per click variance across the three devices.

While this result lends some support to Hypothesis 3, the cost per conversion development already 
displays strong fluctuations for mobile phones and tablets (See Figure 5 below). Correspondingly, only 
the correlation coefficient of .510 is significant at the .01 level between cost per conversion in desktops 
and tablets. The correlation between desktops and mobiles is .086 and .090 between mobiles and tablets. 
Again some part (.512) of all the cost per conversion variance across the three devices can be explained 
by one factor. The development of cost per click and cost per conversion corresponds in some part to the 
findings on the click-through rate and conversion rate as these performance indicators are in part inter-
related. However, the differences across the three devices are higher regarding cost per click and cost 
per conversion. The findings only lend some support to Hypothesis 3. Again, there are some similarities 
on the click level, but not on the conversion level. Correspondingly, future developments may also trend 
towards a similar performance for cost per conversion.

Discussion and Implications

The results of the present study show some different developments across multiple devices. Firstly, mobile 
devices become more and more prevalent – even in a case of services that are characterized as time-
consuming and cost-intensive. Consequently, advertisers need to address the increasing use of mobile 
devices by implementing responsive landing pages which enable usability across all devices. Secondly, 

Figure 5. Development of cost per click and cost per conversion across the three devices
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as conversion rates may differ across devices, bidding amounts need to be adjusted accordingly. Further, 
as de Haan et al. (2015) indicate switching effects between different devices, advertisers need to consider 
all touchpoints of the customer journey - defined as a series of consumer touchpoints with a brand(e.g., 
Anderl et al., 2016). Advertisers thus need to collect the corresponding data and analyze it according 
to the underlying advertising goals. Thirdly, cost per click behaved comparatively similarly, while cost 
per conversion differed across the device categories. This may potentially lead to different profitability 
across these devices. These differences need to be addressed when deciding on the advertising budget, 
bidding amount, and structure of the search engine advertising campaigns. As long as device differences 
exist, advertisers can for example set-up different campaigns for the various devices.

Outlook on Developments in Search Engine Advertising

The opportunity to selectively reach the target group at a point in time when the prospects are already 
thematically involved and activated will continuously contribute to the share of search engine marketing 
in marketing budgets. The use of multiple, especially mobile devices further contributes to this develop-
ment. The chapter thus concludes with a brief outlook on trends in search engine advertising.

The increased use of mobile devices has motivated the adaptation of search engines so as to receive 
voice commands by users. Voice command will become more and more common with continuing 
advances. Since oral search queries may differ from type-in queries, advertisers need to review their 
campaign and content strategies in order to ensure the availability of the advertising campaign and thus 
the targeted sites upon voice commands. Similar to differences between oral and written language, voice 
commands challenge brands to adopt relevant terms according to the target group.

An additional technological development concerns the automation of decisions and processes related 
to search engine advertising. Beyond an alert system for exceptional incidents, for example performance 
indicators exceeding or falling below a threshold, automated bidding strategies provide a way of opti-
mization. Google for example offers various automated approaches for different performance goals of 
a search engine advertising campaign, so that manual bid management is reduced. A related question is 
whether external services, such as external automated bid management, provide additional value regard-
ing the bidding competition that is resolved by search engine providers.

The use of multiple devices drives the desire of advertisers to track users across these devices. The 
continuous development of such tracking technologies contributes towards answering the question which 
marketing channel impacts the outcome of a customer journey in which way. Advertisers thus aim at cap-
turing the entire customer journey and at assigning marketing budgets accordingly. Capturing the entire 
customer journey would further enable advertisers to target or retarget prospects across multiple devices.

Mobile devices are location-independent. As such, localization of these devices and their users creates 
new possibilities, representing one characteristic of mobile commerce (de Haan et al., 2015; Shankar et 
al., 2010). In search engine advertising, localization enables advertisers to create localized campaigns 
that can be targeted accordingly. Thus, advertisers can increase their targeted address by the ability to 
provide more relevant information. Advertisers may for example provide discounts on products or services 
in the vicinity of competing businesses. Consequently, localized search engine advertising campaigns 
may target prospects that are in proximity to an offer. This possibility may be particularly relevant for 
small and medium sized companies who may address their target group in a regional context and thus 
create links to their local business.
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Mobility and mobile devices determine future developments in search engine advertising and be-
yond. From an advertiser’s current perspective, this mobile development needs to be accommodated by 
responsive websites that provide access with high usability for mobile users. Technological innovations 
will further add to the existing range of web-enabled devices beyond smartphones, smartwatches, and 
smartglasses.
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KEY TERMS AND DEFINITIONS

Click Fraud: A form of adversarial behavior by deliberately clicking on advertisements without 
intending to transact with the advertiser.

Conversion: A conversion is the predefined outcome of the search engine advertising campaign. A 
conversion can e.g. be the visit on a specific website, the request for information material, registration 
as a new customer, or the conclusion of an online transaction.

Generalized Second Price Auction: The dominant pricing auction in search engine advertising is 
the so-called generalized second price auction or position auction. Advertisers pay an amount accord-
ing to the next lower bid plus a potential increment. This pricing auction is a multi-slot version of the 
Vickrey-Clarke-Groves auction.

Keyword: A keyword is provided by an advertiser and refers to a search phrase that may consist of 
multiple terms. The corresponding advertisement takes part in a ranking auction if a search query relates 
to a given keyword.

Landing Page: The landing page is a web site that a person reaches after visiting a link, for example 
after clicking on a banner or a search advertisement. The landing page can be designed in response to 
the previous touch point.

Long Tail: Summarizes the idea of using many objects with low volume and a positive profit margin 
to generate profit. In search engine advertising, the long tail refers to a large number of search keywords 
that have low search volume and low competition.

Multi-Screen: The concept refers to individuals’ use of multiple devices to access (online) media. 
In part, this behavior may occur simultaneously.

Search Engine Advertising: Search engine advertising refers to the placement of advertisements on 
the search engine results page. Search engines may place these advertisements above, below, or alongside 
the so-called natural or organic results of the retrieval algorithm.

Search Engine Optimization: Search engine optimization includes all approaches addressing the 
natural or organic ranking on the search engine results page. These approaches may address aspects of 
one’s own web site as well as external factors, such as receiving links from other sites.

Strategic Bidding: A behavior to increase the price for competing advertisements by increasing the 
bid to an increment below the next highest bid. Strategic bidding increases the advertising costs for the 
competitor without paying more oneself.

This research was previously published in Multi-Platform Advertising Strategies in the Global Marketplace edited by Kenneth 
C. C. Yang, pages 250-279, copyright year 2018 by Business Science Reference (an imprint of IGI Global).
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ABSTRACT

Advertisements can be divided into two main groups as analytical and narrative advertisements. Analytical 
content of an advertisement includes features of products and it addresses to consumers’ rationality. 
On the other hand narrative advertisements focus on to create a story around a brand and addresses 
to consumers’ emotions. This study focuses on the type of narrative advertisement, its development and 
practices in recent years. The study begins with a general frame of advertising history, a discussion of 
the distinctions between narrative and analytic modes of processing and transformation of narrative 
advertising. Narrative advertisements will be inspecting with the terms of narrative 1.0, 2.0 and 3.0. 
The term of narrative 3.0 is the main focus point of this study and it will be explained with the concepts 
of prosuming, user integration, viral, etc. At the end of the study, as a narrative 3.0 practice, Tru Blood: 
Revelation will be inspected.

INTRODUCTION

The history of advertising can be defined as a stage for numerous strategies which have been created in 
order to convince individuals for a certain product needs. Creating an intensely competitive environment 
of developments in production technology, the emergence of new ways to send messages to consumers 
as a result of development in communication technology, besides the development of consumer aware-
ness have led to a change and development in strategies in the field of advertising.

In the historical process, it can be said that advertising was born with trading, nevertheless there is 
a huge difference between the ads in the past and today. Advertising has been differed in the course of 
time. When examining today, advertising is an efficient sector which progressing a parallel development 
with social dynamics. Today, it is one of the most important weapons of marketing and it has become a 
very important sector in the world, not only in terms of practices but also its influence area.

Narrative 3.0:
Generating of User Integrated Narrative

M. Nur Erdem
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Many factors have played a role in development of advertising. But, influnce area of advertising has 
extended because of discovery of the power of narration and narrative has proved its ability besides 
other factors. There are many studies that researching to effects of advertising narratives on consumers. 
The common ground of these studies is narration establishes an emotional bond between consumer and 
product / brand. And this bond provides purchasing of product / brand by consumer.

Narrative can be defined as creating stories, or rather, it is some kind of retelling a story. Events con-
stitute stories –a story is sequence of events-, the narrative is retelling or recounting of these events which 
constitute story. Thus narrative has a fiction and it changes or shape the story (events, times, results, etc.). 
The narrative used in many areas like novels, films, serials, etc. And advertising is one of these areas.

Especially after 1945, number of advertising messages and channels increased. Developments in 
production and communication technologies brought about a fierce competiton, and besides, new com-
munication skills needs for companies. Hereby the narrative got increasingly involved in advertising. 
Herein, there is contribution of structure of materialistic society and consumer culture. Existing of a 
large number of products of the same type on the market, and besides, a large number of advertising mes-
sages affected to society in mainly two ways. First, consumer culture came into existence and consuming 
became a hedonic act. Second, individuals - as consumers- became conscious and more sceptical about 
content of advertisements and real features of products.

At this point, narrative became more important to advertisers. İmportance of features like creativity, 
originality, persuasiveness were already discovered. But, compounding of these features around a story 
emerged major effects. Consumers found sections from their lives, solutions for their problems and 
storylines which speak to their emotions in these narratives. Undoubtly, narrative is not enough while 
it stands alone and consumers might prefer a clear information instead of a story or an expert instead 
of a storyteller. At this point, it can be said that advertisements were divided two main groups as narra-
tive mode and analytic mode of advertising. But, it is a known fact that the narrative has increased the 
influence of advertising.

Importance of narrative advertising can be explained in this way. But, to explain the transforma-
tion of narrative advertising is important as describing the concept. Efficiency of narrative advertising 
has increased after 2. World War, therefore transformation process must be evaluated from this term. 
Because, before this process, mankind had lived two big world wars, an economic crisis in 1929, crisis 
and restructions in political fields, huge developments in production, transportation and communication 
technologies. Some kind of social relief, after these crisis and the other developments have triggered the 
consumption. Naturally, narrative advertising has found a backdrop to developing itself.

In this study, this process will be inspected in three term. Narrative 1.0 is the term of cliches and 
stereotypical storytelling. The term of narrative 2.0 points out to consumer – orientated point of view 
and its practices. Lastly, the term of narrative 3.0 refers to narrative advertisements in the digital age. 
The study begins with a general framework of the advertising history. And, then the distinctions between 
narrative and analytic modes of processing will be discussed. After this discussion, the study will focus 
on the concepts of narrative, narrative advertisement and storytelling. Narrative advertisements will be 
inspect with the terms of narrative 1.0, 2.0 and 3.0. The term of narrative 3.0 is the main focus point of 
this study and it will be explained with the concepts of prosuming, user integration, viral, etc. At the end 
of the study, as a narrative 3.0 practice, True Blood: Revelation will be evaluated.
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BACKGROUND

A General Framework of Advertising History

As a publicity occupation, history of advertising can be traced to ancient civilizations. Tungate utters that, 
“It’s doubtful that the ancient Egyptians and Greeks were insensible to the benefits of product promotion. 
The Romans certainly knew how to make a convincing sales pitch, and early examples of advertising 
were found in the ruins of Pompeii. A roguish adman told me that one of these was a sign promoting 
a brothel, which is an appealing idea: the two oldest professions benefiting from one another. Others 
claim that prehistoric cave paintings were a form of advertising, which seems altogether more fanciful. 
But it’s safe to say that advertising has been around for as long as there have been goods to sell and a 
medium to talk them up – from the crier in the street to the handbill tacked to a tree” (Tungate, 2007, 
10). Undoubtedly, comprehension of advertising has been changing for ages and gaining many different 
meanings according to needs of producers and consumers. Discourse of advertising has been changing 
in the same way. In today’s world advertising has a symbolic language. “It is a different, sometimes ex-
ceptional, sometimes anomalous but consistent, in itself and distinctive symbolic language. Advertising 
carries its discourse to this language, cherishes in this language and transfers with this language. With 
this language, it occupies our imagination, draws the borders of our future hopes, expectations; it uses our 
dreams and it seduces” (Çamdereli, 2004, 57). But development of this discourse required a long time. 
This was also an expedition that resulting in to discovery of effectiveness activating emotions instead 
of mind. In this context, it is necessary to evaluate the advertising history with a general framework.

History of advertising might be divided to six periods or stages; pre – printing period prior to the 
15th century, early printing period from the 15th century to about 1840, period of expansion from 1840 
to 1900, period of consolidation from 1900 to 1925, period of scientific development from 1925 to 
1945, and period of business and social integration from 1945 to the present (http://ietd.inflibnet.ac.in/
bitstream/10603/375/7/07_chapter2.pdf; 2016). All of these periods referes to a development about the 
advertising strategies. As it can be seen, these periods closely relative with the developments in production 
and communication technologies and also differentiation in consumer perception, manner and behaviour.

The history of advertising goes back to the 3000 BC. Barkers, frescoes and papyrus were the first 
methods of advertising in ancient society like Rome, Greece and Egypt. This period is the pre – printing 
period. First printed advertising examples was emerged in 1450’s with Gutenberg and his printing press. 
Flyers and newspapers were effective channels of announcement. This method was very simple, effective 
and also popular to 1840’s and it refers to early printing period. After the 1840’s, about sixty years, was 
the expansion term which third period of the advertising history. In these years, the results of the Industrial 
Revolution became visible. On the one hand power of steam and water created many changes in produc-
tion technologies. On the other hand, developments in transportation led to the broadening of markets. 
This process created also a fierce competiton among manufacturers. Therefore, publicity needs increased 
in this period. Gradually increasing branding attempts was an indicator of this need. Developments in 
communication technologies promoted this process and advertising has been started to expansion after 
these years. As known, the first advertising agency established in this period. Between the years 1900 
and 1925 were the consolidation years in terms of advertising. In western countries –especially United 
States-, the structure consist of monopolies, dependency to big banks and railway companies, main busi-
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ness sectors like petrol and steel which is controlled by big bosses constituted general characterteristic 
of early 1900s. In the meantime, business world had to comply with the new legal regulations and it 
was harshly criticized by press. At this point, especially viewpoint of press to companies was a warning 
system for advertisers. In this term, importance of earn people’s trust on effectiveness of advertising 
has been discovered. In addition to first advertisers associations was established and these associations 
determined a framework of advertising ethics. According to Peltekoğlu, issues such as honesty or hyp-
ing and unfair competition in advertising, controlling of the press at this point mentioned in this term. 
Between 1925 and 1945, a scientific viewpoint has became widespread in field of advertising. In this 
term, acquired results from the scientific studies which investigating both individual and massive ef-
fects of advertising –especially political propaganda’s perspective- was started to wielded in advertising. 
The last term is from 1945 since present. In this term, it can be said that many changes had emerged 
in advertising. But these changes were not only about advertising, but also consumers and their point 
of view to consumption and advertising. In this term, classical product and benefit discourses had lost 
their influences. But the narrative advertising, which includes emotions and lifestyle presentations, has 
increasingly found a solid place itself.

THE DISTINCTIONS BETWEEN NARRATIVE AND 
ANALYTIC MODES OF ADVERTISING

Advertisements can be divided into two main groups as analytical and narrative advertisements. And 
it is necessary to eveluate the differences between these two modes of advertising before explaning the 
narrative advertising.

Advertisements plays an important role in consumer decisions and behaviours and it has some func-
tions at this point. These functions can be ordered as informing, reminding, persuasion, adding value and 
promoting consumers’ decisions. These functions have come into prominence during 1990’s because 
of consumer orientation has become widespread. Nevertheless, consumers’point of view has changed. 
On the one hand, consumption has become an object of consumption itself for consumers and advertis-
ing has played an important role in this situation. Individuals, who have been living in a consumption 
society, see the act of consumption as an object of pleasure. On the other hand, consumers have become 
conscious, too. In other words, consumers has become more selective about proffered things (products, 
lifestyles, messages, role-models, etc.) via advertisings to themselves. At this point, they have gained the 
characteristic of being persuadable in the face of advertising that emotional and presents a lifestyle to 
themselves or revolves around a story. In the meantime, they request rational solutions for their problems 
and questions. This state brings differentiation about advertising messages in its wake. Approaches of 
consumers towards the products / brands might be emotional or rational. That is why advertising goes 
into division as analytical or narrative.

Analytical content of an advertisement includes features of products and it addresses to consumers’ 
rationality. This kind of a content encourages people to questioning about functions, benefits and advan-
tages of products and brands. Because of this, there are rational and realist answers to rational and realist 
questions in this kind of advertising. “Analytical processing of advertising involves close examination 
of product attribute information, as encouraged by advertisements that present a product’s features and 
attributes in a list” (Adaval & Wyer, 1998, p. 212).
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It is expected of a narrative content, setting consumers in motion to feel an emotion, to develop an 
attitude and as a result of these to take action in a way of purchasing, instead of providing to ask ra-
tional questions about real benefits. “Through narrative processing, which is particularly likely when 
advertisements portray stories, consumers understand or imagine sequential events related to product 
consumption” (Adaval & Wyer, 1998, p. 214).

There are several key differences between narrative and analytical processing modes (Chang, 2012, 
p. 242):

• First, the narrative mode facilitates evaluations more than analytic processing.
• Second, narrative and analytical processing involve different information search patterns and eval-

uation strategies.
• Third, narrative and analytical processing weight the attributes of different characteristics to dif-

ferent degrees.

In other words, in order to be persuasive, the advertiser must know if an advertisement’s appeals 
(whether rational or emotional) should or should not coincide with the consumer’s (whether cognitive 
or affective) attitudes towards the advertised product. Rationally-appealing adverts motivate consumers 
by means of logical information and arguments. Emotional appeals attempt to evoke effective responses. 
On the other hand, attitude towards products consists in assessments that may derive from qualitatively 
different types of information, forming the cognitive and affective components. The cognitive element 
concerns knowledge and thinking, while the affective aspects concern emotions and feelings, in both 
cases toward the object of the attitude (Huertas & Campomar, 2009: 81).

STRENGTH OF NARRATIVE IN ADVERTISING

The concept of narrative is defined as “a spoken or written account of connected events; a story” by 
Oxford Dictionary (https://en.oxforddictionaries.com/definition/narrative; 2016). As it can be under-
stood from this definition, the word of narrative is frequently mentioned with the concept of story or 
sometimes with the plot; altough they have fragile differences. “Put very simply, ‘story’ consists of all 
the events which are to be depicted. ‘Plot’ is the chain of causation which dictates that these events are 
somehow linked and that they are therefore to be depicted in relation to each other. ‘Narrative’ is the 
showing or the telling of these events and the mode selected for that to take place” (Cobley, 2001, p. 
5). From this aspect, narrative can be defined as an art, a technique and a process of generating a story, 
and it is seperated from the concepts of story and plot but at the same time they are relative concepts 
(Abbott, 2008; Szurmak & Thuna, 2013; Polkinghorne, 1995).

The importance and strength of narrative has long been recognized. “From Aristotle to the present, 
virtually every major critic and theorist has had something to say about the art of narrative” (Altman, 
2008, p. 1). And utilization of narrative can be seen in many different fictional structure. As Roland 
Barthes says:

The narratives of the world are numberless. Narrative is first and foremost a prodigious variety of 
genres, themselves distributed amongst different substances—as though any material were fit to receive 
man’s stories. Able to be carried by articulated language, spoken or written, fixed or moving images, 
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gestures, and the ordered mixture of all these substances; narrative is present in myth, legend, fable, 
tale, novella, epic, history, tragedy, drama, comedy, mime, painting (think Carpaccio’s Saint Ursula), 
stained-glass windows, cinema, comics, news items, conversation. Moreover, under this almost infinite 
discovery of forms, narrative is present in every age, in every place, in every society; it begins with the 
very history of mankind and there nowhere is nor has been a people without narrative. All classes, all 
human groups, have their narratives, enjoyment of which is very often shared by men with different even 
opposing, cultural backgrounds. Caring nothing for the division between good and bad literature, nar-
rative is international, transhistorical, transcultural: it is simply there, like life itself. (qtd. in Ramsdell, 
2010, p. 273)

People use narratives for many different reasons. Sometimes for teaching, sometimes for literary, 
sometimes for remembering, even as to cope with their griefs. In their article “Narratives And Story 
Telling In Coping With Grief And Bereavement”, Bostico and Thompson (2005) have sought an answer 
to question of “why people tell stories?”. According to this, “Lule (1990) asserts that people use narra-
tives to ‘make sense of the world’. According to Weick (1995), stories ‘impose a formal coherence on 
flowing soup’. People put events in order and comprehend reality when they tell stories, thus creating 
links between the world, themselves and others (Tannen, 1988). Through stories, people can bring order 
to disparate events, combining them into logical temporal sequences (McAdams, 1990). Stories clarify 
or explain events by creating a network of cause and effect relationships that bring together accepted 
facts as well as speculative information that is germane to analysis of the situation (Robinson & Hawpe, 
1986). According to Schank (1990), ‘it’s as if nothing has happened’ unless a story is told about it” (qtd. 
in Bostico & Thompson, 2005, p. 3). In the same article, Bostico and Thompson also have focused to 
results and they have claimed that the narratives and storytelling perform two main function: sensemak-
ing and catharsis (Bostico & Thompson, 2005, pp. 4-5). With these two functions, people can establish 
a connection between events and relationships and also they reveal their suppressed feelings.

As stated previuosly, there are many kinds of narrative and these two functions might seen in all kinds 
of narrative. Especially in advertising, sensemaking and catharsis come into prominence. Advertisings 
try to get and keep consumers’ attention to advertised product / brand via narratives. Using narrative 
during an advert creates a persuasive, influential, significative effect on people. It strengthens meaning; 
provides to connection between problems, solutions and the product / brand; and of course it leads to 
consumer purchase of the product / brand.

The use of narratives in advertisements strengthens reception of the message, in contrast to a simple 
listing of features (Adaval & Wyer 1998). The main advantage is the structural similarity to “informa-
tion naturally acquired in life experiences and from their tendency to induce holistic, not piecemeal, 
information processing strategies” (Delgadillo & Escalas, 2004, p. 187). Narratives can also be seen as 
an organizing framework aiming to improve the memory effect, which is consistent with a long stream 
of research in psychology. As demonstrated by Lang (1989) a chronological presentation of events im-
proves the audiences’ memory. Schank and Abelson (1995 in Delgadillo & Escalas, 2004, p. 187) add 
that in the course of time, narratives are memorised as abstractions or “story skeletons”. The problem 
marketers encounter today is a saturated market and fierce competition. Rationality is no longer the 
main argument to convince a consumer. Companies are forced to provide clients with a value-added 
experience that address dreams and emotions, and “adds meaning to our pursuit of the good life. This is 
where narration and advertising form an alliance. By wrapping the product value with a good story, the 
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story automatically becomes the driving force behind the brand values, thus distinguishing them from 
the rest of similar products (Kaliszewski, 2013, p. 9).

TRANSFORMATION OF NARRATIVE ADVERTISING

The developments in digital technology have played an important role in advertising and correspondingly 
in narrative. In theory and practice, narrative advertising has changed in the way of digital innovations. 
But this transformational process have not emerged on a sudden. It is a result of a sequence of develop-
ments in production and communication technologies. For this reason, it is necessary to evaluate the 
developments in a historical process.

In this study, narrative advertising will be discuss in three terms. The term of Narrative 1.0 that 
includes cliches and stereotypical storytelling; the term of Narrative 2.0 that includes a consumer – 
oriented approach and its practices; and lastly, the term of Narrative 3.0 that includes digital culture of 
today’s world.

The Term of Narrative 1.0: Cliches and Stereotypical Storytelling

Evolution of advertising has followed a road in parallel with evolution of marketing. It can be said that 
the marketing and advertising developed with the sales era. Before this era, companies had focused on 
production problems. Developments in production technologies, and besides, increased competition had 
required intensive sales effort. The sales era had started in such an environment that production was 
easy while sale was troblesome. And this stituation had required a new approach to advertising. “At this 
point, firms decided that the key to success was to have a powerful and aggressive sales effort, using 
high-pressure techniques to persuade people to buy. Sales orientation assumes that customers will buy 
more than they need if they are pressured, that clever sales techniques will persuade people, that people 
will not object to this process and will be prepared to buy again in future, and that people’s misgivings 
about buying represent sales resistance rather than anything inherently wrong with the product. Theodore 
Levitt famously said that, selling is about the needs of the seller; marketing is about the needs of the 
buyer” (Blythe, 2006, p. 5). Personal selling and advertising (to appear on media) were most important 
and even more only marketing action. The understanding of this term was sales – oriented. In this term, 
manufacturers and marketers focused on developing new ways and strategies for selling beyond needs 
and satisfaction of consumer. From the 1920s to the early 1950s, this approach was nominal.

1950s was the golden age of advertising. Consumers relied on advertisings deeply. Bond and Kir-
shenbaum (2004) explain the approach of this term, products had to be appear on TV and sponsors had 
to tell about their products and their advantages - whether they have or not. To be on TV was enough 
to be persuasive about utterances for the products. This was also made a product desirable. Creativity 
was not implemented and it was not necessary, because of consumers were seen as a robot line who pay 
attention to every call from advertisers. And besides, advertisers had used every way –including lies, 
exaggerations and misinformation- to effect and persuade consumers.

The basic formulation of the advertising approaches was shaped problem – using of product – solu-
tion, in this term. Consequently, advertising narratives were shallow and very simple fictional structures. 
Cliches and stereotypical storytelling reflects the characteristic of this term. For example, advertisements 



766

Narrative 3.0
 

could have shown beautiful men or women –who have popular beauty measures of the term of course- 
to tell people buying a product / brand. A beauty cream could have been a beginning for a happily ever 
after story or a cigarette producer could have claimed that their brand was healty because of its appetite 
reducer feature. But, after a while –in the mid 1960s- both consumers and advertisers have changed, and 
narrative advertising has gained a new dimension.

The Term of Narrative 2.0: Consumer – Oriented Approach

The term of narrative 2.0 has contained the years between in the mid 1960s and 2000s. Consumer – ori-
ented approach had been directing to advertising efforts because of the advertisers’ point of view had 
changed. In this term, it was understood that consumers could not have been easily manipulated. Actually, 
effects of sales - oriented era could be seen in early 1960s. But in the mid 1960s, modern marketing ap-
proaches have developed, consequently marketers and advertisers have started to follow new strategies. 
This change could also be seen in marketers’ and advertisers’ point of view to consumers.

Modern marketers –and also advertisers- have had an opinion about consumers. And they knew about 
the consumers would not continue to buy the products when they did not get their money’s worth; and 
they are also smart enough to know what they need (Blythe, 2006, p. 6).

On the other hand, until this period advertisers were considered extremely smart and talented people, 
especially in comparison to consumers. But in the mid 1960s, -while advertising was in a change process- 
thought of consumers could be as smart as advertisers had started to been accepted. This change in the 
thought has led to a creative revolution in advertising. For example, secretly acception of consumers’ 
distrust and cynicism was a repeated behaviour in the way of advertising (Bond & Kirshenbaum, 2004, 
p. 40).

This term can be described as an image building period based on trustworthiness. And another feature 
of the term -especially in U.S.- is advertising has started to take shape reflectively of cultural diversity. 
In 1960s, the works in the center of advertising industry had been changing to be able to adapt to society 
which has growing number of cultures. Till the end of 1950s, advertising industry was an extremely 
white industry. It had been working to please white Anglo – Saxon clients who had most of American 
industry or worked in it (Bond & Kirshenbaum, 2004, p. 41). In the mid 1960s, it could be seen that 
people from different ethnic origins have started to work in advertising field. These individuals, who 
especially worked in creative departments, had reflected their own cultures to their works.

In the years of 1970s, advertising industry in U.S. accommodated to ethnic origins in advertising 
production and narratives. In this term, American Dream” had been coming into prominence in narra-
tive advertising. In 1980s, social responsibility was the main theme. Companies have carried out social 
resposibility campaigns and reflected their works to advertisements with the aim of showing they are 
not only profit - oriented and also they are susceptible about the social problems.

In 1990s, element of emotion has become dominant in narrative advertising. “Emotional intelligence 
is becoming more central to advertising development. As differentiation on functional benefits get closer 
and closer with technical advances in product performance, differentiation on emotional benefits becomes 
more and more crucial” (Pawle & Cooper, 2006, p. 38)”. Now that a story is told in an advertisement, this 
story must have an emotion content. And this content must establish a tie, evenmore it must constitute 
a love relationship between brand and consumer. Hereby, the story -which advertising narratives set up 
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on it- is based on a image of company which trustable, strong and susceptible about not only consum-
ers’ problems but also social problems and needs. An airline company which supports the national team 
of the country while its staff look after your child like their own child; or a milk products brand which 
works out about preschool education as a social responsibility project while it has taken a part in the 
most beatiful memories of a family at least three generations, etc. But, with the years of 2000s, it can be 
seen that narrative advertising has gained a new dimension.

The Term of Narrative 3.0: Generating of User Integrated Narrative

New millenium is a paradoxical era when consumption is concerned. It gives an impression as an insen-
sitive era because of its materialistic structure. People are able to easily consume everything including 
emotions. On the other hand, millennium is a sense era. People need to feel and live everything intensely. 
Especially with products, that they bought and used. Actually they are manipulated via advertising. In 
his inspiring essay “Advertising: The Magic System”, Raymond Williams explains this paradoxical 
situation with those words:

It is often said that our society is too materialist, and that advertising reflects this. We are in the phase 
of a relatively rapid distribution of what are called ‘consumer goods’, and advertising, with its emphasis 
on ‘bringing the good things of life’, is taken as central for this reason. But it seems to me that in this 
respect our society is quite evidently not materialist enough, and that this, paradoxically, is the result of 
a failure in social meanings, values and ideals. (Williams, qtd. in During, 1993, p. 422)

Williams’ point here is that ‘the material object being sold is never enough’. He writes that, if we were 
sensibly materialist, ‘beer would be enough for us, without the additional promise that in drinking it we 
would show ourselves to be manly, young in heart, or neighbourly. A washing machine would be a useful 
machine to wash clothes, rather than an indication that we are forward-looking or an object of envy to 
our neighbours.’ Here is the relevance of narrative: you can see Williams is suggesting that advertising 
writes stories which link products or objects with subject positions of desired attributes, such as those 
of being manly, neighbourly, adventurous and so on. The purchaser, by associating him- or herself with 
the beer or washing machine, takes up the subject position in the story, thus gaining access to the desired 
attributes (Huisman, 2005, p. 286).

Undoubtedly, narrative advertising is constructed within this context. The process -that is defined as 
term of narrative 3.0 in this study- refers to this situation. But it expresses much more than this, much 
more intense. Narrative 3.0 is the narration of digital media age. But it effectively uses traditional media 
as well. Development of technology, blurring of reality but clarifying of fiction, usage of transmediatic 
narration, and integration of audience / user to narration beyond being consumer – oriented…

The years of 2000 can be specified as a milestone in the way of advertising. Advertising has em-
braced the vertiginous developments of communication technologies, fastly. Multiplicity and diversity 
of channels have provided a big advantage, but it has not the only consequence. Narrative 3.0 involves 
its precessors and it goes stronger via integration of audience / user. The words of prosuming, user – in-
tegration, user – generated, viral are the key concepts of narrative 3.0. Qualifying conditions have come 
into existence to create more effective narratives with this process, especially with Web 2.0 technology.
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Stereotypical Elements

Narrative 3.0 is definitely a new and different kind of narration. But one of the most important features 
is using stereotypes. Stereotypes are frequently mentioned by advertising opponents. Especially negative 
gender discrimination in advertising is frequently discussed.

Hamilton and Troiler (2004) describe the concept of stereotype as “a cognitive structure that contains 
the perceiver’s knowledge, beliefs, and expectancies about some human group.” According to Goddard 
(1998) stereotype is “attributing a range of fixed characteristics to individuals on the basis of their group 
membership”. These kind of descriptions can be augmented, but basicly, concept of stereotype refers to 
a categorization about spesific human groups. This categorization becomes widespread via media and 
its content. As a kind of media content, advertising is a part of this situation. Individuals have an opinion 
about spesific human groups, objects, events and phenomenon; and advertising takes an active role in this.

Usage of stereotypes is necessary for advertising. Products/brands in advertising are produced for 
certain target groups. Usually, these groups accept only familiar and known products, brands or mes-
sages. Importance of stereotypes become visible at this point. Besides, stereotypes are used in generating 
micro-narratives. For example, “the traditional TV spot using a commercial micronarrative structure 
in which a product or service is usually presented as the consumer’s ‘helper’. In these narrative worlds, 
women can wash better, men can drive faster, and children can be happier if they use a certain ‘magical’ 
product (Scolari, 2009, p. 599).

Approach of narrative 3.0 bears the stamp of change, dissimilarity and mostly individuality. But 
it also uses stereotypes, effectively. For example, the characteristic of advertising necessitates to use 
beauty criterions –whether men or women-; or shaping of ethnical origins or different age groups are 
often similar. At this point, stereotypes have a function as a reinforcement or a negative reinforcement.

Clarifying of Fiction / Blurring of Reality

Second fundamental criterion of narrative 3.0 refers to difficulty of differentiation between reality and 
fiction, especially with quickening by digital age. Reality in advertising is already a popular topic of 
ethical discussion among theoreticians and practitioners. But, it has gained a new dimension with the 
digital age: Clarifying of fiction vs. blurring of reality.

Media content has a fictional structure by nature and audiences are usually aware of this structure. But, 
there is a some kind of new fictional structure which has drawn the attention in last decades. Sometimes 
in newspapers reports, sometimes in television programmes or in movies, but mostly in the virtual vorld. 
Actually, this kind of structure which is creating a mental confusion about fiction and reality had been 
seen in a movie in 1999: Blair Witch Project.

Blair Witch Project was rather interesting and confusing about its reality. It is thought to be the first 
widely released movie marketed primarily by internet. The movie’s official website featured fake police 
reports and “newsreel-style” interviews. These augmented the movie’s found footage device to spark 
debates across the internet over whether the movie was a real-life documentary or a work of fiction. 
During screenings of the movie, the filmmakers made advertising efforts to promulgate the events in the 
film as factual, including the distribution of flyers at festivals such as the Sundance Film Festival, asking 
viewers to come forward with any information about the “missing” students. The campaign tactic was 
that viewers were being told, through missing persons posters, that the filmmakers were missing while 
researching in the woods for the mythical Blair Witch. The IMDb page also listed the actors as “miss-
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ing, presumed dead” in the first year of the film’s availability. The film’s website contained materials of 
actors posing as police and investigators giving testimony about their casework, and shared childhood 
photos of the actors to add a sense of realism (http://www.bbc.com/culture/story/20151030-was-the-blair-
witch-project-the-last-great-horror-film; 2016). The promotion campaign was so convincing, mother of 
one of the actresses received sympathy cards from people who believed that her daughter was actually 
dead or missing. Numerous fans were so convinced of the Blair Witch’s existence that they flocked to 
Maryland in hopes of discovering the legend. They apparently did not read (http://www.imdb.com/title/
tt0185937/trivia; 2016).

As a criterion of narrative 3.0, clarifying of fiction vs. blurring of reality is exactly this situation. 
It creates a question mark about the reality of content in people’s mind. This question attracts people’s 
attention and it provides the consumption of content by people. And this content can be a movie, a TV 
Show, or any product is advertised.“Among the different worlds where adverts are found to exist, two 
become particularly relevant: the fictional world of the characters and the real world of the receiver. One 
can expect the fictional world of the characters to be created by the narrative text, and the real world of 
the receiver to be addressed by the advertising company. Further, it can be argued that the more simi-
larities the imaginery situation bears with the real world, the more likely it would be for the audience to 
identify with the fictional situation and buy the product” (Perucha, 2009, p. 293).

Transmedia Narrative

Transmedia narrative is another feature of narrative 3.0. Advertisers who want to effect wide range of 
consumers use different media and this approach based on instrumental experience. In other words, this 
approach provides to reach different kind of consumer groups. On the other hand, with transmedia nar-
rative each media might emphasize a different part of the story.

Transmedia narrative is often considered with the concept of transmedia storytelling and also “con-
cepts like ‘cross media’ (Bechmann Petersen, 2006), ‘multiple platforms’ (Jeffery-Poulter, 2003), ‘hybrid 
media’ (Boumans, 2004), ‘intertextual commodity’ (Marshall, 2004), ‘transmedial worlds’ (Klastrup & 
Tosca, 2004), ‘transmedial interactions’ (Bardzell, Wu, Bardzell & Quagliara, 2007), ‘multimodality’ 
(Kress & van Leeuwen, 2001), or ‘intermedia’ (Higgins, 1966) may be found orbiting in the same se-
mantic galaxy. All of these concepts try to define roughly the same experience: a sense production and 
interpretation practice based on narratives expressed through a coordinated combination of languages 
and media or ‘platforms,’ (Bechmann Petersen, 2006, p. 95, qtd. in Scolari, 2009, p. 587)

The concept of transmedia narrative was first introduced by Henry Jenkins in an article and he defined 
narrative experiences that can be deployed across different media or platforms. And he emphasized that; 
“each medium does what it does best — so that a story might be introduced in a film, expanded

through television, novels, and comics, and its world might be explored and experienced through 
game play. Each franchise entry needs to be self-contained enough to enable autonomous consumption. 
That is, you don’t need to have seen the film to enjoy the game and vice-versa” (Jenkins, 2003).

Another definition of transmedia narrative is “telling a story across multiple media and preferably, 
although it doesn’t always happen, with a degree of audience participation, interaction or collaboration. 
In transmedia storytelling, engagement with each successive media heightens the audience’ understand-
ing, enjoyment and affection for the story. To do this successfully, the embodiment of the story in each 
media needs to be satisfying in its own right while enjoyment from all the media should be greater than 
the sum of the parts” (Pratten, 2011, p. 1).
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User / Audience Integration (Pro–Consuming)

With the years of 2000, a new and different communication has emerged between producers and consum-
ers. This new communication form has also included interaction. This kind of approach has changed the 
point of view to the consumers and it has gaved a mission to them: be included in production process. 
Hereby, a new concept has entered to marketing literature: pro–consuming.

Axel Bruns has defined the concept of pro – consuming as; coming together the roles of manufacturer 
and consumer and a new role which emerged via hybridization of both forms (Bruns, 2008, p. 21, qtd. 
in Fuchs, 2011, p. 297). It can be seen that there is no change in roles of manifacturing and consum-
ing; in present capitalist system, manifacturers target maximum profit, consumers pay money to buy 
products and they are stimulated for consuming. The change actualize with the active participation of 
consumer to the production process. The concept of pro-consuming refers to volunteering of consumer 
about being included to the process. It is a reflection of a new marketing approach involving a process 
which individuals direct to product’s and service’s shape, design and other features they will consume, 
even more contribute to promotion. The person who contributes to process is qualified as pro-consumer.

Today, it can be seen that the advertising messages are spread by users/ consumers themselves. So 
that, users sometimes share advertising messages which they prepared independently from the compa-
nies. In other words, users have a function in producing and spreding of information about products/
brands, besides consuming them. One way or another, involving of consumer to the production process 
increases the sense of belonging. The concept of pro-consuming focuses this sense.

This situation is also operative for narrative. Marie-Laure Ryan lists a sequence of narrative modes in 
her book (2004). In this list, “participatory” mode of narrative has exactly emphasized this point. Accord-
ing to Ryan: “in the participatory mode the plot is not completely pre-scripted. The recipient becomes 
an active character in the story, and through her agency she contributes to the production of the plot. 
This mode has been practiced for quite a while in staged happenings, “improve” theater, and scripted 
role-playing games (e.g. “Dungeons and Dragons”) but it has flourished with the advent of interactive 
digital media. In many computer games, for instance, the user is represented in the game world through 
an avatar. By solving problems in the real time of the game session she determines whether the life-story 
of this avatar will end in success or failure, or how long the avatar will live” (Ryan, 2004, pp. 13-15).

One of the most successful example of this mode is “The Vanishing Game” of Land Rover in recent 
years. In 2014, Land Rover published a digital adventure story penned by best-selling author William 
Boyd. The Vanishing Game, a new interactive, digital book written by British author William Boyd. 
This full-length, original online adventure thriller from the best-selling novelist has followed protagonist 
Alec Dunbar on a suspenseful driving adventure from London to a remote part of Scotland. Consumers 
can experience the story, which is brought to life through an interactive platform that invites readers to 
go beyond its words and fully experience the adventure in an innovative multi-media manner, on a cus-
tom Tumblr page. Also embedded into The Vanishing Game’s interactive experience were snippets of 
driving journeys from actual Land Rover owners, curated by the brand through the designated hashtag 
#WellStoried. When readers scroll over certain words and passages, the story will pause as these own-
ers’ personal driving adventures are displayed on-screen (http://www.landroverusa.com/our-story/news/
vanishing-game.html; 2016).
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Viral Effect

Viral effect is one of the concepts which explains the spreading of advertising messages in digital media. 
“When advertising becomes viral, it changes some of its traditional properties. While traditional adver-
tising is non-personal, viral advertising is highly personal. The content of viral advertising is intended 
to be shared among trusted sources such as friends and family. In other words, viral advertising aims 
for personal recommendations” (Kurultay, 2012, p. 40). Actually, viral advertising is digital version of 
traditional mouth-to-mouth / word of mouth marketing practice.

Essentially, viral advertising refers to an online advertising distribution method that relies of word 
of mouth distribution via email or social network platforms as the means of reaching target audiences. 
This dependence on the users’ willingness to distribute content to peers may not only be influenced by 
the source of the message but also by its content. Subsequently, it appears that the method of distribution 
may influence the nature of the viral content (Golan&Zaidner, 2008, p. 962).

Viral advertising, with a comprehensive description, transmission of videos and/or visual materials 
in internet –especially in social media- by net users, fastly. “This term is often generically used to refer 
to videos that have reached a high number of views, but this can be achieved through different means, 
such as paid content promotion, recommendations of similar videos on YouTube or the amplifying effect 
of TV broadcasting. If we are to be true to one of the main principles of viral marketing, viral videos 
must –necessarily– be shared by many individual users. What makes the difference in viral audiovi-
sual content is, beyond the number of views –an important parameter, no doubt– the number of views 
achieved through mass dissemination by users who share a video across their contact networks of any 
kind” (Porter & Golan, 2006, p. 29; Eckler & Bolls, 2011, p. 2, qtd. in Dafonte-Gomez, 2014, p. 200).

When viral advertising considered with narrative, it can be said that, “narratives place events into 
framing contexts so that the parts can be understood in relation to the whole. Thus, for example, the 
meaning of an event is the result of its being a part of a plot. As a result of this emplotment, people can 
make meaningful evaluations, form judgments, and inform action. This format for experienced events 
also makes them memorable and sharable (Stern, 1998, p. 271). Consumers often share content for self-
presentation purposes (Wojnicki and Godes 2008) or to communicate identity, and consequently, positive 
content may be shared more because it reflects positively on the sender” (Berger&Milkman, 2011, p. 2).

Another dimension of viral advertising is micro-narratives which are generated by users/consumers. 
Micro-narratives can be described as mini stories or fragments. When micro-narratives come together, 
they constitute the grand-narrative. In viral advertising, micro-narratives might involve the discourses/
comments of users/consumers. These discourses augment the main story and facilitate the accepting of 
message by other users/consumers.

AN EVALUATION ABOUT “TRUE BLOOD: REVELATION” 
AS A NARRATIVE 3.0 PRACTICE

Today’s media has a comercially – oriented structure and it carries on its existence via advertising in-
comes. Because of this, media content must be attracted, appropriate for audience’s common inclination, 
and even more sensational. A media content -especially in TV- can attract attention of advertisers only 
in this way. On the other hand, programmes of the TV channels which adopted this kind of publishing 
policies are able to sell their media content as a product to other channels in other countries. The pro-
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grammes –especially producted in U.S.- have spread to world. The channels like Starz, AMC, Showtime, 
HBO have blazed the trail with their TV serials. The productions like Game of Thrones, Spartacus, 
The Walking Dead, The Vampire Diaries, Penny Dreaddful, The Arrow, etc. have become the most 
sensational serials of the world in recent years. There are some spesific features of these serials. Firstly, 
these serials usually contain supernatural heroes and events. This kind of narratives exist in virtually any 
culture and serials inspired by the cultural elements. Secondly, these productions are one each instance 
of transmedia intertextuality and crossmedia. Narratives are developed from a novel, a comic book or a 
computer game and besides enriched with cultural narrative elements. Thirdly, these serials are among 
most important instances of psychosexual drama. In other words, -in a way of Freudian perspective- they 
include the themes of death and sexuality which individuals can not disregard.

And undoubtly, TV serials are products like commodities. They are designed, producted, priced, 
placed and promoted. In a competitive market, this kind of productions need to communicate with their 
target groups via advertising and marketing campaigns. Hereby a circularity has been emerging between 
creating a media content that advertisers might buy place and time, and popularizing of content via 
advertising. The above mentioned TV serials and their derivates has been using all facilities of digital 
and traditional media for advertising and marketing efforts.

One of most successful instances of these productions is True Blood. So that, the campaign called 
True Blood: Revelation was shown as one of the most successful campaign in many advertising and 
marketing web site of last decade. In this study, True Blood: Revelation has been evaluating as a nar-
rative 3.0 practice.

About True Blood

True Blood is one of the most important instances of American supernatural drama. The serial which 
had started to publish in 2008, after seven very successful season concluded on 2014. “True Blood is 
HBO’s most watched series since The Sopranos. The show was declared the eighth highest rated show 
for the first ten years of IMDb.com” (Schillaci, 2012).

Set in small-town Louisiana, series follows the world of vampires, who are able to co-exist with humans 
by drinking a Japanese-manufactured synthetic blood. The show contains a dose of humor alongside the 
horror (http://variety.com/2007/scene/markets-festivals/hbo-rolls-with-ball-s-true-blood-1117969971/; 
2016).

The fictional universe depicted in the series is premised on the notion that vampires exist, unbeknownst 
to the majority of humans until two years before the series premiere, when the creation of synthetic blood 
(“Tru Blood”) by Japanese scientists, which eliminated vampires’ need for human blood to survive, 
allowed vampires to “come out of the coffin” and reveal their existence to the world. This so-called 
“Great Revelation” has split vampires into two camps: those who wish to integrate into human society 
by campaigning for citizenship and equal rights, and those who think human-vampire co-existence is 
impossible, because it conflicts with the inherently violent nature of vampires. Throughout the series, 
other supernatural creatures are introduced, among them shapeshifters, werewolves, faeries, witches, 
and a maenad (https://en.wikipedia.org/wiki/True_Blood#endnote_Strange_Love, 2016).

Another remarkable feature of the serial was emerged in advertising and marketing campaigns. Es-
pecially for the first season, both traditional and digital channels had been used actively. An advertising 
narrative had been generated revolving around the story of serial. The serial was targeting the groups 
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that connected with passion to media content which included gothic and horror elements. The distinctive 
feature of the campaign from the others was user – integration.

About “The Revelation” Campaign

In 2008, before True Blood premiered, many gothic and horror blogger received an anonymous letter in 
the U.S. with a black envelope sealed with a blood red seal and there was a message written with one of 
the dead languages. This letter had started to spread in people’s emails with “TB” logo and it had been 
known as “The Red Seal Mystery”. Few weeks later, bloggers received another anonymous package 
including a vial full with red fluid and marked with “TB” logo.

There was also an inscription on label:

TRU BLOOD – SYNTHETIC BLOOD

Tru Blood is pure, a substitute for the real thing. It will forever alter the way we live and interact with 
the human world. You are one of the first to receive a sample and become a pioneer in this eminent 
change. We invite you to become willing participants on this journey and tell others of our kind what 
you think of the product.

IT HAS BEGUN.

This product is guaranteed to be 100% effective.

This mysterious packages and instructions which spread among the gothic and horror bloggers clari-
fied with posters from HBO. When posters became visible, the serial popularized and appropriated by 
bloggers who knew the novel series of Charlaine Harris. Because, the serial was inspired from these 
novels. At the same time, with the inscription, bloggers was steered to the web site “bloodcopy.com” and 
another dimension of the campaign was the videos about vampires which had been leaked to this web 
site. Besides there were some videos on internet and in these videos, vampire rights had been defending 
and equal living conditions with human had been disscussing.

The campaign had not limited with internet. Outdoor advertising was a striking part of the campaign. 
Before premier, posters had been placed at the central locations but no one could make contact with 
the serial.

Toward the late of June 2009, short while after second season’s publishing, another mysterious pack-
age had been sent to the bloggers. In this package, there was a “True Blood” vial in a black velvet bag 
which was already known by the audiences. This vial, which was originally licensed of HBO, was also 
sold on Ebay shopping site.

After the mystery had been solved, advertising and marketing campaigns became conventional and 
common methods were used for promotion. The interviews with the actors and actresses of True Blood 
had published in newspapers and magazines, articles had been written in web sites, contents had been 
generated in official social media accounts, fragments on TV, outdoor advertising, etc. On the other hand, 
The Revelation campaign constituted a typical form of narrative 3.0 with its original fiction, generating 
of user integrated narrative process and the viral effect which it created.
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“True Blood: Revelation” as a Narrative 3.0 Practice

As previously stated, generating of narrative in digital media age requires fundamental elements. In this 
part of the study, “True Blood: Revelation” campaign have been evaluating with these elements.

Stereotypical Features of the Serials

The narrative of “True Blood: Revelation campaign” had been designed on a story that has been already 
generated. The serial had a different fictional structure among its derivatives, nevertheless stereotypes 
were used. Like the other vampire stories, a beautiful young girl who is often abstracted from society 
because she has different characteristics from other people, an attractive vampire who fall in love with 
her, supernatural events which revolves around them are operative for this serial. Hereby, an attractive 
production had emerged for the fans of gothic and horror media content. As stated previously, target 
groups accept only familiar and known products, brands or messages and importance of stereotypes 
become visible at this point. This statement is operative for this campaign, too. Gothic and horror fans 
as a specific group had been targeted in this campaign. Usage of stereotypes and generating of narrative 
shaped upon this specific group’s inclinations.

Clarifying of Fiction / Bluring of Reality

The Revelation Campaign had based on blurring. Fiction and reality had intertwined. The confusion 
could be seen especially in “leaked” videos about vampires to the “bloodcopy.com” and in outdoor ads. 
Mysteries messages and packages which has been sent confused bloggers’ minds although they were 
specialists about vampires and other supernatural creatures. The uncertainty had continued with the 
videos. Thus, level of interest was keeped up high and the rate of conversation concerning of campaign 
also increased. “The campaign’s involved a wider audience and new marketing techniques, but the idea 
behind the activities stayed the same; blur the line between fiction and reality” (http://www.aimia.com.
au/community-news/online-marketing-done-right-the-case-of-hbo-s-true-blood; 2016).

Transmedia Narrative

The storyline of True Blood has a transmedial structure on its own. It has been published as a novel 
series first, then it serialized for TV and in 2010, it has been published as a comic book series. Each one 
of these channels has provided a different experience for audiences and emphasized a different part of 
storyline. However, transmedial narration has also used in “Revelation” campaign.

The campaign has made a sensation first with the letters and e-mails which are sent to the bloggers 
and attention has reached to climax with the videos which were “leaked” to the web sites. The posters 
was used to attract attention first, and then to introduce the serial. This strategy has provided bring-
ing together micro-narratives and generating the grand-narrative by the users/audiences like bringing 
together a puzzle’s pieces.
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User - Audience Integration / Viral Effect

The Revelation campaign has incorporated users/audiences to narrative. Especially in creating a viral 
effect, bloggers were used actively. Before the campaign was implementation, target groups were re-
searched, and then horror and gothic bloggers were chosen meticulously. Bloggers had shared all of the 
developments and their explorations with their followers from the beginning to end of campaign. This 
targeted behaviour of bloggers had reached to the targeted results. The followers attended to the process 
and thus, a viral effect had been created.

Besides, micro-narratives have become a part of the narrative. The videos, that bloggers have shared 
in their blogs, YouTube, and any other websites, has included their comments and these videos not only 
enriched the narrative but also guided to advertisers in “Revelation” campaign fort he next moves.

CONCLUSION

The era we live in can be described with a one single word: Digitalization. This concept has changed 
many things in the world. Especially the developments in production and communication technologies, 
evolutionof consumer and advertisers’ point of view to consumers are remarkable. In today’s world, 
new consumer capitalism has brought a big reform together, and it has incorporated the consumer to 
the production process.

This situation can be seen in advertising and marketing efforts and the differentiation might clearly 
observable in advertising narratives. In theory and practice, narrative advertising has changed in the way 
of digital innovations. But this transformational process have not emerged on a sudden. It is a result of a 
sequence of developments in production and communication technologies. For this reason, it is neces-
sary to evaluate the developments in a historical process.

In this study, with the aim of setting forth the transformation of narrative advertising, the terms are 
classified. The first term –narrative1.0- was the era of cliches and stereotypes, and it carried on its existence 
from the 1920s to the early 1950s. Narrative 2.0 was the term of refering to consumer-orientation. And 
term of narrative 3.0 which has arised in first quarter of this century. In this term, narrative advertising 
has extremely differentiated in comparison to former terms. Narrative 3.0 has involved steretypical ele-
ments, clarifying of fiction, blurring of reality, technological convergency and transmedial narrative, but 
more importantly generating of user-integrated narrative structure. In digital media age, these features 
can be seen in virtually all advertising effort of brands, inclusive of media contents.

Today’s media has a comercially – oriented structure and it carries on its existence via advertising 
incomesIn a competitive market, all kinds of media content are introduced with the aim of to increase 
number of audiences, especially TV serials. TV channels have handled serials as products and they have 
use all potential of digital media for advertising. Actually, both traditional and digital media are used to 
marketing and advertising campaigns. True Blood is one of them; so that, The Revelation campaign was 
shown as one of the most successful campaign in many advertising and marketing web site of last decade.
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KEY TERMS AND DEFINITIONS

Micro-Narrative: Micro-narratives can be described as mini stories or fragments. When micro-
narratives come together, they constitute the grand-narrative. In viral advertising, micro-narratives might 
involve the discourses/comments of users/consumers.

Narrative: The concept of narrative can be described as a spoken or written account of connected 
events; or process of creating a story.

Pro-Consuming: The concept of pro-consuming refers to accruing a production process with par-
ticipation of consumers.

User-Integrated Narrative: This concept refers to creating a narrative based on user. At this point, 
thoughts and expectations of users are important, but it is also expected the participation of user to 
process with micro-narratives.

Viral Effect: Viral effect is about the spreading of advertising messages in digital media. A digital 
word of mouth distribution via email or social network platforms by users.
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ABSTRACT

This article explores the rhetoric of empowerment surrounding the recent phenomenon of personal 
branding and calls into question the idea that personal identities can and should be managed through 
corporate marketing processes in a Web 2.0 world. Starting with an examination of the historical basis 
of the personal branding movement and a critical analysis of the branding metaphor, the article then 
proceeds to show how the three stages of the conventional branding process on which most personal 
branding advice is based on, provide an inadequate framework for understanding the complex nature 
of identity work in a networked age.

INTRODUCTION

For better or worse, the social web has enticed most of us to live our lives more openly than any other 
generation before us. This phenomenon has led to an increased blurring of the line between our personal 
and professional identities. Our every online behavior; our blog posts, tweets, and status updates now all 
leave behind a digital footprint – an electronic trail capable of shaping how others come to see us (Mad-
den, Fox, Smith, &Vitak, 2007). In recent years, scores of career advice and self-help books have been 
published extolling the virtues of turning this haphazardly created footprint into a strategically designed 
and managed brand. An entire industry of personal branding experts, coaches, or gurus has emerged, 
offering training workshops and one-on-one counsel on how to create an identity narrative aimed at 
promoting oneself in a crowded labor market (Kheder, 2015). The common thread that runs through all 
of the advice dispensed in these books and by these consultants is the idea that the need for a personal 
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brand is an inevitable feature of life in the hyperconnected 21st century. This idea of a personal brand as 
an unquestionable necessity has become so embedded in our thinking that colleges now offer classes on 
the topic (Sacks & Graves, 2012; Wetsch, 2012) and university career service departments all over the 
country are encouraging students to craft their own brands. Even Fortune 500 companies are bringing 
in consultants to teach their employees the tenets of good personal branding (Friedman, 2015).

In light of the pervasiveness of this discourse and of the wide-spread enthusiasm concerning the benefits 
of personal branding, the question that rarely gets asked is whether this optimism is indeed warranted 
and whether the need for a personal brand is indeed an inescapable consequence of participation in the 
labor market and the social web. Considering the increasing pressure placed on colleges and universi-
ties to demonstrate return-on-investment and the employability of their student body, it comes as no 
surprise that even institutions built upon the idea of critical thinking would have been quick to embrace 
this rhetoric of necessity without questioning its validity. But does a personal brand indeed empower 
individuals to stand out in the current market place? What are the assumptions underlying the idea that 
personal identities can be managed through corporate marketing processes? Are those processes even 
valid in a Web 2.0 world? This essay will seek to answer these questions by taking a critical look at the 
marketing tools and processes proclaimed to turn us into brands and by calling into question the rhetoric of 
necessity and empowerment that has become almost synonymous with the personal branding movement.

THE PERSONAL BRANDING PHENOMENON

Brooks and Anumudu (2015) consider personal branding “the deployment of individual’s identity nar-
ratives for career and employment purposes” (p. 24). Vallas and Cummins (2015) similarly argue that 
the discourse of personal branding “invites employees to reconceive themselves as capitalist firms in 
their own right, establishing their own personal “brand” as a means of creating and managing demand 
for their own services” (p. 295). Schawbel (2007), a self-proclaimed millennial career and workplace 
expert, links the concept to a person’s online reputation and explains that it allows entrepreneurs to present 
“themselves as brands that communicate different values, personalities, and images to their audiences” 
(p. 62). It is important to note that in all of these definitions, personal branding is portrayed as a means 
of establishing a professional identity specifically designed to improve one’s employment prospects. 
Personal branding is thus understood as a response to a volatile labor market, high unemployment rates, 
and increased job competition (Brooks & Anumudu, 2015). In other words, the era of the personal brand 
is seen as having been ushered in by a series of detrimental external economic forces.

Interestingly, Peters (1997) who is widely recognized as having popularized the concept of personal 
branding, never attributed the need for a personal brand to such unfavorable labor market conditions. On 
the contrary, Peters seems to locate the impetus for this concept in an opportunity rather than a threat. 
That opportunity, according to Peters, lies in the emergence of the Net and the realization that “anyone 
can have a web site” Writing in 1997, he argues that “the Web makes the case for branding more directly 
than any packaged good or consumer product ever could” What is important to note in this regard is the 
fact that Peters is referring to the static web sites of the Web 1.0 era, not the social sites which characterize 
much of today’s Internet experience. This means that the concept of personal branding was conceived 
in a pre-Web 2.0 world set in a vastly different media landscape and governed by dramatically different 
rules of message control. As the current popularity of the personal branding industry shows, this however, 
has not prevented branding advocates from applying Peters’ advice to the social web.
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For instance, Kleppinger and Cain’s (2015) definition of a personal digital brand as “a strategic self-
marketing effort, crafted via social media platforms which seeks to exhibit an individual’s professional 
persona” clearly expands the definition to the social web. In this view, social media platforms are seen 
as the perfect channel for deploying a personal brand (Wetsch, 2012). Poeppelman and Blacksmith 
(2014) similarly contend that since we use social networking websites on a daily basis for both social 
and professional reasons, “these same sites should also be leveraged by each of us to communicate our 
brand” (p. 116). While personal branding authors and consultants have been quick to embrace social 
media as a branding platform, few have stopped to question whether Peters’ (1997) vision is truly ap-
plicable to the social web.

PERSONAL BRANDING, MESSAGE CONTROL, AND THE SOCIAL WEB

What makes this application to social media problematic is the fact that Peters’ personal branding concept 
is built on assumptions of message control that were rendered obsolete by the emergence of the social 
web. Richard Edelman, CEO of the largest independently owned public relations firm in the world, 
publicly recognized the tectonic changes reshaping the media landscape when he told an audience of 
PR professionals in April 2016 that “the traditional approach to corporate communications based on a 
controlled process of scripted messages is coming to an end” and that:

The media, communications, and marketing landscape in which the public relations industry was developed 
is being knocked down [...] It is the decline of media based on a top-down model of communications. In 
this model, a small group of elites are briefed in advance with messages that are too often tightly scripted 
to brief the national newspaper, broadcast networks and newsmagazines. The message is then simplified 
and communicated to a mass audience via advertising or as “earned” editorial. This model is premised 
on the audience being passive receptors for the message [...] In the emerging model, as epitomized by 
YouTube, MySpace, Oh My News and Wikipedia, ordinary people provide content to others. Ideas and 
information are passed virally. This consumer generated content alters the laws of control of message. 
Many are calling this new social and user driven media ‘Web 2.0.’

Edelman recognized early on that we had entered a new digital communication era, an era in which 
the traditional top-down communication model was flipped on its head and the laws of message control 
no longer applied. Countless social media strategy books later echoed the same sentiment, encouraging 
businesses to accept and embrace the fact that they were no longer in control of their messages (Gillin, 
2007; Li & Bernoff, 2008; McConnell & Huba, 2006; Meerman Scott, 2009b). Social media tools, these 
books argued, had suddenly made it possible for anyone to openly share their views about a company or 
a brand, thereby actively contributing to the shaping of that company’s or brand’s reputation. Branding 
statements that were once meticulously crafted, pilot-tested, and then deployed through one-way media, 
were now being challenged by consumer reviews, customer comments and blog posts containing potentially 
competing messages. The computer manufacturer Dell was one of the first companies to experience the 
full brunt of the negative branding power of social media when Jeff Jarvis, an influential journalist and 
blogger took to his blog to chronicle his dealings with Dell’s customer service after buying a brand-new 
Dell laptop which turned out to be a lemon (Jarvis, 2005). Jarvis eventually gave his posts the catchy 
title ‘Dell Hell’ and the post not only resonated with other consumers who had similar experiences, but 
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the title also stuck. To this date, a Google search for the term ‘Dell Hell’ returns 26,400 hits. The ‘Dell 
Hell’ incident not only became a defining moment for Dell’s approach to customer service and branding 
(McConnell & Huba, 2006), but it also became the textbook example of a company having to learn the 
hard way that the advent of social media had changed the branding game.

While the ‘Dell Hell’ case study is often invoked to remind businesses that branding messages can no 
longer be tightly controlled, the personal branding advice dispensed in the popular press and by branding 
consultants, seems to be based precisely on these outdated assumptions of message control. Despite the 
fact that branding experts have been telling businesses for years that they no longer control their mes-
sages (Arundhati, 2009; Britten, 2013; Meerman Scott, 2009a), the rhetoric of personal empowerment 
that is woven throughout the personal branding discourse enthusiastically professes that individuals can 
control their own personal brand and should learn to do so (Brooks & Anumudu, 2015). If “by defini-
tion, social media means giving up message control, as employees and consumers freely express their 
own opinions about a company’s products or services” (Arundhati, 2009), then why would we want to 
sell individuals on the idea that they can take control of their own branding message? This question is 
even more pertinent when considering that research suggests that online friends contribute to the con-
struction of an individual’s identity in a similar fashion as customer reviews on Yelp contribute to the 
construction of a brand’s identity. Indeed, interpersonal communication research suggests that on social 
networking sites, the people in one’s network actually co-construct one’s identity. For instance, Walther 
and colleagues (2008) showed that the physical attractiveness of the friends in one’s Facebook network 
reflected on the perceived attractiveness and credibility of the Facebook profile owner. Their research 
suggests that if an individual’s Facebook friends are physically attractive, others on Facebook will in 
turn perceive that individual as more physically attractive. If on the other hand, that person’s Facebook 
friends are unattractive, s/he will consequently be perceived as less attractive as well (Walther, Van Der 
Heide, Kim, Westerman & Tong, 2008). As Walther and colleagues (2008) concluded, “people made 
judgments about a target based on comments left by the target’s friends and by the attractiveness of those 
friends. Even though this information is not provided by the target, people may believe this information 
to be sanctioned by the target and employ these cues to form impressions of the target ” (p. 45). In this 
case, not only did the target not provide this information, but the target also has little control over the 
forces that will ultimately shape perceptions of his or her own physical attractivess – namely, the physi-
cal attractiveness of his or her Facebook friends.

The finding that personality judgments can be based upon information that wasn’t provided or 
controlled by the Facebook profile owner points to the difficulty of creating a “single unambiguous” 
personal brand identity (Brooks & Anumudu, 2015, p. 25) in today’s online environment. Maintain-
ing tight editorial control of one’s online self-presentation may have been possible in the era of static 
personal websites during which Peters (1997) conceived of the idea of personal branding, but it seems 
compromised in an era of social networking sites which allow others to participate in the construction of 
one’s online identity. Although advocates of the personal branding movement generally admit to some 
loss of control, that admission tends to be limited to content added to social networking sites “without 
the profile owner’s explicit permission” (Labrecque, Markos, & Milne, 2011, p. 38) and is usually met 
with advice to monitor your brand, adjust your privacy settings, or remove content that may contradict 
the desired brand image.

To illustrate the inadequacy of that advice, it suffices to take a closer look at an MIT project, referred 
to as “Project Gaydar”. This project suggests that the Facebook connections of a male homosexual user 
can give away his sexual orientation, even if that user had refused to disclose his own sexual orienta-
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tion on Facebook (Jernigan & Mistree, 2009). Indeed, Jernigan and Mistree (2009) were able to show 
that “the percentage of a given user’s friends who self–identify as gay male is strongly correlated with 
the sexual orientation of that user” and from there develop a model capable of predicting whether or 
not that user was homosexual. In other words, Facebook users may very well attempt to control their 
self-presentation by refusing to reveal their sexual orientation, but they cannot prevent their friends 
from identifying theirs. Those disclosures made by friends however provide enough information for an 
algorithm to determine whether or not a male Facebook user is homosexual. Considering the fact that 
sexual orientation has been shown to play a considerable role in labor market discrimination (Ahmed, 
Andersson, & Hammarstedt, 2013; Elmslie & Tebaldi, 2007), the ability to control the disclosure of 
that orientation seems to be an important requirement for the successful management of one’s profes-
sional brand. In a world of networked audiences such as Facebook and Twitter where profile viewers are 
connected not just to the profile owner but also to each other, that level of control appears to no longer 
exist however. As Marvick and boyd have pointed out (2010), the network is now “a collaborator in the 
identity and content presented by the speaker” (p. 17).

Yet, despite these findings, labor market experts continue to talk about professional online identity 
in terms of a branding metaphor that depends on the notion of message control. In order to demonstrate 
the problematic nature of this discourse, it serves to start with an examination of the branding metaphor. 
As the previous discussion has shown, this marketing concept doesn’t work so well in a world where 
friends can inadvertently influence perceptions of one’s attractiveness and leak one’s sexual orientation 
simply by identifying theirs. But even this branding metaphor is built on another metaphor: the word 
brand “blazed on the scene a thousand years ago as a burning stick, and the meaning soon transferred 
to the mark left on the skin of a horse or a criminal by such a stick, or branding iron” (Safire, 2005, p. 
20). Egyptians burned ownership onto cattle and slaves, which were seen as livestock and not people. 
This same practice was later continued in the U.S. and in the 19th century the burned-in mark “began to 
signify ownership not just of an animal but also of liquids in wooden casks, like wine or ale. The brand-
mark became a “trademark,” and in the 20th century the designated item so labeled became a brand” 
(Safire, 2005, p. 20). Peters’ (1997) article ‘The Brand Called You’ later “helped project a new sense 
of the word into common usage, as he suggested ways for individuals to self-brand by focusing on the 
values (of imagination or budgetary dependability, of creative talent or personal charm) that make an 
individual’s brand unique” (Safire, 2005, p. 20).

In essence then, by treating our online persona as a brand, the concept of personal branding enslaves 
us as property of a strict image or set of ideas. A brand says we are this—not that. This idea is captured in 
popular personal branding advice admonishing us to be “be clear about the image you intend to project” 
and to ensure that this image is communicated consistently across all platforms (Harry, 2013, para. 11).

Being a “this and that” person may be interesting on the cocktail party circuit, but it’s a temptation 
you must be careful to avoid. You’ll be much more successful with your career identity if you let go of 
extraneous portions of your identity to focus on a singular brand. Otherwise, people won’t know what 
to make of you. You risk being branded “Jill of All Trades, Master of None.” That’s why it pays to be 
familiar with the basics of Branding 101 (Kaputa, 2009, p. 17). 

The personal branding advice that originates from those basics tends to be built on the conventional 
branding model. In that model (Aaker 1996), a brand identity is first developed, that identity is then 
communicated to a carefully selected target market and later evaluated in order to determine whether 
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or not the communication successfully accomplished the desired branding goals. The remainder of this 
paper will deconstruct these three phases of personal brand construction in order to demonstrate their 
inadequacy when applied to a social media environment.

BRAND IDENTITY

Brand identity refers to the desired perception a marketer hopes to evoke (Labrecque, Markos, & Milne, 
2011). The personal branding literature generally advises individuals to reflect on their unique talents 
and strengths to create this identity and to ensure that it is communicated consistently and constantly 
(Arruda & Dixon, 2007; Kheder 2015; Peters, 1997; Shepherd, 2005).

The Consistency Criterion

At the heart of the personal branding process lies the idea that in order to be successful, individuals 
can afford to put forth only one single unambiguous identity. While this identity should ideally reflect 
their “authentic core self” (Brooks & Anumudu, 2015, p. 25), that core self is not allowed to display its 
true state - its multi-faceted nature. Herein lies the paradox of the personal branding discourse: it is an 
appeal to authenticity wrapped into a radical demand to conceal all but a few key aspects of one’s self. 
This exclusion of a pertinent part of one’s self in order to focus exclusively on unique selling points 
(Byrne & Gallagher, 2015) may force individuals to “live (up to) a constrained version of themselves” 
(Shepherd, 2005, p. 596), a task which many may find increasingly difficult to do. As the branding 
metaphor foreshadows, the personal branding process, far from making good on its promise of personal 
empowerment, of free agency (Peters, 1997) and of freedom from an unhealthy dependence on standard 
work arrangements (Vallas & Cummins, 2015), may actually enslave individuals to a shriveled version 
of their authentic self, “even as the branding discourse prompts the self to experience this shift as an 
expansion of its fully human possibilities (Vallas & Cummins, 2015, p. 313). Andrusia and Haskins’ 
(2009) conclusion that personal branding only works if an individual succeeds in making a personal 
branding statement part of his or her “conscious and subconscious mind” (p. 214), forcefully illustrates 
this point. Unless this narrowly-defined personal branding statement becomes part of us, unless we 
become the brand, our attempts at personal branding are doomed to failure.

The concealment necessary to live such a restricted brand has not only been shown to carry important 
risks to a person’s physical and mental health (Garfinkel, 1976; Larson & Chastain, 1990; Lerner, Hertzog, 
Hooker, Hassibi, & Thomas, 1988; Vogel, Heimerdinger-Edwards, Hammer, & Hubbard, 2011), but it 
may also be increasingly difficult to achieve in an age where social networking sites track even content 
that ends up getting concealed through acts of self-censorship (Golder & Macy, 2014). Garfinkel (1976) 
in his criticism of Goffman’s dramaturgical model of self-presentation, uses the example of a transgen-
der female who wants nothing more than to be considered a normal person, to show that the amount of 
concealment she has to engage in to maintain this desired impression results in a life of constant stress 
deprived of any type of routine. While Garfinkel’s observation was built on an in-depth case study of 
only one individual, later research involving larger sample sizes seems to confirm the idea that the act 
of self-concealment in social interaction carries a host of risks to one’s personal wellbeing such as in-
ternalized anger (Lerner et al., 1988), depression, anxiety, low self-esteem and psychological distress 
(Larson & Chastain, 1990; Vogel et al., 2011). Far from empowering individuals, the self-concealment 
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necessary to heed the call for a consistent unambiguous identity may actually put individuals at risk of 
developing serious physical and emotional problems.

Even if those problems were considered a fair prize to pay for a successful personal brand, research 
by Das & Kramer (2013) suggests that strategic self-concealment may not be entirely possible on social 
networking sites. The fact that Das & Kramer were able to study “’last-minute’ self-censorship, or content 
that is filtered after being written, on Facebook” (p. 120) but not ultimately posted, shows that the act of 
self-censorship itself gets logged on internal servers and can therefore not be considered a completely 
invisible act. While it is true that only few people would have access to this self-censorship data, the fact 
that it does exist raises important questions with regard to the amount of control individuals have over 
their strategic self-presentation and self-concealment in today’s digital arena.

When Goffman published his now seminal book The Presentation of Self in Everyday Life back in 1959, 
he probably couldn’t have conceived of a digital world where actors might not just perform for human 
audiences but also for an audience of computers — for search engines and sophisticated algorithms. A 
closer look at this additional audience raises a fundamental question about who these new social media 
platforms were really built for: the user or the Internet giant? When Google CEO Eric Schmidt argued 
that Google+ was an identity service which depended on people to use their real names (Rosoff, 2011), 
he clearly answered that question. Google+ wants users to use their real name because it helps Google 
better target ads and better personalize search results. The fact that Zuckerberg and Schmidt didn’t just 
build their platforms for the common good without any ulterior motives may not come as a surprise, but 
the idea that we are no longer just performing for human audiences has important implications for online 
self-presentation and identity management. If our identities are socially constructed (Hecht & Choi, 
2012), it matters whether they are viewed through the lens of a human being or an algorithm. It matters 
because humans and search engines don’t see the same thing when they encounter our online identities.

We know that most Internet users will never see all of the bits and pieces of our digital footprint. In 
fact, the typical Internet user doesn’t look beyond the first page of search results (van Deursen & van 
Dijk, 2009). But what if an audience could see all of our identity fragments and piece them back together? 
That’s exactly what data mining engines can do. And that’s what sets them apart from human beings. 
While we see identity fragments, engines see identity aggregates. That’s not to say that humans can’t sift 
through all the available identity data, but merely that most of us do not have the time or inclination to do 
so. In 2009, a French magazine called Le Tigre actually did just that and published an intimate portrait 
of a randomly chosen Internet user laced with private information garnered from social networking sites 
around the web. They called it the Google Portrait of Marc L (“Marc L***,” 2009). The idea was to pick 
a complete stranger and tell his life story based on the digital footprint that person either voluntarily or 
involuntarily left behind on the Internet.

Just like Marc L**, we may feel comfortable sharing bits of private information online because we 
think that this one bit of information won’t jeopardize our privacy. We may even comfort ourselves 
thinking that when looked at in isolation and by its intended audience, these pieces of information don’t 
reveal much. Research by Kimmons and Velersianos (2014) seems to confirm this tendency to view 
our online identities as a constellation of “acceptable identity fragments (AIF)” (p. 295). As one of the 
participants in their study explained, “I don’t think I’m completely seen on Facebook as how I am. You 
only see a little bit of who I am” (p. 296). But what this participant seems to forget is that when taken 
together, these seemingly incomplete identity fragments grow much more powerful. Once aggregated, 
they can draw a cohesive and troublingly intimate picture of our lives.
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The pregnancy-prediction model designed by the retail giant Target serves as a famous example of 
just how well algorithms may know the most private details of our lives (Duhigg, 2012). Using data-
mining techniques, Target was able to identify a series of buying behaviors capable of predicting with 
an eerie degree of accuracy whether a female shopper might be pregnant. In one much mediatized in-
stance, Target’s algorithm even determined that a teenage girl was pregnant before her father found out 
about it. The father did not learn about his daughter’s condition until after Target had sent her a mailer 
with coupons for baby clothing and nursery furniture. After complaining to the store manager about the 
inappropriateness of the mailer, he eventually found out that his daughter was indeed pregnant and that 
she had received the mailer because Target’s pregnancy-prediction model had accurately indentified her 
as an expecting mother (Duhigg, 2012). As this example illustrates, these new data-mining techniques 
may be rendering attempts at strategic self-presentation increasinlgy difficult as they gather information 
on behaviors most consumers may not even be aware of and are therefore unable to control.

The Constancy Criterion

In addition to the need to present a consistent, unambiguous identity, the personal branding literature also 
calls for this single identity to be communicated on a constant basis. And herein lies another problem. 
According to Giddens (1991), our identities stem from the ability to keep a particular identity narrative 
going. The labor demands of managing such an identity narrative however, “especially in the focused and 
controlled way branding and marketing requires, is time-consuming work” and also requires “marketing 
and digital expertise” (Brooks & Anumudu, 2015, p. 28). Successful branding thus requires a specialized 
type of knowledge and the ability to apply this knowledge to the management of one’s brand on a daily 
basis. Despite the fact that the proponents of the personal branding movement would have us believe 
that social media has given each of us the tools to create a successful brand, most of us simply do not 
have enough time to perform the amount of visibility and engagement work necessary for our identity 
narratives to stand out (Weisgerber, 2012). While it is true that social media platforms may have lowered 
the threshold for media participation, the very democratic nature of these platforms has also created 
a powerful voice paradox, one in which “the more people become empowered and claim their voices 
through social media participation, the more drowned out individual voices become” and the more work 
and time it takes to build an audience and make yourself visible online (Weisgerber, 2012, p. 39). This 
is why personal branding experts like Schawbel (2007) have suggested that people who are strapped for 
time should simply hire a public relations or reputation management firm to do the personal branding 
work for them. This recommendation seems to suggest that people who do not possess the requisite time 
resources to manage their personal brand pay others to perform the requisite work, thereby turning their 
personal brand into a commodity. While this suggestion my address the issue of the burdensome labor 
demands involved in personal branding, it does little more than create a new problem – a problem of 
finding the financial resources to pay for these services.

BRAND POSITIONING

Having examined the first phase of branding, the development of a brand identity, and having shown 
that the ideal of a consistent identity is difficult to achieve on the social web, this paper will now turn 
its attention to the second phase in the branding process, the brand positioning. This phase commonly 



787

Debranding Digital Identity
 

refers to the process of communicating a chosen brand identity to a meticulously selected target maket 
(Labrecque, Markos & Milne, 2011). Kheder (2015) in following the conventional model of branding, 
presents the personal branding process as a linear process in which individuals define how they want 
to be perceived (the personal brand identity), then communicate that desired identity in the form of a 
value proposition to a target audience (the personal brand positioning), and through that process create 
a particular perception in that audience (the personal brand image). This process draws parallels to the 
linear model of communication in which a source transmits a message to a receiver through a chosen 
channel and the receiver passively absorbs and decodes that message (Shannon & Weaver, 1949). Such 
an informational approach to communication, which reduces human communication to a process of 
merely transmitting information, has long been shown to be both simplistic and inadequate.

The idea of creating a brand identity through a process of self-reflection and then presenting that 
identity to a particular audience (or to borrow the branding language, the target market) runs counter to 
constructivist conceptions of identity which view identity as socially constructed (Hecht & Choi, 2012) 
and arising through social interaction (Goffman, 1959). As Shepherd (2005) has pointed out, “in a per-
sonal branding context it might be more appropriate to view the formation of the identity or persona as 
preceding the performance (i.e. in the form of the personal brand image), which is then acted out and 
consolidated through that performance” (p. 601). This one-way, linear understanding of identity formation 
ignores the fact that identity formation and management is a discoursive process and should be viewed 
as an “ongoing process of communication with the self and with others rather than as a simple product 
of communication or basis for producing communication” (Hecht & Choi, 2012, p. 139). The prevail-
ing recommendation in the personal branding discourse to settle on a desired identity and communicate 
that identity consistently clearly sees identity as a prepackaged good immune to the influence of social 
interaction, rather than a social construction.

Context Collapse and the Question of the Audience

Goffman’s dramaturgical model with its emphasis on identity work may have foreshadowed the concept 
of what we now call a personal brand (Kheder, 2015) although it is important to note that his model exclu-
sively applied to offline interactions in which people are in each other’s physical presence. Nonetheless, 
Goffman’s book “The in presentation of self in everyday life” presents a world governed by constant 
attempts at forming and maintaining desired impressions. While the work that goes into this constant 
performance may have been feasible in the face-to-face world which Goffman wrote about, it may prove 
to be much more challenging in today’s digital world characterized by fluid audiences and stages.

Goffman (1959) argued that when we interact with others, we enter a stage and take on the role of 
an actor presenting a character to an audience. We start performing and in this performance, we present 
desired impressions of selves to others. Goffman’s idea of social interaction as a performance of identity 
is not all that different from what happens when we join a social media platform and use it to connect 
with others. Except that things get more complicated when we enter the online world. In real life, the 
confines of physical space easily identify the situational context in which our performance is to take 
place. Contextual clues make it easy to figure out what stage play one will be enacting, and identifying 
one’s audience takes all but a quick scan of one’s immediate environment. Online though, stages can 
merge and audiences can become fluid. Networked technologies have produced a “context collapse” 
(Marwick & boyd, 2011), a phenomenon where multiple audiences are flattened into one.
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The Twittersphere provides a good example in that regard. Here digital audiences aren’t as easy to 
define any longer. Although a user’s primary audience composed of the people who chose to follow 
that user on Twitter may be easily identified, to think that that’s the only audience might be a bit naïve. 
All it takes is one re-tweet for a user’s message to leave the confines of that user’s Twitter network and 
to reach new audiences. Of course, tweets also get archived on a user’s Twitter profile, which if set to 
public, means that the potential audience actually includes anyone with an Internet connection. In ad-
dition, the Library of Congress, in 2010, announced plans to acquire every publicly shared tweet since 
2006 (Singel, 2010) further broadening the potential audience to future audiences who might be reading 
these tweets years from now. All of this has lead Marwick and boyd (2011) to conclude that given these 
“various ways people can consume and spread tweets, it is virtually impossible for Twitter users to ac-
count for their potential audience, let alone actual readers” (p. 360). With all these potential audiences, 
it becomes increasingly difficult to know who we are performing for any longer. The idea of brand 
positioning however is built entirely on the assumption of a known, carefully selected target audience.

To make matters even more complicated, thanks to cyberspace, we can also be present in multiple 
places at once. In Goffman’s terms, we can now perform different plays to different audiences at the same 
time. Twitter users for instance, may send out a tweet via Twitter and simultaneously post it to Facebook 
and pull it into their blog, all of which have different audiences and serve different self-presentational 
needs. And while these users may think of Facebook, blogs and Twitter as separate stages with different 
audiences each, a performance staged for one audience can now get viewed by an altogether different 
audience. In essence, social media platforms have forced us to become actors on multiple stages with 
multiple sometimes overlapping audiences. Far from being able to target a specific audience, context 
collapse forces us to perform for a much more generalized audience, “an audience that is often imagined 
as its most sensitive members: parents, partners, and bosses,” or the ‘nightmare reader’ (Marwick & 
boyd, 2011). Not only is the notion of personal brand positioning therefore built on a one-way model of 
identity formation which ignores the collaborative nature of self-presentation, but it also relies on the 
ability to target a carefully selected audience – an ability, which this discussion has shown, is no longer 
afforded by networked technologies.

BRAND IMAGE

Considering that the concept of brand image refers to the perceptions created in the target audience’s 
mind as a result of the brand positioning process (Kheder, 2015; Labrecque, Marcos & Milne, 2011), 
the inability to segment and target specific audiences constitutes a major stumbling block on the road to 
successful personal branding. Indeed, failure to engage in audience segmentation may result in percep-
tions of inauthenticity, which themselves can be considered branding failures (Labrecque, Markos, & 
Milne, 2011). Labrecque and colleagues define such branding failures as the mismatches between “self-
stated goals and judgments by others” (Labrecque, Markos, & Milne, 2011, p. 45). Branding successes 
on the other hand are viewed as situations in which an individual avoids such mismatches and induces 
the desired impression. In other words, an attempt at self-branding is successful when the audience ac-
cepts the proffered identity claim and interprets it the way the sender had intended it to be decoded. It 
is important to note that this definition of branding success does not encompass a moral component. It 
follows in the footsteps of Goffman’s view of self-presentation “in which appearances and not underlying 
essences are exalted” (Gouldner, 1970, p. 378). As Goffman (1956) himself pointed out:
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In their capacity as performers, individuals will be concerned with maintaining the impression that they 
are living up to the many standards by which they and their products are judged But, qua performers, 
individuals are concerned not with the moral issue of realizing these standards, but with the amoral is-
sue of engineering a convincing impression that these standards are being realized. Our activity, then, 
is largely concerned with moral matters, but as performers we do not have a moral concern in these 
moral matters. As performers we are merchants of morality (p. 156).

What matters is thus not authenticity itself, but the appearance of authenticity (Raffel, 2013). As 
Gouldner (1970), one of Goffman’s critics, has argued, this forces us to locate a person’s value or worth 
not in his work or accomplishments, but in his ability to skillfully engineer a desired impression which 
can be sold to others. “For Goffman, what counts is not whether men are moral but whether they seem 
moral to others [] Dramaturgy reaches into and expresses the nature of the self as pure commodity, ut-
terly devoid of any necessary use-value: it is the sociology of soul-selling” (Gouldner, 1970, p. 383). 
According to Gouldner, this shift indicates our move to a new economy, one which is no longer centered 
on old forms of labor production, but one that is focused on the production of performances moreso than 
products. Because the current capitalist system has created a world in which the middle class no longer 
sees a direct correlation between hard work and reward, or “actual contribution and social reputation” 
(p. 381), their labor is now being redirected into the production of performances aimed at enhancing 
that reputation, or quite simply, the marketing of the self.

By defining branding success as the successful engineering of a convincing impression and the sub-
sequent acceptance of that impression by the audience, we enter into Goffman’s world of appearances, 
rather than the realm of authenticity. Yet, it is precisely the notion of authenticity, which is hailed as the 
key to success in the personal branding literature (Brooks & Anumudu, 2015; Byrne & Gallagher, 2015). 
If the very nature of authenticity in the branding context is based on appearances however, the entire 
personal branding enterprise premised on the idea of authenticity is, by definition, destined to failure. 
The absence of a moral compass in the definition of branding success may not come as a surprise con-
sidering that the rhetoric of personal branding “invites employees to reconceive themselves as capitalist 
firms in their own right” (Vallas & Cummins, 2016, p. 295) and “to emulate the marketing strategies 
of successful corporations (p. 303), but it is no less significant however. The paradox of the personal 
branding discourse lies in the fact that it is a discourse deeply steeped in a neo-liberal market-based 
ideology -- an ideology willing to sacrifice authenticity in the name of success – while simultaneously 
elevating the concept of authenticity to the harbinger of success.

CONCLUSION

The concept of personal branding has received a lot of attention in recent years and has to a large degree 
been uncritically adopted by job seekers sold on the idea that they have no choice but to brand or be 
branded (Vallas & Cummins, 2015). This rhetoric of necessity comes disguised in a discourse of em-
powerment, which promises that broadened access to online branding platforms such as blogs, Twitter, 
Facebook and LinkedIn has created unprecedented career advancement opportunities and the possibility 
of “free agency” (Peters, 1997). What tends to get lost in the optimism of this discourse is the question 
of whether the labor force is truly the beneficiary of this new phenomenon. Wee & Brooks (2010) for 
instance, have argued that the self-reflexivity required to complete the first step in the branding pro-
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cess -- the creation of a brand identity -- has itself become a commodity benefiting an entire industry 
of consultants and book authors who make a living selling knowledge about reflexivity skills. What 
this empowerment discourse further fails to mention is the fact that Peters’ (1997) call to self-branding 
originated in the early days of the Internet, an era with a drastically different media environment. It was 
developed in an age of static personal websites, which offered tight editorial control over one’s self-
presentation, not in a world of social networking sites where nodes in your network have been found to 
shape others’ perceptions of you (Walther et al., 2008).

As this paper has shown, the branding metaphor itself points to a process of enslavement rather 
than empowerment. Designing a brand identity is inherently restrictive in that it demands that we limit 
our self-presentation to the projection of a diminished aspect of our selves for the sake of consistency. 
This demand, as we have seen, is not only unrealistic, but the concealment work necessary to succeed 
in this endeavour also carries a slew of health risks, which further calls into question the notion of em-
powerment. In addition, the need to keep performing this identity work on a constant basis constitutes 
an important form of “skilled, time-consuming, and unpaid labor” (Brooks & Anumudu, 2015, p. 29) 
which, because it has to be carried out on top of other responsibilities, creates a new burden of invisible 
work. The recommendation to address this problem by hiring public relations or reputation management 
experts (Schawbel, 2007) simply shifts this from a labor burden to a financial burden.

The brand positioning process too proved to provide an inadequate model on which to base personal 
branding advice. Not only is this process premised on the idea of identifying and targeting a specific 
audience, something the collapsed context of the social world no longer affords (Marwick & boyd, 
2011), but it also treats identity as a product to be developed and refined before being released to an 
audience presumed to passively absorb that identity. As we have seen, this understanding of identity 
as an a-priori product preceding the performance runs counter to the notion that identities are socially 
constructed through interaction with an audience (Goffman, 1959; Hecht & Choi, 2012). What this un-
derstanding does reveal is an underlying capitalist ideology, which views personal branding as an act of 
producing performances to be consumed by others. As long as those performances generate the desired 
impression in an audience, they are considered branding successes. Such a definition of success lacks 
a critical component however, namely that of a moral dimension. Without that dimension though, the 
call for authenticity, which is generally viewed as the key ingredient in the branding success formula, 
loses its own authenticity and exposes the true nature of personal branding – the commodification of the 
self, a self which has been reconceived “in the image of the capitalist firm itself” (Vallas & Cummins, 
2015, p. 313).
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ABSTRACT

This article describes how packaged water consumption has risen sharply in the world over the past 30 
years. It is the most dynamic sector of the food and drink industry. The growth of bottled water sales is 
the contribution of the marketing activities, promotion, and aggressive sales. Is there a difference between 
bottled water and tap water? Opinions are divided. Some are for bottled water, some for tap water. World 
consumption of bottled water in 2013 was 70,371.6 million gallons or more than consumption in 2008 for 
6.2%. Kosovo is a small country with a small purchasing power. In recent years, Kosovo has increased 
the use of packaged water by the population, due to a lack of viable drinking water running to the water 
network, and also as a result of social changes and the mentality of people. This article will deal with 
Kosovo’s market developments, consumer behavior and factors that affect the behavior of purchases.

1. INTRODUCTION

Humans can only survive a day or two without the basic product of life named water. Drinking water 
comes from tap water (public supply system and also from wells) and bottled water. Sources of bottled 
water are; underground water and public water systems.

What water is better to drink? Opinions are divided. Some are in favor and some are against one or 
the other. Tap water is said to be not safe, it has no taste, it is dangerous for health and so on. As a sup-
port to this claim, tap water runs through plumbing pipes (plumbing systems of water distribution to 
households) and is exposed to metal corrosion and may contain copper, lead, and other metals (Patricia 
L.et al.). Many developed countries are adding chlorine to tap water for water disinfestation. Containing 
organic elements, the water may produce other byproducts like trihalomethanes and halo acetic acids, 
which are dangerous and increase the risk of cancer (Final report – health risk, 2009). The World Health 
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Organization (WHO) recommends the chlorine concentration between 0.0005-0.0002 g/L, a level content 
of residual chlorine at or around 0.0002 g/L doesn’t a present health risk. Many low-income families 
avoid tap water fearing it may cause sickness. High–income families avoid drinking tap water as well.

Defenders of tap water, say that tap water is healthier, more environmentally sustainable and ecologi-
cally sound, and cheaper than bottled water. For example, tap water in some area may contain added 
fluoride, which helps prevent tooth decay and cavities (Lalumandier & Ayers, 2000). Because of this, 
some bottled water producers provide bottled water with fluoride, making their water bottled product 
fluoridated. Critics of bottled water say that bottled water actually taps water, but if bottled water comes 
from public water systems, (municipal suppliers) it must be clearly labeled as “distilled” or “purified” 
(Cruising Chemistry: Tap vs. bottled water, 2014).

Bottled water is classified as drinking water packaged in glass and plastic bottles. Bottled water as 
a product, includes aerated water, natural or distilled water or other forms of water, bottled in bottles, 
small or large packing, ready for household consumption or for use in the kitchen (USA Department of 
Health, 2014).

Bottled water comes in three basic forms:

• natural mineral water (containing some mineral concentrations),
• spring water, water derived from an underground formation from which water flows naturally to 

the surface of the earth
• purified /distilled water is water that has been produced by distillation, deionization, or other suit-

able processes (see more at www.bottledwater.org)

The IBWA considers other four additional categories of bottled water:

1.  artesian water/artesian well water, (is bottled water from a well that taps a confined aquifer (a 
water-bearing underground layer of rock or sand) in which the water level stands at some height 
above the top of the aquifer),

2.  drinking water, (is water that is sold for human consumption in sanitary containers and contains 
no added sweeteners or chemical additives),

3.  sparking water, (“is water that, after treatment and possible replacement with carbon dioxide, 
contains the same amount of carbon dioxide that it had as it emerged from the source. Sparkling 
bottled waters may be labeled as “sparkling drinking water,” “sparkling mineral water,” “sparkling 
spring water,” etc.)

4.  well water, (“is water from a hole bored, drilled or otherwise constructed in the ground which taps 
the water of an aquifer”).

Who are consumers of bottled water and why consume bottled water? Households, travelers, workers, 
sportiest, emergency aids /victims are bottled water consumers.

Europe is said to be the place that started the commercialization of bottled water (in 1700, as mineral 
water for healing various diseases). The United States began to produce in 1900.

The real incentive of bottled water market had begun in 1968 when the French company “Vittel” 
launched the first plastic bottle, aimed to expand at the general public consumption. With higher sales 
in France and Germany, Europe was a market formed and leader in the bottled water market.

http://www.bottledwater.org
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Glass bottles were the earliest type of bottled water packaging. Today, glass and plastic packaging 
are widely used (PET is more preferred). PET packaging dominates in all countries, except Germany 
which has legal requirements in terms of environmental protection.

Several factors influence the attractiveness of bottled water to consumers. Bottled water can be used 
at any time during the day but also in many situations. There is no need to be kept cold as juice or soft 
drinks, or hot as tea and coffee. Packaging in different sizes has served for various uses. Compared with 
other ready to drink beverages, bottled water is cheaper.

According to BMC (Beverage Marketing Corporation, n.d.), general global consumption of bottled 
water in 2013 was 70,371.6 million gallons, compared with consumption of 2008, when consumption 
was 52,153.3 million gallons, consumption in 2013 had an increase of 6.2% or an increase of 18,218.3 
million gallons. The biggest 10 consumer countries of bottled water in 2013 were China, USA, Mexico, 
Indonesia, Brazil, Thailand, Italy, Germany, France, and India, with consumption of 53,068.8 million 
gallons or 75% of world consumption. The rest of the world consumes 17,303.0 million gallons or 25% 
of world consumption.

The largest consumer in the world is China (10,418.4 million gallons), then the US (10,130.3 million 
gallons), Mexico (8,234.5 million gallons), Indonesia (4,824.6 million gallons), Brazil (4,796.4 million 
gallons), Italy (3,174.9 million gallons) Germany (3,109.1 million gallons), France (2,408.8 million 
gallons) and India (1,035.1 million gallons). The biggest increase has China where consumption of 
2008 from 5,160.4 million gallons, rose to 10,418.4 million gallons in 2013.Double-digit growth in the 
relative numbers was Thailand (18.5%), India (13.9%) and Indonesia (10.7%). European countries such 
as Italy, Germany, and France during this period had an increase of 0.5% - 1.8%.

Greater consumption per capita has Mexico 63.3 gallon/capita (in 2013), following Thailand with 
59.5 gallons/capita, Italy with 51.9 gallons/capita, and so on the US complains consume 32 gallons/
resident, Germany 38 gallon/capita, France 36.5 gallon/capita. Croatia, Slovenia, and Hungary have a 
consumption of 28.5 gallons/capita. It is interesting that consumption in China is only 8 gallons/capita.

2. THE CONSUMER BEHAVIOR AND BOTTLED WATER

Several studies in recent years have shown the behavior of consumers in the water bottled market, inves-
tigating the factors that influence in encouraging consumers to buy water. The results of these studies 
and the opinions of researchers in this field have shown a fairly large variability.

Consumers prefer more products of which have higher health benefits. A large proportion of bottled 
water is perceived as the most reliable and above all, healthier than water from the tap. There are various 
reasons for consumer bottled water choice: suitable beverage choice for hydration, the convenience of 
safety and healthier choice, better taste and refreshment. The promise of purity (safety) was the driven 
force for consumption (IBWA).

The main drivers of increased consumption and the growth of the bottled water market were: raising 
people’s awareness of the role of water for human health, confidence in the bottled water compared to 
tap water (then lack of drinking water in many parts of the world) as well as fresh water bottles compared 
to other soft drinks.

According to Doria (2006), organoleptic factor (characteristics of the water that affect the senses of 
taste, smell, sight) and risk health concerns of tap water consumption, are two main drivers that push 
consumers to use bottled waters in the USA, Canada, and France.
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Many consumers in the developed countries aren’t satisfied with tap water quality whereas in other 
countries there is not enough tap water. This drives buyers to buy bottled water, and for producers, it’s 
great opportunity to provide and present it as a clean, safe and healthy. Packaging aggressive promotions 
and aggressive selling have an influenced on buying behavior.

The increase of awareness of people that benefit from bottled water consumption is hydration of body 
and mind has been another main global driver (Shandling, 2008). Consumers also perceive bottled water 
as a better alternative compared to other drinks such as fizzy drinks and juices. Bottled water doesn’t 
only hydrate the body but also is health-giving and quenches thirst (Rodwan, 2009).

Phend (2009) in her study has led further research about the influence of the main factors on bottled 
water consumption. She agrees with previous researchers and impact of purity, safety, and taste in bottled 
water consumption. But those factors by consumers have perceived factors which impact to pay more 
for bottled water. From research in England, she shows that taste and suitability of the product are main 
reasons of consumption. Also, she says that these reasons not only differ from author to author but also 
from the countries where the research is conducted.

Durga (2010) in his research “Consumer buying behavior of bottled water in Suriname” shows that 
there is little connection between “income” and “perception” of customers and their behavior when buy-
ing water. He says that people with relatively high incomes and students/pupils (16- 25 years old) are 
the most frequent users of bottled water. Regardless of their low income, students/young people are the 
most frequent users of bottled water because they are more susceptible to advertising and promotions 
that made bottled water and thus more easily accept the luxury products and socially accepted.

There is no doubt that the success of bottled water in the market was marketing, promotion, advertising, 
and aggressive selling. Consumption and sales of bottled water have grown considerably, but advertising 
expenses are less comparing with advertising expenses of other beverages. In 2013, the bottled water 
industry spent $60.6 million on advertising, sports drinks spent $128 million, sodas spent $564 million, 
and beer spent $1 billion (BMC, Beverage Marketing Corporation).

For bottled water, a safer product, consumers pay a higher price. A person consuming 8 glasses a 
day would cost approximately $200; the same amount of tap water would cost approximately $0.33. 
Consumers are paying up to $3 /gallon for bottled water, and this is a higher price than tap water. In the 
U.S., the average person pays about 25 cents each day for water. The average cost of water supplied to a 
home in the U.S. is about $2 for 1,000 gallons. This is an example, that the bottled water costs are 3,200 
times more than the tap water (Ferrier, 2001). Let mention some of the critiques but also contributions 
of the bottled water industry.

Bottled water requires only annual quality testing for a few parameters, while tap water is tested daily 
or much more, for many parameters (Hariston, 2008). In the interest of bottled water companies is the 
day-to-day testing of product quality too, and quality certified material to distribute to a large number 
of people through the internet.

Conservationists in the US, bottled water call “new public enemy number one” (it is estimated that 
only 16% of plastic bottles of bottled water goes to recycling). Around 17 million barrels of oil (not 
counting the cost of oil for transportation needs) are needed to produce bottles for bottled to meet the 
needs of the US. These bottles released approximately 2.5 million tons of carbon dioxide. What is im-
portant to emphasize is that for manufactured a liter of bottled water, three liters of water are needed. 
(James E. Hariston et al., 2003).

Landfilled bottles may take 400 to 1,000 years to degrade (Arnold and Larsen, 2006). Non-biodegradable 
plastic bottles end up as litters on streets, parks, and urban cities creating sanitation problems. Over a 
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million seabirds and more than one hundred thousand marine mammals die every year from ingesting 
plastic debris (Think Global Green, n.d.)

Despite global anti campaigns to bottled water, bottled water industry remains a promising industry. 
Anti-campaigns have had an impact on the protection of the environment through refillable water bottles, 
dispenser filters, dispensers biodegradable vending machine PET bottles.

Bottled water industry creates economic value through employment in water wholesale, retail sec-
tor, and distribution sector, including recycling sector. Impact of this industry to US GDP was near 1%. 
(John Dunham and Associates, Inc., 2011)

3. THE BOTTLED WATER MARKET IN KOSOVO

Kosovo is a small country with 1.73 million inhabitants, 295 thousand households (the average size of 
households 5, 9 family members) and with a small purchasing power (Kosovo Agency of Statistics, n.d.). 
After the recent war in Kosovo (1999), a large number of internationals came to their civilian mission 
in Kosovo and these people had a tradition of bottled water consumption.

Kosovar locals used sparkling mineral water in small quantities mainly for health needs as well as 
an additional drink with other drinks (coffee, wine, etc.). In recent years, Kosovo has increased the use 
of packaged water by the population, not only as a result of lack of drinking water running to the water 
network but also because of social changes and the mentality of the people.

In many parts of Kosovo, there is not enough drinking water. There is no stability of drinking water 
supply and is questionable in terms of its safety to drink. People are supplied with water from the public 
water supply, wells, and bottled water. The supply of water from the tap as a public source is lacking 
is inadequate, that’s the reason in the market is a huge supply of bottled water that comes mostly from 
imports.

Today in Kosovo, there are several small and medium water producer companies, which cover the 
local market needs, making attempts to replace water from imports. Also, few local producers export 
to the markets in the region’s countries, mainly in Albania and Macedonia, and the Western European 
markets. There is a lack of consistency between production and market demand, market needs, and there 
is also a lack of knowledge by local producers about marketing and marketing strategies.

Consumers still prefer more imported water from abroad, especially carbonated, thinking of the better 
quality. Despite the growth, the sparkling water import in recent times has a decline.

4. RESEARCH AND METHODOLOGY

The research is based on the assumption that domestic bottled water producers don’t predict the trend 
of market development, market demand, based on the marketing concept.

The main goal in this research was to investigate the factors that influence the behavior of consumers 
in the decision to buy water in bottles, respectively, to answer in following questions: what is the size of 
the bottled water market in Kosovo, does water domestic producers satisfy the demand for bottled water, 
how much is the value and the quantity of import from abroad, the value of exports, which are the most 
popular water bottled brands in Kosovo, which is the size and role of producer “Kllokoti ” in the market 
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of bottled water in Kosovo, do consumers prefer water “Kllokoti” today or it was more preferred before, 
what is the pattern of consumer behavior in the market of bottled water in Kosovo, the impact of factors 
like demographic, income, and education in consumer buying behavior.

Regarding this, are raised hypothesis:

• There is a link between income and consumer behavior
• There is a link between education and consumer behavior
• There is a link between confidence in bottled water and consumer behavior

Primary sources (from the field) and secondary (table) data are used to prepare this research. There 
is no dilemma about the importance of primary data, but also secondary data are important in the initial 
stages of the study, what is known so far about the problem and what information updates are necessary 
(Smith & Albaum, 2012).

However, precisely the secondary data were a constraining factor in this work due to the lack of 
statistical data on imports, exports, consumption, production, etc. of bottled water. These data were 
not found at the Kosovo Agency of Statistics, but this problem is mitigated to some extent through the 
Kosovo Customs data. One paper about bottled water in Kosovo is made by Fejza and Asllani (2013). 
However, this paper didn’t address the behavior of consumers in bottled water.

To gather the necessary data from the field is prepared a questionnaire in accordance with research 
questions, hypotheses, and exploratory research. To test the reliability of the questionnaire, a test pilot 
has been done in a relatively small sample of 10 questionnaires, with the aim to identify and eliminate 
possible problems (to assess the reliability of the questionnaire). The same questionnaire in the same 
conditions with the same respondent is done twice and if the results are the same, the questionnaire 
is trusted. About 400 questionnaires are distributed in 5 main centers of Kosovo, 18 of questionnaires 
failed, so 382 questionnaires are involved in the research (Prishtina 100, Prizren 62, Mitrovica 62, Peja 
77, Gjilan 81).

The sample size is calculated based on the number of households, N = 295,070 households (accord-
ing to the Statistical Office of Kosovo). Based on this number the sample is n = 382 households (margin 
of error of 5%, confidence level 95%, population size 295,070, response distribution 50%). Collected 
data from questionnaires thoroughly are analyzed using Statistical Package for Social Sciences (SPSS) 
version 19.0. SPSS enables accuracy and makes it relatively easy data analysis and interpretation of 
results (see Tables 1 and 2).

Table 1. Socio-demographic information for consumers

Variables Description

Region 1- Prishtina, 2- Prizren,3- Mitrovica, 4- Peja, 5- Gjilan

Gender 0 for female,1 for male

Age 16-25, 26- 34, 35 -44, 46-55, 45>

Education 1- Primary education,2- Secondary education 3- Bachelor,4- Post university

Incomes 1) > 500; 2)500-990; 3) 1.000-1499; 4) 1.500 >
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5. DISCUSSION OF RESULTS

Obtained results from descriptive statistics show a good sample distribution system in 5 regions of 
Kosovo, on the basis of the size of the regions. The age distribution isn’t quite right between age groups, 
but it can be justified by the fact that respondents are randomly selected, and respecting the number of 
respondents to a specific region.

In the question posed to the respondents, which of the forms of drinking water is the safest, tape or 
bottled water, people in Kosovo perceive bottled water as a form of a quite safe drinking water (339 
respondents prefer bottled water, 42 didn’t prefer, and only 1 had no respond).

Somewhere 94% of respondents buy bottled water in supermarkets and only 5% in other places like 
restaurants, cafes, and stations.

About 47.5% of respondents buy bottled water more often than once per week, 32.2% once per month 
and 20.2% of them less once per month.

For 64.5% of respondents, the certification of bottled water is the main factor in buying decision.
It can be interpreted that consumers in Kosovo have some uncertainty regarding certification of dif-

ferent local producers. This uncertainty drives them to be sure that the consumer product is certified 
according to different standards.

Two other factors with impact in the decision for purchase are price and brand of product. The price 
is not the main factor influencing the purchase. For 63.6% of respondents the price of bottled water is 
reasonable, for 20.2% the price is affordable, for 10.7% is expensive, and for 5.2% is more expensive.

Packaging is seen as a less important factor compared with all other factors, but 86.4% stated that 
glass packaging fulfills better conditions of bottling, 5% believe in plastic packaging and 8.6% aren’t 
aware of it.

Respondents, 40.3% of them carried bottled water while traveling, 38.7% sometimes carry water 
while traveling, 9.9% rarely, and 11% never keep drinking water during a trip.

Table 2. Variables determining consumer behavior

Variables Description

Do you prefer bottled water 1) Yes; 2) Not so; 3) no answer

What factors you take into account when you buy 
water 1)Price; 2) Brand; 3) Packaging; 4) Certification

What is your opinion on bottled water 1) Good For Health; 2) Secure than other drinks; 3) Taste better than other drinks; 
4) Appropriate and easy to be consumed; 5) Quenches thirst

Where buy bottled water 1) supermarkets; 2) restaurants; 3) bus stations

How often buy water 1) Once a week 1; 2) Once per month; 3) Less than once per month

Bottled water has price 1) Very expensive; 2) Expensive; 3) Reasonable; 4) Affordable

During a trip with you carry water 1) Always; 2) Sometimes; 3) Rarely; 4) Never

Do you remember any name of bottled water 0 = yes; 1 = no

Have you heard about water “Kllokoti” 0 = yes; 1 = no

Did you use water “Kllokoti” 1) Ago yes but not now; 2) I used before but also I use now; 3) before not but now I 
am using; 4) I haven’t used and I am not using

Source: Results from Own Survey, 2015, Department of Agricultural Economics, Faculty of Agriculture and Veterinary at Prishtina 
University
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Consumers in Kosovo acquired the habit of keeping water during a trip, especially during the hot 
summer season, one of the main reasons why they buy water. For 20.2% of respondents, the main reason 
for bottled water consumption is the easy and appropriate way to be consumed, i.e. suitable for drink 
wherever you are. For 33.0% of respondents bottled water is healthier than other beverages, for 29.1% 
simply quenches thirst and 17.8% say that the main reason why they drink bottled water is it offers a 
better taste than other drinks.

In questions about the bottled water brands in Kosovo, (i.e. about the “Kllokoti” water brand), more 
respondents (like customers) prefer local brands than imported ones.

Kllokoti brand is the oldest producer of sparkling bottled water in Kosovo, is quite famous but is 
liked by 29% of consumers. Other four popular domestic brands of bottled water are Miros (14.9%), 
Dea (12.9%), Rugova (11.5%) and Akulli (8.6%). Two popular imported brands are Jana (6,3%) and 
Rosa (3.1%).

By this research Kosovo Kllokot is known by all, but there are respondents who had not heard about 
Kllokoti water brand. To the question of whether they consume water Kllokoti and have they consumed 
this water earlier, 60.2% of respondents have used and used even now. It seems that water Kllokoti has 
lost some of the consumers because 26.4% have stated that they have used Kllokot water before and now 
don’t use it. Only 1.6% were declared as new customers, 11.8% of respondents have not used before, 
and have never used. It appears that consumers have little knowledge regarding the healing properties. 
About 65.2% of respondents do not know healing properties of Kllokoti, while a small percentage declare 
digestive and kidney stone removes.

From obtained results Kosovo consumers aren’t satisfied with tap water, believing that bottled water 
is better than tap water (well or water supply). Consumers believe that the quality of bottled water is 
higher than the quality of tap water (90.1%), and 87.7% strongly believe that bottled water is safer than 
tap water. Moreover, customers believe that bottled water is healthier than fruit juice, (73.8%) as well as 
more believe that bottled water is more health-giving that soft drinks (95.8%). For carbonated beverages, 
they have a perception as “harmful to health” and the water on the contrary seen as a very healthy drink.

6. INFERENTIAL ANALYSES

This section summarizes and analyzes the results of assumptions and other important findings. First, let 
examine all the assumptions separately.

H 1: There is a link between income and consumer behavior.
H0 1: There is no connection between income and consumer behavior.

To assess whether there is a correlation between variables “income” and “consumer behavior” when 
buying water is performed ANOVA through SPSS and is got this result (see Table 3).

From the result obtained from ANOVA, we see that there is a link between income and the consumer 
behavior in buying of bottled water (see Table 4).

H 2: There is a link between education and consumer behavior.
H0 2: No link between education and consumer behavior.
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There is a link between education and consumer behavior p = 0.001 (p <0.05) since the 16-25 age 
group with income> 500 are more frequent consumers of bottled water,

H 3: There is a link between confidence in the bottled water and consumer behavior.H0 3: There is 
no link between confidence in the bottled water and consumer behavior (see Table 5).

The most frequent users of bottled water are people who are confident that bottled water is a safe, 
quality and healthy product, i.e. there is a link between the belief of consumers on bottled water and 
their behavior when buying water, r = .379, sig. (2-tailed) = 0.001 (see Table 6).

7. CONCLUSION AND RECOMMENDATION

Between bottled and tap water is a significant difference (some studies have shown that 25% of the bottled 
water market which emerges is water coming from the tap). According to experts, this is not always an 

Table 3. Consumer behavior and income

Sum of Squares Df Mean Square F Sig.

Between Groups 201.042 3 67.014 6.371 .001

Within Groups 3976.123 378 10.519

Total 4177.165 381

Source: An analysis of data with SPSS

Table 4. Consumer behavior and education

Sum of Squares Df Mean Square F Sig.

Between Groups 210.739 3 70.246 6.694 .001

Within Groups 3966.426 378 10.493

Total 4177.165 381

Source: SPSS data analyses

Table 5. Pearson Correlation between variables “consumer behavior” and “confidence in bottled water”

Confidence in bottled water Consumer Behavior

Confidence in bottled water

Pearson Correlation 1 .379

Sig. (2-tailed) .000

N 382 382

Consumer Behavior

Pearson Correlation .379” 1

Sig. (2-tailed) .000

N 382 382

**. Correlation is significant at the 0.01 level (2-tailed).
Source: SPSS data analyses.
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easy task. Plastic (PET) as bottled water packaging is a major environmental polluter. Besides this, the 
plastic has a chemical component BPA (Bisphenol A) which made bottled spring water unsure because 
it can damage the enamel of the teeth, reduce sexual desire and increase the risk of obesity. Some results 
show that they are completely safe.

Some experts point out that it is best to drink bottled water which is filtered. In this way, you are com-
pletely sure that the water is safe, and you know exactly what you’re consuming. Other experts suggest 
why it would be better to drink water from the tap, especially if you are not a fan of bottled water of any 
particular taste. The bottled water often contains artificial sweeteners, which can cause insulin resistance 
and performances of diabetes. In some countries it is not safe to drink water from the tap, having in 
mind the quality of the water pipes that may contain harmful components. But fans of bottled water have 
to search ingredients and bottles that do not contain BPA or choose glass bottles (KOHA, June 2015)

Safety of bottled water, bad taste or quality of tap water and numerous other reasons push the consumer 
to by and consume bottled water. In the future is expected a growth trend of bottled water consumption, 
thus production and employment. A problem will be the environmental pollution, but manufacturers 
will make solve plastic use of packaging, such re-election of glass or any other material for packaging, 
reuse of bottles inadequate sanitary etc.

The main conclusion is that customers appreciate bottled water and are prepared to pay many times 
more for bottled water, a product they perceive as “safe,” “health-giving,” “yummy” or as convenient 
and easy for consumption.

Messages for health and hydration will be core consumption messages. An innovation of other 
“healthy” drinks will compete bottled water.

The quality of bottled water is high in Kosovo. In the confrontation with the strong competition of 
producers from countries with tradition in the marketing concept, local producers have to apply mar-
keting philosophy, share monetary tools to communicate with the market, and aggressive promotion to 
proper buyers and consumers.
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ABSTRACT

Emotional branding has become a necessity for most brands today. Brand loyalty can be developed by 
brands only when there is an emotional connection between the brand and its consumers. This chapter 
deals with the nuances and meaning of emotional branding and how it appeals to consumers. There is 
also a lot of discussion on how the elements of the marketing mix (4Ps) help the brands to attract and 
retain consumer loyalty over a long period of time. Marketing mix decisions are part of the overall mar-
keting strategy of the firm as well as the brand, and more often than not - considerable changes have to 
be made in order to establish an emotional connection with the consumers. Research shows that today’s 
consumers are more experience-oriented and hence, a positive experience motivates the customer towards 
repeat purchase and ultimately brand loyalty. The marketing mix should then be geared to provide a 
great product/service/brand experience to its consumers.

INTRODUCTION

What Is a Brand?

According to BusinessDictionary.com, a brand is a “unique design, sign, symbol, words, or a combination 
of these, employed in creating an image that identifies a product and differentiates it from its competi-
tors. Over time, this image becomes associated with a level of credibility, quality, and satisfaction in 
the consumer’s mind. Thus brands help harried consumers in crowded and complex marketplace. Legal 
name for a brand is trademark and, when it identifies or represents a firm, it is called a brand name.”

Influence of Marketing Mix 
Decisions on Emotional 
Branding and Its Effect 
on Customer Appeal

Rahul Gupta Choudhury
International Management Institute, India
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A brand can be thought of as a mixture of tangible and intangible attributes, symbolized in a trade-
mark, which if properly managed, creates preference and generates value. It is also a collection of images, 
thoughts and feelings in a person’s mind. A brand is a two-way pact where in return for the customer’s 
preference and loyalty, a shortcut to the best purchase decision is offered. All brands offer functional as 
well as non-functional benefits. Functional benefits are physical, tangible, and real – like: color, flavor, 
shape, size, and price. Non-functional benefits are emotional/sensory, intangible, and perceived – like: 
gentle, caring, sexy, glamorous, macho. The emotional and self-expressive benefits are most meaningful 
and most difficult to imitate, but hardest to deliver.

Why a Brand?

The ultimate aim of any brand is to generate loyalty, and this is mostly driven by reason and logic. The 
traditional marketing believes that the brand has to give the consumers a reason to buy. However, in this 
age of me-too products, this may not be sufficient. Reason and rationale is in the functional benefit area 
which does not give the brand a good enough POD (Point Of Difference). Reason generates respect and 
most brands are operating in this domain. In order to really become a part of the consumers’ life, one 
needs to generate love for the brand – and that is something which goes beyond reason. A brand starts 
off being an unknown entity, and then reaches a point when it is known for something good. However, 
one has to go beyond this state and identify with the consumer such that it is known for something that 
the consumer cares about. In the journey from the unknown product to a well-recognized brand, the 
product earns a lot of respect. Most brands become stuck here – they offer functional benefits, and it 
stops there. Consumers need them but do not crave or love them. The goal is to establish an emotional 
connect with the target consumer. This creates real impactful value and the consumer pays back with 
loyalty and love. In between, there are ‘fads’, which are high on love and low on respect. However, they 
are not remembered and do not have a long life span.

Respect is about superior performance, earning the trust of consumers, and building a reputation; 
while love is about creating a mystery, and a feeling of sensuality and intimacy. Superior performance 
is demonstrated by innovation, quality, and service. It creates its own identity and delivers value to the 
consumers. Trust is obtained through reliability, sustainability, ease, openness, and security. Reputa-
tion is built through leadership, honesty, responsibility, and efficacy. Mystery is created through great 
stories, by tapping into the dreams of the target segment, creating myths and icons which are the source 
of inspiration to the consumers. Sensuality is about sight, sound, smell, touch, and taste. Intimacy is 
created through commitment, passion, and empathy. Brand loyalty is built on the respect and love of the 
customer. This phenomenon is beyond reason. It is very clear that when it comes to driving customer 
appeal and developing brand loyalty, the heart rules over the mind. As Jeff Bezos (Founder, Amazon) 
puts it: “Your brand is what people say about you, when you are not there” (Gattiker, 2008).

History of Origin of Brand

The word, brand, derives from Dutch brand meaning “to burn”, recalling the practice of the Dutch East 
India Company (VOC) burning their mark (or brand) onto their products (Brandmerk) (Rijksmuseum – 
Het museum van Nederland - te Amsterdam, n.d.). The oldest generic brand, in continuous use in India 
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since the Vedic period (ca. 1100 B.C.E to 500 B.C.E), is the herbal paste known as Chyawanprash, 
consumed for its purported health benefits and attributed to a revered rishi (or seer) named Chyawan 
(Sanskrit epic Mahabharat). This product was developed at Dhosi Hill, an extinct volcano in northern 
India. Roman glassmakers branded their works, with Ennion being the most prominent (Johnson, 2015). 
The Italians used brands in the form of watermarks on paper in the 13th century (Colapinto, 2011). Blind 
Stamps, hallmarks, and silver-makers’ marks are all types of brand.

Although connected with the history of trademarks (US Trademark History Timeline, 2013) and 
including earlier examples which could be deemed protobrands (such as the marketing puns of the 
Vesuvinum wine jars found at Pompeii) [Jstor.org], brands in the field of mass-marketing originated in 
the 19th century with the advent of packaged goods. Industrialization moved the production of many 
household items, such as soap, from local communities to centralized factories. When shipping their 
items, the factories would literally brand their logo or insignia on the barrels used, extending the mean-
ing of brand to that of a trademark.

Bass & Company, the British brewery, claims their red-triangle brand as the world’s first trademark. 
Tate & Lyle of Lyle’s Golden Syrup makes a similar claim, having been recognized by Guinness World 
Records (Hibbert, 2008) as Britain’s oldest brand, with its green-and-gold packaging having remained 
almost unchanged since 1885. Another example comes from Antiche Fornaci Giorgi in Italy, which 
has stamped or carved its bricks (as found in Saint Peter’s Basilica in the Vatican City) with the same 
proto-logo since 1731.

Cattle-branding been used since Ancient Egypt. The term, maverick, originally meaning an un-branded 
calf, came from a Texas pioneer rancher, Sam Maverick, whose neglected cattle often got loose and were 
rounded up by his neighbors. The use of the word maverick spread among cowboys and came to apply 
to unbranded calves found wandering alone (Maverick, 1942).

Factories established during the Industrial Revolution introduced mass-produced goods and needed to 
sell their products to a wider market - to customers previously familiar only with locally produced goods. 
It quickly became apparent that a generic package of soap had difficulty competing with familiar, local 
products. The packaged-goods manufacturers needed to convince the market that the public could place 
just as much trust in the non-local product. Pears soap, Campbell’s soup, soft drink Coca-Cola, Juicy Fruit 
chewing gum, Aunt Jemima pancake mix, and Quaker Oats oatmeal were among the first products to be 
“branded” in an effort to increase the consumer’s familiarity with their merits. Other brands which date 
from that era, such as Uncle Ben’s rice and Kellogg’s breakfast cereal, furnish illustrations of the trend.

Around 1900, James Walter Thompson published a house ad explaining trademark advertising. This 
was an early commercial explanation of what we now know as branding. Companies soon adopted 
slogans, mascots, and jingles that began to appear on radio and early television. By the 1940s (Mildred 
Pierce, 2006), manufacturers began to recognize the way in which consumers were developing relation-
ships with their brands in a social/psychological/anthropological sense.

Manufacturers quickly learned to build their brands’ identity and personality such as youthfulness, 
fun or luxury. This began the practice we now know as branding today, where the consumers buy the 
brand instead of the product. This trend continued to the 1980s, and is now quantified in concepts such 
as brand value and brand equity. Naomi Klein has described this development as “brand equity mania” 
(Klein, 2000). In 1988, for example, Philip-Morris purchased Kraft for six times what the company was 
worth on paper; it was felt by analysts that what they really purchased was its brand name.
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Brand and Marketing Mix

Branding, by definition, forms an essential part of marketing; and, marketing determines the perception 
and attitude, as well as behavior of consumer towards a particular brand. Marketing can be conceptual-
ized as aggregation of various process of planning and implementation of what is known as the 4Ps, 
namely: product, place, price, and promotion. A brand is formed as a consequence of the implementation 
of several interrelated components called the marketing mix, which is a resultant of the interplay of the 
4Ps in a given marketing environment.

Many studies have been carried out on the effects of marketing mix decisions on customer satisfac-
tion and brand loyalty. Most of the studies establish a link between marketing mix and brand loyalty. 
Perceptions of consumers are shaped by various aspects of the marketing mix, and the proportion of 
influence varies between each of the 4Ps. For some product categories, product itself plays an important 
role in the formation of the brand image, while for some other product categories it may be the various 
facets of the promotions undertaken by the brand owner. According to the studies, a combination of 
intrinsic as well as extrinsic attributes of the brand determines the appeal of the brand for customers, 
and the consequent brand loyalty.

Emotional branding is an absolute necessity today for brands to develop customer appeal and increase 
brand loyalty. For establishing the emotional connect between customers and the brand, marketing mix 
decisions will continue to play a very important role.

OBJECTIVE

The intention of this chapter is to further examine the nature and magnitude of relationship between each 
of the 4Ps and the positioning of the brands in different product categories, in the minds of the customers. 
Customer appeal will emanate from emotional branding, which is influenced considerably by market-
ing mix. The objective is to conceptually explore the nature of interconnections or influences that exist 
between the marketing mix decisions and the generation of emotional bonding between consumers and 
the brand. Brands with considerable customer appeal have an emotional connect with customers. It is to 
be explored as to how an effective use of marketing mix decisions enhances this emotional connection 
between customers and the brand. The reader of this chapter will get a thorough idea about brands and 
how they get intertwined with human emotions. The chapter will help them understand how the 4Ps 
of marketing influence the building up of brand loyalty and brand equity through the human emotion 
route. The chapter also demonstrates that brands really become strong when they are able to establish 
the emotional connection with their customers.

Brand and Human Emotions

Humans are powered by emotion. Donald Calne, former Director of the Neurodegenerative Disorders 
Centre at the University of British Columbia (Canada), has the following to say: “The essential differ-
ence between emotion and reason is that emotion leads to action while reason leads to conclusions”. 
Antonio Damasio, Dornsife Professor of Neuroscience at the University of Southern California (USA), 
says: “We now know that emotion, intuition, long-term memories, and the unconscious make up as 
much as 85% of our motivations”.
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In Aaker’s Brand Resonance Model, it is seen that the first step is the establishment of brand salience. 
This establishes the identity of the brand by building awareness. Then the consumers are able to judge 
performance of the brand. Also, the consumers are able to form feelings about the brand from the im-
agery it uses. Performance establishes the meaning of the brand, while imagery is about unique brand 
associations. Positive reactions of the consumer about their judgment as well as feelings create what 
is called the resonance. So, feelings which emanate from imagery and is an emotion-linked attribute, 
determines the magnitude of the customer appeal for the brand. Resonance is about relationships, which 
lead to active and intense brand loyalty.

Great brands fall in the following four equity models: Power (Doing), Identity (Being), Explorer 
(Growing), and Community (Belonging). Identity brands offer emotional benefits literally, while com-
munity brands offer emotional benefits symbolically. These two types of brands are more on the emo-
tional platform, while power and explorer brands are more on the performance platform. On a similar 
way, the relationships between consumers and brand can be expressed in our various day-to-day human 
relationships. They are: best friends, childhood friends, casual friends, specialized friends, family, court-
ing, fling, secret affair, rebound, dependency, enslavement, hostility, arranged marriage, marriage of 
convenience, and romantic marriage. The strongest relationships which are high on love, respect, and 
loyalty are childhood friends, best friends, family, and romantic marriage. These are the relationships that 
all brands aspire to develop with their consumers as they have the capability to drive customer appeal to 
the highest level. Dependency, casual friends, and arranged marriage are medium strength relationships 
which are high on respect and loyalty, but low on love. Relationships with high passion but low loyalty 
are secret affair, fling, courting, and specialized friends. These are like fads and hence are short-lived. 
The most tenuous relationships are low on love, respect and loyalty. They are hostility, enslavement, 
rebound, and marriage of convenience.

Brand Fetishism

In an article on “brand fetishism”, Katya Assaf writes in Connecticut Law Review (Vol.43, No.1, No-
vember 2010) about the dissonance between trademark law rationales and the current use of corporate 
trademarks. To understand the development of the concept of trademark which later on evolved into 
brands, one has to go back a few centuries in time. A ‘fetish’ is an object which is endowed with magical 
or supernatural powers. The veneration of such objects is known as ‘fetishism’. In 1867, Karl Marx bor-
rowed this concept from anthropology and invented the term called ‘fetishism of commodities’. Accord-
ing to him, in a capitalist market, products are perceived as commodities, which have their own inherent 
value – however, in reality, their value is created by human labor. Marx argued that this phenomenon 
is quite akin to religious beliefs of primitive societies. All this emerged in the late nineteenth century 
against the backdrop of industrial revolution which disconnected the product from its producers. A good 
example of this phenomenon in the modern times would be that of Harley Davidson.

Trademark became necessary to identify the source and hence came to be called as ‘source theory’. 
As licensing of trademarks became common, ‘source theory’ changed to ‘quality theory’ where the 
trademark was perceived as a symbol or assurance of quality rather than the identity of the producer of 
the product. With a plethora of technological developments and enormous growth in mass production, this 
‘anonymous source theory’ took fetishism to an altogether different level. Around 1920s, consumerism 
set in and this gave rise to marketing and selling of mass-produced goods by inspiring imagination and 
provoking emotions. It is exactly at this point that trademarks gave way to brands, which were platforms 
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used for attaching feelings and images to physical commodities. Brands became the primary vehicle to 
establish emotional bonds and loyalty relationships with their consumers.

It will not be inappropriate here to recall a phenomenon which has long been established in the market-
ing literature. Research has established that consumer satisfaction does not necessarily lead to customer 
loyalty. In fact, satisfaction and loyalty are very weakly correlated. It has been proved that customers 
are more loyal to a brand when their loyalty is based on emotional platforms and not on rational reason-
ing. So, brand loyalty is best achieved by establishing quasi-personal relations between the brad and the 
customer. Also, customer loyalty is normally based on strong emotional attachment – preferably that of 
love between the customer and the brand.

Brand, Marketing Mix, and Performance

The success of a brand in the marketplace is dependent on effectiveness of the brand building exercises 
carried on by the manufacturer/marketer. Berk (2008) studied 225 new-brand introductions across 22 
repeat-purchase product categories over five years. The objective was to find the factors that are cor-
related with new-brand success. According to the author, success of a new brand is dependent on its 
ultimate market potential and the rate at which it achieves this potential. They found that growth and 
market potential are directly linked to the new brand’s long-term advertising, promotion, distribution, 
and product strategy. Now, strength of distribution is one of the key areas for success of any brand. It 
not only makes the brand available to consumers, but pushes the consumer for trial purchase as well as 
repeat purchase of products. Availability of the brand in as many towns and villages of the country is one 
sure way of ensuring higher acceptability of the brand among the consumers. So, access to distribution 
breadth plays the greatest role in the success of a new brand, and those investments in distribution and 
product innovation lead to greater marginal increases in sales for new brands than discounting, feature/
display, or advertising. Moreover, distribution interacts with other strategies to enhance their effectiveness. 
These findings underscore the utility of extending marketing mix models of new-brand performance to 
include product and distribution decisions. It is also seen that, in accordance with the signaling theory 
of umbrella branding, consumers’ quality perception of a brand in a product category are affected by 
their experience with the same brand in a different category. Marketing mix strategies in one product 
category will impact the quality perceptions, consumer perceived risk, and consumer choice behavior 
in a different product category.

In today’s environment of change and choice in the marketing mix, marketers have to maintain clarity 
and consistency. In order to avoid confusion among the consumers, the brand and its creative expression 
must ensure that the brand personality remains consistent across the marketing mix. The core elements 
of the brand have to be used to provide consistency across the media as well as the channels. The issue 
holds good even in the service industry. The service market is becoming increasingly competitive and, 
hence, there is a need for companies to differentiate from their competitors. So, overall, a good strategy 
may be to formulate the service mix in such a way that they are able to provide cost-effective service to 
the targeted customer. Service enhancement will take place by developing a distinct brand proposition. 
This will also involve overcoming the internal barriers within the company and maintaining a culture of 
continuous improvement. The growth will emanate from delivering the proposed value to the customers.

It has been proved that market leaders in terms of market share are much more profitable than the 
followers. The legendary CEO of GE, Jack Welch, in his famous guidance to the Strategic Business Units 
had said that one should either be no. 1 or no. 2 – or, get out of the business. So, market leaders always 
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aim for higher than average product or service quality, and this they support through higher than average 
advertising investments. Studies show that it is very important to have the right mix of advertising and 
promotions. It has been seen that excessive promotions at the expense of advertising almost always hurts 
long-term brand equity, which again has its effect on profits. However, it is very difficult to determine 
the financial value of a brand or the ROI of branding activities. The calculation of ROI for marketing 
mix activities uses techniques and methodologies that focus on the current-period cash flows the brand 
is deemed to create. The application of this method creates challenges in terms of branding activities as 
the elements of a brand campaign relate, interact, and combine to create the whole.

Rossiter et al (2012) defines emotional branding as “the consumer’s attachment of a strong, specific, 
usage-relevant emotion such as Bonding, Companionship, or Love-to the brand.” They surveyed FMCG 
products and found that full-strength emotional branding can be attained for a maximum of 25% of the 
brand’s buyers. However, the returns in terms of personal share of purchases are very high. They are of 
the opinion that emotional branding may be highly effective for high involvement positively motivated 
products. Advertising is capable of generating strong and specific emotional attachment, but that may 
not be enough. In order to make the effort of emotional branding successful, the brand experience at 
every touch point must be very satisfying to the customer. The brand promise must be mitigated for the 
customer with performance matching expectations. Marketing communication strategy has to weigh in 
the pros and cons of traditional advertising, which is less risky, compared to the high-risk, high- return 
emotional branding strategy. Similarly, a study of the tourism market (Hosany et al, 2013) segments 
the consumers on the basis of demographic and psychographic variables. It was found that the tourists 
could be sub-grouped into five distinct emotional response patterns. The sub-groups differed by their 
satisfaction level and propensity to recommend destinations. These findings have important implications 
for destination marketers for designing their branding strategies.

In an interview to Beauty Buzz (May 2016), Tamara Rogers – Unilever’s executive vice president of 
personal care, USA – commented on the turnaround of Dove, starting 2004. According to Rogers, Dove’s 
“Campaign for Real Beauty” focused on “real women whose appearances are outside the stereotypical 
norms of beauty” changed to outlook on beauty and looks and presented a more positive and inclusive 
approach to personal care. In this case, Dove rediscovered “purpose” and augmented and supported con-
sumer’s self-esteem. Rogers also pointed out that these “purpose” brands are growing at a much faster 
pace than the standard brands. In the same interview, Kees Kruythoff (president, NA, Unilever) talks of 
the “growing tribalism of global consumers”. Even a company like Unilever is offering “local” brands in 
order to strengthen the emotional bonding with its consumers. Rogers maintained that digital is part of 
the overall marketing mix. For Unilever, digital budget is increasing, but TV cannot be forgotten. Rogers 
also believes that consumers need to fall in love with the brand, and so, brands need to tell emotional 
stories without forgetting the functional angle. Kees thinks of consumer engagement from the position 
of how portfolio mixes perform in the Omni channel. This is becoming more complex by the day with 
the advent of e-commerce and also because consumers, media and competitors are fragmenting at a 
rapid pace. He sees competition not so much from other multinational giants, but from the local, niche 
competitors. He believes that that is where “love” is. In order to engage with the consumers, Unilever is 
trying to drive purpose into all its brands, and hence data analytics is becoming very important.

The first thing that comes to mind while discussing branding is that of advertisements and sales 
promotions. In most of the cases, many other elements of the marketing mix do not get adequate atten-
tion. Communication is not the only way to the consumer’s hearts. Very often, consumers need to be 
reminded of the presence of the brand and it’s availability in order to continue to occupy a special place 
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in their hearts. In a study (Ataman et al, 2008), the authors analyzed 225 new brand introductions across 
22 repeat-purchase product categories over five years. For their model, they assumed that growth and 
market potential are directly linked to the new brand’s long-term advertising, promotion, distribution, 
and product strategy. The authors found that distribution breadth is the most important factor for the 
success of a new brand. Marginal increase in sales of new brands is greater for investments in distribu-
tion and product innovation compared to discounting, feature/display, or advertising. Also, distribution 
increases the effectiveness of other strategies pertaining to the marketing mix by interacting with them. 
So, the authors assert that there are great benefits in extending marketing mix models to include product 
and distribution, mostly for new-brand performance.

The question now is whether the concept of emotional branding and the effect of marketing mix deci-
sions on emotional branding, is applicable in the B2B space as well. The overall purpose of marketing is 
to create value and this should hold good even for B2B marketing. Many authors argue that the product 
and its quality is all that matters in industrial marketing. Marketing apparently plays a secondary role, 
and the concept of marketing mix itself is not well developed in this domain. There are researchers and 
authors who have taken a contra view. Leek et al (2012) argues that brand value facilitates the progression 
from the value of products and services to relationship value. Here, brand value combines the functional 
(i.e. quality, technology, capacity, infrastructure, after sales service, capabilities, reliability, innovation) 
and the emotional qualities (i.e. risk reduction, reassurance, trust). However, in B2B marketing, the 
brand value is moderated by situational factors like nature of purchase, and environmental factors like 
the state of the economy. The value of the brand definitely drives the development of B2B relationships. 
So, B2B practitioners build their brands in such a way that functional as well as emotional connections 
are established with buyers. This will then go a long way in building a strong supplier-buyer relationship.

Brand Experience and Emotional Bonding

In the not-so-distant past, the marketer needed a good product at a reasonable price augmented with a 
catchy jingle or a loud announcement. In this new economy, clearly that is not enough. Mark Stinton, a 
renowned marketing consultant, is of the opinion that in the new economy, you have to have more. There 
are too many examples of good products that never penetrated the market. And this is where branding 
steps in. This is the domain where a brand becomes much more than just a name, logo, and slogan. 
The brand to the customer is all the associations and experiences that the customer goes through at all 
the touch points with the brand. This experience is when the customer sees the advertisements of the 
brand, shops in the brand store; buys the brand online, and talks to the customer service representative 
or any other similar touch points. The impressions that the customer forms from these experiences are 
based more on emotion than on fact. So, the emotional bonding between the brand and the customer is 
the result of the product plus the experiences of the customer. However, the Internet is rapidly changing 
the definition of what is called a good customer experience. There is hardly a marketing strategy today 
for any brand which does not incorporate digital marketing. This integrated marketing mix will lead the 
way for customer engagement that will establish the emotional connect between brand and its custom-
ers. Customers are increasingly becoming vocal on the web and are rating a product or service online. 
With more customers using the web to research products, customer reviews can make or break sales. On 
the other hand, the importance of traditional methods of reaching customers is decreasing at a steady 
pace, especially in the urban landscape. In keeping pace with these technological and social changes, 
marketers are also increasingly allocating a larger share of their marketing mix budget for online digital 
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marketing. One of the major advantages of online marketing is the speed with which the message gets 
disseminated, and that too at a very low cost. One of the most interesting advertisements online that 
comes to mind immediately is that of Burger King. In 2004, Burger King released a low-budget online 
promotion featuring a dancing chicken that computer users could command to moonwalk or skip. The 
site got 385 million hits in nine months after its release. Users spent an average of seven minutes on the 
site, a dream come true for advertisers. All this was achieved without any catchy jingle.

Ed Pilkington (Diageo Marketing and Innovation Director, Western Europe), in an article in Market-
ing Week on 9th October, 2015 – says that for a lasting impression on the customers, the brand has to 
put amazing experiences at the center of the brand strategy. The Oxford English dictionary defines an 
experience as “an event or occurrence, which leaves an impression on someone”. What we experience 
is more memorable than something we simply see or hear because it taps into our human senses and 
we feel it. Ed further adds that this can be done in two ways. The brand can be a part of the experience 
or be the experience itself. For this, the brand has to tap into existing events or passion points of the 
consumer. It has also to tap into the physical and emotional facets of the customer that create memories. 
So, the brand has to create experiences which are genuine and distinct to the brand.

Dick Porter, CEO of Publishing Group of America espouses time as a significant creator of brand 
value. It has been universally accepted that the two most important factors for creation of brand value 
are reach and engagement. Dick Porter is of the opinion that time really helps in increasing the value of 
the communication because, according to him, if the ad does not reach or engage its audience in time to 
make a difference in sales, it will be deemed worthless. There is immediacy imperative and that is called 
fast branding. So, the luxury of building a brand image slowly does not exist today. This becomes more 
relevant in areas where retail is organized. This brings us to the important question about the future of 
brands. In this era of fast branding, it is not easy to build brand loyalty as the phenomenon of here and 
now propels the customer to consume products and brands which are top of the mind recall at the point 
of purchase. This argument goes against the grain of emotional branding and makes the work of the brand 
managers even more complicated. The solution is in a very intelligent way of using the marketing mix, 
where long-term brand building will have to be balanced out with the needs of the present moment. The 
customer has to be engaged with the brand all the time and advertising will have to be coordinated with 
promotions at the store level. The Internet and digital marketing has thrown open these opportunities to 
mass customize the media plan in such a way that the customer is engaged with the brand at all times. 
Continuous reminder advertising along with brand building exercises is the key to connect meaningfully 
with the customer. The traditional thinking of brand building is on the fundamental premise of delivering 
what has been promised to the customer. In this post-modern era, the brand has to become a part of the 
life of the customer. That means that the customer expresses himself through his brand associations and 
the brand itself becomes a part of is self-identity. This is true emotional connect.

Brand, Culture, and Image

One very important movement is taking place across the world. Earlier, brands were part of the culture. 
In this post-modern era, brands are the culture. People and brands are increasingly coming together and 
as a result, brands are becoming part of the folklore. This is not necessarily a phenomenon of mercantile 
societies. With the rollback of the government and the increased participation of the corporate sector in 
the daily life of people, the intimacy between people and the brands have increased dramatically. This is 
becoming part of a much larger cultural and economic story. The market place is becoming the central 
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meaning-making institution of many people’s lives, and is reaching a point where it is replacing even 
political and religious affiliations. This phenomenon is throwing up immense opportunity to marketers to 
establish the emotional connect between people and their brands. Corporates and brands are now present 
in every facet of our daily lives. This will continue to grow as government participation will continue 
to decline in our public lives. The corporates will participate more and more in the public as well as the 
private domain of the people’s lives – whether it is as part of their corporate social responsibility or as 
part of a well-orchestrated marketing mix strategy. As a result of this, the erstwhile boundaries between 
the market and the society will become obscure and the brand-scape will become inescapable for the 
people. Brands will start playing a very important role in all spheres of our lives and hence, will ultimately 
influence people in the choice of their lifestyles. People will start visualizing brands as shared cultural 
property rather than privately owned intellectual property. So, brands will be owned by the people and 
not the manufacturer or the marketer. In this scenario, it is obvious that people will become emotion-
ally attached to brands and this capacity of the brand to become a part of the emotional landscape of 
people will determine the success or failure of the brand. This will also entail a serious rethink for the 
corporates on their marketing strategies as also their marketing mix decisions. Branding will have to 
become much more participatory. Consumer participation is necessary for co-creation of value which 
will satisfy the emotional expectations and yearnings of the customer from the brand. A very simple 
way of doing this is to ask the pre-teens to develop their own bicycles along with product development 
managers/engineers, or to help children build star war videos in their own homes. For many Americans, 
the day has to start with Starbucks and for many Indians – the day has to start with Nescafe. It will be 
helpful to take a lesson or two from another very important aspect of people’s lives – sports. The kind of 
emotional attachment that a football fan has for their clubs, or the cricket fan has for their chosen sides 
or countries has a lesson for marketers in the art and science of emotional branding. Some iconic brands 
like Harley Davidson have been able to kindle this kind of fan following as well.

A paper on cultural approach to branding (Cayla et al, 2008) provides the philosophical/cultural back-
ground very well. According to the authors, brands have become an integral part of the global popular 
culture – as also, the cultural and economic landscape in most of the countries worldwide. The brand 
symbols evoke varieties of responses because of their cognitive salience and ability to arouse passion. 
This is only possible when there is an emotional connection between the brand and the people – mainly 
the popular culture. The consumer culture theory espoused by Arnould and Thompson (2005) studies 
brands as cultural forms, which is a way of organizing and interpreting the world. This positions the 
brands in the same league as theatre, plays, drama, folktales, movies, songs and music. So, branding is 
a specific form of communication which tells stories about products and services, to its consumers in 
order to meet their unmet needs and demands. These symbolic forms encapsulate ideas about how one 
should live, behave, look, communicate, socialize and think. All brands have a history behind them and 
are different in different cultural contexts. So, each brand evolves differently and connects with their 
consumers in different ways, depending on the cultural context. Brands then are sociocultural entities 
which become part of the local culture in their own localized fashion. It will be extremely difficult to 
establish an emotional connect with the consumers – with a standardized communication or marketing mix 
decisions across the globe. In that way, it is far better to have a marketing mix strategy of going “glocal”.

According to Malar et al (2011), in order to achieve emotional brand attachments one has to match 
the personality of the brand with the consumer’s self. There is a lot of ambivalence as to whether the 
match should be with the consumer’s actual self or his ideal self. To answer this question, the authors 
conducted empirical studies and found that there are various factors which influence this phenomenon. 
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The main factors are consumer’s product involvement, variables which signify consumer’s individual 
differences and the type of self-congruence – which means the fit between the brand’s personality and the 
consumer’s actual self-versus his ideal self. It was observed that on a general level, actual self-congruence 
has the greatest impact on emotional brand attachment. Again, there are factors which increase the 
positive impact of actual self-congruence and reduce the impact of ideal self-congruence on emotional 
brand attachment. These factors are product involvement, self-esteem, and public self-consciousness. 
So, the authors believe that in the overall scheme of things, creating emotional brand attachments is a 
key branding issue in today’s marketing world.

Emotional Branding and the Thought Process

In an interview to Adweek on June 20th, 2016, Alison Lewis, the global chief marketing officer of J&J, 
has the following to say: “At the end of the day, people are always buying what you sell, so if you’re sell-
ing mouthwash or beauty cream or even a baby-care product, of course you know they have a need and 
you fulfill that need. But the thing that I believe sort of sways them to choose your brand over everyone 
else’s brand is how they feel. That purpose, that emotion is critical.”

Daniel Kahneman, in his book ‘Thinking, Fast and Slow’, introduces the important and relevant con-
cept of “System 1 and System 2” thinking. He describes System 1 as “fast, instinctive and emotional” 
thinking and System 2 as “slower, more deliberate and logical”. According to the author, consumers first 
connect with the brand immediately through System 1 thinking, and then try to rationalize the choice 
through System 2 thinking. So, emotion comes first and rational comes second. Modern marketers believe 
in rational thought processes and hence try to reach the consumer through rational value propositions of 
the brand. At the heart of this belief system is the assumption that human beings are rational by nature 
and hence process all stimulus from marketing communication through analysis and logic. This theory 
completely turns around this conventional thinking and adds a new dimension to what is perceived as 
great marketing. Pete Markey, CMO of the Post Office (USA), in an interview to Marketing Week in 
June 2015, says that in competitive, fast-moving, dynamic markets, the need for differentiation and real 
stand out for a brand is the key. Discussing the case of the Post Office, he says that the organization 
has a legacy of being old fashioned and has long queue times. The solution they came up with was to 
improve on relevance and effort. He further adds that the ‘moment of truth’ is when the consumer’s 
System 1 thinking kicks-in. This is the time when ‘first impressions’ are being formed and the consumer 
is not only judging, but also deciding about his future course of action pertaining to his relationship 
with the brand. So, in all marketing communications, the information content was reduced and efforts 
were made to appeal to the emotions of consumers. Proper mixing of the emotional and the rational in 
the marketing mix decisions pave the way for a great brand story which helps the brand to stand out in 
the cluttered marketplace. It is vital to focus on continuing to improve customer experience as it’s the 
real and defining moment when the reality of the brand comes to life. The result of the application of 
these concepts was that the image of the organization changed from old fashioned and inefficient to an 
organization that has relevance and momentum for the modern world, plus a company that is easy to 
do business with and requires minimum effort. So, marketers should incorporate System 1 and System 
2 thinking not only in their creative work, but also in customer experience. This will bring the brand 
closer to the customer which will result in competitive advantage.

There are organizations and brands that have been built on the concept of emotional branding much 
before the terminology was coined. A case in point is Walt Disney. Rick Ruffolo (June 2014) in his case 
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study on the organization quotes Walt Disney’s business principle: “Treat people not as just another 
paying customer but as a guest in our home”. So, at every touch point of the Disney experience, guests 
are made to feel special. It is the same principle which makes some people go through their favorite 
newspapers every morning, even though the Internet provides much more variety of news in much 
greater detail at any point of time, real time. Sometimes, these habits are observed as rituals or tradi-
tions handed over from one generation to the next. Patek Philippe advertises that their wrist watches are 
bought as heirlooms to be handed over from one generation to the next. This is how communication and 
emotional branding gets intertwined in the life of the consumers. There are certain products and events 
and experiences which help in making the emotional bonding eve stronger. Scents and songs are the 
two most powerful sensory elements which trigger our memory. They evoke a sense of nostalgia and 
an overwhelming feeling of longing for a bygone era or a fond experience. Walt Disney took advantage 
of this phenomenon and embedded catchy and unforgettable songs in their customer experiences. They 
even went one step further and used multisensory connection with the brand through thoughtful use of 
touch, smell, sight, sound, and smell. When the brand helps the customer connect between their favor-
ite sensory elements and the brand experience, true emotional branding takes place. Intelligent use of 
marketing mix takes the brand closer to the hearts of customers – and this has a long-term impact on 
the relationship between the customer and the brand. The emotional relationship generates love for the 
brand, which results in brand loyalty.

Dave Jenkins of Customers DNA is of the opinion that brand relevance is established through dif-
ferentiation from competition, and for that, the brand must strike a chord with its consumers. The basic 
needs of the customer segment must be fulfilled – but, one has to go beyond that and establish an emo-
tional connect with them. Differentiating is becoming more difficult by the day with a lot of clutter in 
the same domain, and hence the intangible bond with the consumer is becoming increasingly important. 
Dave is of the opinion that one way of establishing relevance is through brand loyalty, which is again 
a function of frequency. The challenge is that the brand needs to differentiate and still be appealing to 
a large number of consumers. Relevance is somewhat emotional and can be achieved by delivering the 
brand promise repeatedly over a period of time. McDonalds is a good example which delivers what it 
promises. However, the underlying chord for most consumers is that McDonalds takes the risk out of 
eating. In many of these instances, the consumer will not be able to articulate this emotional bond, but 
will talk about the fulfillment of the brand promise. In today’s world, it is no longer sufficient to rely on 
targeting consumers on an aggregate level. Segmentation based on demographics and psychographics 
does not necessarily lead to an emotional bond. It is possible now to have information at the individual 
level, and this makes it possible to customize the communication for a group of people. Mass custom-
ization helps in sharper communication as well as in fulfillment of expectations arising out of the brand 
promise. The expectations are developed by the brand in the consumers mind and the fulfillment of these 
expectations repeatedly over a period of time leads to reinforcement of the emotional bond between the 
brand and its consumers.

Emotions, Performance, and Connect

Marketing Week conducted a study in the UK in 2014 on the happiest brands and their emotional con-
nection with their consumers. The top ten happiest brands are all world renowned brands like Cadbury, 
Google, Nivea etc. It was found that happy brands connect better with consumers. The brands which are 
associated with happiness are able to build strong emotional connections between consumers’ memory 
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structures and the brand. Happy brands are seen to be more successful. They are also better liked and 
recalled and are chosen more often. Isobel, the advertising agency which conducted the research study, 
found that there are five core characteristics of happy brands. They are playful, happy, trustworthy, gen-
erous or optimistic. Brands with these characteristics are not only able to satisfy their consumers in the 
short term instant gratification way, but also in the long-term. The long term happiness of the consumer 
is impacted upon by the happy brands as they make the consumers feel good, and also reinforces the 
consumer’s personal identity. The common characteristics of these happy brands are good heritage and 
consistent delivery of the brand promise. It was again proved in the study that more advertising campaigns 
do not necessarily work. It is more important to have a human touch in the brand personality. The essential 
factor is consistent delivery of the brand promise and communicating it to the consumers. The study also 
clearly shows that the consumers reward brands which have a balanced mix between the rational and the 
emotional aspects. While cognitive appreciation of the brand value is important, the affective component 
is also very strongly present in the DNA of these happy brands. In the Indian context, Amul is probably 
one of the happiest brands. The little girl with the polka dotted dress has been communicating fun and 
happiness for the Indian consumer for decades. This loveable character with witty comments on current 
affairs evokes positive emotions and makes consumers smile. This conveys the attributes of the happy 
brand. The iconic Amul brand lives in the heart and mind of the consumers. One of the major ways of 
connecting emotionally with consumers is to develop a brand personality which provides human like 
attributes in the brand. In a study (Guido et al, 2010) it was found that brand personality-marker attri-
butes predict intention to purchase. However, this is possible only when the attributes are able to elicit 
emotional responses from the consumers – i.e. when they are emotionally interesting.

According to Marc Gobe, the author of emotional branding, there is a lot of difference between brand 
awareness and emotional connection. The objective of emotional branding is to earn the love of people. 
The emotional preference of consumers for a brand over its competitors is facilitated by uniform look, feel 
and communication from its marketers. The internal culture is well-defined and communicated clearly in 
a focused manner to the consumers. The defining characteristics of emotional brands are visual, verbal 
and sensory communication which reflects a unique vision. In other words, it communicates the vitality 
and personality of the brand. The author suggests ten factors of migration from traditional branding to 
emotional branding (Refer to Table 1).

Table 1. Factors of migration from traditional branding to emotional branding

FROM TO

Consumers People

Product Experience

Honesty Trust

Quality Preference

Notoriety Aspiration

Identity Personality

Function Feel

Ubiquity Presence

Communication Dialogue

Service Relationship
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In a study of the travel and hotel industry (Bilgihan, 2016), the author observes that the generation Y is 
the most emotional and least loyal among all other generations. This generation also spends more money 
on experiences and less on materialistic items. This tendency will make it more difficult for marketers 
to establish an emotional connect – but, at the same time it will become imperative to elicit long-term 
emotional response from them. It is difficult to build brand loyalty in this scenario. The good news is 
that generation Y is open to experiences and hence, brands will have to become more innovative in order 
to provide a great brand experience to them. This has a higher chance of fostering brand loyalty. It may 
be recalled here that in the large-scale survey (Rossiter et al, 2012) of buyers of FMCG products, it was 
found that full-strength emotional branding is attained among 25% of the consumers, at most. However, 
if that is attained, it pays off massively in terms of personal share of purchases. The authors opine that 
emotional branding may be more applicable to high involvement and positively motivated products. The 
authors are also of the opinion that emotional attachment may be generated through advertising, but 
what is very important is that the brand usage experience of the consumer must also be very positive and 
fulfilling. A significant part of emotional branding is the successful attachment of a specific emotion 
to a brand, mostly through advertising. This form of advertising is becoming more popular as it seems 
more effective. For example, the brand Kodak evokes a sense of “nostalgia”, whereas the emotion being 
more often attached to McDonald’s brand is “love”. So, there is a movement away from the traditional 
“key benefit” advertising strategy to emotional branding strategy.

Crispin Reed (author of Emotional Branding by Brandhouse) says that emotions drive our everyday 
lives and influence our purchases. According to him, an emotional attachment with certain brands means 
they have become increasingly important components of culture and the economy and are now being 
described as ‘cultural accessories’ and ‘personal philosophies’. He also asserts that according to one 
McKinsey study, emotionally unique brands deliver 10% higher returns to shareholders than competi-
tors. He adds that according to one Gallup study, emotionally satisfied consumers deliver a premium 
in revenue and profitability. Crispin listed out certain emotions (starting with the most important) and 
what it means to the customer as well as the brand (Refer to Table 2).

The great author Maya Angelou once famously said: “I have learned that people will forget what you 
said, people will forget what you did, but people will never forget how you made them feel”. In today’s 
experiential economy, the brand must first understand the nature of experiences the consumer wants. 
Then the brand will be able to connect with the consumers in a meaningful way. The reasoning for this 
is that experience appeals to the senses and people feel it. This makes it more memorable than just see-

Table 2. Emotions and what it means to the customer

Contentment Delivers what it promises

Belonging Proud to recommend

Compassion Looks after customers

Pride Expresses who I am

Enjoyment Upset if not available

Excitement Always innovating

Desire Pay a premium for
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ing or hearing. More often than not, experiences are shared among friends and family, thus helping in 
word-of-mouth advertising and promotion of the brand. Marketers incorporate the positive brand expe-
riences at the heart of their marketing strategy as it helps in the formation of lasting brand impressions. 
Luxury brand marketers have been practicing this for quite some time now. The physical and emotional 
experience of the entire shopping or buying process becomes deep-rooted in the long-term memory of 
the consumer. These experiences repeated over a period of time conditions the consumer into a very 
emotionally motivated frame of mind, towards the product or service. The marketer needs to add value 
to the experience without being intrusive. In order to become a component of the everyday life of the 
consumer, the experience must be genuine as well as distinct from those of other brands.

Risk and Recovery

While most marketers acknowledge the positive impact of emotional branding on the success of marketing 
strategy and marketing mix decisions, there are some who draw attention to the high risk of emotional 
branding strategy. Thompson et al (2006) argue that emotional branding strategies may give rise to the 
emergence of what they call the “doppelganger” brand image. The “doppelganger” brand image is defined 
as a family of disparaging images and meanings about a brand that circulate throughout popular culture. 
One of the hygiene factors of emotional branding is the perceived authenticity of the emotional brand-
ing story. This provides the consumers with an identity value that is intrinsic to the brand. The authors 
argue that the tenets of emotional branding paradoxically encourage the formation and propagation of 
the doppelganger brand image. Most marketers will treat this as a threat to the brand – and a constraint 
in the further development of the brand imagery as well as the brand equity. However, to the contrary, 
the doppelganger brand image is usually beneficial to the brand as well as the marketer as it provides an 
early warning that the emotional branding story of the brand is beginning to lose its cultural resonance. 
The authors cite the case of the iconic American brand – Starbucks. One good part of the doppelganger 
brand image is that it is possible to recover from this state by understanding and appreciating consumer 
insights and then devising an appropriate marketing strategy through the intelligent use of marketing 
mix decisions. So, the strength of emotional branding lies in the fact that once established, it takes deep 
roots in society and in consumer culture. These deep roots then enable the marketer to keep on augment-
ing the brand image as well as the brand equity by updating and adapting the marketing mix decisions.

From the social sciences point of view on the ontology of marketing (Grassi, 1999), the author asserts 
that the question of what products and brands are, are still largely unexplored. Idealists about brands are 
of the opinion that the important components of the existence of brands are perceptual and cognitive 
acts of consumers, which are expressed in terms like “brand awareness’ and ‘brand image’. So, as a con-
sequence of this argument, tools of marketing mix can influence relevant mental dispositions, attitude, 
and behavior of the consumers towards the brand. Brand realists, however, reject this view and are of 
the opinion that brand is a mere mark or name and they occupy defensible niches in the product space. 
Whatever is the point of view, the one thing that is certain is that brands have to be intertwined with the 
emotions of the consumer in order to appeal to them in such a way that the brands remain relevant and 
have long-term impact and presence. Intelligent and insightful use of Marketing Mix Decisions influ-
ence the entire process in a manner that binds together the positive human emotions with the customer 
appeal of the brand. This synergy is what makes brands great.
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DISCUSSION

The essential learning, especially for practitioners, is that, first and foremost, they must attempt to estab-
lish an emotional connection between the brand and their customers. This is made possible by intelligent 
and insightful use of the marketing mix decisions of the firms. However, it must be remembered that 
establishing an emotional connection with customers cannot be achieved only through marketing com-
munication or through simple brand building activities. Customers today are evaluating brands through 
their entire experience of dealing with the brands and not only the product or the advertisement per se. 
So, every touch point of the brand with the customers is becoming very important – as every interaction 
will combine to form the perception or the overall image of the brand in the minds of the customers. 
The managers of the brand will have to have insights of the emotions that help to form the particular 
image of the brand and ultimately, drive customer appeal which will lead to purchase behavior of the 
customers of the brand. Emotional connection between brands and their customers assumes even more 
importance when one realizes that it is not sufficient to drive buying behavior, but has to develop brand 
loyalty and retain customers over their lifetime, if possible.

From the theoretical point of view, the chapter throws up some interesting avenues for future research. 
The rapidly developing field of neuro-marketing will provide insights into the many concepts that have 
been discussed in this chapter. Many researchers would like to work on the area of the connection be-
tween human emotions and brand loyalty – how exactly do emotions influence customer appeal and how 
one emotion does differ from another in this aspect. There will be some other questions open for further 
research – in the area of garnering scientific proof of how marketing mix variables interact with various 
facets of human emotion and generate customer appeal which leads to brand loyalty. Similar other areas of 
research interest will need to be worked upon in order to reach certain scientific conclusions in this area.
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ABSTRACT

In this chapter, we describe how the cooperation between an original equipment manufacturer and the 
supplier possibly influences consumers’ product perception. In particular, this chapter focuses on joint 
brand appearance of the product and explains under which conditions the reputation of an innovative 
supplier affects the decision-making of consumers. Building on ingredient branding literature, we de-
velop a model explaining the effect of the appearance of the manufacturer and the supplier on the final 
product as cue, influencing the consumers’ quality judgment. The chapter contributes to a new and 
ongoing discussion on the management and strategic potential of ingredient branding offerings, their 
potential application fields with regard to practical examples, as well as the associated limits and risks.

INTRODUCTION

Consumers perceive certain products as leading-edge technologies, innovative solutions or superior in 
functionalities. This perception is a result of the respective consumer’s experience with the product or 
the word-of-mouth concerning a certain product and a firm’s marketing communication. Option forma-
tion without having used the product before is an important driving force for consumers’ desire and 
their eventual purchase decision. Most people, in this respect, identify key features of, for instance, cars 
or premium home sound electronics without driving such car and without listening to the hi-fi systems. 
To understand consumers’ cognition, it is vital to understand the option formation process on which a 
successful marketing strategy can be built.
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In this regard, one special aspect is the well-established fact that the majority of product improve-
ments are an economic failure in the market place, even if they are technically advanced with respect to 
functional and featured characteristics (Ren, 2009). Ljungberg & Edwards (2003) investigated this issue 
by referring to the acceptability of innovations depending on a variety of reasons. These reasons can be 
divided into technical and nontechnical as well as physical and metaphysical reasons.

According to this distinction, physical or materialistic product attributes encompass the functions and 
the technical fulfillment of certain aims, such as lifetime, durability, and recyclability. The metaphysical 
reasons for innovation failure are beyond technical appearance as metaphysical product characteristics 
are related to how individuals recognize and understand a product based on their senses, imagination, 
knowledge, experiences, and preconceived ideas. Innovation has become an important topic for man-
agement research, while “hard” facts like the functionalistic features continually have dominated the 
attention of scholars and practitioners.

Until the last decade, we have observed a trend in innovation research attempting to integrate the 
consumers’ demands and perceptions by focusing on the less tangible aspects of innovation. In this re-
spect, the metaphysical product attributes received more attention. One reason for this development is 
a constantly increasing complexity of new products (i.e., more features and variants, new technologies, 
interconnectedness of products, mixtures of online and offline solutions etc.), which according to Closs, 
Jacobs, Swink, & Webb (2008) leads to a situation in which the average consumer cannot fully compre-
hend the functionalities of the product anymore. Accordingly, “soft” factors with the ability to reduce 
the complexity gain importance as a source of making the buying decision, as these factors simplify the 
decision for the average consumers.

One very prominent example is Apple’s launch of the iPhone and other brand products, which from 
the application side did not require and, therefore, from the production side of the company did not 
include a user manual, which had been the standard practice for technical products all along. While 
producers of technical tools have developed their abilities in R&D and new product development, they 
often struggle in trying to understand the consumers’ perception of the more metaphysical, intangible 
product characteristics. Therefore, their marketing strategy remains inconclusive and stays behind the 
actual potential of their innovation.

In order to address this aspect, we in this chapter elaborate how the consumers’ perception of certain 
product features depends on cues associated with the final product, and how these cues shape their opin-
ion. In particular, we discuss how components from a highly reputed supplier are manufactured into a 
final product and how they serve as a cue for product quality. Such cooperation between the supplier and 
the manufacturer is combined under the term ‘co-branding’, or more precisely ‘ingredient branding’, in 
which the component or the ingredient of the supplier is marked in the final product and communicated 
to the end consumer with the intention to influence his/her buying decision. The associated theoretical 
underpinning of this strategy explains how the cooperation with a supplier serves as a cue for enriching 
the final product with metaphysical attributes such as loyalty, innovativeness, or trustworthiness. We argue 
that expanding the producers’ horizon from the direct purchaser (i.e., from the suppliers’ perspective: the 
original equipment manufacturer) to the retailer and final user provides the opportunity for all involved 
parties to benefit from a positive consumer perception. The main objective of this chapter, hence, is to 
clarify the effect of strategic co-branding between the manufacturer and the supplier in leveraging the 
consumers’ perception of product innovations.

This chapter hereby is structured as follows: we first present ingredient branding as a strategy for 
manufacturers to benefit from suppliers with a high reputation (i.e., for innovation). In the subsequent 
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section, we frame these effects from the perspective of cue-utilization theory and explain how cues shape 
consumers’ perception. Based on this, we develop a model, which directly addresses the impact of cues 
for reputation in the context of product innovations on the consumer perception. The chapter concludes 
with a discussion of the strategic potential of these effects for manufacturers to position themselves and 
their products on the market in a more competitive way.

COOPERATION WITHIN THE VALUE CHAIN AND 
CONSUMERS’ PRODUCT PERCEPTION

An ingredient branding strategy attempts to expand the brand communication of the supplier to the final 
user, as it spotlights the supplier’s special component or ingredient manufactured into a product. Its goal 
is to promote the ingredients and elements of a product to the downstream members of a value chain, the 
customers, and thereby give the product a unique identity. This strategy has its roots in the early 1960s, 
while in particular over the past two decades, it has been developed and expanded to strategic brand al-
liances, which among organizations have increased dramatically during this time (Larrson, Brousseau, 
Driver, & Homqvist, 2003).

Ingredient branding is a particular form of such an alliance (‘co-branding’) between two companies 
cooperating in the design and the delivery of a product. It emphasizes the possibility to recognize and 
identify the innovation power of the component as being part of the final product (Kotler & Pfoertsch, 
2007). In other words, ingredient branding is described as a form of a business-to-business strategy be-
tween a manufacturer and a supplier in which the supplier’s end product becomes one of the components 
of the manufacturer’s offering (Erevelles, Stevenson, Srinivasan, & Fukawa, 2008; Ghosh & John, 2009; 
Leuthesser, Kohli, & Suri, 2003; Mazodier & Merunka, 2014).

An ingredient branding partnership takes place when a special component along with its particular 
advantages regarding the end product is promoted to the final user. The idea behind such strategy is that 
the ingredient or offered component forms an alliance with the end product in an effort to create a positive 
perception of the product’s general innovation power and to accordingly generate pull effects through 
the value chain (Kotler & Pfoertsch, 2010). The push and pull concepts are important for understanding 
ingredient branding and the motivation that guide it. Such cooperation can be seen as building on the 
push and pull concept in innovation management and the diffusion process (Di Stefano, Gambardella, 
& Verona, 2012).

In the logic of the push innovation, the marketing strategy is directed from the supplier towards the 
manufacturer and the final consumer, whereas in the pull logic, a direct appeal is made to the consumer 
to choose the final product due to the fact that it comprises a supplier’s particular component. This effect 
results in a pull from the manufacturer and the component supplier (Ghosh & John, 2009). One important 
aspect of this view is that the strategy mix in such cooperation involves both push and pulls effects. The 
only factor separating these effects is the distinction between the behavior of the consumer and manufac-
turer: while the consumer behavior is creating the pull, the manufacturer behavior is generating the push.

In this context, we can consider the push and pull effects as components of a strategy mix: support-
ing pull with push increases the probability of adoption, while a combination of push and pull strategies 
magnifies the strategy mix between both partners of the manufacturing and the supplying side. The sup-
plier typically offers a component for the later composed product to a customer, who commonly is the 
manufacturer of the final product. As a result, the supplier enters into a business-to-business relationship 
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with the product’s manufacturer. When the final user eventually buys the product from the manufacturer, 
the buyer experiences the relationship as a pure business-to-consumer transaction with the manufacturer.

According to this principle, there are two separate stages in the customer relationship: the first stage 
is between the supplier and the manufacturer, and the second stage is between the manufacturer and 
the final user. In ingredient branding strategy, these two usually separated stages are interconnected, as 
these are communicating the component brand to the manufacturer and further are communicating the 
component brand to the customer who follows. The goal of the component supplier’s communication 
effort to the final user is the intention to increase the final user’s likelihood of preferring the product over 
a competitive component based on the specific ingredient being part of the manufactured product. The 
ultimate goal of the supplier is the consumer’s pull of the final product containing the desired component. 
Each time the retailer sells a product, all the other players accordingly sell their components likewise; 
thus, the pull effect reaches the supplier as well. From the holistic perspective, the continuous process 
of push and pull activities ideally results in higher sales.

To summarize, it is the perception of the specific component supplier among the consumers that drives 
the demand for products containing the branded ingredient. As for instance, one of the most famous 
examples of ingredient branding is ‘Intel Processor’, which has been built into the computer models 
of different manufacturers as a special component. In consequence, the manufacturers highly profited 
from this component, as this ingredient accounted for the final buying decision of the customers on the 
market. As this example highlights, the potential impact of ingredient branding mainly is on players in 
the middle of the value chain. As a consequence, ingredient branding changes the way firms interact in 
the value chain (Anderson, Narus, & Narayandas, 2004).

Due to this eminent importance, ingredient branding has gained great prominence in recent years 
as a strategic option for organizations. Some further examples of associated campaigns are ‘Gore-Tex’, 
‘Teflon’, or even a software system like ‘Android’ (Kotler & Pfoertsch, 2010). The positive effects of 
the strategy on the participants in the value chain have been recognized in various prior studies (Desai 
& Keller, 2002; McCarthy & Norris, 1999; Radighieri, John-Mariadoss, Grégoire, & Johnson, 2014; 
Swaminathan, Reddy, & Dommer, 2012; Washburn, Till, & Priluck, 2004); these associated evidences 
in particular highlight that component branding may facilitate the transfer of positive brand associations 
from one company to another, and thus assign the customer’s buying decision from one brand to another.

McCarthy & Norris (1999) argue that component branding also provides quality signals to customers 
regarding a new product in the market, such as the quality perceptions of one partner, brand influence, 
and quality perceptions about the other partner. Customers also perceive an average quality host brand, 
which is more attractive for partners with a high-quality brand. Similarly, Park, Jun, & Shocker (1996) 
suggest that two well-known brands can achieve a better attribute profile through ingredient branding 
when extending into a new product category. Others highlight its potential in leveraging the consumer 
attitudes like loyalty and commitment towards the brand of the final product (Desai & Keller, 2002; 
Kumar, 2005).

Levin & Levin (2000) further assert that component branding provides a legitimate context for influ-
encing impressions about the image of one brand through a transfer from the component brand. However, 
the success of such strategy majorly depends on the reputation of the supplier since the image transfer 
requires a strong positive awareness of the supplying brand among consumers. In the next section, we 
refer to the particular attributes of a supplier image in terms of reputation for product innovation.
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IMAGE TRANSFER FROM SUPPLIER TO THE MANUFACTURER’S OFFERING

The importance of brand management has constantly been referred to as highly important especially 
regarding business-to-business transactions, as it is necessary for companies in order to be serious players 
in industrial markets rather than merely being one of many. Component manufacturers should consider 
brand management (Kotler & Pfoertsch, 2010) since the transfer of an image to the manufacturer increases 
the consumers’ perception of the offerings. Further, suppliers have an asset with their component which 
needs to be developed and maintained. In this respect, reputation for product innovation can be seen as 
an element of brand perception with the ability to shape consumers’ recognition.

In general, reputation is a multifaceted construct (Fombrun & Shanley, 1990), which consists of 
different constituents with diverse perceptions of a firm’s reputation (Brown, 2006). Barnett, Jermier, 
& Lafferty (2006) identified more than 40 aspects in the common definitions regarding ‘reputation’. 
One of the most important aspects is the dimension of ‘asset’ referring to the reputation as valuable and 
significant factor for the firm (Goldberg, Cohen, & Fiegenbaum, 2003; Mahon, 2002; Miles, & Covin, 
2002). Overall, there is general consensus in the literature that reputation is the result of subjective as-
sessments by observers (Brown & Perry, 1994; Gotsi & Wilson, 2001). It hereby includes references 
to reputation as a judgement, an estimate, an evaluation, or even a gauge (Barnett et al., 2006). These 
qualities relate to the esteem of the firm and to how attractive the brand is perceived.

Within the dimension of corporate reputation, being reputed for innovation is one of the central sub-
domains. It is seen as a constituent-specific perception of a firm’s track record of product innovations 
and its degree of creativity, while maintaining the management capabilities for continued innovation 
and potential for continued innovative activity in the future (Henard & Dacin, 2010). The concept of 
‘innovativeness’ distinguishes reputation for product innovation from corporate reputation. It is under-
stood as the capability of a firm to be open to new ideas and to work on new solutions (Crawford & 
DiBenedetto, 2003), which turns the reputation for product innovation into an enduring characteristic 
rather than a distinctive success at a particular point in time (Im & Workman, 2004).

In order to create the asset of reputation for product innovation, we have to assume that this value 
− similar to reputation − develops over time through repeated interactions and positive experiences 
(Chernatony, 1999; Shapiro, 1983). For example, consumers have learned over decades what can be 
expected from a jacket with Gore-Tex membrane in terms of quality. A track record of new and enhanced 
membranes in the past has created the expectation in the customer perception that new products from 
Gore-Tex would also stand for a high quality degree, for instance regarding water resistance of the mate-
rial. However, this means that in the end, there is only one reliable proof that a company deserves to be 
credited for being innovative or creative: this is the constant development of further successful innova-
tions. Yet importantly, the concept of reputation involves the essential elements of experience as well as 
the trust that this experience was not a one-time event. Therefore, the consumer trust in the organization’s 
innovative power – also regarding future innovations – is part of a firm’s complex value configuration 
(Delgado‐Ballester & Munuera‐Alemán, 2005). Consumer trust accordingly is, among others, one im-
portant constituent of brand value (Chaudhuri & Holbrook, 2001) as it expresses a relationship between 
company and the individual consumer that involves expectations about current as well as firm’s future 
products. We hence argue that manufacturers use an ingredient brand from a highly reputed supplier 
to realize the potential for raising new expectations about the product by stating a certain performance 
advantage of the product. There is evidence that the supplier’s reputation for product innovation is one 
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source of positive influence on the perception of a particular offering (Bennett & Gabriel, 2001; Ittner, 
Larcker, Nagar, & Rajan, 1999). In order to further develop this argument, it is crucial to understand 
how component brands influence consumers’ perception.

CUE-UTILIZATION THEORY AND COMPONENT BRANDING

Within this paper’s context, the supplier’s reputation for product innovation indicated to the consumer 
through an ingredient brand is comprehended as a distinctive source for decision-making. We accordingly 
conceptualize the component brand as cue for a particular attribute. This reasoning is in line with the 
cue-utilization theory, understanding products as arrays of cues (Cox, 1962), which may serve as signals 
for product performance (Richardson, Dick, & Jain, 1994). As such, cues affect the decision process; 
this, in other words, implies that consumers make their buying decisions in reference to the evaluation 
of particular cues (Akdeniz, Calantone, & Voorhees, 2012). Thereby, the cue-utilization theory explains 
how consumers prioritize certain cues according to their potential diagnostic ability regarding the dif-
ferentiation from alternative products (Slovic & Lichtenstein, 1971).

The theory’s basic assumption is that the extent to which a specific cue is utilized in assessing the 
product features varies in terms of its predictive value, diagnosticity, and consumers’ perceived reli-
ability of a cue for distinguishing between alternative product categorizations (Skowronski & Carlston, 
1987). When a component supplier is able to enrich the offering by incorporating highly predictive and 
reliable cues for innovativeness, the supplier will implicitly be able to influence consumer perception 
of the final product, and – ultimately – also the customer’s intention to purchase. A positive perception 
increases sales and/or the price of the final offering, which in turn increases the manufacturer’s demand 
for the particular component (Ghosh & John, 2009; Park, Jun, & Shocker, 1996). This generates the 
mentioned pull effect: the effect mainly results from the supplier’s capabilities to enrich the offering 
with non-tangible features appealing to consumers in terms of product choice when recognized in the 
manufacturer’s final offering (Kotler & Pfoertsch, 2007).

Previous evidence suggests that the reputation of one partner especially serves as cue for the per-
formance of the joint offering in partnerships of companies (Chu, 1994; Grewal, Krishnan, Baker, & 
Borin, 1998). Research shows that a reputation can only develop over time and through repeated practice 
(Fombrun & Shanley, 1990). The building of a reputation requires considerable investment in order 
to establish a positive valence, which according to Purohit & Srivastava (2001) must be regarded as a 
high-scope cue. In this respect, the cue-utilization theory suggests that there are two possible ways in 
which reputation functions (Wernerfelt, 1988): first, the risk-reduction hypothesis claims that reputation 
is an indicator that reduces the likelihood of a bad outcome for the buyer. This is because the creation 
of a quality reputation requires a company to have only a small variance in their average product quality 
(Montgomery & Wernerfelt, 1992). The reliability of such signals minimizes the risk of a bad outcome 
for the consumer (Gammoh, Voss, & Chakraborty, 2006).

Second, the bonding hypothesis suggests that the potential loss of a company’s investment in a reputa-
tion for high-quality products acts as a bond (Wernerfelt, 1988). Here, it is argued that the violation of 
a consumer’s expectation of high product quality, which is typically built by investing in development, 
innovation, and quality management as well as branding, marketing, and communication. would have a 
negative effect (e.g., bad word-of-mouth or withholding repeat purchases) on the particular consumer 
(Nelson, 1974). This again would reduce the return on investment. Thus, the bonding hypothesis claims 
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that reputation serves as a reliable cue in order to cope with uncertainty in the buying decision process. 
Companies, therefore, aim to reduce the variance in their average product quality in order to avoid wast-
ing reputational investment (Rao & Ruekert, 1994). Grounded on this fundament, we build our model 
in the next section.

REPUTATION CUES FROM COOPERATION WITH SUPPLIERS: A MODEL

In order to develop a model explaining the relation between component brand and impact on consumers’ 
perception, we draw on the relevant literature on ingredient branding and the cue-utilization theory. While 
the first stream of literature explains the appearance of a component and manufacturer brand in the push-
pull logic, the second stream of literature is concerned with the influence of the brand perception of the 
ingredient brand on the decision-making. Accordingly, we summarize our considerations in Figure 1.

There are two distinct elements of this model. One is the conceptualization of products as arrays of 
multiple cues which affect the decision processes and serve as signals for a wide range of performance 
indicators (Richardson et al., 1994). Such cues may range from olfactory attributes (Herrmann, Zidansek, 
Sprott, & Spangenberg, 2013) to, for instance, the haptic of the product’s packaging (Wang, 2013). The 
product hereby is best understood as a set of cues causing a specific consumer perception, represented by 
the dots in the product square in Figure 1. Accordingly, consumers internally monitor cues in their envi-
ronment in order to make decisions. In order to ease the effort, they refer to the cues which subjectively 
are most reliable, manifesting themselves in an accessible feeling (Schwarz, 2004). This feeling in turn 
can have an effect on subsequent judgment (Oppenheimer, 2008). In this respect, consumer-perceived 
product quality is the consumer’s final judgment caused by an identified cue; this identified cue allows 
the consumer to trust that the overall excellence or superiority of a product occurs with a high likelihood 
due to the presence of this cue (Anselmsson, Johansson, & Persson, 2007).

The second element in the model is concerned with the question from where this cue originates. 
Since we are interested in the reputation for product innovation, the given reputation of both supplier 

Figure 1. Cues for reputation for product innovation and consumer perception
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and manufacturer are sources for delivering image cues to the array of product cues. Thus, one relation 
between the manufacturer and the component supplier is conceptualized as the joint contribution to 
the overall appearance of the offering in the respective consumer’s perception. However, the strategic 
element of ingredient branding results from the fact that firms, to some degree, have the opportunity to 
determine which specific perceptual aspect enters the array (Kumar, 2005).

For instance, if manufacturers search for a specific partner, they are able to pay attention to iden-
tifying partners which best complement their brand appearance (Radighieri et al., 2014). In the logic 
of the ingredient branding framework (Kotler & Pfoertsch, 2010), the idea is that such well-designed 
cooperation has to make some effort first to push the own attributes into the consumers’ perception. This 
usually takes place with a joint marketing communication, aiming on informing the consumer about the 
specific features of the new product. This push effort, however, is intended to generate a second step − a 
pull effect − because the set of cues influence the consumers’ decision-making regarding the offering 
positively. Such a decision results in a pull from the consumer first arriving at the manufacturer, since an 
increased desire for the product in turn increases the sales. As the supplier’s component is a vital element 
of the final offering, the manufacturer is forced to hand the pull effect over to the supplier, as the sold 
product requires the specific component. This way ingredient branding should, if properly done, result 
in a win-win situation for all partners involved. The model in Figure 1 shows how cues from a positive 
suppliers’ reputation for product innovation support the product perception of the final offering. This 
model has several implications for both practice and research.

PRACTICAL AND THEORETICAL IMPLICATIONS

The model has several practical implications for businesses. In particular, it explains to which degree an 
innovative ally enhances the product perception of the manufacturer’s product positively, and whether or 
not such alliance embodies a strategic option for strategic brand management. The cue-utilization theory 
contends that the individual customer’s buying intention is the result of an evaluation process of avail-
able cues (Slovic & Lichtenstein, 1971). In such a process, consumers in general prioritize cues which 
from their perspective have a high predictive power. Therefore, the diagnosticity and the consumers’ 
perceived reliability of a cue are crucial for affecting the individual judgment (Richardson et al., 1994). 
Accordingly, our model explains to which extent the supplier’s reputation for product innovation might 
serve as a highly reliable cue for the final product. The model further explains that such a relationship 
could provide a strategic option for manufacturers in order to enrich their own product with innovation-
related attributes beyond developing an own product innovation in the classical sense. Accordingly, there 
would be a strategic avenue for manufacturers to compete on the market place with innovative products 
by allying with a highly-reputable supplier.

The model further implies that ingredient branding is a strategy that requires both an evaluation of 
the own role and the evaluation of the partners as well as their goals of what they may yield in such a 
partnership. In this vein, there are many case studies highlighting the enormous success for suppliers 
and manufacturers resulting from this joint branding. Yet, even if these cases sound compelling for some 
businesses, there is often little to learn as their specific success is deeply linked to the idiosyncratic 
situation of the described companies (i.e. as an idiosyncratic array of cues) and therefore not easily 
imitable by different companies. Imitating the approach of others is risky as success strongly depends 
on the particular role of the partner and the specific consumer perception caused by the contribution of 
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each partner that cannot be easily imitated. Thus, we imply that there is a potential to enhance product 
perception, but only in the case where both supplier and manufacturer build a unique and promising 
joint appearance.

However, as the model describes, the consumer perception depends on the image cues of the sup-
plier. In the best case, such an image is positive among the consumers and complements the image of the 
manufacturer, which in turn is the reason why the manufacturer agrees to cooperate with the particular 
supplier. However, developing and maintaining a reputation for product innovation is a dynamic process 
including drawbacks. For instance, innovations may fail and consequently causes disappointment among 
users. In this respect, violating consumer expectations has a negative feedback effect on the manufacturer’s 
offering. Thus, such innovation alliances should not only be evaluated with regard to the contribution 
to the product perception, but it should also be regarded as to what extent suppliers are able to maintain 
their perception in the future.

CONCLUSION

On the one hand, pre-existing attitudes towards both the supplier brand and the manufacturer brand 
determine the assessment of the alliance (Lafferty, Goldsmith, & Hult, 2004). Given this, allying with 
a partner is always a dynamic process. The initial attitudes may be overlaid by new attitudes resulting 
from the joint appearance. In this respect, we assume that such a process perspective would provide 
insights into how ingredient branding develops over time. In the long run, the identified relations may 
appear as initial friction losses, which could be compensated for by future success. As so far, no re-
search has been conducted regarding this particular issue, it would assist in evaluating our findings in 
a wider context. Further, changing brand perception is not a one-dimensional act in terms of reputation 
for product innovation, but in its consequence may affect various dimensions of both brands (e.g., such 
as attractiveness or values). This may lead to a new brand perception that marketers initially neither 
intended nor desired. There currently is not a wide range of research available on the supplier side of 
the equation; even though we know that suppliers at times invest in equal terms into their brand value 
as consumer companies, there in comparison only is little research into what threatens these values 
for suppliers. To sum up, our model broadens the access to ingredient branding for reputation from a 
product innovation perspective. The chapter contributes to a new and so far ongoing discussion on the 
management and strategic potential of ingredient branding offerings, their optional application fields, 
as well as their associated limits and risks.
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KEY TERMS AND DEFINITIONS

Co-Branding/Ingredient Branding: The procedure when components from a highly reputed sup-
plier are manufactured into a final product, serving as a cue for the product quality of the final product. 
This particular form of alliance usually is established between two companies cooperating in the design 
and the delivery of a product.

Component Branding: Cooperation strategy which is mainly seen to facilitate the transfer of posi-
tive brand associations from one company to another, and thus assign the customer’s buying decision 
from one brand to another.

Cue-Utilization Theory: The theory explains how consumers prioritize certain cues according to 
their potential diagnostic ability regarding the differentiation from alternative products.

Ingredient Branding Strategy: This type of strategy attempts to expand the brand communication 
of the supplier to the end user (consumer), as it spotlights the supplier’s special component or ingredi-
ent manufactured into a product. Its goal is to promote the ingredients and elements of a product to the 
downstream members of a value chain, the customers, while giving the product a unique identity through 
the combination.

Innovativeness: It is understood as the capability of a firm to be open to new ideas and to work on 
new solutions. This turns the reputation for product innovation of a specific company into an enduring 
characteristic rather than a distinctive success at a particular point in time.
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Push/Pull Effect: A co-branding strategy as cooperation first has to make effort to push the own at-
tributes into the consumers’ perception (usually via a joint marketing communication). This push effort 
is intended to generate a second step − a pull effect − because the set of cues influence the consumers’ 
decision-making regarding the offering positively. Such decision results in a pull from the consumer 
first arriving at the manufacturer, since an increased desire for the product in turn increases the sales.

Reputation for Product Innovation: The public estimation of a certain company to be qualitatively 
eligible to deliver product innovations, as based on the past experience of customers with the company’s 
product history generating product innovations.

Strategic Brand Alliance: A certain branding strategy, applied in the context of business alliances 
between numerous conjoining partners. This type of alliance pursues the goals, among others, to increase 
brand exposure and expand the single company’s target audience.

This research was previously published in Driving Customer Appeal Through the Use of Emotional Branding edited by Ruchi 
Garg, Ritu Chhikara, Tapan Kumar Panda, and Aarti Kataria, pages 248-261, copyright year 2018 by Business Science Refer-
ence (an imprint of IGI Global).
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ABSTRACT

Telugu film industry, known as Tollywood is gaining popularity in the domain of regional film industry 
in India. Over the years, the industry through its actors, remaking and dubbing to various languages 
films; a tendency of culture and brand has emerged. Sometimes celebrated artists brand the films and 
vice versa. Brand endorsements and in film advertisements have become the order of the day. The cur-
rent chapter attempts to explore Telugu cinema as culture and brand by analyzing the cases of the films 
like Pokiri, Magadheera, Baahubali: The Beginning and Baahubali 2: The Conclusion. In addition, 
the study tries to understand the timeline of Telugu cinema, keeping the culture and branding in mind.

INTRODUCTION

India is known for its culture. The Indian cultural history is more than 4,500 years old (Kuiper, 2010). 
Huge cultural diversities exist in terms of religious affiliations to Hinduism, Buddhism, Sikhism, Islam, 
Christianity, and Jainism (Heehs, 2002). Film has emerged as an important component in India’s cultural 
progressions over a century, with noted French filmmaker Claire Denis rightly stating that India has a 
strong culture for cinema (‘India has a strong culture for cinema’, 2013).

Hindi cinema industry, known as Bollywood, is one of the largest film producers in India. Being a 
larger part of the Indian film industry, Bollywood represents 43% of the net box office revenue. The 
industry has to its credit the huge number of film productions in the world (Pippa, Niloufer, Keith, 2006; 
Wasko, 2003; Jha, 2005 & Matusitz, Payano, 2012). Many claim that the six major factors - ancient 
Indian epics of Mahabharata and Ramayana; the impact of ancient Sanskrit drama; the traditional and 
folk theatre; Parsi theatre; Hollywood; and Western musical television - have shaped the convention of 
Indian cinema industry (Jones, 2010; Gokulsing, Gokulsing & Dissanayake, 2004).

Apart from Bollywood, films are made in various Indian languages like Tamil, Telugu, Kannada, 
Marathi, Bengali, Malayalam, Bhojpuri, Punjabi, Gujarati, Odia, Assamese, Rajasthani, Haryanvi, Sindhi 
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and Konkani. The regional film industries are coming into fore with increasing focus for reasons, which 
could be many. Several regional films have created waves in the Indian film industry, packed with rich 
content and fulfilling the audience’s cultural appetite. Mostly, regional films are less budget-driven. They 
are based on the filmmakers’ explorative ideas like the Marathi film, Sairat (2016), Fandry (2013) and 
Dombivli Fast (2005). Moreover, the films are focused in terms of regional languages, cultures and local 
issues (Mehrotra, 2016). The association of heavyweights from Bollywood and popular studies from abroad 
has further strengthened the industry. The Marathi film, Ventilator (2016) produced by Bollywood actor 
Priyanka Chopra’s Purple Pebble Pictures, was invited to the 55th New York Film Festival. Similarly, 
the Marathi film, Shwaas (2004), directed by Rajesh Mapuskar, bagged the National Award for Best 
Feature Film and was India’s official entry to the Oscars in the Best Foreign Language Film category 
for the year 2004. The Tamil film, Visaranai (2015) was chosen to represent India for the Oscars. Two 
Marathi films - Harishchandrachi Factory (2009) and Court (2015), the Malayalam film, Adaminte 
Makan Abu (2011) and the Gujarati film, The Good Road (2013) had similar credentials in the history 
of regional cinema in India (Purandare, 2017). Going by these examples, it could be rightly stated that 
the regional cinema, in itself, has created a special space in the Indian film industry, becoming a brand 
in terms of contents based on language, culture and local issues.

TELUGU FILMS, BRAND AND CULTURE

Telugu film industry, popularly known as Tollywood, is based in Hyderabad, the joint capital of the 
two south Indian states of Telangana and Andhra Pradesh and has its own significance in the history of 
Indian films (Krishnamoorthy, 2007). The Telugu film industry boosts of having the highest numbers of 
theatres in Andhra Pradesh and Telangana (Statewise Number of Single Screens,’ 2009). The industry 
had produced 268, 245 and 286 films in the year 2005, 2006 and 2008 respectively (Kurmanath, 2007; 
Tollywood loses to Bollywood on numbers, 2010).

Ramoji Film City, located at Hyderabad, has bagged a place in the Guinness Book of World Records, 
for having the world’s largest film production facility (Ramoji Film City sets record,’ 2005). The Prasad’s 
IMAX in Hyderabad has the record of the world’s largest 3D IMAX screen and the most attended screen 
in the world (‘King of good times,’ 2011). With a whopping 2,800 theatres, Andhra Pradesh and Telan-
gana boost of having the largest number of screens in any state in India (Kesireddy, 2009). It has been 
seen that the culture of watching films at theatres is widely prevalent. Hence, this kind of phenomena 
has directly and indirectly helped the film industry to emerge as a brand in entertainment sector in India.

It has been witnessed that several successful Telugu films have been remade or dubbed into various 
Indian languages including Hindi (‘The great role reversal of Tollywood,’ 2012). With the success of 
Bommarillu (2006) directed by Bhaskar, the film was subsequently remade into Tamil, Bengali, Oriya, 
Urdu and Hindi. The success of the film, Pokiri (2006) directed by Puri Jagannadh, has resulted in its 
remake into Hindi, Tamil and Kannada. The film Magadheera (2009) was super hit and was remade 
into Malayalam, Tamil and Bengali (Narasimhan, 2006). Apart from remaking of films from Telugu to 
various regional languages in India, dubbing culture became popular. The films like Dhee, Magadheera, 
Arya 2, Leader, Vikramarkudu, Eega and Baahubali: The Beginning, were dubbed into Hindi language 
to meet the growing demand. Telugu films like Criminal, Khadgam, Arya 2, Businessman, Magadheera 
and Dookudu have been dubbed into Tamil language. The Telugu films – Dookudu, Vikramarkudu, Rebel, 
Yevadu and Baahubali: The Beginning have been dubbed into Malayalam. Films like Pokiri, Magadheera, 
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Eega, Dookudu and Baahubali: The Beginning have proved beyond doubt the effectiveness of Telugu 
film industry as a brand in India. It is quite evident that the Telugu film industry has been recognized 
as culture and brand from where film can be remade or dubbed into various regional language films.

The Telugu film industry is known for its noted directors. S.S. Rajamouli is a popular director in 
the industry with blockbuster films. Rajamouli as a director is popular among audience for Baahubali 
2: The Conclusion (2017), Baahubali: The Beginning (2015), Eega (2012), Magadheera (2009) and 
Yamadonga (2007). Baahubali 2: The Conclusion (2017) directed by Rajamouli is the continuation of 
Baahubali: The Beginning (2015). Baahubali 2: The Conclusion is the first Indian film released in 4K 
High Definition format and around 200 screens were upgraded to 4K projectors to accommodate its 
screening (Balakrishna, 2017). Baahubali 2: The Conclusion (2017) has become a record and brand as 
well in several aspects.

As a director, Rajamouli’s contribution for Baahubali: The Beginning is immense. The film was 
critically praised for direction, technical values, and the actors’ fitting performances. The film received 
several accolades including Asian Film Awards, CineMaa Awards, FICCI BAF Awards Filmfare Awards 
South, IIFA Utsavam, National Film Awards, Producers Guild Film Awards, South Indian International 
Movie Awards (‘FICCI BAF Awards 2016: Nomination List,’ 2016; ‘‘Baahubali’ nominated for Saturn 
Awards in five categories,’ 2017; ‘‘Baahubali’ and ‘Srimanthudu’ lead IIFA Utsavam nominations,’2015).

On the first day of its release, Baahubali: The Beginning collected Rs 75 crore worldwide until Ra-
jnikanth’s starrer, Kabali crossed the mark in 2016 by a collection of Rs 87.5 crore (Hooli, 2016). Most 
importantly for the first time, through Facebook and YouTube, the team was marketing one year before 
the film was shot. Initially, the marketing and branding strategies of the film were based on social media 
to capture the audience. Release of the trailer of the film on smart phones and tablets has helped in well-
positioning of the brand (Pillai, 2015). His other films - Eega, Magadheera and Yamadonga did well at 
the box office. As a director, he has his own brand. His brand positioning has been effective since his 
films are nationally and internationally accepted.

Telugu film director Sukumar Bandreddi is famous for the films like Arya (2004), Jagadam (2007), 
Arya 2 (2009), 100% Love (2011), 1: Nenokkadine (2014), I Am That Change (2014), and Nannaku 
Prematho (2016). He has bagged the Nandi Awards, CineMAA Awards, KV Reddy memorial award 
which proves his special position in the film industry. The nuances of showcasing cultural diversities 
in various characters has branded in the entertainment market. Moreover, he has been considered as a 
trendsetter in terms of taking varied types of stories for these films.

Telugu film director Gunasekar Karri has positioned his brand through the films like Laati (1992), 
Sogasu Chooda Tharamaa (1995), Ramayanam (1996), Choodalani Vundi (1998), Manoharam (2000), 
Mrugaraju (2001), Okkadu (2003), Arjun (2004), Sainikudu (2006), Nippu (2012), Tevar (2015) and 
Rudhramadevi (2015). He has bagged the Nandi Award, National Film Award for Best Children’s Film 
International Children’s Film Festival of India and International Film Festival of India which made him 
branded in the national and international arena. Gunasekar is known for experimental films and hence 
his positioning in the film market is different and unique.

Director Radha Krishna Jagarlamudi or Krish is famous for his films, Gamyam (2008), Vedam 
(2010), Vaanam (2011), Krishnam Vande Jagadgurum (2012), Gabbar is Back (2015), Kanche (2015) 
and Gautamiputra Satakarni (2017). As he has directed films in Telugu, Tamil and Hindi, his brand has 
been positioned in these language films. His films are different from one another, reflecting upon the 
human values. As a director, his film Vedam received critical acclaim. His directorial debut for Hindi 
film Gabbar Is Back was produced by Sanjay Leela Bhansali and Viacom 18 Motion Pictures. Krish has 
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remade this movie originally from Tamil film Ramanaa (2002). Previously, the film was remade into 
Telugu film Tagore (2003), Kannada film Vishnu Sena (2005) and Bengali film Tiger (2007). On the 
film Gabbar Is Back, Subhash K. Jha, Bollywood film critic asserts that super hero was refined through 
the character of Akshay Kumar. Culture and brand of a hero in the film has undergone changes.

Director Puri Jagannadh has carved a niche for himself in the Telugu film industry. Apart from Telugu 
films, he has successfully directed films in Kannada and Hindi. He was awarded for the films like Amma 
Nanna O Tamila Ammayi (2003), Pokiri (2006), Neninthe (2008) and Businessman (2012). He has 
proved his mettle by successfully directing Bollywood stars like Amitabh Bachchan, Hema Malini and 
Raveena Tandon for his debutant Hindi film Bbuddha...Hoga Terra Baap (2011), which was a hit. This 
has helped him in branding in various cultural set ups of filmmaking. Moreover, to position the brand 
of the film, promo of the film was opened for public through eight TV channels during IPL match of 
Mumbai Indians and Rajasthan Royals (Bbuddah Hoga Terra Baap,’ 2011). Over and above, the director 
has tasted the success and failure over years and has experimented with his brand through various films.

CELEBRITIES, CULTURE AND BRAND

The status of celebrities is pertinent to culture and brand in a given society. Whenever there is a discus-
sion on celebrities in Telugu film industries, it is quite relevant to discuss culture and branding. Since 
culture is a complex variable, encompassing many areas in life (Christie, Kwon, Syoeberl, & Baumhart, 
2003), it opens multiple facets for further discussions.

Certain popular actors have special space in branding the Telugu cinema in India and abroad. Of 
them, characters playing the role of hero, heroin, comedian, villain and the like are important to discuss 
pertaining to the branding of the industry.

Nandamuri Taraka Rama Rao popularly known as NTR was a prominent actor, filmmaker, director, 
editor and politician. NTR as a brand of actor, producer and director reflects the films like Thodu Don-
galu (1954), Lava Kusa (1963), Seetharama Kalyanam (1960), Varakatnam (1970), Kodalu Diddina 
Kapuram (1970), Badi Panthulu (1972), Devudu Chesina Manushulu (1973), Adavi Ramudu (1977), 
Driver Ramudu (1979), Vetagadu (1979), Sardar Papa Rayudu (1980), Kondaveeti Simham (1981), 
Justice Chowdhary (1982) and Bobbili Puli (1982).

Recipient of three national film awards, NTR had a brand image not only in Telugu film industry but 
also in the entire film industry of India (‘State awards for films 1955,’ 1955; ‘N.T. Rama Rao (1923 - 
1995): A messiah of the masses,’ 2002; ‘Sixth International Film Festival of India,’ 1977). His growing 
popularity had helped him to step into politics. By forming the Telugu Desam Party (TDP) in 1982, he 
became the chief minister thrice of erstwhile Andhra Pradesh in 1983 (‘Telugu Desam Party turns 29, 
NT Rama Rao remembered,’ 2010). He also played a key role in the national politics, forging coalitions 
with regional and like-minded parties, when no single party was in a position to form government on 
its own at the Centre. With the passage of time, he was considered as a messiah of the masses and his 
brand image among the common people had increased. As he was popular in films, politics and personal 
life; the NTR National Award and NTR National Literary Award were instituted. After his demise, the 
government of Andhra Pradesh has renamed the University of Health Sciences as Dr. NTR University 
of Health Sciences. When there is an assessment of NTR as brand in films and politics, his positioning 
was effective. He was often branded as ‘God of Telugu film’, ‘Landmark in Andhra Politics’, ‘An En-
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cyclopedia of Acting’, ‘Man of the Masses’ and ‘Son of the Soil’. It clearly shows that he had a strong 
brand positioning in culture and politics.

Nandamuri Balakrishna, son of NTR and a Telugu film actor himself, he is known by different names 
like Yuvaratna, Natasimham, Box office Bonanza and Balayya (‘Balakrishna meets Amitabh Bachchan 
on the sets of ‘Sarkar 3’, 2016; ‘Balayya has a fruitful meet with KCR,’ 2016). Apart from bagging 
the awards like State Nandi Awards and the South Indian International Movie Award for best acting 
(‘NBK and NKR team up’, 2008), Balakrishna is branded in the domain of commercial stardom for the 
films –Apurva Sahodarudu, Inspector Pratap, Bharatamlo Balachandrudu, Tiragabadda Telugubidda, 
Rakthabhisekham, Nari Nari Naduma Murari and Bhairava Dweepam. Though he was active in politics 
since the inception of TDP, Balakrishna contested only in 2014 elections, and won from Hindupur As-
sembly Constituency in Anantapur district, Andhra Pradesh. As a brand, he made remarkable strides in 
both films and politics.

Konidela Siva SankaraVara Prasad, popularly known as Chiranjeevi has been branded in the area of 
film acting and production, singer, enterprise and politics. His brand positioning in the films reflects the 
success of the films like Shubhalekha (1982), Khaidi (1983), Vijetha (1985), Aapadbandhavudu (1992), 
Muta Mesthri (1993), Sneham Kosam (1999), Indra (2002), Shankar Dada MBBS (2007) and Khaidi No. 
150 (2017). He has the credit of winning 10 Filmfare Awards South and is a four-time winner of Nandi 
Awards (Krishnamoorthy, 2008). He was the first actor from South India to be invited to the Oscars 
ceremony in 1987 (‘Chiranjeevi was invited for Oscar Awards,’ 2012). It is often said that he is only 
hero who has performed Navarasas in his films. He has a huge popularity among people with great fan 
following and has subsequently launched Praja Rajyam Party in the year 2008 and was elected as the 
Member of Legislative Assembly (MLA) from Tirupati (‘Chiranjeevi starts a new role as Andhra MLA’, 
2009). After merging this party with the Indian National Congress, he was elected as the Rajya Sabha 
member and later appointed as the Union Minister of State (Independent charge), Ministry of Tourism, 
Government of India (‘Seniors should make way for youngsters: Chiranjeevi,’ 2012). Most importantly, 
he has been honoured by the government with the third highest civilian award, Padma Bhushan, in 2006.

Pawan Kalyan Babu is famous among the film-goers in Tollywood. He played lead role in films like 
Gokulamlo Seetha, Suswagatham, Thammudu, Badri, Kushi, Jalsa, and Gabbar Singh. With his immense 
popularity, he was at 26th in the Forbes India list of top 100 Celebrities of 2013 (‘Forbes India Celebrity 
100: 2013,’ 2016). Since he has been well received by audience, the positioning of his brand value shows 
an upward trend. In a bid to utilize and engage his brand values, Pawan Kalyan is producing films under 
the banners of Anjana Productions and Pawan Kalyan Creative Works. Going beyond the entertainment 
industry, in March 2014 he formed the Jana Sena Party (‘Pawan Kalyan’s political outfit named as ‘Jana 
Sena’ Party,’ 2017). To intensify his political career, he campaigned for Telugu Desam Party and BJP 
in Andhra and Telangana. At the end of last year, Pawan Kalyan declared that this party will contest in 
2019 general elections (‘Jana Sena will contest 2019 polls’, 2016). On a campaign before last general 
election, Narendra Modi openly praised Pawan Kalyan’s sprit for the development of Telangana and 
Seemandhra (Sudhir, 2014). At certain point of time, he has been a brand of Indian celebrity politician 
on Google search (‘Pawan Kalyan most searched celebrity candidate on Google,’ 2014). Fans call him 
Style Ka Baap and his brand position has become ‘Power Star’. It is quite clear that branding position-
ing of Pawan Kalyan in entertainment, enterprise and politics is sound and is making a way forward.

When there is a discussion on the brand value and image of other heroes in the Telugu films industry 
is concerned, the name of Akkineni Nagarjuna, Daggubati Venkatesh, Ravi Teja, Mahesh Babu and Jr. 
NTR comes to the fore. Nagarjuna has been a brand of hero for mass entertainment for the films like 
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Siva, Hello brother, Manmadhudu, Annamayya, Ramadasu, Geetanjali and Santhosham. He has been 
branded in the areas of films and enterprise including Annapurna Studios, N3 Realty Enterprises, Indian 
Badminton League and Mahi Racing Team India. In addition, he has carved out a niche in charity, by 
associating himself with the Animal Welfare Board of India, MAA TV association and Teach AIDS from 
Stanford University (‘Animation lessons on HIV/AIDS awareness released,’ 2010). Recipient of several 
awards, Venkatesh has positioned his branding in wide ranges of films. As an entrepreneur, he has been 
associated with Suresh Productions. Because of this popularity and connections, he is the Captain of 
Telugu Warriors representing Tollywood in Celebrity Cricket League.

Ravi Shankar Raju Bhupatiraju known as Ravi Teja has the branding of a commercial hero for the 
films like Itlu Sravani Subramanyam (2001), Avunu Valliddaru Ista Paddaru (2002), Dongodu (2003), 
Vikramarkudu (2006), Balupu (2013) and Kick 2 (2015).

Mahesh Babu Ghattamaneni, a popular hero in the industry for his commercially successful films 
such as Athadu (2005), Pokiri (2006), Dookudu (2011), Businessman (2012), Seethamma Vakitlo Siri-
malle Chettu (2013), 1: Nenokkadine (2014) and Srimanthudu (2015). He is branded as Prince of Tolly-
wood in the media industry (‘Happy Birthday Mahesh Babu! 10 reasons why he is called ‘the Prince 
Of Tollywood’,’ 2016; Madhavan, 2015). As far as branding in business is concerned, he has his own 
production house G. Mahesh Babu Entertainment Pvt. Ltd. On philanthropic note, he has endorsed the 
Men Against Rape and Discrimination (MARD) campaign, led by Farhan Akhtar’s Men in August 2013. 
He has adopted a village in Mahbubnagar district in Telangana State. Overall, Mahesh Babu’s branding 
position is very much felt in film, business and philanthropic areas. Nandamuri Taraka Rama Rao Jr., 
known as Jr. NTR has made his space in film, politics and charitable works.

It is quite apparent that celebrities in Telugu cinema have positioned their brands in various domains 
including film, business enterprise and charity. In certain cases, celebrities have become strong in politics 
and other activism because of their initial stardom status. The celebration of the events like the culture 
of the Nandi Awards (Clean films necessary to promote family values: CM,’ 2012) has created a sense 
of branding and marketing in the industry.

CELEBRITIES IN TELUGU FILMS AND BRAND ENDORSEMENTS

In a view to bring awareness and promote a product or service, brands, companies, or a non-profit orga-
nization employ certain campaign or marketing strategy which is otherwise known celebrity branding 
or celebrity endorsement (‘Celebrity endorsement,’ 2017).

Suffice to say, brand endorsement helps in building the brand equity which can be managed by brand 
reinforcement, brand re-genesis and maintaining brand consistency (Kotler, 2012). It helps the custom-
ers to recollect the advertisements which can result in enhancement of sales of that product or service. 
Such type of communication also helps the brand to stand out over other brands. Hence, the brand value 
created by celebrity endorsement is immediate and tangible.

Since the Telugu film industry is vibrant in terms of content, celebrities and reach, its celebrities are 
being employed for brand endorsements. Heroes are dominant in Telugu cinema. Hence, the discussion 
on hero as celebrity endorsement is of paramount importance. Positioning in the films of film and poli-
tics, Chiranjeevi is involved in promoting in Thumps Up and Emami Navratna Oil. Kamal Haasan has 
endorsed textile showroom brand, Pothys. Nagarjuna is endorsing Kalyan Jewellers and Parachute Oil.
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Actor Venkatesh is advertising for Mannapuram Finance, a non-banking financial company from 
Kerala. Commercial hero Mahesh Babu is adding brand values to a wide range of products – Thums Up, 
Jos Alukkas, Univercell, South India Shopping Mall, Provogue, ITC Vivel Ultra Pro, Royal Stag, Idea 
Cellular, Santoor, Rainbow, TVS, Paragon, Tata Sky, Mahindra, Navratna and Amrutanjan. Stylish hero 
Pawan Kalyan is promoting the soft drink, Pepsi.

Ravi Teja is endorsing the brand of footwear Walkmate and liquor brand Lord & Master. Prabhas is 
helping in positioning of the brand of Mahindra TUV 300. Hero RamcharanTeja is involved with the 
branding of Airtel, Tata Docomo and Pepsi. CMR Shopping Mall has roped in Jagapathi Babu for its 
brand endorsement. M. Nassar has associations with the brand of CRI Pumps and Agni TMT Steel.

Junior NTR is branding the companies like Malabar Gold, Himani Navratna Oil, Zandu Balm, Boro 
Plus and Navratan Talcum Powder. Allu Arjun the only South Indian celebrity, who has one crore fol-
lowers on Facebook is advertising for Joy Alukkas, Colgate Maxfresh, OLX, Hero, 7Up, LOT, Hotstar. 
Akkineni Akhil is adding brand values to the companies of Mountain Dew, Karbonn, Titan and South 
India Shopping Mall. Acted in Telugu, Tamil and Hindi films, Rana Daggubati has been associated with 
the branding of Royal Stag, Aristocrat Premium and Junglee Online rummy game.

Actor Sudheer Babu is promoting the brand Halls, a mentholated cough drop. Kancheepuram Vara 
Mahalakshmi Silks has roped in hero Nikhil for brand endorsement. Actor Sai Kumar has signed to 
promote the safety apps, short films and other initiatives by Vijayawada police. He has already received 
critical acclaim in Kannada, Telugu, Tamil and Hindi languages for his film Police Story. Unlike most 
actors on commercial branding, he is into branding for a social cause.

The heroines in Telugu film industry are no less in endorsing various products and services. Actress 
Amala Akkineni, wife of Akkineni Nagarjuna has positioned her branding in Telugu, Tamil, Malayalam, 
Kannada and Hindi language films. She is actively involved with The Blue Cross of Hyderabad, a non-
government organization (NGO) in Hyderabad, which strives for the welfare of animals and preservation 
of animal rights in India (Vijaya, 2012). She has the popularity of being an actress and activist. On the 
line of commercial fronts, Amala has been endorsing Sunsolite Oil. On the other hand, Amala Paul is 
known as an actress, model, and producer. She has made her mark in the films like Neelathamara and 
Veerasekaran which received critical acclaim. As a model and brand promotion, she has associations 
with Jos Alukkas, Wellglow, Sreedevi Silk, Chandrika and Dabur Amla.

Kajal Aggarwal, a popular actress for commercial films has positioned herself in films and model-
ing. She has become Fashion Icon of the year and Most Popular Female celebrity on Social Media. 
She has signed to brand the companies like Lux, CCL, RS Brothers, Sri Lakshmi Jewellery, AVR, Bru 
Coffee, Samsung Mobile, Chennai Shopping Mall, Panasonic, Dabur Amla, Green Trends, Colgate and 
Celebrity Cricket League.

Actress Shriya Saran Bhatnagar has gained her branding status after casting various roles in Telugu, 
Tamil, Malayalam, Kannada, Hindi and English films. Because of her immense popularity in the film 
industry, she has been given an array of brand endorsements for the companies like Ponds, Fairy and 
Lovely, Coca Cola, Lux, Head & Shoulders, Khazana Jewellers, Celebrity Cricket League, McVitie’s, 
Colgate Active, Saravana Stores and Karnataka Milk Federation.

Apart from the advertisement on Karnataka Milk Federation, all others are commercialized. In ad-
dition, in 2010 Shriya has delivered one lecture at the Indian Institute of Management Ahmedabad and 
later a new course ‘Contemporary Film Industry – A Business Perspective’ has been started (‘Shriya 
Saran lectures at IIM Ahmedabad!,’ 2010).
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Ileana D’Cruz has been gaining brand value in films and modeling. Her appearance in the films likes 
Pokiri (2006), Jalsa (2008), Kick (2009), Julayi (2012), Nanban (2012), Barfi!, (2012), Phata Poster 
Nikhla Hero (2013), Main Tera Hero (2014), Happy Ending (2014) and Rustom (2016) has proved her 
mettle in acting. As a model, she has promotional bonds with Ponds, Clear Shampoo and Forever Pre-
cious Jewellery and Diamonds.

Anushka Shetty, voted as ‘Hyderabad’s Most Desirable Woman of 2015’ (Francis, 2017), has com-
mercial associations with Intex, MBS Jewellers, The Chennai Silks and Colgate. As a model, Tamannah 
Bhatia has endorsed the commercial products like Celkon Mobiles, Fanta, Chandrika Ayurvedic soap, 
AVR and Khazana Jewellery, Shakthi Masala, Zee Telugu Power Soap, Fanta and Sun Direct. In a view 
to make her presence in social marketing, she was in PETA advertisement and convincing the audience 
not to use the cosmetics that have been tested on animals. In a major move to sensitize the people, she 
became the brand ambassador of the Government of India’s campaign Beti Bachao, Beti Padhao.

Positioned herself in Malayalam, Telugu, Tamil and Hindi language films, Asin Thottumkal has signed 
to endorse the companies like Avon, Mirinda, Colgate, Fairever, Tanishq, Big Bazaar, Parachute, Spinz 
talc, Lux, Amrutanjan Healthcare, and Clinic All Clear.

Apart from this, actors like Ali Basha have been involved in endorsing the products Manmohan 
Jaadoo Malaam and Venu, Chalapathi Rao and Prabhakar for Visakha roofing sheets.

TOLLYWOOD BLOCKBUSTERS, CULTURE AND BRAND POSITIONING

The emergence of Telugu cinema into a big budget business exhibits fascinating features and its advent 
has to be primarily attributed to the adoption of the latest technology in filmmaking and increasing 
penetration of satellite television. The Indian cinema in general and Telugu film industry in particular 
has been witnessed tremendous changes in the fields of production, marketing and branding. The most 
significant aspect is the involvement of huge budgets, increase in production costs and huge remunera-
tion charged by the film stars. Emphasis is on high technical qualities in making films and the growing 
significance of the role of technicians attributing to visualization affects. One major reason for film-
makers to depend upon branding of movies is high production costs and a fear of not generating enough 
revenues from box office. The Telugu cinema has several film stars who acted as brands and this has 
become a trend in Tollywood. A sense of curiosity and anxiety is being constantly created among film-
goers with release of details of the film.

There are two aspects as far as branding of films is concerned, one is the in-film branding wherein 
characters in the film promote products of certain brands, either directly or discretely and the other is the 
movie itself being propagated as a brand to maximize revenues and profits and cash in on popularity of 
film stars and directors creating a huge market for the film. This has emerged in Telugu film industry in 
late 1980s with the film Shiva directed by Ram Gopal Varma. The film starring Akkineni Nagarjuna and 
Amala in lead roles received critical acclaims from audience and critics. What set this film apart from 
others is for its curt dialogues, posters depicting images of incidents and not the actors, film shooting 
taking place in real conditions and locations without erecting any artificial sets. These innovative meth-
ods in marketing attracted huge audience and acclaim making it one of the important films in setting a 
trend and became a brand for both the hero and director. Several films followed suit much in the lines 
of Shiva and in a sense film pundits started talking about the film industry as before Shiva and after it. 
However, the Telugu film industry has grown in enormous size with the advent of visual effects and its 
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use and expansion of the overseas market apart from the national audience. This trend has shown on the 
rise from 2006 with the release of Pokiri and the Telugu film industry continues to churn movies, which 
has got brand image in the foreign markets.

AN INSIGHT INTO METHODOLOGICAL SETTING

The chapter is empirical in nature and examines the space of culture and branding in Telugu film indus-
try. Since the content, culture and branding of the film industry are making waves, it is worth probing 
the given benchmarks. The selection of films for understanding of culture and branding is quite apt. 
Four biggest grossers of their times in the Telugu film industry - Pokiri, Maghadheera, Baahubali: The 
Beginning and Baahubali 2: The Conclusion have been taken into account, for setting new trends for 
future films. Moreover, these films have become benchmarks for the prospective competitors. Pokiri, 
Maghadheera, Baahubali: The Beginning and Baahubali 2: The Conclusion are the top grossers of Tolly-
wood released in the last one decade. The films belong to different genres. Pokiri is an out and out action 
thriller, Magadheera deals with the concept of reincarnation. Baahubali: The Beginning and Baahubali 
2: The Conclusion are the instances of epic fantasy. While Pokiri was released in 2006, Magadheera 
in 2009 and Baahubali: The Beginning was released in 2015 followed by its sequel Baahubali 2: The 
Conclusion in 2017.

Reasons for selecting these movies are that not only these movies surpassed the previous records in 
garnering revenues and set new records at box office, but they have made an everlasting impact on film 
industry as far as expanding the horizons of marketing and branding of movies are concerned. Though 
Telugu film industry is churning out highest number of movies every year after Bollywood, even more 
than Hindi film industry on a few occasions, the Tollywood has never made a serious attempt to ascertain 
its identity and its magnitude in terms of marketing and revenue collections.

Except for being the maker of largest number of movies, the Tollywood has no brand of its own. What 
the makers of these four movies have done is that they have set a new trend in where far regional movies 
are concerned and made a tremendous impact and set an example to future filmmakers. They expanded 
the movies to unexplored areas with new marketing strategies and tapped dormant and untapped market 
showing new business. In a sense, they expanded the scope of Telugu movies to national and global 
level. In a sense, they have branded Tollywood at the national level and also in international market after 
Bollywood. These movies also gave the industry new actors and new endorsements.

Testing David A. Aaker’s (1996) model of marketing holds valid in the current context of investigating 
the films. Aaker claims that the brand identity comprising certain elements which can be categorized under 
major four perspectives - brand as product, brand as organization, brand as person and brand as symbol. 
The chapter also attempts to assess the actors as brands and cultural implications of films in the society.

SPACE OF CULTURE AND BRANDING IN SELECTED TELUGU FILMS

Pokiri

Made within a short span of six months with a budget of Rs 10-12 crores, Pokiri has shattered all previous 
records of Tollywood and became the highest grosser, garnering Rs 66 crores. Directed by Puri Jagan-
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nadh starring Mahesh Babu and IlleanaD’Cruz, Nassar and Prakash Raj, Pokiri portrays the story of an 
undercover police officer on a mission to decimate the mafia. Mani Sharma rendered music to the movie 
produced by Jagannadh and Manjula Gattamaneni. It became famous for its sharp and witty dialogues 
which become instant hit and finds its resonances in other films. The mannerisms of the protagonist 
(Mahesh Babu) are imitated by actors and comedians i.e., Brahmanandam in Jalsa, Allari Naresh in Su-
digadu, Ali in Desamuduru. The film’s dialogue Evvadu Kodithe Dimma Tirigi Mind Blockaipothundo, 
Vaade Pandugaadu (Pandu is one whose punch will result in complete black out), Okkasari Commit 
Aithe Naa Mata Neene Vinnanu (Once I take a decision, I will not listen to anyone) have become instant 
hits among masses and several actors imitated these dialogues in various films.

The brand image of the film was high (Aaker, 1996; Kotler, 2012) which propelled the producers to go 
for remakes in four languages Pokkiri (Tamil) starring Tamil superstar Vijay and Asin, in 2007, Wanted 
(Hindi) featuring Salman Khan and Ayesha Takia in 2009, Porki (Kannada) with the cast of Darshan 
and Pranitha in 2010 and Rajotto (Bengali) with Shakib Khan and Boby in 2014. All the four versions 
were hit, showcasing the value of the original film. Pokiri has reaffirmed the stardom of Mahesh Babu, 
making him the superstar of Tollywood.

The film has a new fashion statement as doctor sleeves shirts worn by Mahesh Babu turned an instant 
hit among youngsters and is in vogue till date. The film has catapulted Illeana into an overnight stardom. 
This is her second movie after Devadasu. Mahesh has started endorsing several brands thereafter and 
this could be attributed primarily to the stupendous success of the film. The film fetched five times its 
cost and changed the outlook of Tollywood. Several movies depicting mafia followed the suit but faced 
with little success.

The film turned Puri Jagannadh into the director of great demand. He continued to make chartbusters 
and has even directed Bollywood Superstar Amitabh Bachchan in BbuddahHoga Terra Baap. Released in 
over Pokiri completed 50 days in 300 theatres, 100 days in 200 theatres (a record in entire South India), 
175 days in 63 cinema halls, 200 days in 15 centres and was screened for 365 days in a year at a theatre 
in Kurnool. Earlier, Advi Ramudu, Bobbili Puli starring legendary actor Nandamuri Taraka Rama Rao 
popularly known as NTR, Premabhishekham, featuring Akkineni Nageshwar Rao and Osey Ramulamma 
with Vijayashanthi have this record.

After the success of the film, competition among companies to have regional brand ambassadors 
to promote their products to tap regional markets has increased and this has doubled with the success 
of regional actors and their movies at national and international level. These trends have become even 
more visible with the success of Pokiri, Magadheera, Baahubali: The Beginning and Baahubali 2: The 
Conclusion as the cast were roped in by national advertisers to endorse their brands. This has happened 
with Mahesh Babu after Pokiri, with Ram Charan after Magadheera and with Prabhas after the over-
whelming success of Baahubali: The Beginning. Mahesh Babu became the brand ambassador of Thums 
Up, replacing Chiranjeevi in 2007.

Pokiri bagged two filmfare awards for Mahesh Babu and Puri Jagannadh and four Nandi awards 
i.e., best popular film, best editor, best fight master and best male dubbing artist. In-film branding was 
witnessed in the film where the hero presents soft drink can of Coke before issuing warning to a mall 
owner and Illeane wearing a T-shirt with D&G logo on a few occasions. The movie became a brand 
for Illeana, fetching nearly a dozen movies with top actors in south Indian languages and Bollywood.

The tremendous success of Pokiri drew the attention of national production houses improving the 
magnitude of production and also available possibilities in improving the prospects in overseas distribu-
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tion. UTV which produced films like Rang De Basante, The Namesake, The Blue Umbrella and Life in 
Metro acquired distribution rights of Mahesh Babu’s immediate next movie Athidhi.

Pokiri fetched sizeable revenues from the overseas market. It made its mark in portraying mafia and 
gun culture. Puri Jagannadh is known for portraying hero as a superman and the film is famous for its 
hilarious comedy involving Brahmanandam, Ali and Venu Madhav. Brahmanandam as Brahmi Software 
Engineer tickled the bones of audience and the character’s name was used in several movies to evoke 
laughter. Ali and Venu Madhav who acted as beggars and their mannerisms involving BabbaBababa 
were well received. Several comedians still try to mimic these mannerisms and dialogues. Mahesh Babu’s 
dialogue Eppudachamu Kadannayya Bullet Diginda Leda (Hitting the target is more important than 
when we arrived) also became popular and the culture of imitating the hero’s dialogue in day-to-days 
life was seen in many of the successful films.

Magadheera

Magadheera, directed by S.S. Rajamouli is an epic fantasy movie with reincarnation as main theme 
released in 2009 and has set box office on fire amassing nearly Rs 150 cores, beating the three years 
records set by Pokiri within a span of one week and was on the top before it was surpassed by Attarintiki 
Daredhi and later by Baahubali: The Beginning.

Magadheera is the costliest film made with a whooping budget of Rs 41 crore and is produced by 
Allu Aravind under Geetha Arts and is the widely released Telugu film with 625 prints in 1,250 screens 
all over the world (25 prints and 45 screens abroad alone including United States, United Kingdom, 
Australia, New Zealand, and Gulf Countries). Supreme Movies purchased the film for a minimum 
guarantee (MG) price of Rs 2 crore for overseas market. The satellite-based digital cinema network, 
UFO Movies, converted nearly 55 screens into digital screens for screening the film and it was the first 
movie to be released with VFX effects. To curb video piracy, 5,00,000 audio cassettes were released 
into market within hours of audio release. The lead characters are played by Ram Charan Teja, son of 
Megastar Chiranjeevi, Kajal Agarwal, Srihari and Dev Gill. The movie ran successfully for 1,000 days 
at a theatre in Kurnool. Magadheera fetched Rs 20 crore through tickets against Rs 9 crore collected by 
Hindi film 3 Idiots in Hyderabad.

Several regional movies have started gaining ground in the in-film branding (Aaker, 1996) after Ram 
Charan was seen drinking Pepsi in his introductory scene in Magadheera. The film is known for its 
high quality visual effects and it is the first Telugu film to give credit to visual effects producer done by 
R. C. Kamalakannan. Special effects and computer graphics constitute nearly one hour and 40 minutes 
against the total duration of two hours and 35 minutes. A whooping Rs 4 crore was spent on VFX and 
five experts from abroad, including Italian concept artist Marco Rolandi, Iradina 3D technical director 
Adel Adili, Peter Draper, who provided technical expertise for Bollywood movies worked in this film. 
It was also the first Telugu film to have a home media release on Blue-ray. It bagged national award for 
best choreography and best visual effects, six Filmfare awards and nine Nandi awards apart from several 
other awards.

The film was dubbed into Tamil as Maaveran, in Malayalam as Dheera: The Warrior and in Bengali 
as Yoddha: The Warrior. Rajamouli’s wife Rama Rajamouli designed costumes for the entire cast, es-
pecially the lead characters and the costumes became a trend among the people after the release of the 
film. The film has tremendously increased the brand value (Kotler, 2012) of the Telugu industry overseas. 
The film helped four actors in different ways. Firstly, Ram Charan has emerged as a star performer with 
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the movie, Kajal Aggarwal became a leading actress in Tollywood and Srihari’s role as Share Khan is 
considered to be his best role in his career and Dev Gill attained stardom and garnered assignments as 
antagonist in South Indian film industry.

Magadheera has inspired many directors and several films were made on the same theme or with socio 
fantasy and spiritual themes as the background like Panchakshari (2010), Nagavalli (2010), Anaganaga 
O Dheerudu (2011), Mangala (2011), Shakti (2011), Sri Rama Rajyam (2011), Bhadrinath (2012) and 
UuKodathara? Ulikki Padathara? (2012). While some achieved success, many failed due to the absence 
of concrete script, bad narration and mere imitation.

Baahubali: The Beginning

Baahubali: The Beginning, directed by S. S. Rajamouli, released in 2015 became a known point among 
politicians who had often used it to criticize opponents and the word was actively used during electioneer-
ing for five state assemblies of Punjab, Uttarakhand, Uttar Pradesh, Sikkim and Goa with BJP leaders, 
during several election meetings, claiming that Prime Minister Narendra Modi is ‘Real Baahubali’. It 
was used for political branding through various poll campaigns. Hence, the culture politics and branding 
went hand in hand, ascertaining the popularity of the film.

The wax statue of Prabhas, in the avatar of Amarendra Babubali, the character he played in Baahu-
bali, has been featured in Madame Tussauds, Bangkok, becoming only the first south Indian actor to 
be featured at the museum. It is quite apparent that branding of the film (Aaker, 1996; Kotler, 2012) is 
becoming internationally acknowledged.

Replicas of the weapons and swords used in the film are sold as part of merchandise and the target 
group is youth and kids. The filmmakers have roped in Britannia for on-pack promotion, merchandise 
and media and producing 150 million Tiger and Milk Bikis packs cobranded with Baahubali and dis-
tributed across 1.2 million outlets, with a contest for children, where the winner will have a chance to 
meet Prabhas (Laghate, 2017).

It is the first movie in the country to use YouTube 360 to showcase the sets of the film on the social 
media channel. The greatest achievement of the Baahubali team is using the YouTube channel to trace 
the potentiality of the movie in the areas where it has no foray.

Arka MediaWorks which produced the film has its own channel on YouTube and a dedicated team kept 
on posting posters and videos of the film to coincide with the birthdays of lead actors. Baahubali entered 
the Guinness Book of World Records for unveiling the largest poster of the film measuring 51,598.21 
ft at Kochi, prepared by Global United Media, the distributors of Malayalam version on June 27, 2015.

The film has been dubbed into respective languages and released in 6,000 theatres across China and 
became only the third movie after 3 Idiots and PK to be released in China, and its promo social media 
channel Weibo got 19 million views and trending second.

VFX effects have been utilized to its maximum and like never before in Bahuabli: The Beginning. 
The audience’s expectations didn’t get disappointed as the VFX effects were magnificently utilized to 
recreate a fictitious kingdom of Mahishmathi, bullfights, breathtaking flights over mountain peaks and 
gripping chases down icy slopes, all portraying the feeling of watching a Hollywood movie. The film’s 
climax war sequence is spectacular and exhilarating with the effective utilization of special effects.
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Baahubali 2: The Conclusion

Crowd funding platform Fueldadream has launched a charity initiative to help children with life-threatening 
ailments, by announcing rewards to donors with T-shirts autographed by Baahubali stars Prabhas and 
Rana. Donors of larger amounts were promised of receiving free film tickets for the first day of the show.

Baahubali 2 has reportedly signed deals worth Rs 500 crores by roping in nearly 15 brands for co-
branding, including Nestle, Britannia, Oppo, AMD Radeon, TV commercials and outdoor activities. 
Nestle and Britannia launched special editions of biscuit packets to lure children and elders. Amrapali 
Jewellery is the only brand to be seen as part of in-film branding in Baahubali 2. The makers have 
signed in deals worth over Rs 500 crore for sale of theatrical and satellite rights. Various elements of 
brand identity under the perspectives of brand-brand as a product, brand as an organisation, brand as a 
person and brand as a symbol have been found for the making and branding of this film (Aaker, 1996).

The four movies have completely changed the outlook of Tollywood, both in aspects of production 
and marketing. Except for Bollywood, no film industry in the country has expanded to such an extent nor 
got international recognition, not even the Tamil film industry, popularly known as Kollywood, famous 
for its high quality movies.

Though Pokiri remained an accidental hit, its stupendous success and the records it set at the box office 
has completely changed the dimensions of Tollywood. The film, Magadheera, has to be commended for 
its marketing strategy and adoption of the latest technology available. Its director, S.S. Rajamouli utilized 
all the technologies available at his disposal, and created a celluloid marvel. The producer of the film, 
Allu Aravind, the maternal uncle of the lead actor, Ram Charan, spent liberally, without compromising 
on the quality of the film and ensured that it was released in the highest number of theatres. It was one of 
the most highly released movies in Tollywood at that time. This he could have managed as he is one of the 
big producers who control sizeable theatres in Telangana and Andhra Pradesh. Producers and directors 
of small budget movies find it very difficult to get theatres to screen their films. The films Baahubali: 
The Beginning, and Baahubali 2: The Conclusion, directed by Rajamouli have created a brand (Kotler, 
2012) in the space of culture and business. These movies proved beyond doubt that Tollywood is slowly 
creating a special position of its own in the global film industry.

CONCLUSION

The brand image of Tollywood received a big boost with the huge success of Pokiri and Magadheera, 
both in India and abroad, and has increased the scope of Telugu film industry’s market globally. In-
novative methods adopted by filmmakers in portraying cultural aspects accepted worldwide, improving 
production values, using narratives with global relevance, utilizing available resources effectively and 
adopting technological advancements with effective use of computer graphics and visual effects and 
evolving a foolproof mechanism to control piracy are some vital aspects which have improved the brand 
image of Telugu films. A significant shift in work culture is quite evident in the making of Telugu film, 
Magadheera. The success of the two blockbusters in the recent past, Baahubali: The Beginning and 
Baahubali 2: The Conclusion, has helped in spreading the cultural brand of India to various countries 
of the world. It has proved beyond the doubt that the Indian films have potential consumers, thereby 
getting exposure to the Indian culture, and making a cultural brand identity.
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With the increase in production value and growing Diaspora, brands started vying for regional block-
busters. Many of south India movies are being dubbed into different languages and released worldwide, 
increasing their brand value. In the last few years, several Bollywood filmmakers have started remaking 
several hit films from Telugu which speaks of volumes of the brand image of Tollywood. However, still 
there is a scope for improvement in branding Telugu films to get its rightful place in Indian film industry.

In-film branding is a neglected aspect in Tollywood, and it has been picking up with major actors 
actively involving in promoting products and multinational and local companies, and vying to rope in 
actors to promote their products and brands. Poor story selection, low production quality and lack of 
innovativeness in narratives remained a handicap for Telugu films. Though the industry has no dearth of 
talent, what it lacks is the professional approach towards making films, improving quality of production 
and selecting themes and narratives to easily identify with the global viewers. Absence of institutional 
funding coupled with a near monopoly enjoyed by a few producers, who own majority theatres, having 
complete control over film distribution, has proved to be detrimental factor in encouraging new talent. 
In other words, Tollywood remained untapped to its full potential as far as branding is concerned and 
there is lot way to go for it to achieve the status of Bollywood and Hollywood.
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ABSTRACT

The book chapter seeks to highlight the importance of brand journalism and personal branding within 
the university context. First, the focus is on determining how universities are adapting to the changing 
needs of their audience by utilising new narrative techniques. Second, we must determine whether brand 
journalism in turn allows for the construction of personal branding. If so, we would like to know whether 
teachers coming from the Schools of Communication / Information of universities in Spain have created 
their personal brands, in addition to what criteria and tools had to be taken into consideration for its 
creation. In conclusion, a lack of progress in regards to the development of a personal brand as well as 
personal branding in academia is observed.

INTRODUCTION

The chapter of the book discusses the importance of brand journalism in universities and the use of 
personal brands by Spanish university professors. Firstly the term brand journalism is emphasised, tak-
ing into consideration the evolution of journalism in relation to the needs of the audience which has 
converted from an ignored mass into a fifth power. The public decides what, how, when and where they 
will consume news due to a suppressed need to consume quality information.

Given this scenario, multinational companies have seen a clear advantage when publishing their own 
news without the need for intermediaries (the traditional media). Companies known around the world 
such as Coca Cola, Red Bull and Microsoft have become editors of their own content. Second, the chapter 
will delve into how universities are seeking to transmit the importance of knowledge to users as well as 
their contributions to improve the progress of society using brand journalism. To do this, specific cases 
regarding use of university brand journalism will be analysed at both the international and national level, 
although commitment is timid due to academic institutions’ lack of knowledge regarding the matter at 
hand. In addition, the chapter will present academics’ opinions concerning the term in question and its 
applications in educational settings.
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Secondly we will insist on the necessity for Spanish university professors to utilise personal brand-
ing. Clearly, the presence of the Internet and the emergence of the Social Web have helped different 
professionals to more closely reach their audience. A journalist does the same in order to attain greater 
visibility, given that “the visibility that the net gives us has enormous potential when it comes to sharing 
content and reaching other audiences which weave a community around the professional, in turn building 
credibility” (Yuste & Cabrera, 2014: 22).

Undoubtedly, the need for academics to create personal branding on the Internet is increasingly 
important. The secret is in adding extra value to professional actions. This leads us to understand that 
each task or project performed by the teacher should be considered a rewarding challenge capable of 
transmitting an emotional attitude that adds value to their brand and likewise, benefits the University and 
in turn its brand. To determine the use that professors make of personal branding, we have supported our 
study with quantitative and qualitative techniques while keeping in mind the theoretical review, docu-
ment analysis and surveys given to academics.

The main objective of the chapter focuses on promoting the importance of brand journalism in the 
educational context and the use of personal branding by professors who teach at Schools of Communica-
tion in Spain. We begin on the following premises which we will try to respond to throughout the chap-
ter: on one hand, we will reveal questions about the importance of brand journalism in the educational 
context. Do universities use brand journalism to become known and obtain recognition? Do they try to 
directly report to a segmented and specialised public? Is it considered a new way of communicating? 
Does it promote the employment of unemployed journalists? Does it build a reputation or is it trying to 
sell? Should brand journalism be implemented as class content within the curriculum?

Likewise, the chapter attempts to answer the following questions about teachers’ use of personal 
branding: what criteria should be taken into consideration when creating the personal brand? Do you 
think that what the Internet says about you and your work is important? What tools do you consider im-
portant for building a digital identity? Should a professor’s personal brand convey an emotional stimulus 
to anyone interested in their work?

BACKGROUND

Brand journalism is assuming greater prominence in business and media, while the attitude of the au-
dience has changed and the advertising practice has lost efficiency. However, in no way is this a new 
form of communicating. Approximately one hundred and twenty years ago, according to Abiad (2014), 
The Furrow emerges in 1895 to attractively publicize agricultural content with an added value. “John 
Deere - the world’s leading agricultural machinery manufacturer - had the good idea of   setting up a free 
publication for his potential clients”, which helped him to convert Deere tractors into the most highly 
demanded tractors on the market. The magazine is still being published today. It is obvious that another 
technology was used at that time to publicize such content. Today, with the help of the Internet and web 
2.0 and 3.0, the technological change is indisputable owing to the fact that the magazine contents can 
be more widely spread at a cheaper price. In any case, the way of telling the story to reach the audience 
prevails.
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Years later, in 2009, Adobe CMO commits to the change in one of its portals. According to Barciela 
(2013a), “The editors, who claim that CMO is the world’s leading marketing web site, explain that their 
material is obtained from about 100 forefront sources in the industry. The web offers professionals the 
opportunity to publish their articles”. Undoubtedly it is a commitment to brand journalism using market-
ing and interacting with the audience through forums, interviews, etc.

Later on between 2011 and 2012, some multinational companies decided to embrace the change due 
to technological advances and economic crisis. Web sites like The Network (owned by Cisco), financial 
sites such as The Financialist (Credit Suisse) and business sites like Businesswithoutborders (HSBC), 
OpenForum and American Express are some examples we can mention. Coca-Cola Journey would be 
another example, which, according to The New York Times itself, “is a real news site” (Barciela 2013a).

Regarding university brands, from a corporate point of view we can say that they were and are still 
seen as an asset that can help an institution stay competitive as well as reap benefits that both the or-
ganization and its members can enjoy. Authors like Takaki, Bravo and Martinez (2015) have identified 
significant shortcomings in university brand management owing to various factors, including lack of a 
brand that makes them stand out from the rest and little social outreach from an academic and research 
point of view.

It is noticeable that many companies, media and universities have embraced brand journalism because 
it is a “descendant of a traditional marketing strategy - the company’s magazines” Martin, Sanchez and 
Hernandez (2014: 1614). Brand journalism gains strength due to the information overload, the weaken-
ing of traditional media and the crisis of the economic model. However, it is positioned as a journalistic 
practice because it uses the techniques of traditional journalism. In other words, it consults resources, 
contrasts information and spreads it through stories. This form of journalism has the added benefit of 
making a story directly known using different formats and channels, while encouraging interaction with 
the audience unlike in traditional media.

On the other hand, in relation to personal branding we could say that its history originates in 1996 at 
the hands of Derek Lee Armstrong and Kim Wai Yu in the book entitled: “The Persona Principle: How 
to Succeed in Business with Image”. The authors conceived the personal brand concept by comparing 
it to the corporate brand rather than as an isolated idea. Later, in 1997, Tom Peters published the article 
entitled “The Brand Called You” in Fast Company magazine. The article seeks to demonstrate that each 
of us belong to our own company called “ME, S.A.” in the work environment in which we live.

Since 2007 in Spain, Andres Perez1 has presented the concept of personal branding and states that 
“a personal brand takes time and persistence to be developed. It is based on the perceptions that people 
have of people” (Marcos, 2008). This means that it cannot occur in isolation. Likewise, Tom Peters 
(1997) asserts that we are responsible for ourselves and therefore must make the most of ourselves and 
communicate it for our and others’ benefit. Similarly, we can highlight Neus Arques Salvador (2007) 
with the book “What Brand Are You?”: 12 keys to managing your personal reputation. We can also point 
out Roberto Alvarez del Blanco (2008), author of the book “You, Personal Brand”: how to skillfully 
manage your life and turn it into an extraordinary experience, among others.

Regarding the digital identity of professors, there are no studies on the subject despite its relation to 
the brand of the university. However, “professors must be conscientious and empowered when assessing 
and considering the possibility of independently offering their work” (Casellas 2014).
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MAIN FOCUS OF THE CHAPTER

Brand Journalism in the University Setting

It is evident that brand journalism is gaining greater importance in our society despite being a contro-
versial term among journalism and public relations professionals, as is well described and analysed by 
Barciela (2013b) in his article “El último desafío, el ‘brand journalism’” (The Latest Challenge, Brand 
Journalism). The author states that “brands create their own internet news portals to avoid the middle-
man - traditional media - baptising them as “brand journalism””.

Controversy aside, we believe that brand journalism is becoming established as a new way of com-
municating as well as something that companies need in order to optimise their reputation. It draws on 
the changes produced on the Internet and on the flood of social media in order to communicate and 
convey news to an audience. News is communicated using storytelling through its own channels, and 
without intermediaries.

According to Iván Pino (2014:3), brand journalism stems from the combination of two factors: first, 
“audiences breaking away” from mass media, and second, prosumers’ interest in being active players in 
“demanding that companies be more transparent, responsible and trustworthy”.

Flagship newspapers such as “The Guardian”, “The New York Times” and “El País” are supporting 
brand journalism by offering new storytelling services. At the same time, universities around the world 
have taken on the challenge. A clear example is the web site Futurity.org, a non-profit project that started 
in 2009 and is now gaining strength as a reference point for university publications. In this case, the goal 
is focused on showing society how universities improve people’s lives by applying knowledge and using 
news stories to connect with users. It is evident that U.S. universities (about 71) are the main characters 
of this change that benefits everyone. Users can go to Futurity.org and search by university or by topic 
(sci-tech, culture, health and environment) depending on what interests them. It also goes without saying 
that the information is available on social networks.

Figure 1. Futurity news and the academic world
Source: https://twitter.com/FuturityNews

https://twitter.com/FuturityNews
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In Spain we can take a look at the Clínica Universitaria de Navarra which has served society for 
about 63 years. Their goal is to offer patients the best personal and medical treatment possible. The web 
site stands out due to the fact that story protagonists are given voices in their stories section. The article 
“I beat cancer: Hugo’s battle” is a clear example. A young boy (12 years old) has a long story to tell. 
When he was six years old in his hometown (Tarifa, Ecuador) he was diagnosed with Acute Leukaemia. 
However, Hugo has never felt sad because of his disease and says that “it is just the complete opposite. I 
have been enthusiastic and my friends have always supported me, especially Pau who has always helped 
me with my homework”. Today, thanks to the Haematology and Hemotherapy Service specialists as 
well as economic collaboration from “Niños contra el cáncer” (Children against cancer), Hugo can tell 
his story and “encourage more kids so that they can keep fighting”, he emphasises.

The contents published by the Clínica Universitaria de Navarra as well as those from Futurity.org are 
undoubtedly a gamble on brand journalism as Obispo (2015) notes in his article “Una historia detrás de 
cada paciente. Cómo aplicar el periodismo de marca a la comunicación de salud” (A story behind each 
patient. How to apply brand journalism to health communication). They strive to connect with audiences 

Figure 2. Hugo’s battle
Source: https://twitter.com/ClinicaNavarra/http://www.cun.es/

https://twitter.com/ClinicaNavarra/http://www.cun.es/
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by appealing to their emotions and to the story, rather than focusing on the technical information that, 
in many cases, cause people to feel lost. This change is due to user response on social networks and on 
their own web site.

From Brand Journalism to Personal Branding for Professors

It is evident that we cannot overlook personal branding after having learned about the branding strate-
gies that businesses and institutions use to make their name known. Some authors are already saying it 
- well-positioned personal branding makes the company/institution visible. Nevertheless, how important 
are brand journalism and personal branding for professors in the university setting?

To answer this question, a survey was given professors who teach at Schools of Communication 
(Journalism) at Spanish universities. The academics who took the survey (60) come from the following 
universities (21): Zaragoza (7), La Laguna (1), Católica de Murcia (3), Pompeu Fabra (14), Rey Juan 
Carlos (1), CEU Cardenal Herrera (4) (Valencia) (1), Complutense de Madrid (1), País Vasco (3), Málaga 
(2), Navarra (1), Camilo José Cela (1), Sevilla (6), Católica San Antonio de Murcia (2), CEU San Pablo 
(1), Santiago de Compostela (1), Valladolid (1), Autónoma de Barcelona (1), Antonio de Nebrija (1), 
Pontificia de Salamanca (1), Universidad Nacional de Educación a Distancia (1) and 6 did not respond. 
Of the participants, 43.3% are female (26) and 56.7% are male (34). 73.3% of the participants are 40 years 
of age or older, 23.3% are between 25 and 40 years of age and 3.3% are between 18 and 25 years of age.

The survey was given in the form of a self-administered questionnaire using a Likert scale with 14 
questions. It is divided into two parts: the first part involves questions regarding brand journalism (ques-
tions 1-7) and the second part involves questions regarding personal branding (questions 8-14) in the 
university setting. The questionnaire was sent digitally keeping in mind that the interviewer’s presence 
can produce a lack of bias.

The professors indicate that the main objective of brand journalism is company/institution reputation 
management with 55.2% (32), and with 3.4% (2) indicating that it is used to manipulate audiences (see 
Figure 3). At the same time, 94.8% (55) indicate that a new debate concerning information ethics could 
be opened with 60.3% (35) in agreement and 34.5% (20) in total agreement, while 5.2% (3) indicated 

Figure 3. Objective of brand journalism
Source: Elaborated from survey data.
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disagreement regarding the possibility of a new debate. We consider this data while keeping in mind 
that 83.3% (50) of the professors indicate that they know the term in question, compared to 16.7% (10) 
that recognised that they had no knowledge concerning the term at hand.

From figure 3 we can see that brand journalism seeks to generate audience loyalty by finding new 
ways to engage recipients 41.4% (24) as well as directly inform a specialised, segmented public 34.5% 
(20). These could be some indicators that favour development alongside the fact that businesses and 
institutions manage without the mass media, but not without journalists. That being said, could brand 
journalism help to foster employment for journalists? Establishing a scale from one to ten, 45.7% (27) 
of the professors rated this idea with a ‘B’ (7-8 points), while 30.5% (18) rated it with a ‘C’ (5-6 points). 
11.9% (7) professors rated it with a ‘D’ (1-4 points) or an ‘A’ (9-10 points). General opinion (88.1% (52)) 
indicates that brand journalism is a means of eliminating unemployment among journalists. So, could we 
be talking about a new professional profile? This is a question that poses a series of doubts, especially 
when “the scope of new profiles within the journalism profession as well as their social value is grow-
ing. This can be proven with two rationales: a surge in labour demand to cover these types of positions 
with professionals who have associate’s or bachelor’s degrees in Journalism, Marketing and Publicity, 
as well as the fact that the journalism profession recognises this growth through the use of social media 
on a daily basis” (Sánchez and Méndez, 2015, 56-57).

Another aspect that has been assessed is companies’ and institutions’ use of brand journalism to 
make their name known and to gain recognition. For that reason, those surveyed were asked the ques-
tion: how well do you think universities are making use of said communication strategy? 34.5% (20) of 
those surveyed answered with a ‘B’ (7-8 points), 22.4% (13) of those surveyed answered with a ‘C’ (5-6 
points) and 12.0% (7) of those surveyed answered with an ‘A’ (9-10 points). At the same time, 31% (18) 
of those surveyed answered with a failing mark (1-4 points). It is evident that there is a disparity in the 
data. Nevertheless, the professors’ favourable opinions prevail with 68.9% (40).

In accordance with the data obtained, we believe it is best to discuss the future of brand journalism due 
to the controversy that the term in question has raised. The information that we have gathered is shown 
in Table 1. Vertically, five opinions are listed. Horizontally is a scale from one to three, with 1 being of 
least importance and 3 being of greatest importance. Professors from the 21 universities indicate that 
brand journalism will coexist with traditional journalism with 61.4% (35), on a scale of two. Similarly, 
on a scale of two, 60.7% (34) indicate that brand journalism will promote employment and new forms 
of communication, thus earning it a promising future. To a lesser extent, on a scale of one, 56.4% (31) 

Table 1. The future of brand journalism

1 2 3

a) Brand journalism’s days are numbered. 56.4% 31 40% 22 3.6% 2

b) Brand journalism has always and will always exist, only now 
it’s the companies themselves who are spreading their contents. 9.1% 5 49.1% 27 41.8% 23

c) Brand journalism is the future of the profession. 48.1% 26 48.1% 26 3.7% 2

d) Brand journalism will coexist with traditional journalism. 7% 4 61.4% 35 31.6% 18

e) Brand journalism promotes employment and new forms of 
communication, thus earning it a promising future. 12.5% 7 60.7% 34 26.8% 15

Source: Elaborated from survey data.
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indicate that journalism’s days are numbered. These percentages support the data obtained in previous 
paragraphs regarding brand journalism as a means of employment for unemployed journalists.

After having verified the importance of brand journalism in companies/institutions with the profes-
sors’ opinions, we believe it desirable to find out whether the professors think that brand journalism 
should be implemented in the Schools’ of Communication plans of studies. 56.9% (33) of academics 
consider that its implementation is either important (41.4% (24)) or very important (15.5% (9)). To a 
lesser extent, 32.8% (19) estimate that its introduction into course curriculum as a subject is of little 
importance, compared to 10.3% (6) who think that it is not important at all.

Regarding the second part of the chapter - personal branding in the academic setting - 62.1% (36) 
agree that brand journalism allows for the simultaneous construction of personal branding; 25.9% (15) 
are in total agreement with this opinion, thus equalling a sum of 88.0% (51) between the two (agree-
ment and total agreement). To a lesser extent, 12.0% (7) are either in disagreement (10.3% (6)) or total 
disagreement (1.7% (1)) with this opinion. For this reason, the professors consider what the Internet 
says about them and their work to be important, especially when public image is increasingly reflected 
on the Internet and Social Media. Keeping in mind a rating from one (not at all important) to five (very 
important), 75.9% (44) of professors surveyed think that it is very important with a rating of 4 and 5 
due to the fact that someone will always be searching for you on the Internet. Meanwhile, 20.7% (12) 
gave a rating of 3 and medium importance, in comparison to 3.4% (2) who gave a rating of a 1 or 2 with 
no importance. In spite of the results obtained, it is interesting that 56.9% (33) of professors have not 
created a personal brand, while 43.1% (25) have (see Figure 4). This data proves to be meaningful and 
invites us to reflect on the underlying causes of this effect.

It is evident that the Internet has become an undeniable tool for professional development, as well as 
a showcase of opportunities to make your name known, create synergies and look for employment. The 
professors who have created personal brands (43.1%) indicate a number of criteria that should be kept 
in mind in order to establish a successful personal brand. Among the most relevant results are:

Figure 4. Creation of a personal brand for professors
Source: Elaborated from survey data.
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1.  A consistency in subject matter,
2.  Coherence with image, messages and the journalism profession,
3.  Originality,
4.  A respectful attitude and a willingness to engage in dialogue,
5.  Correction,
6.  A clear style,
7.  A presence and visibility control,
8.  A capacity to respond quickly,
9.  Deterrence from narcissistic attitudes,
10.  Thoroughness, honesty and transparency,
11.  Being proactive in terms of content generation,
12.  Determination and a communication strategy, and finally,
13.  Content specialisation.

What is more is that 77.6% (45) think that a professor’s personal brand should transmit an emotional 
stimulus to anyone interested in their work, compared to 20.7% (12) and 1.7% (1) that did not respond.

Apart from the professors’ criteria, it is important to keep in mind the use of tools that allow for the 
creation of a personal brand in order to optimise development of a digital fingerprint. In this respect, 
it is necessary to select which tools are useful in creating the greatest visibility on the Internet as well 
as leverage your activity in order to design your own digital strategy and attain a strong digital reputa-
tion. We can mention four social media tools that are substantially more important compared to others. 
Of those surveyed, 56.9% (33) consider Twitter to be the platform which helps to construct a personal 
brand, followed by LinkedIn with 44.8% (26), Academia.edu with 43.1% (25) and Facebook with 36.2% 
(21) (see Figure 5).

Figure 5. Social media and construction of a personal brand
Source: Elaborated from survey data.
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In light of the answers from professors regarding which tools are most conducive to reaching users, 
it is necessary to assess and auto-diagnose the presence and definition of personal branding concerning 
professors from the Spanish Universities Schools of Communication/Information. In addition, it is also 
important to keep in mind the necessity of contributing something of added value in order to attain a 
digital reputation and a committed audience. Of those surveyed, only 41.3% (24) would give a failing 
mark (1-4 points) due to professors’ lack of digital fingerprints, 48.2% (28) would give a ‘C’ (5-6 points) 
and 10.3% (6) would give a ‘B’ (7-8 points). These percentages are significant results that university 
professors should keep in mind (see Figure 6).

Before discussing specific cases of professors who stand out for having left their digital fingerprint on 
the Internet as a result of content contribution and management of personal brand/digital reputation, we 
would like to name some academics whose names were mentioned more than twice by those surveyed 
and who could be examples of personal branding: Carlos Alberto Scolari, José Luis Orihuela, Ramón 
Salaverría, Lluís Codina and Juan Luis Manfredi Sánchez.

SOLUTIONS AND RECOMMENDATIONS

It is possible to see that brand journalism in the university setting has timidly made its way into Spanish 
Universities in contrast to other countries such as the United States. The web site Futurity.org brings 
together different universities to spread knowledge using a different, informative approach in order to 
benefit society and attain recognition. In Spain there are some isolated cases of brand journalism in the 
university setting such as the University of Navarra with the Clínica Universitaria de Navarra, but this 
same type of work is needed in other universities that have the same or similar social strategies, either 
individually or in groups as is the case of the Futurity.org web page. However, 68.9% (40) of academics 

Figure 6. Construction of a personal brand: Schools of communication professors
Source: Elaborated from survey data.
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rate using brand journalism in Spanish universities with an ‘A’. This percentage proves to be contradictory 
given the fact that the academics surveyed failed to mention examples of brand journalism in Spanish 
universities, but did mention its use in foreign universities such as the University of Cambridge.

Notwithstanding, it is important to highlight that professors of the Spanish Schools of Communication/
Information indicate that brand journalism simultaneously allows for the creation of personal branding 
with 88.0% (51). However, low presence of brand journalism in the university setting may confirm the 
results we obtained regarding a lack of creation of digital fingerprints. Compared to 43.1% (25) of sur-
vey participants who have created a digital fingerprint, more than half of those surveyed (56.9%) (33) 
have not yet created one due to a lack of information, knowledge, training and/or time. Similarly, when 
evaluating and/or self-evaluating the creation of professors’ personal brands, 41.3% of those surveyed 
gave it a failing mark, while 58.5% assessed it as positive - another contradictory finding due to the fact 
that 56.9% have yet to construct a personal brand.

These findings lead us to propose possible solutions such as: increasing awareness concerning the 
importance of a personal brand in every university, or workshops that allow professors to be up-to-date 
with new advancements regarding creation of personal branding. Finally, these types of studies help to 
envisage the shortfalls which, due to a lack of knowledge or funding, may be resolved.

FUTURE RESEARCH DIRECTIONS

The chapter at hand forecasts future topics for investigation - actions regarding the question at hand. 
Firstly, Universities in Spain or even the Conference of Vice-Chancellors of Spanish Universities, (CRUE), 
would have to be introduced to the possibility of contributing information to society using a different 
form of communication. For instance, utilising brand journalism. The objective is none other than find-
ing a way to benefit society and said institutions in terms of their social and informative strategies. The 
proposal would be focused on creating a platform that brings together different Spanish universities with 
the goal of connecting to society through knowledge, thus improving people’s lives.

Similarly, in the second section of the chapter, personal branding, it would be advisable to carry out 
a study on each school, first locally, then regionally and finally nationally, with the aim of determining 
which schools at which universities really foster the use of personal branding. This aims at performing 
a general analysis in order to offer effective solutions to those cases in which professors are slow to 
incorporate personal branding.

CONCLUSION

Brand journalism has evolved and has a promising future as indicated by 60.7% of the academics 
surveyed. However, it leaves much to be desired in the educational setting due to its weak presence in 
Spanish universities in contrast to other countries. An example is the United States where a specific 
platform was launched (Futurity.org) in order to spread knowledge through specialised information. 
This is the aim of brand journalism, according to 34.5% of the professors, or, in other words, more than 
half of those surveyed.
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It is apparent that the need to create a 2.0 platform exists - one that strives, in the first place, to bring 
together Spanish universities, and in second place, to offer society a service using the techniques and 
strategies of brand journalism. Finally, the platform should strive to communicate and interact with its 
audience. Universities would see that it would be worth the effort thanks to better visibility and reputa-
tion management - the purpose of brand journalism according to 55.2% of those surveyed.

Another underlying fact is that 58.3% of the professors who responded to the survey think that brand 
journalism should be incorporated into course curriculum. This is especially important when talking about 
a field which fosters employment and new forms of communication according to academics (60.7%). 
In any case, brand journalism coexists with traditional journalism, causing institutions and businesses 
themselves to be the ones who disseminate information as a service to society.

At the same time, 88.0% of the academics surveyed indicate that it is important to recognise the re-
lationship that exists between brand journalism and the creation of a personal brand. It is probable that 
only 43.1% of those surveyed have created a personal brand owing to a lack of training, knowledge and/
or time. In any case, it is necessary to establish a series of criteria that should be kept in mind when it 
comes time to creating a personal brand, such as keeping a proactive emotional attitude, transmission 
of specialised, information of interest in a rigorous, transparent and clear way, as well as being original, 
respectful and open to dialogue. Likewise, certain 2.0 tools need to be kept in mind such as: Twitter 
(56.9%), LinkedIn (44.8%) and Academica.edu (43.1%), among the first to be noted.

For all of the abovementioned reasons, professors from the Schools of Communication in Spain should 
become acquainted with techniques concerning brand journalism. In addition, they should maintain a 
more proactive attitude in terms of creating a personal brand, whether it is because of a lack of knowledge 
and/or training that they have not created one yet.
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ABSTRACT

During the Twentieth Century, Los Angeles experienced periods of both positive and negative city brand-
ing. Its gleaming midcentury optimism devolved into challenges such as the Rodney King riots. However, 
modern leadership has a renewed sense of optimism in the Los Angeles city brand that appears to rest 
on a more integrated and therefore more sustainable foundation. This chapter examines examples of 
this more integrated and diverse approach toward Los Angeles’ city brand. Examples include major 
events, industrial development, and examinations of certain cultural and ethnic enclaves. It ends with a 
discussion of how the specific actions taken by Los Angeles can be translated into other cities and their 
unique assets.

INTRODUCTION

Few places on earth are more mythologized than Los Angeles, thanks to its position as the world’s 
hub for the entertainment industry. While it long served as the crown jewel for the American Dream, 
increasing economic and cultural diversity within its borders has positioned Los Angeles to sell itself 
as a truly global ideal.

This was not always the case. As noted by Mayor Eric Garcetti (2015):

This city was ripped apart by riots. … As the city burned, people challenged and looked at Los Angeles 
and said ‘Los Angeles’ diversity is a weakness. Will Koreans ever understand African-Americans, and 
Anglos, and Latinos?’ Well, cut forward some twenty-five years later and as I travel the world as mayor 
of this great city, I meet with mayors like the mayor of Seoul, Korea who said, ‘How do we get to be 
more like you? We need more diversity if we’re going to succeed.’

Los Angeles:
Diversity and Dreams as Brand

Kristen Smirnov
Whittier College, USA

Gabriela Khowploum
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In the late Twentieth Century, the Los Angeles community was largely one of separation. It has since 
moved toward a better state for a city, that of positive and beneficial mutual integration (Kipnis et al., 
2013) where separate identities can exist side-by-side and yet benefit the other. This chapter examines 
how Los Angeles has moved away from an earlier, isolated approach toward managing its economic, 
cultural, and societal assets. Now, it presents a face to the world that is integrated and stronger for it. By 
celebrating multiple cultures, building on existing human and physical resources, intelligently promot-
ing them as part of a broader city image (Ashworth & Kavaratzis, 2009; Gertner, 2011), and utilizing 
creative marketing techniques, Los Angeles has strengthened its brand considerably in recent decades.

The lessons learned by Los Angeles can be translated to other cities in two distinct ways. One: create 
a sense of optimism and imagination within city borders. While Los Angeles has done this throughout 
its history, recent years have seen a change in this approach. The older strategy promised anything, and 
then laid the groundwork. Countless American Dreams grew in the Twentieth-Century west, where cit-
rus groves sprouted next to theme parks and freeway systems. There was always room to sprawl toward 
more development. Increasingly, modern promises are integrated with what is already available to build 
upon, offering a more sustainable vision of change.

Two: celebrate and welcome diversity, but with integration into the broader city community as it 
happens. As with its infrastructure and economy, Los Angeles increasingly builds on existing human and 
economic assets to strengthen itself. The chapter first discusses how Los Angeles has pursued both of 
these goals to emerge as a stronger city and stronger city brand, while acknowledging the challenges it 
still faces. Implications for other cities are raised, as well, with suggestions for how these lessons could 
translate onto other mixes of economic and cultural assets.

BACKGROUND

Brand History of Los Angeles

“Anything is possible.” This could well serve as the central branding statement for Los Angeles. From 
those sitting in Hollywood directors’ chairs to those who seek a better life across a border, the core belief 
on the streets of Los Angeles is: it could happen here. While reality cannot always match such a dream, 
Los Angeles does not shy away from selling it. The city has always been always willing to try something 
new, like some sort of exercise in stage improvisation (Fine, 2000).

This novelty is not always sustainable. Midcentury Los Angeles suburbia was a dream centered on 
automobile culture, and presented mostly in the lens of white migrants moving from other states. Single-
family housing could hold a two-car garage for everyone, with green, grassy lawns out in front. To get to 
work, all that was needed was to hop onto the extensive freeway system. At the end of the day, the drive 
home would be just as smooth. It was promised as a paradise in the Golden State, where every day was 
somehow simply easier than anywhere else (Waldinger, 1999).

In past decades, shopping malls with specific, tightly controlled interiors bloomed across the Los 
Angeles Basin. These were common in much of the nation, but few places resonated more with mall 
culture than did the home of the Valley Girl. Gallerias and Centers allowed visitors to leave their cars 
in the attached parking structure. Afterward, guests spent the rest of their day strolling sheltered, air-
conditioned walkways. The world was left behind. These malls could offer experiences as controlled as 
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any movie set, many of which still hummed busily in the Hollywood studio lots. This aligns with pre-
sentations of certain controlled utopian consumer experiences, where leaving behind the world outside 
is a key part of their appeal (Maclaran & Brown, 2005).

This was not how Los Angeles continued to be seen. By 2015, the biggest discussion about those green 
lawns was not about how idyllic they were, but about the demands they placed on a drought-strained 
water supply. The city offered cash incentives to rip out and replace the grass that had once symbolized 
suburban bliss (Los Angeles Department of Water and Power, 2015). On average, Angelenos spent an 
hour each day in traffic, thanks to too many cars clogging the freeways, and a lack of high-density housing 
clusters posed mass transit challenges and contributed to soaring rents (Clifford, 2015; Morrow, 2015). 
Some of California’s big dreams had lost their golden luster over the years.

The city that loves to sell itself in the movies has an accordingly prominent image. In return, Los 
Angeles has taken more than its share of knocks in the public dialogue as perceptions change. In the 
past, its glitz and new-for-the-sake-of-new image has served as a stereotype to be mocked (by L.A. Story, 
among countless other films, television series, novels, and video games). Who Framed Roger Rabbit? 
poked fun at Los Angeles’ almost rabid pursuit of automobile culture, and after adapting literary roots 
in Austen, Clueless satirized Beverly Hills’ wealthiest residents’ pursuit of ways to fill their privileged 
lives. This is without getting into more serious problems like racial tensions, police brutality, and others. 
Less light-hearted fare like Boyz n the Hood, Poetic Justice, and Menace II Society tackled these topics.

Figure 1. The progression of the Los Angeles city brand through three major eras identified by this chap-
ter. Development during the glamorous Golden Age was enticing, but ultimately fell into the midcentury 
Decay era. In fits and spurts, these challenges were addressed and the city is now seen as an innovative 
and exciting global figure.
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Now, openness to new experience is a deliberate strategy among city leadership, adopted gladly. 
There are changes from the image and approach of midcentury Los Angeles, however. A revamped 
sense of optimism challenges not only the smaller, gentler mockeries of Los Angeles, but the larger 
issues as well. If the idea is that anyone can still try anything in Los Angeles, it’s a city brand that they 
welcome with the same pride as ever. However, unlike in the recent decades described above, modern 
leadership is attempting to take a more sustainable and less compartmentalized strategy in presenting a 
city where anything can happen. More assets are drawn upon and the world is welcomed to Los Angeles 
neighborhoods.

Most notably during the Watts riots of 1965 and the Rodney King riots of 1992, Los Angeles’ sense 
of optimism was diminished. Its dream appeared as a failed one on the global stage. As noted by Mayor 
Garcetti in 2015, though, the city did not remain in that state. Through a renewed sense of optimism 
that seeks to integrate the city’s assets into a greater whole, Los Angeles has repositioned its city brand.

City Branding Literature

With the context of the city’s history and brand in place, an overview of applicable literature is now 
offered. A brand may be defined as a certain and unique set of associations made with a source object, 
generated by a multidimensional set of functional, relational, emotional, and strategic elements (Aaker, 
1996; Louro & Cunha, 2001). Place branding, a sub-type of branding effort, focuses on elements specific 
to geographic locales. Done well, place branding offers competitive advantage in an increasingly level 
global marketplace (Bennett & Savani, 2003). This can assist in both promoting tourism or other local 
industry, or in urban regeneration (R. A. M. Herstein, Berger, & Jaffe, 2013; Lucarelli & Brorström, 
2013; Manussos & Nikolaidis, 2014).

The associations made with Los Angeles—those that were collected into its various brands over 
time—are largely those that penetrated the national or global consciousness through news and media. 
As a flashy global presence, it has strong associations made with both its early, glamorous Hollywood 
era and the riot-strewn downturn that was covered by news and fiction alike. (The notable elements of 
these changing brands over time were isolated in Figure 1.) Films and similar media have been found 
to enhance the presented views of brands, due in part to how the brand exposure occurs during times of 
high arousal (Kohli, Melewar, & Yen, 2014).

Put differently, the Los Angeles brand is strongly coherent, though it has not always been positive. 
Urban centers that have gained media attention as centers of decay, and thus have seen their brands suf-
fer, are those that often make the greatest efforts to rebrand themselves (Bennett & Savani, 2003). City 
branding has two goals, both well-suited for such locations: increasing investment within the city and 
improving the development of associated communities (R. A. M. Herstein et al., 2013).

Marketing, public policy, public relations, tourism, and international relations are all associated with 
city branding efforts (Cozmiuc, 2011; Manussos & Nikolaidis, 2014). As is presented in this chapter, 
a multi-pronged attempt is indeed being made by Los Angeles to rebrand itself as a forward-looking 
global metropolis, rather than its decayed brand of past decades. Subsequent sections examine many 
of these approaches, such as discussing the dividends paid by strengthened international relations with 
Korea. The “optimism” referenced in this chapter refers to that move away from a tarnished recent past 
and the sweeping efforts made to improve the city’s brand. These big dreams and goals are reflected in 
tourism appeals, economic and entrepreneurial development, and the surging fortunes of ethnic enclaves 
within the city.
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Sporting events are one way through which cities can attempt to re-brand themselves, particularly 
if they are able to showcase the city as a whole rather than as simply the location of a sports arena (R. 
Herstein & Berger, 2013). The next section discusses Los Angeles’ bid for the 2024 Summer Olympics 
with a clear eye toward this goal. However, as identified by Herstein and Berger, there are many ele-
ments that can impact the success of sporting events as a re-branding mechanism. (Not least of which 
is the fact that Los Angeles has only applied for the Summer Games as of this writing, and a hosting 
decision remains to be made.)

Not all efforts need to be so dramatic, however, nor focused solely on tourism events. Moving to-
ward a more appealing, forward-looking, and optimistic brand can be aided through identification and 
utilization of unique creative assets, ethnic backgrounds, and resources among various parts of a city 
(Trueman, Cook, & Cornelius, 2008; Zenker, 2009). This integrated approach is also discussed in the 
chapter, from both an economic and cultural perspective.

The rest of the chapter proceeds as follows. First, it examines examples of optimism as demonstra-
tions of some modern mindsets among Angelenos and their leaders, and how this serves to assist with 
the city’s rebranding away from its midcentury downturn. In particular, it looks at how this optimism is 
founded on more strategic, lasting foundations than was sold in the city’s earlier, glamour-filled decades. 
Second, it looks at one of Los Angeles’ most successful neighborhoods in recent years: Koreatown. It 
also discusses lessons learned from attempts to reposition the much-criticized South Central Los Angeles 
into the new South Los Angeles. Third, it ties these two threads together into recommendations for how 
other cities can learn from the lessons taught by Los Angeles.

OPTIMISM AND SUSTAINABLE GROWTH

While Los Angeles is still the world entertainment capital, it faces the same downward pressures from 
globalization as any industry. Paramount is the only major production studio that still remains in Hol-
lywood; the rest have relocated to cheaper locations like Burbank. Off-site filming is often lured away 
by tax breaks to far-flung locales like New Zealand, North Carolina, or British Columbia.

Though Hollywood is now more of a tourist trap and post-processing facility than the glamorous place 
where dreams are made, that classic brand image still remains. As if to fill the gap left by the sale of stu-
dio lots, other parts of the city increasingly tell their own stories in the public conversation. This section 
discusses two examples outside of entertainment that show the city dreaming big, but in smarter ways.

2024 Summer Olympics

A recent example of a “nothing is impossible” spirit was on display with decisions over the United 
States’ bid for the 2024 Olympic Games. Los Angeles had campaigned to be the United States’ national 
bid submitted for the International Olympic Committee’s consideration. Ultimately, they lost to Boston 
in February of 2015. However, Boston’s approved bid faced heavy public resistance and ultimately col-
lapsed that summer (Sheinin, 2015).

Almost immediately after the announcement that Boston had retracted its bid, media coverage turned 
toward the assumption that Los Angeles would be named as a replacement bidder (over the other U.S. 
finalists of San Francisco and Washington). The process moved quickly. Shortly after Boston withdrew, 
Los Angeles had statements from City Hall saying they were examining the potential of its re-entry while 
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a committee worked on updating its previous bid. After an abbreviated approval process, it ultimately 
moved forward into international competition against Paris, Rome, Budapest, and Hamburg.

Unlike Bostonians’ collective disapproval (Olympic approval ratings stood at 36 percent shortly before 
it withdrew), Angelenos rallied for the Games. Polls taken while the new bid was prepared found that 81 
percent of Angelenos supported bringing the Games back (Wharton, 2015). A strong motivating factor 
for this support was Los Angeles’ history with the Olympics. Two Summer Games have already been 
hosted by the city, in 1932 and 1984. The latter is widely considered to be one of the most successful 
Summer Games in Olympic history (Wenn, 2015).

As previously mentioned, world-class sporting events such as the World Cup or Olympics are commonly 
seen as a reliable method of promoting a city on the global stage (Whitson & Macintosh, 1996). Though 
these sporting events do not always live up to planners’ imaginations, Los Angeles has a uniquely notable 
history of using the Olympics to reinvent and redefine itself to the world (Dyreson & Llewellyn, 2008). 
The 2024 Games are viewed as a way to showcase a remade, newly optimistic Los Angeles. In return, 
Los Angeles promises to apply its past success as a host toward wise decisions for these future Games.

One feature that was often pointed to in the Los Angeles bid was the number of facilities that were 
being re-used or re-purposed. In part this was smart economic campaigning, as spiraling costs after 
several expensive Winter and Summer Games have caused concern about Olympic budgets. By offer-
ing solutions to keep costs low, the city satisfies not only the Committee’s concerns, but also addressed 
fears raised by residents. This approach also served to bolster the city’s image. By pointing to existing 
facilities, Los Angeles was presented as a city that was already positioned for one of the greatest show-
cases imaginable, with relatively little effort needed on its part. It had the additional, accidental benefit 
of serving as the world’s host during this same summer, to the 2015 Special Olympics. Not only could 
the city point to its history in 1984, but also to very current capabilities.

Mayor Garcetti even said, “It is important to stress that we are not changing the face of our city to 
fit the Olympic Games. We have a vision of our city that the Olympics can benefit from, not vice versa 
(Lovett, 2015).” The city recently promised great effort and money toward overhauls aimed at turning it 
into a more modern, sustainable metropolis. Expansion of the rail lines, roads reworked for bicycle traf-
fic, and the redevelopment of the Los Angeles River into a more natural and enjoyable waterfront area 
are all underway, whether actively or in the planning stages. While some of this development (such as 
the extension of rail lines to Los Angeles International Airport) focuses on major travel infrastructure, 
other centers on everyday living and quality of life for the residents of the city itself. These changes are 
underway with or without the Games’ demands.

After a very public national failure in the Boston bid, the re-purposing of existing facilities also 
promised an achievable plan from the United States. Eighty-five percent of the necessary venues already 
exist in some form (Lovett, 2015). Some remodels are minor, such as converting existing entertainment 
facilities like the Staples Center into venues for indoor competitions. Others, though major, are not 
contingent on the 2024 Games coming to Los Angeles. The Los Angeles Memorial Coliseum, which 
hosted the 1932 and 1984 Summer Games (as well as hosting the Special Olympics), has announced 
plans for $500 million in renovations through its contract with the University of Southern California. 
While this number jumps to $800 million if the Olympic bid is accepted, either way, plans are already 
in motion (Schober, 2015). Other projects are also underway with budgets in place, but would instead 
be completed on an earlier timeframe with a successful bid (Nelson, 2015).

This also contrasts with the most recent Olympic city, Sochi, which was plagued with stories about 
its poor preparation right up to the start of the 2014 Winter Games (Tuttle, 2014; Wetzel, 2014). Like 
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many recent Olympic hosts, Sochi built enormous amounts of brand new construction for the Games 
and was faced with cost overruns, delays, and uncertain usage after the Closing Ceremonies. Repeating 
these challenges moves past “unlikely” and into “implausible” when considering a bid that has almost 
all of its facilities already built nine years before the Games in question.

Put differently: Los Angeles is not promising that it could do whatever is necessary to host a spec-
tacular Games. Instead, it has looked to what assets it already has, identified its existing strengths, and 
said that, in fact, little would be necessary on their part to be the best host in the world. This is intended 
to be a leaner, sharper proposal than is common for the Olympics. Some might instead label Garcetti’s 
words—that Los Angeles would benefit the Games, not the other way around—as braggadocio. Either 
way, they align with a vision of a city that is freshly confident in itself and knows exactly what it can offer.

Silicon Beach

The Olympic bid has successful past Games behind it. However, another example of recent Los Ange-
les development and confident optimism is found in its emergent technology hotbed, centered on the 
oceanfront communities of Santa Monica and Venice. Many assets of the city have coalesced toward 
development in a fresh direction, and attracted newcomers as they do.

This so-called “Silicon Beach” is still only a patch on the size of the Silicon Valley, further north in 
the state. In 2014, Silicon Beach emerged as a top five technology area for venture capital investments, 
topping $2 billion. The San Francisco-San Jose corridor, on the other hand, stood far out ahead as the 
number one location for technology ventures. 2014 saw close to $25 billion invested in firms around the 
two Bay Area cities that anchor the Silicon Valley (Langlois, 2015).

Despite its small relative size, Silicon Beach has already drawn some major technology players into 
the Los Angeles market. Google significantly expanded its Los Angeles-area offices. The Snapchat 
social media platform is headquartered in Venice, and serves as a center for Silicon Beach development 
(and gossip, as well). Other companies, like established entertainment firms, have begun to expand their 
technology offerings and hirings in the Los Angeles area.

As might be expected for an area dubbed “Beach,” the landscape itself has lured some developers 
to Los Angeles. Balmy weather and palm fronds immediately distinguish Silicon Beach from the foggy 
Silicon Valley, the snowy streets of Boston, Seattle’s rainclouds, or Austin’s soupy summer humidity. 
Some of Los Angeles’ key branding assets will always be its beachfront location and pleasant Mediter-
ranean climate, and they haven’t shied away from using either to lure new development. Even Google, 
one of the biggest Bay Area players, asks on its own Los Angeles jobs page why employees would want 
the Silicon Valley when they could have the Beach.

As with the Olympics, this growth rests on many existing assets that interlock into a greater whole, 
rather than on one or two standout features like golden sand beaches. Buzzfeed, one of the Internet’s 
largest new media companies, is on the hunt for hundreds of thousands of square feet of office space 
into which to collect its multiple divisions and allow for future expansion. The company has offices in 
multiple other cities, such as New York, but Los Angeles was the natural home for its video production 
studios. Other divisions are naturally paired with those filmmaking employees. As the major historic 
film studios have mostly moved out to the San Fernando Valley, technology firms begin to take their 
place in the entertainment corridors in innovative new ways.

Expectedly, the video streaming service Netflix also has headquarters in the area. While purely tech-
nical jobs such as database administration are located in Netflix’s home in the Bay Area, jobs related to 
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content acquisition and original content creation are based in Los Angeles. As with Buzzfeed, Netflix 
announced expansion plans for its Los Angeles offices in 2015. It has already outgrown its sizable home 
in Beverly Hills.

Many smaller startups exist, as well, often drawing on other well-established industries in the area. 
FameBit finds the right promotional match between companies and the newly minted social media 
celebrities of Vine and YouTube. Cargomatic maximizes vehicle utilization on distribution routes, like 
the many that originate in Los Angeles’ container ports. DSTLD Jeans uses technology to build on Los 
Angeles’ reputation as a garment center with higher quality and more ethical practices than overseas 
factories. Amusingly, ParkMe focuses on the impossibility of finding parking in a city known for its 
automobile culture. There are also players well into their primes that link onscreen entertainment with 
technology through video games, such as Santa Monica’s Riot Games, or looking further afield into 
Orange County, Irvine’s Blizzard Entertainment.

A National Public Radio discussion about Silicon Beach’s development argued this point: “[Los An-
geles’] size and diversity provide a much better laboratory for startups to test new products than Silicon 
Valley (Bergman, 2015b).” A local venture capitalist, Adam Lilling, says the same: “If you look at Los 
Angeles, you have the representative sampling of America, and sometimes the world. So if you’re doing 
focus groups, and you’re starting to understand customer acquisition, and you’re starting in a market, 
Los Angeles has a lot of key benefits. (Bergman, 2015a)”

The technology industry’s domination of the Bay Area, with its smaller population and smaller land 
area, has pushed out some of the economic and intellectual diversity that existed there. This is not a total 
criticism on their part; as the NPR participants discuss, it is still necessary for any serious technology 
company to have a presence in the Bay area. The concentration of technological expertise is unmatched 
anywhere else on the globe. Such a focus of expertise naturally comes with some trade-offs.

However, it also provides a limit on fresh perspectives when few new employees can afford to move 
in to an established, mature area, or when one topic comes to dominate conversations. These constraints 
from the Valley do not exist in the Beach. Despite being expensive relative to most of the country, Los 
Angeles’ cost of living is significantly lower than San Francisco’s. In contrast to the focused, entrenched 
expertise of the Silicon Valley, Los Angeles can plausibly build on its diversity of neighborhoods, resi-
dents, and industries to support continued, unique growth for the Silicon Beach for many years to come.

Synergistic Development

Despite seeming like two unique and unrelated city developments, it is worthwhile to look at the similari-
ties between the Olympic bid and the recent expansion of the Silicon Beach. The first major similarity 
lies in a reliance on existing properties to generate future development. Los Angeles can offer a broad 
variety of existing material on which to build whatever idea someone has, whether their demands relate 
to infrastructure, knowledge, industry, or otherwise.

This synergy is a major strength of the brand that Los Angeles offers to new companies. Startups 
can build on a strengthening base of technological expertise, while also drawing on any number of other 
established industries found in the city. The two busiest container ports in the United States are both in 
the city (Los Angeles and Long Beach), requiring experts in transportation and logistics. Precious gems 
and metals, agricultural products, apparel, financial services, and many other industries have a strong 
economic presence in Los Angeles. No matter what sort of technological idea an entrepreneur has, there 
is likely a local company that needs it. This allows for responsive development, testing, and feedback.
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It allows for new opportunities among established players, as well. Blizzard Entertainment, named 
above as a video game and software company, is releasing a major motion picture in 2016 in conjunction 
with Legendary Pictures (the rising studio behind recent successes like Jurassic World, Interstellar, and 
Inception). Netflix was able to build on the existing production capabilities of the city to offer its own 
original television series such as House of Cards and Orange Is the New Black; Amazon, which opened 
up its own major Silicon Beach offices, quickly followed.

This echoes the Olympic bid submitted by the city. Using a series of five clusters (Downtown, Hol-
lywood, Valley, Coastal, and South Bay) located throughout the greater Los Angeles area, the committee 
identified existing assets that needed relatively minor updates to meet Olympic standards and demands. 
While many of these assets are famous landmarks, not all would necessarily be thought of as natural fits 
for the competition; for example, a popular venue for awards shows and concerts would host fencing, while 
the Olympic media village would bump up against the Universal Studios theme park. This is a marked 
difference from past Olympic proposals where new buildings were typically seen as better buildings 
and entire new villages sprouted with them. As exemplified in Sochi, Olympic construction was often 
approached as new, isolated showcases rather than being integrated into the host cities as they best fit.

However, many of those brand new buildings in Sochi or Beijing or Athens now stand empty, or 
are used infrequently compared to the high budgets they demanded. They served the same temporary 
purpose as a Hollywood stage set. As noted earlier, Hollywood itself has needed to become smarter in 
how it does business as competition intensifies around the globe. Los Angeles promises a spectacular 
Summer Games, but those promises are built upon existing properties that will go back to their former 
uses once the Games conclude. Its few entirely new proposals, such as the Olympic Village, are planned 
for holes in otherwise busy, developed areas. It would be a challenge for these buildings to somehow 
stand empty after the Olympic crowds leave.

“Anything can happen here, no matter what” may well have been the city brand for Los Angeles 
during the golden era of Hollywood. As is discussed in the next segment on cultural diversity, however, 
the city soon faced less optimistic years. After that time, Los Angeles has found its optimism again, but 
with a sense that the dreams it builds should be sustainable.

The next section examines ways in which certain residents of the city are pursuing new growth and 
development. This also shifts the focus from businesses working with the government and other firms, 
and instead discusses how residents themselves have shaped the city’s image. Specifically, it looks at a 
recent success story of a cultural enclave and tracks how its challenges and growth follow those of the 
broader city. The story of another area offers both comparisons and contrasts, and raises some chal-
lenges that Los Angeles still faces and some habits that it has not broken. The conclusion synthesizes 
the lessons taught by Los Angeles’ business practices and its diverse population into a final discussion 
of its modern brand.

CULTURAL DIVERSITY IN LOS ANGELES

Nearly half of the residents of Los Angeles County identify as Hispanic or Latino. Asian, black (or 
African-American), and American Indian residents make up another quarter of the population (U.S. 
Census Bureau, 2015). To again quote Mayor Garcetti, he labels it “…[A] city that is the most diverse 
place on the face of the earth. Not just today, but the most diverse collection of human beings in our hu-
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man history (Garcetti, 2015).” Even if that superlative is not entirely accurate, Los Angeles is certainly 
far up the list of highly diverse cities.

While the city is broadly diverse, there are relatively homogenous communities within. Along with 
general historic racial distributions like the Westside (white), East Los Angeles (Latino), and South Los 
Angeles (black), there are also various smaller cohesive ethnic ‘towns’ such as Little Tokyo, China-
town, Little Armenia, Little Ethiopia, Persian Square, and Koreatown. That last neighborhood serves as 
the focus of the section’s first discussion, as it has seen a flurry of recent development and represents 
broader city trends. Second comes a discussion of the rebranding efforts of what was once known as 
South Central Los Angeles, and how they are challenging the traditional narratives about their com-
munities and others in the region.

Korean-Americans in Los Angeles

The Korean immigrant population in Los Angeles is their largest community in the United States (Dave, 
2015). Along with this numerical prominence, their central neighborhood of Koreatown serves as an 
excellent showcase of recent development in the city.

Although the prominence of Korean culture in Los Angeles’ public presentation and branding is 
recent, the Korean presence in the city is not. The first major group of immigrants arrived early in the 
Twentieth Century, after previous immigration waves elsewhere in the United States. Though they were 
forced to live in specific areas with other non-white immigrants, communities specific to their own 
culture began to grow up around landmarks such as churches and public centers.

Mid-century Korean immigration to Los Angeles sped. The turmoil of the Korean War and loos-
ened immigration laws both played major roles in the surge. This era also included a relocation of the 
Korean community away from its original location. One shift, prompted by the 1965 Watts riots, saw 
many Korean-American families move toward quieter, more suburban locations in areas such as the 
San Fernando Valley, the San Gabriel Valley, and Orange County. Others, however, relocated the urban 
Koreatown to its new—and current—position along Olympic Boulevard (Abelmann & Lie, 1997; Zhao 
& Park, 2014).

The time between the Watts Riots and the riots of 1992 were not Los Angeles’ finest years, and 
contributed to the branding challenge it has tackled in recent decades. Along with much of the nation, 
Los Angeles faced heavy urban decay in the post-war decades (Abelmann & Lie, 1997). Its pollution 
reached infamously high levels as inefficient cars choked the Los Angeles freeway system (Gardner, 
2014). When new riots broke out in 1992 after these decades of urban challenges, the Korean-American 
population suffered disproportionately. Thousands of their businesses were destroyed or damaged, driv-
ing more residents into a suburban flight toward safer areas. Ultimately, the community suffered more 
than $400 million in damages.

However, there were positive pressures that helped to counter these challenges. Beginning in the 
1970s and 1980s, economic growth in East Asia sparked investments from South Korea into Los Angeles’ 
Koreatown. Educated professionals and corporate development fed into the neighborhood from across 
the Pacific (Zhao & Park, 2014). While small compared to modern investments, this set up important 
trans-Pacific ties that would pay larger dividends. As well, it gave the neighborhood a foundation of 
educated workers with available resources on which to develop. Empty lots of the 1970s became busi-
nesses, workers, and residents (Kim, 2012). The effort to draw in new residents and their businesses, 
especially among immigrants, was deliberate. In 1973, the local Korean Association of Southern Cali-
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fornia offered free signage for Korean businesses, sparking a miniature boom that helped solidify the 
new Koreatown location along Olympic (Light, 2006). Even though they would all face problems in the 
decades to come, Koreatown ultimately had the elements necessary to survive the stressors of the 1992 
riots, and eventually thrive in their wake.

Koreatown is not exclusively Korean; they are in fact the second-largest ethnic group in the neigh-
borhood. As with much of Los Angeles, Latinos are the dominant ethnic group in the area. (In the 2010 
Census, approximately half of the neighborhood’s quarter-million residents were Latino. Koreans made 
up approximately one-fifth of Koreatown’s population.)

The neighborhood is located west of Downtown Los Angeles. Formally, it stretches from Olympic 
Boulevard to Third Street, and from Western Avenue to Vermont Avenue. In it stands all the diversity 
one would expect from a dense urban neighborhood: traditional ethnic restaurants, Jewish temples next 
to Catholic churches, foreign consulates, tightly packed housing. Informally, however, “K-town” has 
become a brand that sells. Developments outside of its strict boundaries might use the Koreatown name 
to list themselves, or restaurants will claim to be in the neighborhood, sort of. Although its median 
income is still lower than the city’s, it continues to grow as young professionals increasingly flock to 
the area (Nemirow & Thorne-Lyman, 2008). In many different ways, Koreatown is an area on the rise.

Modern Koreatown

Koreatown’s long history in the heart of Los Angeles now has it playing a forward role in the development 
of an integrated, increasingly urbanized metropolis. 2015 saw the first election of a Korean-American 
politician to the Los Angeles City Council (Walton, 2015). Estimates have up to half of the businesses 
in the downtown Garment District, with approximately 20,000 jobs and $10 billion in annual revenues, 
with Korean-American owners (Kim, 2015). The initial surge of Korean Trans-Pacific investment during 
the 1980s was renewed in the late 1990s. What had originally been buoyant optimism and desire to invest 
their newfound wealth became South Korean investors seeking safer markets during a local downturn 
(Kim, 2012). Koreatown was that safer market because the groundwork had been laid in decades prior, 
even with the interruption of riots.

It is not in the heart of Downtown Los Angeles (commonly referred to as DTLA), which is experi-
encing its own growth surges as it infills parking lots and redevelops smaller buildings. As DTLA adds 
new museums (the Broad), housing, and what will become the tallest skyscraper west of the Missis-
sippi (the Wilshire Grand Center), Koreatown hums along nearby. It’s not uncommon to hear the two 
areas compared to Manhattan and Brooklyn: Manhattan is where the skyscrapers and expensive suits 
are, while Brooklyn is smaller, hipper, and has its own unique flavor. While DTLA hoists new spaces 
for financial firms and famous contemporary artists, K-town opens new spaces for new names. Much 
like the Silicon Beach has room for Google and one-room startups alike, the city holds many types of 
residents in its various communities.

Los Angeles Times reporter Christopher Hawthorne’s work on urban redevelopment in Koreatown 
summarizes the modern dynamic thusly:

If K-town increasingly resembles an empire on the march, gobbling up new territory by the week, it is 
not an empire made of bricks and mortar. It is a net draped over the existing cityscape, a net of signage 
and light, easily stretched and infinitely expandable. It fills, cloaks or remakes spaces in the city others 
had abandoned or forgotten about.
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In a city that has often demolished even its best-known landmarks, that makes it both an anomaly and a 
suggestion of the L.A. to come. Threaded through a neighborhood that in demographic terms is mostly 
Latino, well served by subway and bus lines, K-town is a thriving, charismatic advertisement for a more 
intensely urban Los Angeles. (2014)

To address planning issues that contribute to clogged freeways (and the accompanying pollution), 
high rents, and long commutes, Los Angeles is attempting to move toward higher density neighbor-
hoods. Koreatown is one of the neighborhoods leading the pack in offering a more urban lifestyle (Kim, 
2012; Morrow, 2015). Old, existing buildings have been redeveloped and repurposed. Blight has been 
staved off, and then reversed. It is a dense, walkable neighborhood in a city that is infamous for loving 
cars and loving sprawl.

In short, it signals many of Los Angeles’ changing hopes for the future. Koreatown hoists the banners 
of what Los Angeles claims as its modern brand: diverse, creative, innovative, optimistic, exciting. It’s 
a neighborhood where mouthwatering Korean and Mexican dishes are served in fusion food trucks that 
sit in front of hip nightclubs and innovative tech startups. This is the face that Mayor Garcetti means 
when he says that Los Angeles has something to offer to the Olympics, rather than the other way around.

South Los Angeles

If Koreatown is now a shining star among Los Angeles’ ethnic enclaves, then South Los Angeles seeks 
the role of phoenix. The region has one of the poorest reputations of any in the country. Host to both the 
Watts riots and the start of the Rodney King riots, this was the epicenter of the damage that also caught 
up Koreatown in 1992. In the interim decades, it underwent major shifts in its population. This histori-
cally black area lost many of its professional residents in the years after the Watts riots, causing further 
economic pressures on a stressed area (Johnson, 2008). Between 1980 and 1990, the area’s population 
changed rapidly again, with Latinos growing from less than twenty percent of the population to nearly 
half (Abelmann & Lie, 1997). While Koreatown had built a foundation to support all sorts of change, 
South Los Angeles had seen its historic foundations worn away with scant attention or support from 
city leadership to shore up its new identities. Change became a challenge, rather than an opportunity.

The name “South Los Angeles” is a deliberate attempt to break away from a troubled history of both 
crime and economic troubles. Its former official name was “South Central Los Angeles,” which was 
used across countless national news story as the city burned. Driven by citizens aware of negative brands 
associated with their particular towns or regions, renaming had a surge of popularity in the late 1990s 
and early 2000s. Other neighborhoods within South Los Angeles sought to develop their own brand 
identities rather than being lumped into the broader label (Sims, 2003).

Previous sections of this chapter have described some of Los Angeles’ recent successes. It is only fair 
to also acknowledge the ways in which the city still struggles. “South Central Los Angeles” epitomizes 
the concept of a city branding challenge. The label served as a national shorthand for poverty, racialized 
violence, gang warfare, and other major challenges. An entire neighborhood’s name was essentially 
synonymous with urban decay (Abelmann & Lie, 1997). Even in the modern Los Angeles that hopes to 
show its new face to the world, South Los Angeles lags behind. One recent example comes from inves-
tigative work by the Los Angeles Times. They found that in comparison to the essentially universal trash 
service coverage in wealthy areas, a third of requests in poorer neighborhoods went ignored (Poston & 
Jamison, 2015).
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The most prominent landmark in South Los Angeles is likely the area around the University of 
Southern California. Along with the university itself, the area includes the California Science Center, 
Natural History Museum of Los Angeles County, and the Los Angeles Memorial Coliseum that serves 
as the lynchpin to the 2024 Olympics bid. Along with the $500 million being spent on the Coliseum (at 
minimum), other investments are flowing into the area.

The University of Southern California has made major investments for student housing. A $650 mil-
lion student housing project is being built next to campus, with the intention of bringing more jobs and 
businesses to the neighborhood (North-Hager, 2015). Should Los Angeles win the Olympic bid, $300 
million more will flow into the Coliseum project. Going by the pattern of previous Olympic Games, it 
is likely that some other development will follow in the areas closest to the showcase areas.

However, warning signs also emerge. The USC campus is isolated in many ways from its surround-
ing community, despite being in a dense urban area. A study conducted by the university found that its 
student housing sometimes causes additional stress on the locals, rather than benefitting the surrounding 
neighborhoods (Amaro, 2015). Unlike the integrated Koreatown that seeks to redevelop and repurpose 
what is already there, the USC area juts out of the surrounding blocks without visual or social ties to 
most of the densely packed homes around it.

Negative brand stigma still lingers. A branding discussion happened again in 2015. This time, the 
debate was whether “South Los Angeles” should take a nod from neighborhoods like SoHo and DTLA, 
and turn itself into “SOLA” (Jennings, 2015). While some residents liked the idea of moving further 
from the old, negative image of South Central, others worried that it was a cosmetic change that would 
only bury real, lingering issues. Others feared that it would be used to re-brand the area enough to lure 
in newcomers at the expense of the current residents.

Rather than the integrated approach of Koreatown, we often see an older, compartmentalized South 
Los Angeles. When South Los Angeles does see new development, it is often based on a single asset: 
cost. Gentrification is a looming threat to many of the residents. Development in Koreatown has been 
at a scale that complements the current neighborhood, allowing for a more natural progression toward 
greater density. Even DTLA’s new skyscrapers find holes (in the form of parking lots) to redevelop, or 
replace existing multistory buildings. In contrast, as development projects begin to jump the 10 Freeway 
and head south out of downtown, they are often out of scale with the surrounding neighborhoods. There 
is fear that if the neighborhood does rebrand and develop, it will not be in an integrated and sustainable 
way, but in a disposable, stage set approach of creating the newest trendy neighborhood out of nothing 
more than cheaper lots for massive projects (Jennings, 2015).

There have been successes, despite these challenges. South Los Angeles’ crime rates have dropped 
significantly since the 1990s and new businesses have moved in. Some of the development will unques-
tionably benefit current residents, rather than being priced only for gentrifying newcomers. Part of the 
rail expansion, used in part to make the 2024 Olympic bid look more appealing, will take place in South 
Los Angeles. More transit will allow for better integration with other parts of the city, and presumably 
more long-term opportunities for the locals.

There are other positive signs for the area’s image. Just south of South Los Angeles’ borders sits the 
independent town of Compton. This too is an area with historic branding challenges, associated more 
with its struggles than its successes. Prior to the Rodney King riots of 1992, it had the highest murder 
rate in the country and hosted ten thousand gang members. Now, murder rates are falling every year 
and sustained investment activity has begun (Yurkevich, 2015). These changes outpaced the general 
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region, enough to draw some media attention. Dr. Dre, the rapper whose life story was told in the 2015 
hit Straight Outta Compton, is opening a performing arts center in the town

As ever, Los Angeles is a city that sells itself. As the city steers investment dollars toward DTLA and 
Koreatown, plans city showcases with an Olympic bid, and helps generate a new technological hub on 
the Silicon Beach, it is important to remember to integrate all parts of the city into its rise. City planning 
issues remain with the areas facing the most negative city brands, and the approach to correct those is-
sues should take as much of an integrated approach as developing the city’s gleaming new technology 
hub, investing in its hottest urban neighborhood, or attempting to serve as the world’s host.

THE MODERN LOS ANGELES BRAND

With this groundwork in place, it is now possible to discuss the modern city brand of Los Angeles. The 
chapter concludes by tying the examples and underpinnings of previous sections together into a collec-
tive brand, examines ways in which Los Angeles helps to promote this brand, and identifies lessons for 
other cities.

As stated earlier, perhaps the most consistent branding statement for the city is that anything can 
happen there. Yes, Los Angeles remains a city where one feels that anything can happen, but it also 
suffered through periods where “anything” equated to a loss of control. During those times, the city felt 
anything but cohesive. To again quote Los Angeles Times reporter Hawthorne,

One of the most-stubborn stereotypes about Los Angeles is that it relies on an architecture of detachment. 
Each famous landmark — Griffith Observatory, Dodger Stadium, Pierre Koenig’s Case Study House No. 
22 — stands apart from the city around it, marooned on a hillside lot or in a sea of parking spaces. (2014)

Stereotypes are indeed stubborn things. The LA Curbed blog created a bingo card for stories written 
about Los Angeles by outsiders, noting that “New York Times articles about Los Angeles are amazing 
because they’re like seeing the city through the eyes of a dorky time traveler from 1992 (Glick Kudler, 
2015).” While sharp-tongued, that description is apt. Some articles written about Los Angeles diminish 
its diversity into the most simplistic views of decades-ago riots, or seem surprised at the breadth (or mere 
existence) of its mass transit systems. Many people seem to forget that the Los Angeles of L.A. Story 
existed a quarter-century ago. This is part of the older brand that the city seeks to throw off.

Now, the city moves toward a new image of cohesive, smarter growth that builds on its diversity of 
ideas, resources, and residents. As the entertainment industry adapts and shifts focus, so do other parts 
of the city. The investments from South Korea into Koreatown are not the only overseas economic ties. 
The diverse Angeleno population draws in investment dollars from all around the globe. East Asia alone 
has many different channels flooding into Los Angeles. Echoing the Korean trends of the 1990s, Chi-
nese investors have turned to Los Angeles as a safe place to invest even while their own economy goes 
through volatile adjustment periods. Singapore, too, has made major purchases and investments in the 
Los Angeles economy. The downtown skyline is changing to the tune of a few hundred million on one 
project, a billion on that one. In large part, the image of Los Angeles’ famous skyline is changing due 
to Asian Trans-Pacific investment.
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Korean investment continues as well, of course. The Wilshire Grand Center, what will be the tallest 
building west of the Mississippi, arises from a Korean investment of another billion dollars into the city’s 
economy (Vincent, 2014). As new companies continue to move into Koreatown, the existing Korean 
social and economic networks are cited as a reason to choose Los Angeles over other overseas cities. 
Says a U.S.-based hire for one of these new companies: “With so many Korean companies out here it 
makes it convenient for companies coming to the U.S. market for the first time. Koreans have a very 
collective society; many things like to be done together (Dave, 2015).”

From a traditional branding perspective, Los Angeles’ cultural diversity has increased global brand 
familiarity, along with shifting how the city brand is positioned. Los Angeles is well-established as a 
global brand, but historically, that brand was tied to more simplistic cultural signifiers such as feature 
films and the two-car garage of the American dream (Anholt, 2006). (In other words, Los Angeles’ city 
brand was the elements on LA Curbed’s bingo card.) However, as a globally diverse population estab-
lishes itself in the Angeleno economy, their friends, contacts, and relatives in their home nations become 
aware of Los Angeles’ broader possibilities. As the Korean immigrant population becomes entrenched 
in the garment industry and other parts of the local economy, investors in South Korea become more 
familiar with the overall market and more willing to invest. In other words, increased brand equity fol-
lowed this increase in brand familiarity, along with a shift in brand positioning that appealed to many 
different industries and the support systems they demanded. Outsiders are increasingly willing to spend 
money on Los Angeles, and in new ways.

Being able to elicit clear imagery in consumer minds is an important factor for creating a strong 
association between brand and place (Aiken & Campbell, 2009). As place branding is a complicated 
prospect, ideally involving ongoing dialogue between internal cultural shareholders and external audiences 
(Kavaratzis & Hatch, 2013; O’Reilly, 2005), Los Angeles’ experience with storytelling is a powerful 
contributor to its modern city brand. Here, both event marketing and social media marketing contribute 
to Los Angeles’ modern brand storytelling. The biggest event of all, the Olympic Games, is commonly 
seen as a way to communicate a city’s desired image of itself across the world (Gold & Gold, 2008; 
Whitson & Macintosh, 1996). But regardless of whether the city is awarded the 2024 Games, it regularly 
engages in hosting events that reinforce its brand image of creativity, flexibility, accomplishment, and 
other aspects of the can-do Angeleno dreamer. Along with classic entertainment spectaculars like the 
Oscars and Emmys, it also uses other area events such as the Los Angeles Auto Show, E3 Video Game 
Expo, and the world’s largest Cinco de Mayo street fair to promote its variety of industries and cultures. 
Along with loving to tell stories, it is a city that loves to play host.

The rise of the Silicon Beach also contributes to Los Angeles’ new branding. While the Beach opens 
new industrial avenues for global investment, social media marketing is also an increasingly common 
method for any organization to promote itself to a young audience around the world. MGM Pictures and 
Warner Brothers became natural salesmen for the Twentieth Century city brand. In the Twenty-First, 
it may well be Snapchat and Buzzfeed who take over the role of pitching their home base to their audi-
ence. Either way, Los Angeles’ approach of layered development (and re-development) of its existing 
assets appears to be paying dividends for its global brand image. Its new, smarter optimism has drawn 
people to create one of the world’s five largest technology start-up hubs, build enormous skyscrapers, 
and continue to move to a city where anything can happen.
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SOLUTIONS AND RECOMMENDATIONS

At this point, the discussion turns to how an examination of Los Angeles’ own brand can be used in 
other locales. A constant thread to this chapter’s discussion of Los Angeles’ modern city brand is its 
entertainment industry. Its Hollywood legacy originally provided its “if you can dream it, you can do 
it” mindset, and the production facilities have lured in companies like Buzzfeed and Netflix who were 
looking to make videos of their own. The second point is likely to stay unique to Los Angeles, and a 
few other cities like Mumbai that have well-established entertainment industries. While new cities can 
compete in this arena (Vancouver has done an admirable job of establishing itself as a screen entertain-
ment player), it would be a poor recommendation to say that a focus on one specific industry will lead 
to a successful city brand.

Beyond the entertainment industry, Los Angeles has a precise combination of assets that it has been 
able to use to develop and brand itself: its position as the entertainment capital of the world. Its cultural 
diversity. Its beautiful setting and weather. Its history of healthy living and sustainable practices. Its po-
sition as the largest city in the American west, drawing many major corporations to it from both within 
national borders and across the Pacific. However, this is not the only formula for a positive city brand.

The combination of optimism and sustainable development with synergistic practices is a lesson that 
can translate to other cities. When discussing Boston’s failed Olympic bid to the International Olympic 
Committee, contrasts were often made to the almost buoyant mood among Angelenos. The Los Angeles 
city council voted unanimously to approve the bid, and any unanimous decision in politics is worthy of 
some attention. In this case, it was likely success breeding success. Angelenos had a strong collective 
memory of the 1984 Games, which ended up making a profit after going more smoothly than anticipated. 
They even introduced a new mindset of how to successfully approach the Olympics (Wenn, 2015). In 
contrast, Boston had no such history with the Games, and the risks loomed larger.

The 2010 Census estimated the Los Angeles Metropolitan Statistical Area’s population at nearly 13 
million, making it one of the twenty largest cities in the world. Some of the stories and recommendations 
in this chapter may seem similarly outsized and therefore implausible for smaller cities considering adjust-
ments to their own city brands. For smaller metropolitan areas, “the Olympics can be used to showcase 
your city” is rather like telling a small brewpub that Budweiser sponsors Major League Baseball. It might 
be vaguely inspirational, worthy of a daydream or two, but is hardly plausible or useful.

Instead, the lesson from Los Angeles’ city brand is to identify assets (whether personal, cultural, 
geographic, financial, etc.), see how they can build on each other, and then start generating small suc-
cesses that inspire larger ones. In any city, cultural diversity can serve as a strength. Within city limits, 
new ideas will develop and flourish. Unique niches will be created, as with the Korean business owners 
who ended up dominating the Los Angeles garment industry. Diversity of perspective and experience 
allows for more innovation to occur in new fields, as well. Outside of city limits, new economic ties will 
form that are increasingly important in a global economy. Investments in businesses, tourism, and even 
infrastructure begin to flow once investors become more confident in a market, and familiarity breeds 
that confidence. We see this with the current state of development in the Los Angeles skyline, and even 
in past years in Koreatown. Initial steps to foster connections with other peoples and economies paid 
dividends in later years.

However, while diversity is a broad recommendation, not every city needs to possess Los Angeles’ 
other assets to thrive and develop a strong city brand. As noted by Times writer Hawthorne, the outdated 
view of Los Angeles is that its parts exist in their own series of vacuums, separate and distant from one 



885

Los Angeles
 

another. The city has moved away from this model, and so its brand has strengthened. Rather than shop-
ping malls, new development tends to look like urban plazas where groups continue to interact with the 
world outside. This integration has also supported the development of the Silicon Beach technological 
center, as various industries and neighborhoods around the city are drawn in to give technology their 
own fresh perspective.

Los Angeles does not have a strong city brand because of the particular assets it has, but of how 
they have used those assets. Consider filming a television show, where every episode might demand 
some new location for filming. Over the decades, local directors became very skilled at looking at the 
same rock formation in the nearby mountains and turning it into the backdrop for a western movie, or 
an action thriller, or a fight on Star Trek. There are many potential location shots in the area: beaches 
and cliffsides and urban alleys and mansions and canyon valleys. In that respect, Los Angeles is lucky. 
It’s easy to do many different things in Los Angeles, and it has many different backdrops. But with new 
perspectives and the creativity they bring, the ways to use even a single asset stretches toward infinity.

Just as some cities would have a comparatively limited number of filming backdrops, so will some 
cities offer fewer immediate assets for development. Los Angeles can be a mob palace or host a western 
shootout on-screen, just as it has software engineers, world-class actors and directors, shipping logisti-
cians, hospitality experts, and financial experts. A future that is built on so many different possibilities 
has great potential for creativity and growth (so long as it also addresses its challenges, as noted with 
the cautionary tale of South Los Angeles). However, recall the lesson that Hollywood itself has needed 
to learn: even its traditional film production industry can be lured away by someone else with the right 
approach and an appealing image. Lord of the Rings could have been filmed in California, convenient 
to all of that established entertainment infrastructure, but Peter Jackson set up shop in New Zealand.

Having its entertainment productions lured away isn’t a one-way street for Los Angeles. Google could 
have expanded in the Bay Area, but now they’re hiring in Venice. Buzzfeed is filming web content in 
Hollywood and its neighbors. The strongest implication for other cities from Los Angeles’ city brand is 
to let a city’s pieces overlap and build on one each other. Rather than rigidly guiding the usage of assets, 
allow for more natural and organic growth that allows for accidental discovery of strengths. To continue 
the filming location metaphor above, every director will have their own fresh take on a setting, once 
they actually see it. If organic interactions are allowed to happen between diverse residents and diverse 
industries, then success stories unique to a locale can begin.

CONCLUSION

Los Angeles appears headed toward a bright future that it wishes to show off. It loves to sell itself, is 
confident in its own creativity, and is smart about its new ventures. As summarized with the example 
of South Los Angeles, challenges do remain even as the general perception of the city changes toward 
a modern, global, and sustainable metropolis. It remains to be seen whether more areas can match the 
real, deep success of Koreatown, and even some of its more promising modern ventures may not be 
successful. However, optimism has returned to the City of Angels, and that is key.

Prior to catalytic converters being required on cars, Angelenos breathed some of the world’s most 
polluted air (Gardner, 2014). Riots ripped apart the city, and just a few decades later, the world saw Los 
Angeles burn again. For a while, Los Angeles served as an example of how city brands could lose their 
luster. Now, it shows how cities can change their image for the better.
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As with the Olympics, success breeds future risk-taking and the successes those new challenges can 
bring. This includes risks from both residents and outsiders, the latter of whom have become intrigued 
with and increasingly more confident with a clearer and richer city brand. Through sustainable, layered, 
and synergistic development coupled with increasing diversity of cultures and ideas, Los Angeles has 
branded itself once again as the city where anything can happen. In the Twenty-First Century, they’re 
a little savvier about that promise.
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Freeways: Multi-lane roads designed to carry large amounts of traffic at high, uninterrupted speeds.
Golden State: California’s state nickname, used popularly in its branding. It represents both an ideal 

“golden” lifestyle and the sunny Mediterranean climate.
Hollywood: A city within the greater Los Angeles metropolitan region and the historic home of its 

motion picture industry. The city’s name is often used as shorthand for the industry and the accompany-
ing celebrity culture.

Latino: A broad racial classification, used by the U.S. Census Bureau, which describes people with 
an ethnic background from Latin America. “Hispanic” is often used interchangeably.

Silicon Beach: The high technology industrial hub that is currently growing around the Los Angeles-
area towns of Santa Monica and Venice. Both towns are popular tourist destinations with beachfront 
locations on the Pacific Ocean.

Silicon Valley: The high technology industrial hub that has grown in the San Francisco metropolitan 
region since the 1970s. It spans the broader Bay Area, with other cities such as Oakland and San Jose 
also included.

This research was previously published in Global Place Branding Campaigns across Cities, Regions, and Nations edited by 
Ahmet Bayraktar and Can Uslay, pages 52-73, copyright year 2017 by Business Science Reference (an imprint of IGI Global).
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1. INTRODUCTION

In recent decades, brands and offers of products and services have increased considerably. Never before 
have consumers who intend to acquire a new product or service had the range of possible choices that exist 
today. This large increase in supply causes companies to make a greater effort in trying to differentiate 
themselves from numerous competitors to achieve the goal of attracting future customers.

In this context, a large supply aimed at satisfying the same demand has become almost essential for 
companies to gamble on their brand image, i.e., to create meanings for which the product or service 
will be known and through which people will describe, remember and relate to the product (Dowling, 
1986). Specialists will use associations to differentiate, position and create positive attitudes and senti-
ments towards brands (Low & Lamb, 2000), facilitating the process of consumer decisions (Romaniuk 
& Gaillard, 2007).

In recent years, there has been a paradigm change in the context of brands because not long ago the 
majority of work focused on the importance of the product; however, the situation has changed, and 
today this product is often relegated to a secondary role and the real product, the brand, has increased in 
importance (Klein, 2001, p. 48). According to one author, “successful corporations must primarily pro-
duce brands, as opposed to products” (Klein, 2001, p. 31), thus exemplifying the power held by brands.

Therefore, if a company can convince consumers to perceive its brand as a good or a high-quality 
brand, it will be more successful than a similar company that does not convince consumers to make this 
association, and therefore is not perceived in such a way, even if its product is objectively better. Moreover, 
is necessary to add many cases in which consumers do not have the necessary expertise to determine if 
a product is better than another, and the influence of our thinking about the brand will be a key factor.

These types of situations apparently also occur in the field of sports services, and, upon reaching 
a point at which companies in our competitive environment offer a service very similar to that of our 
company, the brand becomes a key element for the necessary process of differentiation. A few years 
ago, it seemed that working on the brand and creating marketing plans were activities reserved for large 
companies with huge product and client flows. Increasingly, however, small and medium companies are 
becoming aware of the importance of their brand and the benefits that they can derive from its proper 
handling because they can generate determined perceptions in consumers that will differentiate them 
from the competition (Aaker, 1996). Thus, brand image, which has long been neglected, is becoming 
a vital and powerful tool for companies, which are becoming aware of brand image and dedicate an 
increasing amount of effort and resources to improve it (Sharp, 1995).

When focusing on brand image used in services, it is possible to find that service brands, as opposed 
to product brands, suffer from the intangibility problem (McDougall & Snetsinger, 1990). A physical 
product can be touched, smelled and tasted, its packaging can be manipulated, it can be purchased re-
peatedly several times with no observable changes—it is even possible to purchase and use it at different 
times. Meanwhile a service is inseparable: it is produced and consumed at the same time, and it can be 
varied. Together with intangibility, the inseparability of service causes consumers to often value the 
tangible element of a service, e.g., equipment or staff (Parasuraman, Zeithaml, & Berry, 1985). Further-
more, services focus on their brand, simplifying information transmission to consumers and attempting 
to become more tangible by using merchandising, among other techniques.

Considering these problems, it would be interesting to study the concept of brand image in services 
and discover the elements that influence brand image, finding the most potent influencers. This would 
allow us to better understand the process.
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Apparently, there are many aspects that can make a person feel more or less predisposed to a brand; 
there are also many factors that lead to repeat purchases after the first time the product or service has 
been bought. This chapter demonstrates some of these aspects to test a model and discover the relations 
established between its various constituent factors, framing the exercise in an environment of service 
companies, specifically the providers of public sports services, such as sports facilities.

2. THE CURRENT SITUATION OF PUBLIC SERVICES: 
PUBLIC OWNERSHIP WITH PRIVATE MANAGEMENT

Municipalities have played a key role in the development of sport, thanks to them has increased sport 
Spanish. The municipalities have been those who responded first to sporting needs of citizens, as they 
were the nearest to them administration. Therefore the model of municipal sport can be described as 
successful, based on such an important number of practitioners have been growing, but at the same time 
unsustainable from an economic point of view (Teruelo & Solar, 2011).

In the present context are scarce public resources, due to the economic crisis, so it is more common 
for public services contracts with private companies in order to finance and viable maintenance of sports 
services now underfunded. The loss of public funding coupled with the scarcity of financial contribu-
tion by the user causes the utilities tend to be deficient (Quesada, 2014), having to resort to this type of 
concessions and / or also to the rise in prices services.

“Esport Paterna” which is the name of the service where it has taken out this work has been until 
recently publicly owned but because of the stated above, now had to outsource services and perform 
some administrative concessions to offer sports activities. In these cases, the role that happens to occupy 
local government is to plan, organize, monitor and evaluate the services provided by concessionaires 
(Quesada, 2014).

3. CONSUMER BEHAVIOR

To better understand the need and purpose of such research is necessary to know the complexity that 
has consumer behavior and purchasing process. According Schiffman and Kanuk (2005, p.8) consumer 
behavior is “behavior that consumers have to search, buy used, evaluate and discard the products and 
services that meet their needs”. This concept, if we look from the point of view of consumers, which 
largely defines how they decide to spend their available resources, in this case could be time, money 
and/or effort, related items consumption. That includes the product or service they buy, why they decide 
to buy, at what point do and where, and how often they buy it and use it, then move on to of purchase 
evaluate, see the effect of these evaluations on future purchases and finally observe how discarded.

We can find two different types of consumers: personal and organizational. The first one, personal 
consumer, would be one consumer who buys goods and services for their own use, or get them as a gift 
for someone else. The products are purchased, ultimately, to the end use of individuals, which is known 
as end-users or end consumers. On the other hand, organizational consumer is one that includes such 
business, whether with or without profit, including among other government agencies (local, state or 
national) and institutions (schools, hospitals...) dependent purchasing products, equipment and services 
to enable their organizations to continue to operate (Schiffman & Kanuk, 2005).
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This buying behavior and consumption would be explained as Dubois and Rovira (1998) in their 
book consumer behavior for 3 levels:

A first level called individually referred to the needs, perceptions and attitudes. Largely making a 
purchase by a consumer reflects the individual characteristics of the buyer as well as their motivations, 
perceptions, past experiences and attitudes.

The second level would correspond to the interpersonal level, related to the reference groups and 
opinion leaders from consumers, who are also influenced by their environment: family, friends, neigh-
bors, coworkers…

These reference groups are framed in turn into a larger group, which corresponds to the third level, 
called sociocultural level. At this point are social classes, lifestyles and value systems that characterize 
the cultural environment.

According to the opinion of these authors, the three keys to the analysis of consumer behavior dimen-
sions are: the decision-making unit purchase, the purchase process and the explanatory factors.

The truth is that today the social behavior of individuals are manifested largely through the purchase 
process, consumption and spending. In the current social and economic field much of the behavior of 
people is related to the sale, with the acquisition and use of products or services. Because of this, con-
sumer psychology is a field that in recent decades has grown, being an important phenomenon, as the 
analysis of consumption is a telling index of economic provision and the level of welfare of citizens.

As Quintanilla (2002) says we must try to understand the purchasing process, although it is a complex 
process. Consumer behavior does not respond to only one factor, depends on many variables. There are 
also different types of buying behavior and different orientations in consumption. This variety should 
add different consumers that exists, because not all performing the same behaviors. There are some that 
are characterized by being more rational, others however are more impulsive, and there are consumers 
who are more oriented to traditional consumption or performing a consumption that is based primarily 
on maintaining a certain lifestyle. This understanding of the whole process would allow us to answer 
the why consumers act in a certain way, why they buy or not a particular product or service. But as we 
said at the beginning, the analysis of the purchasing process is complex, since not all consumer decisions 
are based upon reason, so sometimes are far from being easily explained.

There are certain indicators that may be affected at any time by changing our behavior, our beliefs, 
change our habits and customs, and evidently by changing our behavior as consumers. Hence the dif-
ficulty of analyzing this process, since it is not easy to predict behavior that besides being dependent on 
many factors may shift depending on the interest or consumer need.

It is therefore essential to conduct such research, not only because it can serve as economic index or 
welfare as mentioned above, but also so you can get better understanding the process by which users has 
specific behaviors purchasing a product or service. This, despite what it may seem, it would be beneficial 
to both parties, both the service and the user, since the study of consumer behavior not only intended 
to be used by companies and public organizations, but the study consumer behavior is important to the 
consumer himself (Quintanilla, 2002).



895

Brand Perception and Its Relation to Perceived Performance
 

4. ADVERTISING AND NEW MARKETING 
TECHNIQUES. BRAND ENTERTAINMENT

Advertising is a form of communication that allows presenting a product, brand and also transmitting 
the values and attributes needed and have been provided previously. In recent years we have seen a big 
change in this area, although it is true that traditional advertising through conventional media still works 
today is not enough by itself. The emergence of social networks and the integration of mobile devices 
(Smartphones, Tablets...) to our daily lives, has made us turn them regularly to inform, apps and even 
buy, so that these technologies have been become a vital means for brands trying to make themselves 
known and / or disclose their product or service.

The computerization of almost everything around us has created these new channels of communica-
tion, new ways to reach the user and obviously the marketing needs to adapt to these changes if it is to 
be effective. No longer enough to publish or transmit the values of our product, the current marketing 
requires innovation and creativity to create new experiences that offer more than the product or service 
well. Users have a variety of brands to choose from to satisfy the same need and to those working in this 
field is increasingly difficult to attract the attention of consumers and especially get their commitment 
(engagement) with the brand.

It is therefore difficult to raise a communication strategy regardless internet, mobile phones and the 
use of new ways to advertise a brand. Referring to these new forms we see today among others, the use 
of techniques such as: Advergaming (use of video games to spread the advertising message), or tryvertis-
ing, which is the “advertising by testing”, implementing a product on the real world and offering product 
testing so that after these users transmit their opinion to others.

We also found two techniques are known as product placement and branded entertainment. The 
product placement is a technique used for decades that remains strong and is defined by the Association 
of National Advertisers (ANA, 2005) as “the integration of a product Within an Appropriate context”. 
This would refer to the scheduled appearance of products or brands in series, movies, etc. trying to influ-
ence beliefs and/or behaviors positively to users (Balasubramanian, 1991). On the other hand branded 
entertainment, is a novel technique that is defined as “the integration of advertising into entertainment 
content, whereby brands are embedded into storylines of a film, television program, or other entertain-
ment medium”. The latter two items can be misleading because they both speak of the appearance of 
products/brands in media, but the difference would clarify this doubt is the level of integration of the 
brand with the storyline (Hudson & Hudson, 2006). In the first case the product appears in the storyline, 
while in the second the implication is greater, and the format that is created is intended from the outset 
to product advertising.

In this sense the branded entertainment can also be a useful tool in the field of sports services research 
dealing not only with the possible creation of such contents that may cause connection with the brand but 
also, taking advantage of the characteristics of sport, creating activities and events that serve to provide 
an entertaining service to the people and which in turn allows the brand to advertise the service itself or 
other transmitting their values to all consumers.
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5. BRAND IMAGE: HOW DO I WANT TO BE SEEN?

Brand image is the key concept of this research. Among the most common definitions is the provided 
by Dowling (1986), who states that brand image is the set of meanings for which an object is known and 
through which people describe, remember and relate to it. Aaker (1996) states that brand image provides 
information and that it summarizes all of the impressions produced by a brand within a set of simplifi-
cations, facilitating information processing and making purchase decisions. Brand image is therefore a 
subjective and perceptual phenomenon constructed by consumer interpretation (Dobni & Zinkhan, 1990).

These perceptions generate attitudes and associations. Among some recent definitions of branding 
we find Bauer, Sauer and Exler (2008) that define it as the cumulative associations consumers do in 
their minds about a product. According to Keller (1993), associations can be created by direct experi-
ence with a particular good or service, due to communicated information (by the company itself, from 
other commercial sources and through the word-of-mouth effect) and by making inferences based on 
pre-existing associations with the company, its origin, etc.

With the understanding that brand image is based on consumer perceptions, it is possible to create a 
brand and shape it from day one as a function of our interests. It is possible to make the brand think and 
defend the object of desire, defining our target group in the hope of clearly transmitting our message. 
The product ultimately has objective properties which do not exceed certain parameters, be it a drink, an 
item of clothing or a car, but a well-managed brand can make this product represent anything. The fact 
that it will subsequently transmit and become a reference point for people in any of the desired aspects 
will depend on the brand’s continued and correct work.

Everyone has heard of the happiness drink (i.e., “uncover the happiness” of Coca-Cola). That is a 
brand’s job—i.e., to transform a drink with certain properties into a set of associations and attitudes. 
The set of thoughts created around a brand will be perceptions, which on many occasions will represent 
precisely what is desired for the brand. In fact, if we stop to think about, e.g., a specific brand of drink, 
and write down on a blank piece of paper the adjectives that it calls to mind, many of those adjectives 
will not represent objective properties. A liquid can objectively be sweet or fizzy, but it cannot be dar-
ing, happy, brave or extreme. It is not even motivating. However, there are drink brands that people 
describe using all of these adjectives. How is it possible to achieve this perception? Success is the result 
of working on a brand for many years, providing it with values and sponsoring it until the ideas associ-
ated with the brand sink so deeply into consumers’ minds that it becomes very difficult to separate the 
adjectives from the brand.

Obviously, many brands want to acquire the same values because they are understood to be the ones 
that are best for sales, leading to a struggle in which companies try to show that they really embody 
these values. An interesting aspect in these “wars” is the product competition between brands that seem 
pitted against each other and bring together two types of people, those who use and defend a brand and 
those who use and defend the other brand. They truly seem to be rival brands—this is what how people 
understand them, which is most likely as intended. Meanwhile, viewing the rivalry from above, with 
more perspective, both brands may even belong to the same company.

Therefore, many elements seem artificial in this slow, tedious, and largely unknown process. Those 
who dedicate themselves to the subject of brands conduct their research with the idea that the managers 
of a particular brand or the marketing division of a given company have more powerfully contrasting 
and proven tools that lead to more effective publicity and marketing strategies, improving levels of brand 
recognition, loyalty and purchase intentions.



897

Brand Perception and Its Relation to Perceived Performance
 

The purpose of this research is to find answers to several questions: Why does a brand associated 
with an objectively worse product prevail? How does a brand achieve greater customer loyalty? Why do 
consumers, faced with superior offers, still purchase a given brand? Ultimately, one desires to gradually 
discover small details that will allow us to understand this process of brand creation and the elements 
of effective marketing, which are the keys that enable a brand to achieve its transmission targets and 
improve the effectiveness of its publicity.

6. SELF IMAGE CONGRUENCE, THE COMMON REALITY 
BETWEEN THE CONSUMER AND THE BRAND

The process of building a brand is not easy: it requires time and quality work on various aspects. One of 
these aspects is self-image congruence. To achieve success, a brand should consistently communicate 
with its entire audience of potential buyers. Consumers will choose brands based on the congruence of 
brand values with their own personality (Klein, 2001). Thus, the brand and the consumer should have 
commonalities, should share certain values and ultimately should feel that they live in the same real-
ity. Only then can a person strongly identify with a brand, which serves to increase loyalty and future 
purchase intentions. For example, a person who cares deeply for environmental protection will seldom 
use brands known for environmental misconduct, and his loyalty to such products will be even less. This 
person is unlikely to recommend such brands to others. This example serves the purpose of explaining 
the “crisis” of values produced when a consumer has a certain way of thinking and the brand offered to 
him is known to stand for values that are far removed from his viewpoint, which apparently is an obstacle 
to the identification process. Conversely, if we find a brand that thinks as we do, which supports initia-
tives that we support, which thinks and strives for the same things as we do and helps us represent who 
we really are, it is more likely that we will become highly identified with the brand, to such an extent 
that even changing the brand can be perceived an important step.

There are cases such as the Nike brand, which not only has provided its brand with values with which 
many people easily identify but also has reached the point at which saying Nike denotes a way of life. 
Wearing a sports outfit or shoes from that brand is not just using the brand proven to make products 
of a certain quality; it is also a statement of belonging to the “Nike culture”, to sport as a fundamental 
pillar of life, to effort, to overcoming obstacles, etc. Thus, there are even cases where people identify so 
strongly with a brand that they tattoo the logo on their bodies, knowing that when somebody sees it, the 
viewer will identify the tattooed person’s life philosophy with the brand philosophy. Thus, as stated by 
Naomi Klein in her book “no logo”, the “swoosh” (the Nike symbol) is one of the most popular tattoos 
in the United States.

We cannot forget that there must be congruence not only between the brand and the consumer but 
also within the brand itself. There must be a sense of harmony among what the brand sells, the actions 
it undertakes and the product features and ideas it proposes. This aspect, which seems logical and funda-
mental, is insufficiently managed by brands, an issue that is more than obvious to consumers. An example 
of this case is the Red Bull brand. This brand sells a product that objectively has stimulating properties; 
thus, its congruence with activities with which it associates is perfect: adrenaline, extreme activities, 
etc. We can also find congruence between the brand’s focus and the sponsorships that it undertakes. Red 
Bull does not sponsor indoor soccer or tennis tournaments (although with its brand strength, it could 
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sponsor anything), concentrating on base jumping, aerial stunts, bike stunts, jumps from the stratosphere, 
Ironman triathlons… activities that are in line with the brand and that reinforce its image and ideas.

If we think about the brands we like most, the majority will be those that represent the values we find 
attractive, with which we can identify due to who we are or who we want to be.

7. A BRAND COULD BE PERCEIVED AS GOOD QUALITY, EVEN IF IT IS NOT

Quality is an often-used concept by consumers in all environments, including in sports, but it is a term 
that can often cause confusion because, on specific occasions, its definition may fade when mixed with 
other aspects. Therefore, the concept of quality is less easy to understand than it may seem. On occasion, 
it is confused with adjectives that do not specifically express its intended meaning, e.g., “goodness” or 
“luxury” (Crosby, 1979).

This confusion or difficulty in defining the concept of quality is stressed when we wish to apply the 
concept to services. This is because of the previously mentioned intangibility of services. When a con-
sumer acquires a product, he can see sufficient physical elements that assist him in evaluating quality, 
whereas a service is less specific, and although there are certainly objective elements involved in valuing 
a service, this perception does not cease: this is where brands know that they can work hard. Due to the 
issue set forth above, the same product or service can be perceived by consumers differently in terms of 
quality, and those opinions will be highly focused on whether the service meets consumer expectations 
and to what degree (Lewis & Booms, 1993).

The perceived quality of a service can be defined as the opinion held by the consumer of the level of 
product excellence (Zeithaml, 1988), but we can also define it as an idea or vision referencing quality 
as the result obtained by comparing client expectations of a service to the manner in which the service 
has been received (Gronroos, 1984; Lewis & Booms, 1993; Parasuraman et al., 1985, 1988, 1991). One 
noteworthy, important aspect is that, as opposed to satisfaction, the perception of quality does not require 
prior experience with the brand or service and thus, both those who have used a brand and those who 
have not can value it.

We find a significant relationship between quality and loyalty. This relationship has been studied by 
many authors including Boulding et al. (1993), who have found a positive relationship between percep-
tions of service quality and the intention to repurchase that service. Additionally, a study by Dabholkar 
and Thorpe (1994) has confirmed the significant influence of consumer satisfaction on the intent to 
recommend.

Perceived quality has been researched in various fields, including the case of airline companies (Chang 
& Yeh, 2002). In the sports industry, research has been focused on areas such as the perceived quality of 
sporting services (Burillo, Sánchez, Dorado, & Gallardo, 2012; Calabuig, Núñez Pomar, Prado Gascó, 
& Añó, 2014; García, Fernández, Carrión, & Ruíz, 2012; Nuviala, Pérez-Ordas, Boceta, Grao-Cruces, 
Nuviala, & González (2012), entertainment centers (Howat, Absher, Crilley, & Milne, 1996) sporting 
events (Calabuig, Burillo, Crespo, Mundina, & Gallardo, 2010; Clemes, Brush, & Collins, 2011; Crespo, 
Mundina, Calabuig, & Aranda, 2013; Kelley & Turley, 2001; Pérez-Campos & Alonso-Dos-Santos, 
2013) and sports tourism (Des Thwaites, 1999; Kouthouris, & Alexandris, 2005).
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8. DISPOSITION AND FUTURE RELATIONSHIP WITH THE 
BRAND (ATTITUDES AND FUTURE INTENTIONS)

When brands transmit their features and benefits to consumers with the help of publicity, this information 
reaches consumers, and after processing and evaluating the information, they begin to create attitudes 
(positive or negative) towards the brand (Low & Lamb, 2000). These attitudes can become stronger and 
ultimately contribute to the consumer’s increased likelihood of purchase and recommendation intentions.

Thus, brand attitudes can be understood as a consumer’s disposition to become familiar with a brand. 
If, after the consumer decides to use the brand, the experience is satisfactory, these positive attitudes will 
be greatly reinforced and will benefit the relationship between the consumer and the brand.

With respect to other aspects, many authors have studied the possible relationship of attitudes to-
wards the brand with future consumer behavior. In 1997, Hollis and Farr argued that attitudes are an a 
priori factor for these future behaviors and that the fact of creating positive attitudes towards a brand is 
a fundamental aspect for a company’s long-term success. Likewise, Keller (1998) states that attitudes 
help us to learn about and anticipate future behavior intentions.

Recommendations are another aspect linked to attitudes, to the point that some people believe that 
the influence of the opinion transmission process on consumers is stronger than anything a company, 
salesperson or advertiser can say (Lindstrom, 2000). When a person uses a service or product, he for-
mulates an opinion about it, and this opinion (satisfactory or not) is transmitted to his acquaintances, 
thus influencing (to some degree) those people’s future behavior.

In the literature, this recommendation known as “word of mouth” is defined as informal advice (East, 
Hammond, & Lomax, 2008) made by one person to another about a product or service used by the person, 
including thoughts and ideas shared based on personal experiences (Mikkelsen et al., 2003). Prior studies 
establish that information transmission will be influenced in a way that is directly proportional to the 
loyalty levels of the persons responsible transmitting the information (Kumar & Shah, 2004). Authors 
such as Yong, Hernández and Minor (2010) suggest this possibility, and they find that as a function of 
the satisfaction level we will find lower or higher levels of loyalty with the ability to positively influence 
subsequent “word of mouth”.

This aspect of recommendation has the advantage that in addition to its influence, it occurs frequently 
because close circles of friends always talk about particular brands, with a person who has had experi-
ence with a service advising or advising against its use. Therefore, this information often has an impact.

After summarizing the different aspects of this study, it is easier to understand what is represented 
by each concept and the potential relationships that may arise among them. We now proceed to explain 
the research that has been performed, show the obtained results that verify the proposed hypotheses on 
perceptions of sports services and specify the weight of each hypothesis.

9. FEATURES OF THE MUNICIPALITY AND OF THE SERVICE

This study was conducted in Paterna, a municipality in the province of Valencia (Spain) located just 
10 km from the capital of the region, with a population of 67,159 inhabitants according to the National 
Statistics Institute of Spain (INE, 2013). The population of the town is gradually growing year after year 
due to business and industrial strength, and also for being a municipality with good prospects.
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Public administration created the municipal sports service called “Sport in Paterna”, translated into 
Catalan as “Esport a Paterna”. This service is responsible for the management and maintenance of sports 
facilities, offering many and varied activities for children, adults, and seniors.

The service is divided into 6 areas that are distributed from the center to the farthest points, these 
areas are: Town center, La Cañada, Valterna Nord, La Coma, Terramelar and Carretera de Manises. The 
table 1 shows a summary of the facilities.

Once we know the characteristics of sports facilities where we conduct the data collection for the 
study, then the research methods employed are presented.

10. METHODS

10.1. Sample and Procedure

We performed a survey to test our model and identify the relationships among the various factors related 
to the brand. This study was conducted in the context of the sports service “Esport a Paterna”, which is 
responsible for public sporting facilities in the Paterna municipality (Valencia, Spain). The study sample 
was adult consumers who had used the service’s facilities more or less regularly.

Table 1. Summary of the facilities analyzed

Area Facilities

Town center

Indoor pool

Sports hall

Fronton

2 Soccer fields with artificial grass

Gym

Multipurpose hall

La Cañada

Outdoor sports court

Sports hall

Multipurpose hall

Indoor pool

Micro gym

Valterna Nord

4 paddle courts

3 Tennis courts

Summer swimming pool

Multipurpose hall

La Coma

Sports center

Multipurpose hall

Soccer field

Terramelar Soccer field

Carretera de Manises Soccer field
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The sample size is 210 sport consumers. It consists of 53.8% of women, which is a relatively balanced 
sex ratio. The distribution of survey participants by age reflects the service’s primarily young consumer 
base (table 2); 29.4% of the participants are 18 and 25 years of age, (the most common age bracket), 
followed by 26 to 35 (27.4%), 36 to 45 (20.1%), 46 to 55 (13.2%) and over 55 (9.8%). The mean age of 
the survey population is 35.58 years (SD 13.37).

We found that consumers visit the facility an average of 2.95 times per week (SD 1.33). With respect 
to occupational distribution, 41.40% of the consumers are students/unemployed, 34.30% are full-time 
workers, 16.70% are part-time workers and 7.60% are retired/pensioners.

10.2. Instrument

We developed a questionnaire based on prior studies of similar topics, composed of a list of items in-
tended to measure consumers’ opinions of different aspects (see table 3). These aspects were divided 
into coded sections making up the factors to be analyzed: congruence between the consumer and the 
brand, attitudes towards the brand, perceived quality and future intentions. Once the questionnaire was 
developed and reviewed, we applied it in a personal and incidental way to consumers of the various 
facilities of the municipal sport service.

As mentioned above, the first part of the questionnaire consists of 17 items related to the analyzed 
aspects, expressed through statements about the brand and the service that the consumers were requested 
to answer with the help of a Likert scale of 1 to 5 (with “1 = strongly disagree” and “5 = strongly agree”).

The second part of the questionnaire consists of the consumers’ socioeconomic data such as age, 
frequency of facility use and occupational status.

For the construction of the four dimensions that we intended to measure, we based our research on 
items used in other studies. The first dimension is self-image congruence, which represents a subject’s 
identification or attachment to a brand. There, we find 4 items adapted from Grace and O’Cass (2005). 
These items are as follows:

1.  The brand image is in line (is consistent) with my own image.
2.  The use of this service reflects who I am.
3.  People similar to me use this service.
4.  The type of person who normally uses this service is very similar to me.

Table 2. Age frequency by group

Age Percentage

18 to 25 29,4%

26 to 35 27,4%

36 to 45 20,1%

46 to 55 13,2%

More than 55 9,8%

Total 100%
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The second dimension is general quality. It is designed to collect opinions on the quality of the service. 
The items that comprise this section have been obtained for two separate papers. The first paper, by Yoo 
and Donthu (2001), contributed items 5 and 6, which correspond to the following items:

5.  This is a high-quality sporting service.
6.  It is likely that the quality of this service is extremely high.

The second paper, by Lee and Yew (2011), contributed item 7, which also attempts to collect infor-
mation about perceptions of brand quality:

7.  This is a high-quality brand.

The third dimension is attitude towards the brand, composed of 6 items taken from two separate 
articles. The first paper, by Gwinner and Bennet (2008), contributed items 8 through 10 corresponding 
to the following statements:

8.  I like the brand Esport a Paterna.
9.  Esport a Paterna is a very good brand.
10.  I have a favorable disposition towards the Esport a Paterna brand.

The second paper, by Besharat (2010), contributed items 11 through 13:

11.  My attitude towards this brand is very positive.
12.  It is likely that this brand is much better than other brands.
13.  This brand can be very useful.

Finally, the fourth dimension, which refers to future intentions, is made up (as is its predecessor) of 
4 elements aimed at obtaining information about intention to continue using the service and to recom-
mend it to potential consumers. The items have been adapted from Hightower, Brady, and Baker (2002):

14.  I am willing to continue to go to this sports center.
15.  I will recommend this sports center to my friends and family.
16.  I will speak positively about this sports center to other people if asked.
17.  I will encourage other people to go to this sports center.

11. RESULTS

11.1. Measurement Model

We conducted a confirmatory factor analysis (CFA) to test the reliability and validity of the constructs. 
First was tested the measurement model and later the structural model.
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Regarding the goodness of fit of the model, a Satorra-Bentler scaled Chi-square (X2) (value of 206.31 
with 114 degrees of freedom was obtained, which offers a value of the ratio X2/gl at 1.81, which is con-
sidered very good (Brooke, Russell, & Price, 1988).

The values of adjustment indices were all equal to or greater than the 0.90 criterion: NFI (Normed Fit 
Index, 0.90), NNFI (Non Normed Fit Index, 0.95), CFI (Comparative Fit Index, 0.95), IFI (Incremental 
Fit Index, 0.96). The root mean square error of approximation (RMSEA) value was 0.06, below 0.08, 
which is considered a good fit between the measurement model and the data structure.

The results on validity and reliability for each element of the structural model proposed were as fol-
lows (table 4): Congruence (CR 0.86 and AVE 0.607), quality (CR 0.85 and AVE 0.65), attitudes towards 
the brand (CR 0.90 and AVE 0.61) and future intentions (CR 0.93 and AVE 0.76).

As observed, the average variance extracted values were greater than 0.50 following the cutoff value 
proposed by Fornell and Larcker (1981) and the construct reliability exceeded 0.70 value suggested by 
Carmines and Zeller (1979). For convergent validity, we observe that all t values are significant, with a 
minimum value of 2.18

11.2. Structural Model and Hypothesis

The statistical analysis of the data was conducted with the Statistical Package for Social Sciences 20.0 
(New York: IBM Corp.) and EQS 6.2 software. We proposed a structural model with 4 factors and 
established the hypotheses.

The study is made up of 4 constructs: Self-image congruence, attitudes towards the brand, perceived 
quality and future intentions. We created a structural equation model that included 4 factors: Self-image 
congruence (F1) perceived quality (F2), attitudes towards the brand (F3) and future intentions (F4), and 
based on the possible interrelations that may occur among those factors, we developed our research 
hypotheses H1 to H5:

Congruence between the consumer and the brand (F1) is a significant predictor of attitudes towards 
the brand (F3) (H1) and perceived quality by the consumer (F2) (H2). Attitudes towards the brand (F3) 
significantly influence the quality perceived by the consumer (F2) (H3). Finally, attitudes (F3) signifi-

Table 3. Summary of survey construction

Construct Number of 
Items Article title Authors and year

Attitudes towards the 
brand

3 “The Impact of Brand Cohesiveness and Sport Identification on 
Brand Fit in a Sponsorship Context”

Gwinner and Bennet 
(2008)

3 “How co-branding versus Brand extensions drive consumers’ 
evaluations of new products: A brand equity approach” Besharat (2010)

Self Image 
Congruence 4 “Service branding: consumer verdicts on service brands” Grace and O’Cass (2005)

Future Intentions 4 “Investigating the role of the physical environment in hedonic 
service consumption: an exploratory study of sporting events”

Hightower, Brady, and 
Baker (2002)

Overall Quality
2 “Developing a scale to measure the perceived quality of an 

internet shopping site” Yoo and Donthu (2001)

1 “Dimensions of customer-based Brand equity: a study on 
Malaysian brands” Lee and Leh (2011)
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cantly influence consumers’ future purchase intentions (F4) (H4), and perceived quality by the consumer 
influences (F2) future intentions (F4) (H5). The theoretical relational model can be observed in Figure 1.

Quality is explained in 76.6% of the variance. Self-image congruence is the predictor with the most 
significant weight. Furthermore, future intentions are explained by attitude towards the brand and quality 
(R2= 0.713), with quality having the greatest predictive power.

Table 4. Convergent validity indices of the constructs included in the model

Construct Items Construct 
reliability

Average variance 
extracted AVE square root R2

Self-image congruence 
(F1)

1

0.86 0.61 0.78

.746

2 .681

3 .502

4 .498

Quality (F2)

5

0.85 0.65 0.80

.673

6 .608

7 .672

Attitudes towards the brand 
(F3)

8

0.90 0.61 0.78

.647

9 .739

10 .708

11 .648

12 .470

13 .450

Future intentions 
(F4)

14

0.93 0.76 0.87

.541

15 .838

16 .821

17 .857

Figure 1. Structural relational model.
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The results show that the relationship between self-image congruence and attitudes is significant (B= 
.73, T=11.37), which confirms H1, and self-image congruence and quality show a significant relation 
(B = .73, T=6.90), which confirms H2. In the relationship between attitudes and quality (H3), attitudes 
and future intentions (H4) and quality and future intentions (H5), we obtained significant relationships 
for all pairs (B= .19, T=2.18; B= .20, T=2.20; and B= .69, T=6.34, respectively). Table 5 shows a 
summary of the structural relations analyzed.

12. DISCUSSION AND CONCLUSIONS

We can say that consumer-brand congruence significantly influences brand quality attributed by con-
sumers and their attitudes have towards the brand. Attitudes significantly determine attributed quality 
and likewise, both perceived quality and positive attitudes towards the brand significantly influence 
future intentions. Therefore, it can be concluded that brands that achieve consumer identification will 
see higher values in perceived quality and better attitudes towards the brand, which will lead to greater 
future purchase intentions among consumers.

12.1. Research Implications

The results of this study contribute to the literature on the influence of brand perception in sporting 
services because compared to other research lines and areas it is a poorly studied subject. Therefore, 
there are almost no references for some aspects of this subject.

After having analyzed reliability and validity, we observe that our results are good, which means 
that they can be considered for future research in the sport management context, and can be used to 
compare different sporting settings as are public and private sport services, professional and amateur 
sports clubs, spectators and users…

Ultimately, the study and its results are the first research attempt that aim to identify optimal sporting 
facilities management through brand perception by consumers. This is an important point because the 
way in which a brand is perceived can be a good predictor of services’ future popularity and therefore, 
the sports management area is increasingly aware of this aspect. As stated above, concern about brand 
image is experiencing a growth trend: ever more companies attempt to acquire value for their brands to 
improve consumer perceptions because a brand with a positive perception can more easily increase its 
value in other related variables, such as loyalty and future purchase intentions, and those are the ultimate 
goals of any business.

Table 5. Hypotheses summary and B and T values.

Hypothesis Standardized Coefficient (Beta) T Value Hypothesis test

H1: Congruence — Attitudes .73 11.37 ** Confirmed

H2: Congruence — Quality .73 6.90 ** Confirmed

H3: Attitudes — Quality .19 2.18 ** Confirmed

H4: Attitudes — Intentions .20 2.20 ** Confirmed

H5: Quality — Intentions .69 6.34 ** Confirmed

Note: ** indicates a value of p < 0.01
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12.2. Limitations and Future Research

With respect to the possible future research lines in this area, we offer a few proposals arising from the 
limitations that we faced when performing the study. On the one hand, this study has been conducted with 
an exclusive focus on the opinions of consumers of a public municipal sports service. In future research, 
therefore, it would be interesting to broaden the data collection to other types of sport services (e.g., 
private services) to compare and observe differences as a function of “service ownership”. Alternatively, 
another valid research line would be activity differentiation among consumers who choose a specific 
sporting activity, dividing the population in groups and observing the possible variations in perceptions 
based on these divisions and the specific facilities used. This could lead to a better identification of 
shortages or aspects, so that such identification might be useful for facility managers.

REFERENCES

Aaker, D. A. (1996). Measuring brand equity across products and markets. California Management 
Review, 38(3), 102–120. doi:10.2307/41165845

Balasubramanian, S. K. (1991). Beyond advertising and publicity: The domain of hybrid messages 
(Report no.91-131). Cambridge, MA: Marketing Science Institute.

Bauer, H., Sauer, N. E., & Exler, S. (2008). Brand image and fan loyalty in professional team sport: A 
refined model and empirical assessment. Journal of Sport Management, 22(2), 205–226.

Besharat, A. (2010). How co-branding versus brand extensions drive consumers’ evaluations of new 
products: A brand equity approach. Industrial Marketing Management, 39(8), 1240–1249. doi:10.1016/j.
indmarman.2010.02.021

Boulding, W., Kalra, A., Staelin, R., & Zeithaml, V. A. (1993). A dynamic process model of service 
quality: From expectations to behavioral intentions. JMR, Journal of Marketing Research, 30(1), 7–27. 
doi:10.2307/3172510

Brooke, P. P., Russell, D. W., & Price, J. L. (1988). Discriminant validation of measures of job satis-
faction, job involvement, and organizational commitment. The Journal of Applied Psychology, 73(2), 
139–145. doi:10.1037/0021-9010.73.2.139

Burillo, P., Sánchez-Fernández, P., Dorado, A., & Gallardo, L. (2012). Global customer satisfaction 
and its components in local sports services: A discriminant analysis. Journal of Sports Economics & 
Management, 2(1), 16–33.

Calabuig, F., Burillo, P., Crespo, J., Mundina, J. J., & Gallardo, L. (2010). Satisfacción, calidad y valor 
percibido en espectadores de atletismo [Satisfaction, quality and perceived value in spectators of athlet-
ics]. Revista Internacional de Medicina y Ciencias de la Actividad Física y el Deporte, 10(40), 577–593.

Calabuig, F., Núñez Pomar, J., Prado Gascó, V., & Añó, V. (2014). Effect of price increases on future inten-
tions of sport consumers. Journal of Business Research, 67(5), 729–733. doi:10.1016/j.jbusres.2013.11.035



907

Brand Perception and Its Relation to Perceived Performance
 

Carmines, E. G., & Zeller, R. A. (1979). Reliability and validity assessment. Beverly Hills, CA: Sage. 
doi:10.4135/9781412985642

Chang, Y. H., & Yeh, C. H. (2002). A survey analysis of service quality for domestic airlines. European 
Journal of Operational Research, 139(1), 166–177. doi:10.1016/S0377-2217(01)00148-5

Clemes, M. D., Brush, G. J., & Collins, M. J. (2011). Analysing the professional sport experience: A 
hierarchical approach. Sport Management Review, 14(4), 370–388. doi:10.1016/j.smr.2010.12.004

Crespo, J., Mundina, J., Calabuig, F., & Aranda, R. (2013). Perceived quality of basketball spectators. 
A measurement scale validation. Revista de Psicología del Deporte, 22(1), 195–198.

Crosby, P. B. (1979). Quality is free: The art of making quality certain. New York: New American Library.

Dabholkar, P. A., & Thorpe, D. I. (1994). Does customer satisfaction predict shopper intentions? Journal 
of Consumer Satisfaction, Dissatisfaction, and Complaining Behavior, 7(1), 161–171.

Dobni, D., & Zinkhan, G. (1990). In search of brand image: A foundation analysis. Advances in Con-
sumer Research. Association for Consumer Research (U. S.), 17(1), 110–119.

Dowling, G. (1986). Managing your corporate images. Industrial Marketing Management, 15(2), 109–115. 
doi:10.1016/0019-8501(86)90051-9

Dubois, B., & Rovira, A. (1998). Comportamiento del consumidor: Comprendiendo al consumidor (2nd 
ed.). Madrid: Prentice Hall Iberia.

East, R., Hammond, K., & Lomax, W. (2008). Measuring the impact of positive and negative word of 
mouth on brand purchase probability. International Journal of Research in Marketing, 25(3), 215–224. 
doi:10.1016/j.ijresmar.2008.04.001

Fornell, C., & Larcker, D. (1981). Evaluating structural equation models with unobservable variables 
and measurement error. JMR, Journal of Marketing Research, 18(1), 39–50. doi:10.2307/3151312

García, J., Fernández, J. G., Carrión, G. C., & Ruíz, D. M. (2012). La satisfacción de clientes y su rel-
ación con la percepción de calidad en Centro de Fitness: Utilización de la escala CALIDFIT. Revista de 
Psicología del Deporte, 21(2), 309–319.

Grace, D., & O’Cass, A. (2005). Service branding: Consumer verdicts on service brands. Journal of 
Retailing and Consumer Services, 12(2), 125–139. doi:10.1016/j.jretconser.2004.05.002

Gronroos, C. (1984). A service quality model and its market implications. European Journal of Market-
ing, 18(4), 36–44. doi:10.1108/EUM0000000004784

Gwinner, K., & Bennet, G. (2008). The impact of brand cohesiveness and sport identification on brand 
fit in a sponsorship context. Journal of Sport Management, 22(4), 410–426.

Hightower, R. Jr, Brady, M. K., & Baker, T. L. (2002). Investigating the role of the physical environment 
in hedonic service consumption: An exploratory study of sporting events. Journal of Business Research, 
55(9), 697–707. doi:10.1016/S0148-2963(00)00211-3



908

Brand Perception and Its Relation to Perceived Performance
 

Hollis, N., & Farr, A. (1997). What do you want your brand to be when it grows up: Big and strong. 
Journal of Advertising Research, 36(6), 23–36.

Howat, G., Absher, J., Crilley, G., & Milne, I. (1996). Measuring customer service quality in sports and 
leisure centres. Managing Leisure, 1(2), 77–89. doi:10.1080/136067196376456

Hudson, S., & Hudson, D. (2006). Branded entertainment: A new advertising technique or product place-
ment in disguise? Journal of Marketing Management, 22(5/6), 489–504. doi:10.1362/026725706777978703

INE. (n.d.). Spanish statistical institute. Retrieved on 26 may 2014, from http://www.ine.es/nomen2/
index.do

Keller, K. (1993). Conceptualizing, measuring, and managing customer-based brand equity. Journal of 
Marketing, 57(1), 1–22. doi:10.2307/1252054

Keller, K. L. (1998). Strategic brand management: Building, measuring, and managing brand equity. 
Upper Saddle River, NJ: Prentice-Hall.

Kelley, S. W., & Turley, L. W. (2001). Consumer perceptions of service quality attributes at sporting 
events. Journal of Business Research, 54(2), 161–166. doi:10.1016/S0148-2963(99)00084-3

Klein, N. (2001). No logo: El poder de las marcas. Barcelona: Paidós.

Kouthouris, C., & Alexandris, K. (2005). Can service quality predict customer satisfaction and behav-
ioural intentions in the sport tourism industry? An application of the SERVQUAL model in an outdoors 
setting. Journal of Sport & Tourism, 10(2), 101–111. doi:10.1080/14775080500223165

Kumar, V., & Shah, D. (2004). Building and sustaining profitable customer loyalty for the 21st century. 
Journal of Retailing, 80(4), 317–330. doi:10.1016/j.jretai.2004.10.007

Lee, G. C., & Leh, F. C. Y. (2011). Dimensions of customer-based brand equity: A study on Malaysian 
brands. Journal of Marketing Research and Case Studies, 1-10.

Lewis, R. C., & Booms, B. H. (1983). The marketing aspects of service quality. In L. Berry, G. Shostack, 
& G. Upah (Eds.), Emerging perspectives on service marketing (pp. 99–107). Chicago, IL: American 
Marketing Association.

Lindstrom, M. (2000). Así se manipula al consumidor. Gestion, 2000.

Low, G., & Lamb, C. Jr. (2000). The measurement and dimensionality of brand associations. Journal of 
Product and Brand Management, 9(6), 350–368. doi:10.1108/10610420010356966

McDougall, G., & Snetsinger, D. (1990). The intangibility of services: Measurement and competitive 
perspectives. Journal of Services Marketing, 4(4), 27–40. doi:10.1108/EUM0000000002523

Mikkelsen, M., Van Durme, J., & Carrie, D. G. (2003). Viewers talking about television advertising: 
a supplementary measure of advertising effectiveness. Paper presented at the 32nd EMAC conference, 
Glasgow, UK.

http://www.ine.es/nomen2/index.do
http://www.ine.es/nomen2/index.do


909

Brand Perception and Its Relation to Perceived Performance
 

Nuviala, A., Pérez-Ordas, R., Boceta Osuna, M., Grao-Cruces, A., Nuviala, R., & González Jurado, J. 
A. (2012). Quality, satisfaction and perceived value of users of public service sports. Movimento, 18(4), 
11–32.

Parasuraman, A., Berry, L. L., & Zeithaml, V. A. (1991). Refinement and Reassessment of the SERVQUAL 
Scale. Journal of Retailing, 67(4), 420–450.

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A conceptual model of service quality and its 
implications for future research. Journal of Marketing, 49(3), 41–50. doi:10.2307/1251430

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL: A multi-item scale for measuring 
consumer perceptions of service quality. Journal of Retailing, 64(1), 12–40.

Pérez Campos, C., & Alonso-Dos-Santos, M. (2013). La importancia de los atributos del servicio y el 
valor percibido en la predicción de la satisfacción de los espectadores de balonmano. Journal of Sports 
Economics & Management, 3(1), 33–46.

Quesada, J. L. (2014). El control municipal de las concesiones administrativas: El caso de los servicios 
e instalaciones deportivas. Auditoría Pública, 62, 63–81.

Quintanilla, I. (2002). Psicología del consumidor. Madrid: Pearson Educación.

Romaniuk, J., & Gaillard, E. (2007). The relationship between unique brand associations, brand usage 
and brand performance: Analysis across eight categories. Journal of Marketing Management, 23(3-4), 
267–284. doi:10.1362/026725707X196378

Schiffman, L. G., & Kanuk, L. L. (2005). Comportamiento del consumidor (8thed.). Pearson Educación.

Sharp, B. (1995). Brand equity and market-based assets of professional service firms. Journal of Profes-
sional Services Marketing, 13(1), 3–13. doi:10.1080/15332969.1995.9985201

Teruelo, B., & Solar, L. V. (2013). El deporte municipal en España: la revisión del modelo. In La gestión 
deportiva municipal en Iberoamérica: historia, teoría y práctica. Madrid: Librerías Deportivas Esteban 
Sanz SL.

Thwaites, D. (1999). Closing the gaps: Service quality in sport tourism. Journal of Services Marketing, 
13(6), 500–516. doi:10.1108/08876049910298766

Yong, W. J., Hernández, M. D., & Minor, M. S. (2010). Web aesthetics effects on perceived online 
service quality and satisfaction in an e-tail environment: The moderating role of purchase task. Journal 
of Business Research, 63(9-10), 935–942. doi:10.1016/j.jbusres.2009.01.016

Yoo, B., & Donthu, N. (2001). Developing a scale to measure the perceived quality of an Internet shop-
ping site (Sitequal). Quarterly Journal of Electronic Commerce, 2(1), 31–45.

Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value a means-end model and syn-
thesis of evidence. Journal of Marketing, 52(3), 2–22. doi:10.2307/1251446



910

Brand Perception and Its Relation to Perceived Performance
 

KEY TERMS AND DEFINITIONS

Brand: It is an intangible asset that represents the heart of what a company is.
Loyalty: It is a feeling and behavior of respect and commitment to a brand.
Public Sports Service: The provision of sporting activities by a public institution.
Satisfaction: It is an emotional response that occurs over the act of consumption.
Service Outcome: It is the result of the delivery of a service. It can be expressed in economic terms 

but also in social terms such as service quality, customer satisfaction.
Service Quality: It is the assessment of the superiority of a service.
Sports Management: A field of social science that deals with the organization and management 

of sport.

This research was previously published in Engaging Consumers through Branded Entertainment and Convergent Media edited 
by Jose Marti Parreno, Carla Ruiz Mafe, and Lisa Scribner, pages 202-220, copyright year 2015 by Business Science Refer-
ence (an imprint of IGI Global).
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ABSTRACT

Telugu film industry known as Tollywood, is making its mark in terms of rich contents and branding 
strategies and subsequently receiving the audiences’ acceptance to a greater extent. Making sequel of 
film has brought success to many of the films. The positioning of culture and brands has played a major 
role in the sequel of Telugu films in India. The films like Money - Money Money to Money Money more 
Money, Gaayam to Gaayam 2, Satya to Satya 2, Shankar Dada MBBS to Shankar Dada Zindabad, Rakta 
Charithra to Rakta Charithra 2, Mantra to Mangala and Mantra 2, Gabbar Singh to Sardaar Gabbar 
Singh, Baahubali: The Beginning to Baahubali 2: The Conclusion have made their landmark if culture 
and branding are taken into discussion. The making of such films has redefined the space of culture and 
brand endorsements. The chapter attempts to explore the sequel of Telugu films which have relevant 
pertinence to culture and branding in India.

INTRODUCTION

Making of sequels in Indian languages has a special space in the history of Indian film industry. There 
were cases when Bollywood sequels did well than their predecessors. The films like Dhoom 2 and Dhoom 
3, Lage Raho Munnabhai, Phir Hera Pheri, Aashiqui 2, Golmaal Returns and Golmaal 3, Dabangg 2, 
Housefull 2, Krrish and Krrish 3, Singham Returns and Tanu Weds Manu Returns did better than the 
previous films (Nandni, 2015). There are certain upcoming Bollywood film sequels like ABCD 3, Hera 
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Pheri 3, Tere Bin Laden Dead or Alive, Great Grand Masti, Dabangg 3, Son of Sardaar 2, Kya Kool 
Hain Hum 3 based on the success of their previous films which are to be announced soon (‘10 Upcom-
ing Bollywood Film Sequels You Shouldn’t Miss,’ n.d.).

Tamil film industry, Kollywood created sequels - Jaihind 2, Japanil Kalyanaraman, Jithan 2, Kanchana 
2, Ko 2, Krodham 2, Vennila Kabaddi Kuzhu 2, Vishwaroopam II, Pizza II: Villa, Pulan Visaranai 2 
have the track record of doing better. When a film does well in Kannada film industry, Sandalwood, 
there are fair amount of chances to go for sequel film (Christopher & Suresh, 2017; Joy, 2013). Certain 
landmark sequels - Mungaru Male 2, Savaari 2, Care of footpath 2, Huchcha 2, Uppi 2, Ayya 2, Bachchan 
2, Dandupalya 2 in this industry have been well accepted by the audience.

The Telugu film industry, Tollywood is cashing in on film by making sequels. To name a few are 
Kick 2, Arya 2 and Bahubali-The Conclusion. Studies find that the culture of sequels has gripped the 
industry (‘Sequel fever grips Telugu cinema,’ 2017). Sometimes it is the director or lead character as 
a symbol of brand in the film leads to make a sequel of the previous one. It is also found that to cope 
with the bad phase of one’s career, the celebrities take the shelter of making sequel (‘Nani coming with 
Sequel of his Hit Movie,’ 2017).

From the above discussion, it can be said that major regional film industries including Tollywood are 
making sequels, keeping in mind the success of the original films. The present chapter focuses on the 
branding aspect of films. The branding could be the entire film, director or any lead character in the film.

CULTURE, FILM AND BRANDING: A THEORETICAL REVIEW

It is imperative to discuss certain concepts and theories pertaining to branding in the domains of films. 
Daragh O’Reilly and Finola Kerrigan (2013) in their study ‘A View to a Brand: Introducing the Film 
Brandscape’ assert that the socio-cultural approach to branding is essential. It is a common practice in 
film marketing that marketability and playability have engagements with marketplace. Marketability refers 
to the strengths of a film to its target audience. On the other hand, playability is all about the audience’s 
response to the film (Kerrigan, 2010).

In their findings, Holly Cooper, Sharon Schembri, and Dale Miller (2010) claim that brand narrative 
is a multivariate construct the culmination of a multitude of different influences which have bearings 
on buyers and sellers. As result, consumers attempt to link social and contextual meaning to products 
and brands through observations of certain brands displayed in the films. In addition, D. Jobber (2004) 
has rightly observed that successful brand narratives possess the elements of clarity, consistency, com-
petitiveness and credibility.

Yi Zhang (2015) underlines that the brand image has heavy bearings on brand equity which is related 
to the consumer’s general perception and feeling. This strategy is used by filmmakers to market the 
audience for their films. M. Lorenzen and F. Ta¨ube (2008) and P. K. Nayar (2009) explore that the star 
plays a greater role in making a film box office hit in Hindi cinema. It can also be applied to Tollywood 
in probing the complex nature of the space of culture and brand in sequel of Telugu films in India.

The current chapter attempts to study the space of culture and brand in sequel of Telugu films. The 
present research of qualitative in nature has considered certain sequel of certain films to understand the 
space of culture and branding in filmmaking in Telugu language.
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SELECTED SEQUELS, CULTURAL SPACE AND BRANDING

Sequels are not new in Tollywood but they receive mixed response at box office with several of them 
becoming big disasters. Only a few could achieve success like their predecessors, where theoretically 
recognized strategies are applied to enable the marketability and branding of sequels.

Depending upon the success of films, sequels are planned and the success of sequel depends upon 
the success of its predecessor. Branding of the film also helps in marketing of the sequel, but it doesn’t 
ensure its success. The present study discusses about sequels of popular movies in in Tollywood. A 
comparative study of some well-known original and sequels in Tollywood has been discussed as below:

Kick and Kick 2

Kick and its sequel Kick 2 are action comedy films directed by Surender Reddy with the protagonist 
played by Ravi Teja in both versions and are released in 2009 and 2015 respectively. While Illeana 
D’Cruz paired Ravi Teja in Kick, Rakul Preet Singh donned the role in Kick 2. Kick has become one of 
the biggest hits in Telugu industry in 2009 and stabilized the positions of Ravi Teja and Illeana and they 
continued to attract more roles after its success. The component of esteem as a brand asset evaluator 
(Aaker, 1991) made Ravi Teja and Illeana popular.

Comedy and action part kept the audience hooked to the Kick. However, the same success could not be 
met with Kick 2 though it remained one of the highest grosser with Rs 65 crore revenue, still it remained 
one of the biggest flops of 2015. Kick 2 budget amounted to Rs 40 crore. The teaser of Kick 2 released 
to mark the birthday of Ravi Teja has been viewed by one million on YouTube within five days. The 
audience response has shown film brandscape (Kerrigan, 2010; Zhang, 2015). The eccentric character 
played by Ravi Teja experimenting in life for an extra thrill (which he called as kick) has become one 
of the mannerisms of the reel heroes in other movies and has become a phenomenon and culture and is 
endorsed by actors and has become a brand for itself. However, the hero could not be seen beyond the 
gravity of the film (Cooper, 2010 & Nayar, 2009).

Arya and Arya 2

Arya is an action romantic comedy film directed by incumbent director Sukumar, starring stylish star 
Allu Arjun, Anu Mehta, Shiva Balaki and Subbaraju. The film produced by Dil Raju with a budget of 
Rs 4 crore was released in 2004 and turned to be a biggest blockbuster in 2004, amassing Rs 18 crore. 
The film is about two boys in love with a girl and was remade into several languages including Badha 
(Bengali) in 2005, Pagala Premi (Odia) in 2007 and the Dhanush starrer Kutty (Tamil) in 2010. The film 
catapulted Allu Arjun into stardom. As a brand asset valuator (BAV), the components of differentiation 
and esteem (Aaker, 1991), made him a brand in the industry. The film was dubbed into Malayalam and 
released in Kerala with same title and became an instant hit. Allu Arjun became a known figure in Mol-
lywood by the title of the film. The film was also dubbed into Hindi as Arya Ek Prem Pratigya. This has 
shown that the socio-cultural approach of the film as a brand (O’Reilly & Kerrigan, 2013) clicked and 
gained the audience response (Kerrigan, 2010).

The film has established both director Sukumar and lead actor Allu Arjun as top director and hero and 
had a brand of its own due to several characteristics including the craze towards the film and its accep-
tance in other languages. Audio became famous and kept its music director Devi Sri Prasad in top league.
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The film has become a huge hit among the youth. As the film has got relevance from the acceptance 
of the youth which measures the breadth of a brand’s appeal (Aaker, 1991). The song Aa Ante Amala-
puram has become an instant hit not only in Andhra Pradesh, and Telangana but also in Maharashtra 
and the film bagged Filmfare award for best director to Sukumar and Nandi awards for best director to 
Sukumar and special jury award to Allu Arjun.

Arya 2, the sequel to Arya released in 2009 was also directed by Sukumar with Allu Arjun, Kajal 
Agarwal, Navdeep, Shraddha Das and Brahmanandam in lead characters. The film produced by Aditya 
Babu and Bhogavalli Prasad failed to draw audience and proved to a disaster at the box office. However, 
the interesting aspect is that the film retained its brand image and was dubbed into Malayalam with same 
title and released with 100 prints and turned to be the biggest blockbuster getting an opening similar to 
Malayalam superstars Mammootty and Mohanlal in Kerala.

Allu Arjun’s earlier release Arya has been dubbed into Malayalam and he became famous and popular 
than other Malayalam actors like Prithviraj and Jayasuriya. For the dubbed version, some scenes were 
re-shooted with Malayali-based scenes. Right from Arya’s success in Malayalam his other movies were 
released in Malayalam and became hit, increasing his market and making him a star in Mollywood. Allu 
Arjun, fondly called as Bunny, has become a phenomenon and a youth icon in Kerala. Huge cutouts 
were put up during the release of his movies and this could be attributed to the brand image set by Arya 
and Arya 2.

Arya 2, though failed in Telugu, was dubbed into Tamil and Odia with same titles and into Hindi as 
Arya: Ek Deewana. The film was remade in Indo-Bangladesh joint film as Ami Shudhu Cheyechi Tomay 
and was remade in Bangladesh as Ajob Prem. This film has improved the brand image of Sukumar as 
an ace director and established Allu Arjun as the most sought-after actor not only in Telugu but also 
in Malayalam where he has huge following forcing him to reshoot several of his later movies with Ma-
layalam sequences so as to entertain his Malayalam fans, retain the nativity, and also to keep his brand 
image in Mollywood.

Arya and Arya 2 has helped and shown a path to future filmmakers in Telugu industry to expand 
to new horizons just like several Tamil movies getting dubbed into Telugu and released giving a tough 
competition to the local film industry. It is Arya which has set the trend of dubbing movies getting a 
sizeable chunk of revenues at box offices in Malayalam film industry.

The song has been treated as esteem brand (Aaker, 1991) which measures how well the brand is 
regarded and respected. The song Ringa Ringa from Arya 2 became very famous and was played in 
cricket stadiums during breaks of Indian Premier League (IPL) and Cricket World Cup 2011 matches. 
The remake of Ringa Ringa was reflected as the song named Dhinka Chika, by music director Devi Sri 
Prasad in the Bollywood film Ready, starring Salman Khan.

The film Arya 2 bagged Filmfare awards for best female playback singer in Telugu Priya Hemesh 
(Ringa Ringa) and best dance choreographer Prem Rakshit (Mr Perfect song). The film encouraged film-
makers to recreate love stories with feel good factor. Arya and its sequel helped in focusing on youthful 
love and romantic films not only in Telugu but in Malayalam, Odia and Tamil. Even Bollywood copied 
the culture attracted by the brand image of Arya and many films were churned out on the similar themes. 
In a sense, it has become a trend for a few years in the film industry.
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Gabbar Singh and Sardar Gabbar Singh

The film Gabbar Singh with Pawan Kalyan and Shruti Hassan as lead characters was released in 2012 and 
collected Rs 150 crore, becoming one of the highest blockbuster films in the Telugu industry. Directed 
by Harish Shankar and produced by Bandla Ganesh, the film is a remake of Hindi blockbuster Dabaang 
starring Salman Khan. The film is about a cop who renamed himself as ‘Gabbar Singh’ the famous villain 
in Sholay and a cult figure, revolting against a dreaded don. Though it is remake of Dabaang, only the 
theme was taken and several new scenes were included like ‘Antaksari’ and ‘Kabaddi’, which became 
an instant hit. The ‘Antaksari’ scene was recreated in Venkatesh and Ram’s film Masala (2013). Pawan 
Kalyan’s dialogue Naku Konchem Thikka Undi, Kani Daniko Lekka Undi’ (I am crazy, but my crazi-
ness has a calculation) has become quite popular and several actors and comedians in several movies 
thereafter have used the dialogue. The song Kevvu Keka featuring Malaika Arora Khan has become very 
famous. It reflects that stardom as a brand gained huge audience response (Zhang, 2015) and defined 
the box office hit in Tollywood industry.

Gabbar Singh catapulted Shruti Hasan into stardom since it was her first Telugu film. This situation 
can be recognized as differentiation, a component of brand asset valuator (Aaker, 1991). Shruti has be-
come the most sought-after star in the film industry. The film won Filmfare South for Pawan Kalyan for 
best actor and Devi Sri Prasad for best music player and Vaddepalli Srinivas (Pillaa) for best playback 
singer (male). The songs have become titles of the movie like Kevvu Keka (2012), Gunde Jaari Gal-
lanthayyinde (2013) and Pilla Nuvvu Leni Jeevitham (2014). The song Kevvu Keka was also parodied 
in Atharintiki Daaredi (2013).

As the film was familiar and intimated the consumers with the hero Pawan Kalyan, the component 
of knowledge measurement of brand asset valuator can be contextualized (Aaker, 1991). Gabbar Singh 
has become a cult film for Pawan Kalyan and a sequel was released as Sardaar Gabbar Singh produced 
by the actor himself along with Sharrath Marar in association with Eros International in 2016. However, 
it could not the enthuse audience and got mixed responses and could not match up to its predecessor. 
Though the film was opened to a record opening collection, second highest in Tollywood after Baahu-
bali: The Beginning, it could garner a total revenue of only Rs 100 crore. It was the first Telugu film to 
be released in a maximum number of countries i.e., 42.

In a sense though Sardar Gabbar Singh has piggybacked on the original film, but failed to recreate 
its magic. The poor storyline, lack of script and screenplay have been attributed to the failure of the 
film. This shows that the brand image alone could not rescue a film, but the basic ingredients like good 
script, tight screenplay and excellent storyline would help in the success of the film. It is not a surprise 
that the screenplay and story was written by Pawan Kalyan himself for Sardaar Gabbar Singh. Except 
for a few songs, the film has no impact on the audience. Pawan Kalyan mannerisms and the craziness 
and carelessness attitude has become the phenomenon among the fans and people started imitating the 
mannerisms exhibited by the power star in real life. Youth has got attracted towards Pawan Kalyan for 
his mannerisms and carefree attitude and his punch dialogues were imitated during normal discussions. 
Though the film was a flop it has not dented the brand image of the actor and his in-film branding con-
tinued with companies and brands trying to show the actor, using their products and services.
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Money; Money Money; and Money Money, More Money

Money is an out and out comedy film, directed by Shiva Nageswara Rao and produced by Ram Gopal 
Varma, released in 1993 and became a huge hit. The film cast includes J.D. Chakravarthy, Chinna, Jaya-
sudha, Paresh Rawal, Renuka Sahane, Brahmanandam and others. Its success has promoted the producer 
to make a sequel Money Money (1995) with the same cast. Jagapathi Babu and Urmila Matondkar who 
are the lead characters in Gayam played cameo roles in this film. The film was a huge hit at box office. 
However, its sequel Money Money, More Money directed by J. D. Chakravarthy and produced by K. 
Satyanarayana was released in 2011 and became a huge flop. The audience could not differentiate the 
brand as a component of brand asset valuator (Aaker, 1991) and ultimately the sequel did not click in 
the film industry. The lead role was played by Brahmanandam. Brahmanandam’s role as ‘Khan Dada’ 
has become a huge success and it has become a brand image for the three movies and remained a major 
attraction to the sequels. All the movies revolved around the kidnap of the rich man for ransom and the 
theme became a hit and was followed by filmmakers. Kidnappings and the people running after earthly 
things have become the theme and a culture for other movies to follow suit.

While the first two films were huge hit at the box office, the second sequel Money Money, More 
Money was a huge disappointment. Storyline being quite different from its earlier sequels and the change 
in cast including the director and the producer could be attributed as the reasons for its failure. There was 
not touch of the original film and the brand image of the predecessor could not be carried by the sequel. 
However, the films created a brand image for the genre of comedy films which has ruled the roost for 
nearly one decade with several filmmakers focusing on the theme. Even the main actors are forced to 
enact comedy scenes to evoke laughter and the sequels have completely changed the approach towards 
comedy in films. Filmmakers have started incorporating comedy scenes within the storyline and not as a 
separate track like before. In a sense, comedy has become an integral part of Telugu films and this trend 
and the brand image has been created by Money, and its sequels. However, the second sequel failed to 
evoke response due to the absence of a proper storyline and script and screenplay.

The film Money was remade in Hindi as Love Ke Liye Kuch Bhi Karega and is based on English 
movie Ruthless People. Money Money, More Money is a remake of Hindu film Darwaza Bandh Rakho 
(2006). This shows that Money Money, More Money is not an original sequel but a remake.

Shankar Dada and Shankar Dada Zindabad

Shankar Dada MBBS and its sequel Shankar Dada Zindabad are remakes of super hit films Munna Bhai 
MBBS and Lage Raho Munna Bhai. They were released in 2004 and 2007 respectively, and Tollywood’s 
most popular actor and Megastar Chiranjeevi was the lead actor in both the films. Directed by Jayanth 
C. Paranjee and produced by Akkineni Ravi Shankar Prasad, Shankar Dada MBBS became one of the 
biggest blockbusters in 2004 and Chiranjeevi and Srikanth bagged Filmfare awards for best actor and 
best supporting actors respectively. In both the films, Chiranjeevi played the role of a goon and dons 
the role of a doctor and professor following Gandhian principles to impress upon his ladylove. While 
Shankar Dada became a huge hit, its sequel got mixed response but still garnered Rs 80 crores against 
the budget of Rs 30 crore. This shows the brand image of the film and the actor. The components of 
brand asset evaluator - differentiation, relevance, esteem and knowledge – (Aaker, 1991) made the hero 
and film popular.
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The film also portrayed the protagonist shedding his negative image and donning the role of a Good 
Samaritan helping the people in need. The films showcased the brand image of peacefulness and also 
the usefulness in helping others and their messages has struck an instant chord with the audience. The 
Gandhihiri propogated in Shankar Dada Zindabad has become a phenomenon among the people who 
have started practicing the principles of Gandhi and Ahimsa. In a sense, it has propagated non-violence 
and remained a brand for it.

Emami roped in Chiranjeevi as its brand ambassador to endorse its Navratna oil in 2005 after the 
blockbuster Shankar Dada MBBS. Though this film, Chiranjeevi gained audience acceptance (Zhang, 
2015) again. He continues to be icon of Telugu film industry remaining in top slot for several decades. 
His calm composure, dedication, hard work remained a brand for the film and also for the endorsement.

Rakta Charitra and Rakta Charitra 2

Rakta Charitra (Bloody History) is a political crime thriller based on the life of political leader Paritala 
Ravindra and directed by Ram Gopal Varma, popularly known as RGV. The film, simultaneously made 
in Hindi and Telugu, was shot at a time and released in two parts within a gap of two months i.e., Rakta 
Charita on October 22, 2010 and Rakta Charitra 2 on December 3, 2010. It is a new experiment done 
by RGV and both the movies became blockbusters at the box office. The film is about the life history of 
Paritala Ravindra, depicting gory violence and won accolades from critics. Abhimanyu Singh donned 
the role of Bukka Reddy received critical acclaims for his terrifying villainous acts and his role fetched 
him several negatives characters in all south Indian films later. Rakta Charitra 2 is a true sequel to its 
predecessor and both the films portrayed the real life violence in a realistic manner and exposed the 
bloody political culture (Aaker, 1991) existing in the country. Several movies though portrayed political 
violence, Rakta Charitra remained a brand in this sense and no film has come nearer to it in reflecting 
the political culture and the violence involved.

The socio-cultural approach (O’Reilly & Kerrigan, 2013) towards the film as brand worked for the 
making of the film Rakta Charitra. The film depicted the culture of faction violence in the Rayalaseema 
region of Andhra Pradesh in the backdrop of the feud between Paritala Ravi and Maddelacheruvu Sury-
anarayana Reddy also known as Suri. Instead of glorifying the culture of faction violence like other films 
where the protagonist himself involved in violent killings, these two films have realistically shown the 
culture of violence and exposed the nexus between politicians factionists and policemen in the region 
and how this being used for political mileage.

Baahubali: The Beginning and Baahubali 2: The Conclusion

Baahubali (One with strong arms) is a mega epic socio fantasy bilingual movie (Telugu and Tamil) 
directed by ace director S.S. Rajamouli and produced by Shobhu Yarlagadda and Prasad Devineni 
under Arka Mediaworks with a budget of Rs 180 crore and was released worldwide on 4,000 screens 
(1,600 screens in Telugu, 1,500 screens in Hindi, 350 in Tamil and 225 screens in Malayalam) on July 
10, 2015, becoming the highest grosser within Indian (Rs 500 crores beating PK collection of Rs 440 
crores) and the third highest grosser in the entire Indian film industry with a whooping collection of 
Rs 650 crores. The cast includes Prabhas, Rana Daggubati, Ramya Krishna, Tamannah Bhatia, Nassar, 
Satya Raj, Anushka Shetty, Sundeep and Prabhakar. Music is by Rajamouli’s brother M.M. Keeravani. 
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It is about the mythical kingdom Mahishmathi and a fight for throne by two brothers. It lacks narrative 
due to the making of the movie in two parts and to create suspense and curiosity, there seems to be some 
among the audience.

The film has completely changed the perception about the Indian film industry abroad. The film in 
particular has become popular because of differentiation, relevance, esteem and knowledge, components 
of brand asset evaluator (Aaker, 1991). Involving the cost of the production, the movie which was started 
as a Telugu-Tamil bilingual has been translated into several languages not only in India but also abroad 
to recover the investment and to expand the movie brand and the domain of Tollywood. Film director in 
an interview said that the film was dubbed into several languages after receiving tremendous positive 
response across India and in foreign countries. Noted Bollywood director, television personality and TV 
show host Karan Johar has been roped in to market the film in the Hindi speaking states of northern India.

The movie received critical acclaims from the western media, including The Guardian, Huffington 
Post, Screen Daily, and The Hollywood Reporter praised the technical values involved in directing the film 
and the performance of the actors. It was possible because of branding of the film in India and abroad.

However, there is criticism over the film being selected as the best feature film in the 63rd National 
Awards. Girish Kasaravalli, one of the pioneers of parallel cinema, criticized the movie for its insensitive 
portrayal of the subaltern communities in the film and also insulting the tribal people, by picturising 
them as uncivilized, and this has created uproar on the social networking sites also (Khajane, 2016). 
There is also a cultural connotation given to the movie with several on social networking site Twitter 
tweeting #Baahubali that it is an answer to all anti-Hindu crooks.

Baahubali’s team has decided to launch a series of animated version with its chapter titled Baahu-
bali: The Lost Legends being released on the Amazon Prime Video. The series is created by Rajamouli, 
Graphic India and Arka Mediaworks. A book was also planned on the film. The first part of the trilogy 
titled The Rise of Shivagami was written by Anand Neelakantan.

The makers of the film are leaving nothing to chance when it comes to licensing and marketing of the 
film and are flooding the market using merchandise mix and focus is on apparels, figurines, personalized 
debit cards, posters, mugs, badges, laptop skins, coasters, canvas prints, phone covers and accessories 
and VR glasses.

The director has created a lot of suspense on why commander in chief Kattappa killed King Amaren-
dra Baahubali and to create curiosity and keep the audience in guessing for his second part the suspense 
part has not been revealed. Also a hashtag ‘#WKKB Why Kattappa Killed Baahubali’ was launched 
with fans in large numbers discussing about the reasons and why Kattapppa killed Baahubali. This is a 
new kind of publicity and an innovation ushered in by the director and which the audience has accepted. 
This has also kept them hooked to the suspense till the release of the second and concluding part of the 
film which released on 6500 screens all over the world on April 28, 2017.

Apart from creating a buzz about the movie not only in the northern states and overseas, the produc-
ers released the trailer on YouTube and distributors track the number of views and allot screens to the 
movie and this has become success for the film. The film producers have started following this trend as 
it helps in lowering the cost of marketing for the film.

The original plan was to shoot the two parts of the movie and release them within three months 
but the idea was withdrawn with the increase in production costs and budget problem and a year was 
considered ideal to release the sequel. The film also experimented in developing a fictitious language, 
Kilikili language used by the Kalakeya tribe, the first of its kind in Indian film.
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It was dubbed into Japanese and released in Japan and into Deutsche version of the film Ich Bin 
Baahubali released in Germany evoked poor response and could not replicate its success achieved in 
other European countries. The film was screened at Brussels International Fantastic Film Festival. The 
pre-launch marketing strategy employed by the movie makers helped in creating a hype and the scale of 
the movie and helped in people developing a sense of curiosity.

Huge budget has been earmarked for pre-launch and post launch promotion campaign. The entire 
shooting was done at Ramoji Film City, providing a brand image to the studio in the lines of Universal 
Studio in Hollywood. The Telugu media which is one of the largest media in the country has readily 
lapped the Baahubali and has provided more than necessary coverage to the film right from the starting 
of the movie and till its successful run. What needs to be understood here is that the entire film was shot 
in Ramoji Film City whose owner is Ramoji Rao who owns Eenadu Group Media. Baahubali was given 
wide publicity in the Eenadu Telugu newspaper and ETV and also other media and this has helped in 
building an image of brand for the movie. Since it was tipped to be the largest budget movie, focus was 
obviously more. However, the film has proved beyond doubt the capability and the caliber of the Indian 
film industry in general and Telugu film industry in particular. It has proved that the Telugu films are 
no below the Hollywood films when it comes to standards. The Indian industry will be looked as movies 
before and after Baahubali.

Baahubali 2: The Conclusion has started creating ripples with its trailer getting 100 million views, 
becoming the most viewed Indian film trailer on YouTube (‘‘Baahubali 2: The Conclusion’ trailer gets 
100 million views,’, 2017). The film remained the most anticipated sequel in the history of Indian film 
industry and credit goes to the branding and marketing strategies adopted by the filmmakers. A huge 
suspense was created on why commander in chief Kattappa killed King Amarendra Baahubali and to 
create curiosity and keep audience guessing, the suspense part was not revealed in the first part. Also, a 
hashtag ‘#WKKB Why Kattappa Killed Baahubali’ was launched with fans in large numbers discussing 
about why Kattapppa killed Baahubali. This is a new kind of innovation, publicity and branding ushered 
in by the filmmakers which the audience accepted. This has also kept them hooked to the movie till the 
release of its sequel on 6500 screens all over the world on April 28, 2017.

Mother of all sequels is Baahubali 2: The Conclusion as filmmakers doesn’t dare plan a sequel with 
heavy expectations and doesn’t spend than the original. However, all these rigid parameters set have been 
broken with impunity with the making of the sequel to Baahubali. It is not a sequel out of compulsion 
but of convenience, as filmmaker’s inability to tell entire story of Mahismathi kingdom has forced him 
to divide the story into two parts and to ensure that suspense element remained intact he designed and 
edited portion of film to suit the audience so that they don’t get bored but glued to the screen without 
looking into these aspects. That’s the reason why suspense over ‘Why Kattappa’s Killed Baahubali’ was 
manufactured and kept viewers guessing.

The release of the sequel has broken several records in the history of Indian film industry (Malva-
nia, 2017). It happened because mostly of the film and its director as brands. The components of brand 
evaluator – differentiation, relevance, esteem and knowledge- (Aaker, 1991) resulted in the film into the 
number one film in the entire nation. Brand self-identity narratives (Cooper, Schembri & Miller, 2010) 
in two of films attempted to gain audience response (Kerrigan, 2010). Moreover, the features of clarity, 
consistency, competitiveness and credibility emanated successful brand narratives (Jobber, 2004).
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CONCLUSION

Branding has to be a continuous process and should never depend on market forces but on the self-
promoting aspects which is the secret of the success of Baahubali 2: The Conclusion. The filmmakers 
have kept tempo and world among people without escaping to relax and it can be termed as a true sequel, 
wherein filmmakers even while making original has in mind about the sequel and adopted film accord-
ingly. Same was not with other films, wherein sequels have been planned after a few years and people 
find it difficult to correlate with the original and there are heavy expectations due to the hype created 
after the original film. Also the sequels failed to capitalize on the popularity of the original and this 
could be due to the change in the crew and the change in storyline. The sequels that worked out with 
same crew tasted success i.e., Money and Money Money and once the director and cast changed, as was 
done with Money Money, More Money, it proved to be failure. This could be mainly due to the lack of 
proper supervision over the storyline, script screenplay, branding and urgency to cash in on the original 
film. Arya and Arya 2 both achieved success due to the same film crew who has created a brand of his 
own with the movie and that continued in the sequel also helping in the success of the movie. So the 
brand image of the predecessor also helps in the success of the sequel. This has proved with Shankar 
Dada MBBS and Shankar Dada Zindabad. Cultural aspect also remains crucial as many of the sequels 
which failed at box offices were planned after a gap of nearly four of five years. People could not con-
nect with the films and the brand image. Rakta Charitra and Rakta Charitra 2 proved success as they 
were released within a short span of two months, a record of sorts in the film industry.

Baahubali: The Beginning and Baahubali: The Conclusion has also succeeded due to the existing 
of clarity in the making of the film. Also, to keep the audience and people occupied with the movie, 
the filmmakers released the videos, posters and endorsements of the film in regular intervals so that 
the brand image of the film doesn’t fade away from the memory of people. In a sense, Baahubali has 
invented new innovations in marketing and branding of the films and has not left any media, making it 
the most hyped, branded, marketed movie in the history of Indian film industry. Ram Gopal Varma’s 
tweet on Baahubali 2: The Conclusion “When a elephant like film comes, other film making dogs bark. 
But Baahubali being a dinosaur, dogs, tigers and lions also gone hiding” speaks volumes of the success 
of the sequel of Baahubali. It could be rightly said that the sequel of Baahubali has carved out niche in 
the space of culture and branding in the domain of Indian film industry.

The chapter tried to generalize on the basis of experiences from Tollywood, the importance of brand-
ing of the cast, director, songs, dialogue of the original movie for increasing the index of success of 
its sequels. All said and done it must be appreciated that it is the taste, preference and opinion of the 
audience which is the prime cite that branding seek to influence. Thus the chapter concludes that the 
extent of branding out-reaches and languages of branding are the areas where film-branding experts and 
analysts must focus more attention in the days to come.
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ABSTRACT

In their communication with the external target market, companies strive to draw the target market’s 
attention in terms of how the companies, their activities, and the quality of their product services are 
viewed from outside. Therefore, anything that serves to improve company reputation will contribute 
positively to the company image. This, in turn, will lead to the provision of brand loyalty. This is why 
companies are organizing activities to reinforce and strengthen their institutional reputation. That the 
company has a strong reputation creates a positive image in the internal and external target groups. It 
increases the trust felt for the brand. One of the focus areas of public relations, reputation management, 
contributes to the recognition of company and brand, and this, in turn, brings institutional reputation in 
the long run. This chapter deals with public relations, institutional reputation, brands, and brand loyalty 
and aims to show the importance of institutional reputation management in building brand loyalty.

INTRODUCTION

Brand is an aggregate of concepts that represent an organization. The concept of the brand is inclusive 
of all details product quality, its association that rings in people’s minds, characteristics of the target 
market, the identity of the company, and consumers addressed (Cop and Bas, 2010). In order for a brand 
to be different from its competitors, a number of elements are used, namely, a symbol, a logo, a slogan, 
brand identity, brand personality etc. In addition, after utilizing these elements, institutional reputation 
management takes its turn to impress the attitudes and behaviors of the internal and external target 
markets and distinguish the brand from its competitors. Institutional reputation is of great importance 
for organizations. The mass of inner market is also the potential customers. A strong organization and 
brand reputation in the eyes of employees will enable the company to reach the external target market 
because a healthy internal communication will result in happy employees. This happiness, then, finds 
its way to external stakeholders through word of mouth. So, both the internal and external stakeholders 
will contribute to the reputation and image of the organization in the eyes of the target market.
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In their communication with the external target market, companies strive to draw the target market’s 
attention in terms of how the companies, their activities, and the quality of their product services are 
viewed from outside. Therefore, anything that serves to improve company reputation will contribute 
positively to the company image. This, in turn, will lead to the provision of brand loyalty. Institutional 
reputation, in a nutshell, is defined as a general opinion, fame, good name, esteem and the like that 
are formed as a result of superiorities or deficiencies of a person, group, organization, institution, and 
company (Unlu, 2015). In addition, institutional reputation is the reward for being a company “liked and 
admired” by society. This is why companies are organizing activities to reinforce and strengthen their 
institutional reputation. Those companies which are aware of the importance of institutional reputation 
are always one step ahead of others, which is why they always act in a coordinated and planned way 
because institutional reputation is a serious issue and it should not be done otherwise. That the company 
has a strong reputation creates a positive image in the internal and external target groups. It increases 
the trust felt for the brand.

An increase in the reputation of the company and the brand helps build brand loyalty in custom-
ers because customers always prefer a brand or a company that is reputable, well-known, and reliable. 
Building and growing loyalty benefit the company financially, too. To mention brand loyalty briefly, 
one can define it as the intention to buy, to be willing to pay more, and to recommend the brand to those 
around them. As far as this definition is concerned, it is the interest shown by customers to the brand or 
company. It can also be called as a connection that is formed between the two parties in time. Custom-
ers and brands are attached toward each other emotionally, and customers redesign their lifestyle on the 
basis of features assigned to their brand.

There are two dimensions that brands utilize to build brand loyalty, namely public relations and 
marketing. For example, ads have a short-term impact in terms of brand recognition because people are 
subject to too much information in their daily lives. Similar brands may have similar ads, which may 
cause people to forget ads and brands among this bombardment of information. Public relations may have 
a key role at this point because it adds to the image and reputation of the brand through its long-term 
activities. One of the focus areas of public relations, reputation management contributes to the recogni-
tion of company and brand, and this, in turn, brings institutional reputation in the long run. Marketing, 
on the other hand, involves pricing ideas, items, and services, planning their promotion and its distribu-
tion, and following their application and inspection processes with a view to creating changes that fulfill 
individual and organizational goals. In this perspective, public relations, advertising, and marketing are 
managed together. Marketing aims to make a profit. The main goal is to market the company, brand or 
product and increase sales. Advertising helps marketing achieve its goals while public relations aims 
to strengthen the company reputation and image and make profit indirectly, though. So, what is aimed 
is eventually making a profit by creating a reputation and a good name as a result of techniques and 
institutional reputation management by public relations and by building brand loyalty that ensues. This 
is the very reason why marketing and public relations should work together.

This study deals with public relations, institutional reputation, brands, and brand loyalty and aims to 
show the importance of institutional reputation management in building brand loyalty.

Institutional Reputation Management

Overall, reputation builds the perceptions of both employees of the organization andcustomers, also 
known as external stakeholders. Literature review reveals that there are various definitions of the term; 
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To exemplify, originally Arabic, the word reputation signifies being venerated, valuable and trustworthy, 
and respectability and prestige (The Turkish Language Institution Turkish Dictionary, 1992). Intellectual 
insight into reputation calls for knowledge of the other definitions, as well. At this point, reputation is 
an asset that expedites financial investments and organizational growth (Jackson, 1997).

Reputation is a product of the interaction between institutional values and societal values (Sherman, 
1999). According to these definitions, reputation has a positive impact on customers, social stakeholders, 
intermediaries, and competitors. For instance, it would bring prestige to a company to look as a reliable 
and benevolent company that easily adapts to novelties. This prestige will bring positive feedback to the 
company both economically and socially. For instance, reputation will have a positive effect on issues 
such as increasing the sales, earning trust when entering a new sector, finding financial investors, and 
calling the attention of suppliers. According to Fombrun (1996), reputation is defined as “the aggregate 
corporate value a company has with all its components” (Fombrun, 1996). This would mean that what 
leads to reputation is the sum of a symbol, a logo, a slogan, an emblem, company identity, and corporate 
value.

Target market always prefers reputable brands and companies with brand distinction because they are 
deemed trustable by customers. Another definition of the term reputation signifies that consistency of a 
company in its actions and words plays an important role in building it. If consistency is lacking in their 
actions and words, then that company can attain neither reputation nor brand loyalty. For example, if a 
company claims to be respectful of animal rights while it hurts animals in its plants, then its reputation 
will be shaken since there will be an inconsistency between what it says and what it does, leading to 
blemish in its reputation. This will economically have an adverse effect on the brand.

Reputation means being trustworthy among internal and external groups. It is a sensitive value that 
can be attained in a long period of time but can be lost in a short time thanks to a wrong behavior. While 
institutional reputation was initially regarded as a small concept in the world of communication, it is 
viewed as “the whole of actions that have been transformed into signs of trust between the society and 
companies” today (Kadıbesegil, 2006). Therefore, companies, brands, and institutions need to pay at-
tention to their words and actions in order not to lose their reputation or cause loss of trust against their 
internal and external audiences. Those which do not may encounter economic difficulties when they 
take action to the contrary.

Just like companies make extremely sensitive decisions when managing their financial accounts, 
so, too, they show the same sensitivity to their reputation. Healthy institutional reputation calls for a 
well-managed institutional reputation (Jones, Jones and Little, 1998). Reputation management can be 
defined as the planned work of the incentives to protect and increase institutional reputation (Campiranon, 
2007). It is a difficult process because everybody is new in this field and there is too much information 
to control. As a result, it must be managed rather meticulously.

Reputation management is also defined as the process of controlling and manipulating ideas, informa-
tion, and emotional responses concerning the organization of internal and external stakeholder groups 
i.e. employees and customers, investors, shareholders, and suppliers. One may think of reputation as 
inner and outer appearance and, of reputation management, as its holistic planning. Its management 
must be based on a plan. This must be provided by a coordinated work of departments as long term and 
seasonal plans. While future goals are set in the long run, seasonal plans should not be neglected because 
environmental, political, competitive, and changing conditions give way to changes in company plans. 
This is why strategies must be devised for institutional reputation management. An institution’s reputa-
tion is never to be taken lightly and must be directed to be operated in a coordinated and planned way.
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There are many types of research into business management today. Particularly since the 1990s, there 
have been many books written, articles published, scientific conventions held and reputation indexes 
created on reputation management. The most recent studies on institutional reputation management 
revealed that there is a positive relationship between good reputation of a business and its financial 
performance (Roberts and Dowling, 2002), that institutional reputation increases customer’s loyalty 
(Yoon, Guffey and Kijewski, 1999), that it improves employee performance and their loyalty to the 
company (Dutton et al., 1994), that it attracts overqualified employees to the company, draws investors, 
and provides more opportunities for profitable collaborations with both intermediaries and suppliers 
(Fombrun and Shanley, 1990).

Clearly, there are many studies on institutional reputation and more are underway at the moment due 
to the fact that there is openly an overly competitive business world today. Companies need to maintain 
good communication with their internal and external stakeholders to differentiate themselves from their 
competitors in this arena. It needs emphasizing that good reputation provides companies with remarkable 
advantages in competition in many fields. One of these fields is building and strengthening customer 
loyalty. A good reputation helps make the company stronger, more attractive, and reliable in the eyes of 
customers. For this, it needs researching how institutional reputation is shaped in the eyes of customers 
and what effects it has on customer behaviors. For customer loyalty to be built, institutional reputation 
is a must because strong reputation will create a positive image, and this, in turn, will contribute to cus-
tomer loyalty. Advertising does create customer loyalty and customer engagement. However, its effects 
wear off before long. Institutional reputation activities run by public relations, on the other hand, have 
a long-lasting effect.

Positive reputation helps attract consumers to businesses and keep them loyal (Yoon et al., 1993). 
Additionally, consumers are inclined to share their ideas with people around when they find a product or 
a service extremely good or bad. So, it is believed that when combined with a superior product or service 
quality, a good reputation is more likely to increase positive word of mouth and turn people into volunteer 
attorneys of the company (Anderson, 1998). By giving customers hints of product and service quality 
of a business, good reputation also allows the company to choose a higher pricing policy. For instance, 
those customers who are dissatisfied with the product will tell this to their friends and relatives. With 
advanced technology today, this is brought to social media networks, too. Customers today can convey 
their experiences on social networks as to whether or not they are happy with the product, which may 
cause the company either to gain reputation or to lose it. Therefore, customers are of great importance 
for businesses. Those companies and brands which are aware of this are increasing their institutional 
reputation and running programs in brand loyalty for the sake of customer retention.

REPUTATION AND CUSTOMER LOYALTY

Customer engagement and institutional reputation have been among the most-frequently studied variables 
in the literature of marketing and consumer behaviors for many years. Thus, they have been defined in 
many different ways. “Loyal customer” may be defined as one that buys the same brand again or shops 
from the same store repeatedly. Customer engagement cannot be assessed merely with the repeated 
shopping behavior, though. Repeated shopping behavior refers to the behavioral aspect of customer 
engagement (Alnıaçık, 2011).
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Along with the behavioral aspect of customer engagement, there is also an attitudinal aspect. This 
dimension involves on the side of the customer feeling good about the brand, store or company, exerting 
positive attitude, and having the intention of buying items and brands by that company (Erdemir, 2016b, 
p. 11). According to a different point of view, customer engagement is visible in two ways, namely ac-
tive and inactive connections. In the former, the individual tells people around him/her positive things 
about the business, avoids telling negative ones, and continues using the services by the company in the 
future while the latter can be defined as an attitudinal engagement which emphasizes the intention of 
the customer to work with the business even if it raises prices or its competitors offer more reasonable 
prices. In this perspective, not only does engagement entail buying a certain brand repeatedly but also it 
involves the customer’s showing resistance and resume buying the same brand even though its competi-
tors offer a lower price (Nguyen and Leblanc, 2001). This shows that in order for one shopping attitude 
or behavior to be defined as customer engagement, a consumer is expected to prefer (knowingly and 
willingly) a product, service, brand or shopping venue among many others (Too, Souchon and Thirkell, 
2001). In the light of another definition, it refers to maintaining a relationship with and recommend-
ing to others the business one always shops from attitudinally (Kim and Yoon, 2004). It can also mean 
preferring a brand or store exclusively, seeking and finding that brand even if one cannot find it at the 
time, and even defend the brand against other people, if necessary.

Competition is so fierce today and brands, companies, and institutions are in a cutthroat competition. 
What sets them apart is their product line, service, and brands. For those businesses with loyal custom-
ers, profitability may be affected positively by repeated purchases brought about by customer loyalty. 
That customers are engaged with a business and continue to prefer it to other businesses provides the 
business with a competitive edge because the cost of winning a new customer is much higher than that 
of keeping an old one loyal. New communication and promotional activities and new service oppor-
tunities will be necessary for a new customer, which will be pretty costly. Keeping an old customer is 
easy because it is much easier to have information about the old one. Those companies that know what 
the old customers want will act accordingly, and this will reduce costs even lower. Such issues would 
contribute to a company’s reputation as for whether or not it is a well-established one, its service qual-
ity, its products, and how it treats its internal and external stakeholders. This reputation helps provide 
customer engagement and brand loyalty. Before delving into brand loyalty one needs to know what a 
brand is and brand loyalty means.

Core Concepts

A brand is defined as a value that distinguishes a product or services from others, that is represented by 
its own symbols such as words, numbers, sounds, letters, shapes, colors, packaging, signs, and design, 
that may have a structural, functional, emotional or attitudinal dimension, and that needs to have a certain 
personality (Değirmenci, 2008). Since there are too many definitions of the term, one needs to know 
others, as well. A brand refers to components such as a name, an image or a shape that determines the 
identity of merchandise a producer or a seller launches to the market and makes it possible to tell them 
from those produced by its competitors (Arpacı, Ayhan, Böğe, Tuncer and Üner, 1992). According to 
the American Marketing Union, a brand is the whole of all names, terms, signs, symbols, design, and 
shapes that are instrumental in determining and defining products or services of a group of sellers, and 
in differentiating and distinguishing them from those of competitors (Değirmenci, 2008). In order for 
the concept of brand to be understood fully, one needs to know its features, as well. A brand enables one 
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business to differentiate its products from those of others. For instance, water is not a product with dif-
ferent qualities. However, only thanks to brands can companies diversify their merchandise and services, 
and, thus, create loyal customers to them (Blythe, 2001, p.135). What makes them distinct is their logo, 
slogan, brand identity, brand personality, and the relationship between the brand and consumers and so on.

A brand reveals what customers perceive and feel about a product and its performance. The value of 
a strong brand is a sign of its power to capture customer preferences and loyalty (Kotler and Armstrong, 
2004). Evident in these definitions is that brands are involved in a two-way communication with their 
customers. Present customers and target groups develop brand loyalty by associating themselves with 
that brand. Because of this loyalty, they become emotionally attached to that brand and buy its products 
all the time (Erdemir, 2016a, p. 21). What causes customers to become attached to a brand is not only 
brand components but also the reputation of that business. For instance, what lies beneath the reasons 
why people buy products under the brands of Koç or Eczacıbası is their quality, communication activities, 
and trustworthiness. However, the most effective of these factors is that they are reputable and reliable 
companies and have sub-brands. Today’s people pay attention to these factors. All of these components 
of a brand differentiate it from others. Having been knowledgeable about institutional reputation and 
brands, one needs now to know the main topic – brand loyalty- at length.

The communication means adopted by brands have changed from the past to the present. Today, they 
are in a positive and emotional kind of communication with their customers and internal and external 
stakeholders. People associate themselves with their brands now and, by building an emotional connection 
with them, they are remaining loyal to them. We face brand loyalty at this level. Examining the defini-
tions of brand loyalty, one starts understanding it. There have many definitions of brand loyalty have 
come down from the past to the present and new ones are being made, too. They can be found below:

A careful look at these definitions will reveal that they all deal with one aspect of brand loyalty. 
Brand loyalty is a combination of these definitions. When questioning it, though, one needs to gather 
all components of brand loyalty such as market conditions, competitors, technological advancements, 
customer feelings, customer behaviors.

Having drawn a great amount of attention in the literature of marketing for a pretty long time, the 
concept of brand loyalty can be defined as the intention of purchase, the willingness to pay more, and 
recommendations by customers to others. Brand loyalty has come to the agenda again and begun to be 
studied in the light of relational marketing, having emerged as a new paradigm, especially when it was 
thought that operant marketing was ineffective. It is a brand factor that exclusively represents the business 
in the products market and helps build a relationship between the business and consumers. Consumers 
are usually not in touch with products but they can build a relationship with brands.

Loyalty to brands is also one of the most important structures of consumer-brand relationships (Öz-
demir and Koçak, 2012). According to Chaudhuri and Holbrook (2001) brand reliability is an average 
user’s trust in the company to fulfill the function it promises. An increase in the trust will give way to an 
increase in brand loyalty, as well. The two are nourishing each other. Trust in a brand, and, as a result, 
the proportion of being loyal to a brand are also a matter of sector and market in which the brand is. As 
shown in the previous examples, the more the reputation and the trust there is in a brand, the more their 
effect will be on brand loyalty.

There are many, different definitions concerning brand loyalty. In another, brand loyalty, in general, 
is called scaling the intention of consumers who have bought a certain brand to buy it again (Biong, 
1993). The loyalty to buy again in this definition should not be thought the same as brand loyalty be-
cause it is likely that one buys an item repeatedly without being loyal to a brand. Consumers may show 
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Table 1. Definitions of brand loyalty (Demir, 2012, p.106)

Author Defınıtıons of Brand Loyalty

Cunningham Brand loyalty is the brand that is most purchased one among the aggregate sales.

Tucker Regardless of what consumers think or what there is in the central nervous system, brand loyalty is the 
consumer behavior itself. It is “the choice behavior toward branded products,” and relatively buying more.

Day
Brand loyalty is divided into two, namely, counterfeit brand loyalty and authentic brand loyalty. The former 
refers to the purchase of a brand because of behavior or inaction while the latter refers to the positive brand 
attitude and consistent purchase based on connection.

Jacoby
Brand loyalty is the inclination toward buying a brand more than others. It is the percentage or proportion of 
a product purchased in a product line or its purchase frequency or ranking among brands that are bought in a 
certain period of time.

Jacoby and Kyner

Brand loyalty is the function of 
     1- psychological, 
     2- biased, 
     3- and consistent (occurring in the course of time) processes 
     4- which are purchased upon the selection among many brands, 
     5- of a body of decision-making, 
     6- and via a behavioral reaction.

Blattberg and Sen The behavioral measure of brand loyalty is the proportion of purchase rather than its ranking.

Jarvis and Wilcox Brand loyalty is defined by the brand awareness index as the proportion between rejected brands and 
accepted ones.

Raj Brand loyalty is what determines more than 50% of the purchases in a product line.

Moschis and Stanley Brand loyalty is a preference of the same brand in two different time periods.

Onkvisit and Shaw Brand loyalty is a dimension of feelings after a purchase and a consistent preference displayed attitudinally 
and behaviorally toward a brand in time.

Backman and Crompton Loyalty is a dedicated behavior declared as a tendency toward taking part in an entertainment service.

Kumar, Ghosh, and Tellis Behavioral attraction developed for a brand.

Dick and Basu Brand loyalty is conceptualized as the power of the relationship between the relative attitude toward an asset 
and the repeated purchases behavior.

Bloemer and Kasper Authentic brand loyalty is found by multiplying connection and the likelihood of buying the same brand 
next time.

Oliver
Brand loyalty is a strong dependence concerning the repeat purchases of a product or service or that one will 
be a consumer again despite the existence of marketing efforts (marketing mix) that could lead to situational 
effects and consumer behaviors to change.

Chaudhuri Brand loyalty is a consumer’s preference of buying one single brand in a product line not for the sake of its 
price but for as a result of its perceived quality.

Sirdeshmukh, Singh, and 
Sabol

Brand loyalty is the intention of displaying behaviors such as buying more services from the service 
provider that could lead to further relationships with the business in question, speaking highly of it, and 
buying again.

Hallberg Brand loyalty is an emotional attachment to the brand that results in a high brand preference and consistent 
purchases.

Villas-Boas Consumers find information about the product after the purchase. Brand loyalty occurs post purchase.

Agustin and Singh The intention of loyalty means performing different behaviors enthusiastically such as repeat purchases and 
spending more.

Bandyopadhyay and 
Martell A loyal consumer is the one that buys one single brand in a year.
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a tendency to buy the same brands without connecting to that brand especially in convenience goods. 
Various studies show that once an emotional attachment to the brand is formed, brand loyalty follows 
suit automatically. There are many products called “lovemarks.” Customers build an emotional attach-
ment to these items, and, thus, to their brands, leading to the formation of brand loyalty. They will go 
buy that brand even if their products are broken. Take Harley Davidson case as an example. Harley 
Davidson users have associated themselves with the brand. The brand has granted them freedom and 
independence. In their advertisements, one can find the freedom, not product features. As is seen in 
this example, the most accurate examples of repeated purchases and brand loyalty are the groups that 
associate themselves with the brands.

There are two drives that make a consumer buy a brand again. The first is a benefit a consumer takes 
advantage of from a brand’s offer, and the second is the emotional attachment of consumers to certain 
brands. Since the offer does not cover a certain time period, satisfaction from the benefit resulting from 
that offer occurs in a limited time and then disappears. Since it is a combination of various factors and an 
undertaking of profundity, emotional attachment to the brand, on the other hand, is pretty long-lasting. 
This is why, loyalty based on an emotional attachment drive is permanent (Cry et al., 2008, pp. 43-56). 
If we are to categorize definitions of brand loyalty, they can be classified into two, namely attitudinal 
definitions and behavioral definitions. The behavioral aspect of loyalty is directed at the recurrence of 
purchase whereas the attitudinal one is directed at speaking highly of the brand, recommending it, and 
being emotionally attached to it, even if the act of purchase is not repeated. According to definitions 
based on the behavioral approach, brand loyalty is qualified as the brand being bought over and over 
again (Gounaris and Stathapoulus, 2004). The reference point in the behavioral approach is the purchase 
of the brand. However, if this purchase happens independently of emotional factors such as admiration 
and association, then consumers cannot be prevented from switching to other brands because purchases 
that occur as a result of limited-time offers and yet other purchases that occur due to high costs can be 
prevented by ways of further offers and cancellation of conversion costs by competing companies. There-
fore, definitions of behavioral brand loyalty are considered pretty inadequate for the job (Tosun, 2014).

For brand loyalty to exist, some conditions must be provided: (Erbaş, 2006)

• Brand loyalty is not coincidental.
• Brand loyalty is a behavioral response. It is also affected by cognitive processes.
• Brand loyalty emerges in a certain period of time.
• Brand loyalty is decided upon by a decision-making authority.
• There must be one or more options.

With the importance of brand loyalty being appreciated by consumers, as a result of loyalty felt to 
a certain brand;

1.  Consumers do not need to do a research about products when they need them.
2.  Consumers save time when buying something.
3.  Consumers know what they will find when they prefer to buy the same brand.
4.  Consumers are protected against risks they may face in the case of preferring to buy other brands.
5.  Consumers are made to trust the products they prefer to buy (Akkoç et al., 2012, p. 202).
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There have been studies on brand loyalty for ages but its significant place in marketing literature dates 
back to 1939. Many scientists have worked on the term. To exemplify, Brown (1952) and Cunnigham 
(1956) analyzed summary criteria of purchasing models, found consistencies in criteria when customers 
bought products of different brands and concluded that individuals exerted strong brand loyalty. Other 
studies explored how brand loyalty was related to its relevant variables. Variables influencing brand 
connection are store connection, consumer’s information about suitable brands, product categories, qual-
ity, risk reduction behavior, consumer characteristics, and features of shopping samples (Yıldız, 2006).

Engel scanned the literature of brand loyalty thoroughly until 1967 and noted many a problem. This 
research revealed the lack of a structural skeleton to tackle brand loyalty (Lau and Lee, 1999). Day (1969) 
suggested viewing brand loyalty a repeat purchase that is propelled by a strong inner creation. Another 
issue that Jacoby and Kyner (1973) discussed is that a behavior focusing on a brand could not provide 
a company with an elemental focus on the dynamics of brand loyalty despite the operational dimension 
of brand loyalty and its prior skill in having a say in a brand (Yıldız, 2006).

Studies on brand loyalty have been examining consumer loyalty from two perspectives: behavioral 
loyalty and attitudinal loyalty. Behavioral loyalty refers to the shopping behavior frequency while attitu-
dinal loyalty refers to the consumer’s intention to buy and recommending the brand to others even in the 
absence of an obligation to do so (Nam, Ekinci and Whyatt, 2011, p. 1015). What is meant by behavioral 
loyalty is the consistent purchase of an item. Attitudinal loyalty, on the other hand, is consumer’s buying 
an item through a connection s/he has built with his/her own free will.

In their research in which consumers compared the performance level of a new product and their 
loyalty intentions after 21 months, Mittal and Kamakura (2001) found that satisfaction from the service 
was important for the first phase of the relationship development and that satisfaction from the product 
was important afterward. In their study where they surveyed what the variables were in the satisfaction 
of credit card users for less than a year and more than a year, Mittal and Kamakura (2001) revealed that 
the performance changes of companies based on their principles mattered for consumers. It also showed 
that, for the automotive industry, on the other hand, solvable qualities such as spare parts replacement 
have an impact in time and insolvable qualities are ineffective (Johnson, Herman and Huber, 2006).

Another concept concerning brand loyalty is satisfaction. The way the literature deals with loyalty 
and satisfaction is twofold: According to the first approach it is suggested that the main factor for con-
sumer loyalty is satisfaction, (Dixon et al., 2005; Fornell 1992; Genzi and Ottavio 2004; Mittal and 
Kamakura 2001; Szymanski and Henard 2001), that satisfaction affects loyalty in a positive manner, 
that people are taking advantage of mouth-to-mouth communication, and recommending to others. The 
second approach suggests that satisfaction affects loyalty but it does not shape it (Julander et al., 2003; 
Oliver, 1999; Reichheld et al., 2000). These researchers claim that, universally, satisfaction does not 
metamorphose to loyalty but is an obligatory step toward it, and has less importance compared to other 
elements of loyalty. Curtis et al., (2011) reckons that satisfaction affects purchases, repeat purchases, 
and recommendations but does not have a direct impact on loyalty.

The studies in the present literature reveal various factors that influence brand loyalty. These involve 
the levels of interest and risk, satisfaction level, product performance, prices, sales promotions, ads, 
brand names, demographic features, ethnical relations behaviors, and background of brand use (Datta, 
2003). Personal involvement level shown toward an object, a product or a service is usually referred to 
as interest-connection (Sheth, Mittal and Newman, 1999). High involvement could turn into a research 
of vast information, and, if customers are happy, then, into repeated purchases and, eventually, into brand 
loyalty (Howard and Sheth, 1969). Brand loyalty has undergone many a transformation until it has become 
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the way it is today, as discussed above. There are many controversies concerning brand loyalty. Some 
think of it as the shopping frequency whereas others believe that it is building an emotional connection 
with the brand and so on. Brand loyalty is of utmost importance for marketing and brands.

Three main factors that express the importance of the concept of brand loyalty are presented below 
(Giddens and Hoffman, 2002).

• High-Volume Sales: American companies are losing an average of half of their customers every 
five years, which equals a 13% of the annual customer loss. Given this statistical table, it can be 
seen that unless those companies struggling to grow have become ones that they can be loyal to in 
the eyes of their customers, there are issues they will face.

• The Skill of Rewarded Pricing: Studies Show that the higher the brand loyalty goes up, the less 
sensitive customers become to price changes. Customers are usually willing to pay more for the 
brands they prefer because they perceive a value and a feeling in this brand they do not in others.

• Keeping Instead of Seeking: Brand addicts are ready to do a research on their favorite brands 
and less sensitive to competitive promotions. This situation leads to a drop in their marketing and 
distribution costs for companies because it costs a lot more to impress a new customer than to 
keep an old one.

The criterion for the above-mentioned brand loyalty is the customer connection the brand creates. For 
instance, a customer has his arm tattooed with Harley Davidson. Customer loyalty is the essence of brand 
value. If you do not stand for a value for the customer, then you cannot expect to attain loyalty. Brand 
loyalty achieves a value as a result of an interaction among the other four elements and gets stronger 
with a quality product, awareness, institutionalization, and other values. It carries a transferable value 
for the generations next (Elitok, 2003, p. 94). As Elitok states, if products are quality, if customers see 
that the brand is different from others, if reputation and institutionalization are well-established in that 
company, if there is respect for the company, then, affected by all of these, brand loyalty gets stronger. 
In order not to experience a problem, everybody wants to choose quality, reliable, and long-established 
companies. Today people are associating themselves with brands and designing their lives in concert 
with their brands. To give an example, beyond fulfilling their needs, luxury jewelry and bag brands make 
people feel special, connect to the brands, and be loyal customers to the brands. Brand loyalty approaches 
need looking into for the sake of understanding brands.

Brand Loyalty Approaches

According to Uncles, Dowling and Hammond (2003), approaches to brand loyalty are divided into three, 
as the behavioral approach, attitudinal approach, and hybrid approach.

The Behavioral Approach

It is evaluated by behavioral measurements which mean purchasing behaviors displaying a consumer’s 
preference for a brand (Chang and Chen, 2007, pp. 104-109). Behavioral loyalty is the inclination of the 
consumer to buy a brand again, which affects sales directly and reveals the measurable behaviors of the 
consumer. According to the advocates of this approach, loyalty is a behavior and an individual is loyal 
to a brand if s/he buys the same brand repeatedly.
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The weakest aspect of this approach can be expressed in an opinion that it is being ignored whether 
or not the consumer buys under the influence of emotional causes such as admiration, love or liking. The 
consumer in this approach is not reliable or permanent and his loyalty level is low. For instance, in the 
case of a brand being bought by the consumer, any fluctuation in the price of the brand may cause the 
consumer to switch to another brand. Another weak point in this approach is that there is no guarantee 
that the purchase will always be directed at the same brand.

If a brand raises its prices or stops promotions, the consumer may choose another, a by-product. To 
give an example, there are two different chocolate bars in a market: 3 TL bar and 1 TL bar. The customer 
entering the market will choose the latter because they both have the same taste and function. Should 
the cheaper brand raise its price or lower the basis weight, then the customer will buy another brand bar 
because there is no connection with the brand and there is no loyalty. Even if the cheaper bar is reliable 
and reputable, this will be the case.

The Attitudinal Approach

If, as a result of experiences and emotions concerning either the brand or associations created by the 
brand, the behavior of buying and good intention show some consistency, then this is regarded as atti-
tudinal loyalty. According to Gounaris and Stathapoulos (2004), in addition to the buying behavior, the 
existence of positive emotions and opinions, too, is required in order for the brand loyalty to be built. In 
other words, attitudinal loyalty includes predetermined preferences, interest, and the intention to buy.

The Hybrid Approach

Combination of behavioral and attitudinal approaches, the hybrid approach deems consumer preferences, 
likes, buying frequency, and buying amounts equally important. In this approach, for the definition of 
loyalty to be satisfying, it is necessary to evaluate behavior-based and attitude-based factors together and 
to include in this evaluation special occasions emanating from consumers or the market.

Evaluation of the Approaches

As mentioned in the brand loyalty approaches previously, brand loyalty is dealt with not only separately 
as attitudinal and behavioral but also as a hybrid structure. The attitudinal structure is expressed through 
the cognition-based concept of “brand commitment.” Moreover, qualities of the brands are evaluated via 
calculated brand loyalty, a sub heading of the attitudinal structure. The behavioral structure is defined 
with the concept of brand connection and expressed as the desire of people to evaluate their favorite 
brand holistically and maintain the connection continuously (Tsai, 2011; Amine, 1998).

Factors Influential in Brand Loyalty

Factors believed to be influential in building brand loyalty can be studied in two main groups. The 
first includes variables that reflect the qualities of the brand (the good name of the brand, its adequacy, 
and brand expectation) while, in the second, there are variables that reflect the interaction between the 
consumer and the brand (brand likability, brand experience, brand satisfaction, trust in the brand, and 
approval of friends).
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Brand Fame

Brand fame corresponds to opinions on how good and reliable others find the brand. By utilizing public-
ity elements such as advertising and public relations, work is being done on brand fame to improve it. 
Brand fame combines with the brand name, too. Brand fame is also related to the perceived performance 
and quality of product or service. It leads people and the target audience to have some expectations 
about the brand. If a person knows that others have some good opinions of the brand (if the brand has a 
good name), then a positive attitude toward the brand, and eventually, the intention of buying the brand 
will be formed. It can be thought in this perspective that brand fame is an important indicator of loyalty 
(Selnes, 1993). Loyalty to a brand, a company, or product on the part of internal and external masses can 
be created through mouth-to-mouth marketing. For instance, reinforcing the reputation of the company 
in security does contribute to the formation of brand loyalty.

Brand Expectation

Brand expectation is the ability to guess what kind of a performance a consumer is likely to face when 
using a Brand. The expectation of the consumer from the brand comes from the consistent quality of 
the product and a repeated interaction. Consumers evaluate the quality and performance of a brand on 
the basis of some criteria. The priority list of these criteria varies from a customer to another. On the 
whole, criteria to evaluate brands with are as follows, though: both concrete variables such as quality 
and performance and other factors such as personal satisfaction or environmental effects (Westbrook 
and Reilly, 1983). All these constitute the leading expectations of consumers from a brand. In a nutshell, 
consumers have guesses – expectations about the brand and product performance before using it.

Brand Adequacy

An adequate brand is the one that has the skills to solve consumer problems and to fulfill the expectations 
(Lau and Lee, 1999). Adequacy is an important factor affecting trust (Sitkin and Roth, 1993). Consumers 
find out about the adequacy of the brand by either experiencing it themselves or through word-of-mouth 
communication. Trust takes place in consumers if the brand is skillful enough to meet the needs of them. 
So, brand loyalty increases as long as this sustainable skill is maintained.

Table 2. Attitudinal and behavioral measurements (Mellens et al., 1996, p. 513)

Pros Cons

Attitudinal Measurements
1) Based on authentic behaviors 
2) Non-coincidental 
3) Ease in collecting information

1) The act of repeating the purchase 
regardless of brand loyalty 
2) Sensitivity to short term fluctuations 
3) Hardship in decision-making process

Behavioral Measurements

1) Repeat purchases independent of brand 
loyalty 
2) Less sensitivity to short term 
fluctuations 
3) Ease in decision-making process

1) No guarantee for the presentation of the 
authentic representation 
2) Coincidental 
3) Hardship in collecting information
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It adds to the reputation of companies if they can find solutions to the problems of the internal and 
external needs and are improving themselves continuously, resulting in brand adequacy in the eyes of 
customers. Leading to trust on the side of consumers, this brand adequacy will be transformed into word 
of mouth communication. This communication will reach much bigger masses through the developments 
on the Internet and contribute to building a brand. People can get a positive or negative impression of an 
institution, a product, and a brand thanks to social networks, forums, and dictionaries in today’s World.

Brand Likability

Likability signifies liking and finding something appropriate. It is the fondness of a person or an object. 
A person must like a brand before s/he connects to that brand. Should the consumer like the brand, s/
he will want to know more about the brand. As the likability of the brand increases so does loyalty to it. 
Institutional reputation plays a big role in brand likability because it is the outer appearance of a brand. 
Brand loyalty occurs in consumers after they have formed an image in their minds having been impressed 
by the reputation of a company or a brand. Brand loyalty takes place as its likability improves and, this 
takes the consumer to a level where s/he always buys this product, brand or service.

Brand Experience

Brand Experience is the one that results from a consumer’s using a brand in the past. Studies show that 
experience in a certain thing helps the parties to understand each other better. The more experiences a 
consumer has, the more s/he will understand the brand, leading to an increase in loyalty. Today’s cut-
ting edge technology has led to a proliferation of opportunities for experiences. People can now find 
opportunities to experience a service or a product even before buying it.

Brand Satisfaction

Brand satisfaction occurs as a result of proximity or gap between consumer expectations and features a 
brand has. In the light of value and social exchange theories, the value of results for customers affects 
their behaviors in the future. If the relationship continues, satisfaction from previous results increases 
the value of shopping. This, in turn, helps increase trust between the parties (Ganesan, 1994). The level 
of satisfaction when consumers use a brand manipulates the decision of buying the brand continuously 
and causes loyalty to the brand to be built. Brand loyalty follows satisfaction from an institution or a 
brand, making it less likely to switch to other brands. Loyalty will get weaker only in the case of a nega-
tive situation and people will seek different brands, institutions, and products.

Trust in Brand

Trust is defined as expectations from a work, guesses about these expectations, and risks in the actions 
that take place. Businesses have been under the stress of maintaining a better communication with 
consumers and prioritizing them lately. They need to build better relationships with and earn the trust 
of consumers in order to deserve their connections and reach a better position better than that of their 
competitors. That a business or an institution has a good name will lead to a feeling of trust on the sides 
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of external and internal target groups. This feeling of trust, in turn, will contribute to brand loyalty. For 
instance, companies such as Koç, Sabancı, and Eczacıbaşı are reliable in the eyes of the target market 
and this affects positively the preferability of a company and brand loyalty.

Approval of Friends

According to this factor, people make a decision of buying by taking into consideration the social norms 
and their relationships with other people. They want to be approved by the group they are a part of and 
know what they think of them. For the sake of being accepted and approved by the group and leaving a 
positive impression of them, they sometimes prefer a brand recommended and suggested by the group 
about which there are positive reviews. It would mean that brand loyalty has been established if the 
purchase of the same brand is repeated. Developing loyalty to a brand for which approval of friends has 
been granted is easier (Donney and Cannon, 1997).

To give an example, provided we are satisfied with a product by Koç group, the product will catch our 
friends’ attention not only because of the company’s reputation but also of friends’ approval when we 
recommend it to our friends. Today, reviews by friends and even by other consumers in social networks 
of a product or a brand have a positive impact on our loyalty to the brand and the product.

Brand Connection Models

Brand connection is important in building brand loyalty. There are a number of models of brand con-
nection as follows (Sheth and Park, 1974):

1.  Bernouli Model: Supposedly, there is no effect of past purchases on the present one when the 
behavior of switching brands is being explained. In this model, the likelihood of switching of each 
brand is stable from one period of buying to the next. This situation is accepted as a sign of the fact 
that present purchases are not affected by the past ones. To put it differently, past buying experi-
ences have proven ineffective to change present purchases (Erbaş, 2006). It is argued that buying 
habits are not stable and can always change. Consumers act on the basis of conditions favorable 
for them at the time and prefer brands accordingly. To exemplify, brands may stop promoting their 
products, have stock problems or prices may be raised, all of which affect consumers’ connections 
and loyalty to the brand.

2.  Markov Model: Different from the Bernouli Model, Markov Model takes into account the effect of 
past purchases on current ones. The number of past purchases thought to be affecting current ones 
is expressed with the model rating. To paraphrase, the first-line model refers to the last purchase 
and the second-line refers to the last two (Kara, 2006).

3.  Entropy Model: Information is numbers of the market share limited with the number of brands. 
So, it is important for marketers because the market shares of brands in the market and the char-
acteristics of consumers are determined in the model (Akyüz, 2009). What the model indicates is 
that market shares of brands increase or fall in accordance with consumer habits. For instance, if 
consumers’ characteristics are directed at luxury consumption, then luxury brands can be found 
more in the market. Characterstics of consumers take the lead the market.
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4.  Linear Learning Model: The likelihood of a consumer’s preference of a brand and buying that 
brand is a result of positive experiences with that band in the past. This model is qualified to be 
different from others because it covers the effect of recent purchases before the last purchase. 
Moreover, it has an important role in the inclusion of elements that have had an impact on recent 
purchases such as advertising and bargaining (Engel et al., 1978). This model aims to increase 
the popularity of the brand, product, and company through advertising and grabbing the attention 
consumers and convert it to sales.

5.  New User Model: In the New User Model, a brand does not necessarily have to be new in the 
market. It is assumed, however, that the brand has never been used by the consumer or it was used 
long ago and the consumer has forgotten this brand since then. The model is heterogeneous and 
changeable. There is a trial period after the first purchase. The consumer makes a decision after 
several trial purchases (Eru, 2007).

Building Brand Loyalty

For the sake of differentiating from their competitors’ products or services, companies create a brand by 
utilizing a name, a term, a sign, a symbol, a design, a shape or a combination of all these. It takes a long 
time to become a brand. Having differentiated themselves with these components of a brand, companies 
also try to be different by building institutional reputation. What can be done to strengthen the reputa-
tion of the company are marketing activities, social responsibility projects, following the technological 
developments, advertising, communication and public relations, internal communication and service or 
product quality etc. A company with a sound reputation is deemed reliable by customers and consumers, 
contributing positively to its image. A company with a sound reputation and a good image will have a 
similar, positive brand loyalty. In order for institutions and brands to build loyalty, public relations and 
marketing departments collaborate. Advertising builds loyalty and brand reputation to a certain extent. 
In this perspective, public relations and marketing departments should work together and run advertising 
and public relation activities in a coordinated way. Departments should act according to certain plans.

Departments should organize activities aimed to increase both company reputation and brand loyalty at 
the same time because, for customer loyalty, people need to love the brand, first. For this, market recogni-
tion is required. This recognition needs reinforcing through public relations and advertising campaigns. 
To make a customer who always purchases the same product loyal to a brand, that customer’s habits need 
reinforcing. S/He needs to be associated with that product and brand and, more importantly, made to feel 
special. Once the customer makes a connection with the company, its products, and brand, sales will gain 
a continuity. 7 steps to creating loyal customers are summarized below (Giddens and Hoffman, 2002):

• Developing an unprecedented product. Capturing the customer will call for making sure that the 
customer is provided with what s/he needs.

• Rewarding the customers for providing repeated purchases.
• Standing by your brand. Customers will not buy unless they trust a brand.
• Knowing your best customer and acting accordingly. The shortest way to provide this is bearing 

in mind the fact that 80% of the purchases are made by a top 20% customers.
• Enabling a more convenient process of buying than that of your competitors. Appropriacy and 

simplicity are two keys in today’s competitive world. Customers appreciate appropriacy and sim-
plicity more than anything.



937

The Power of Brand Loyalty in Creating Enterprise Value
 

• Reaching out to your customer. It is expected that brands deliver the products to their customers 
as much as possible.

• Being a champion of customer (consumer) services. Calling a customer for a service will cause 
him/her to make repeated purchases.

A division has been developed among customers who are non-loyal to the brand.
When it comes to elaborating on the seven ways to creating loyal customers, one needs to note that 

creating a new product one’s competitor does not have will draw customers’ attention, attracting them 
to the brand. They will keep buying this new product and have loyalty to the brand. In order for the 
consumers to be loyal to the brand and to adopt a habit of repeated purchases, promotional campaigns, 
discount, gift cards, discount cards, and loyalty programs must be taken advantage of. This will result 
in keeping loyal customers buying and promoting the brand to new ones. There is a downside to reward-
ing customers. Because those who are used to being rewarded may stop buying out of reward seasons, 
rewards must be given occasionally. As a company or institution, products must always be supported 
and the brand and products must be improved. The image of the institution needs strengthening and, 
trust, increasing. Therefore, sales will rise and the number of loyal customers will go up because the 
institution and the brand will become reliable.

Loyal customers should be separated from non-loyal ones. Campaigns targeting loyal customers should 
be run and when they come to make a buy, they should be paid special attention. The Loyal customer 
should feel special because so s/he can associate with the brand and maintain his/her loyalty to it. The 
company should deem his/her opinions and criticism important, and, to this end, keep always in touch 
with him/her. Feedback should be given instantly through either the telephone or the Internet so the 
customer is responded with speedy replies without having to wait for long. All these steps contribute 
to brand loyalty. Those companies that care about their customers are found reliable and reputable by 
their customers.

Consumers fall into different categories with companies dividing them as loyal and non-loyal. This 
results in 7 consumer types (McQueen, Foley, and Deighton; 1993):

• Long-term connected consumers (buying only one single brand).
• Short-term connected consumers (Despite buying more than one brand, using each for a short or 

long period of time).
• Mobile - changeable consumers (buying different brands one after another).
• Choosy consumers (with their purchases usually among limited brands).
• Price-driven buyers/consumers (buying many different brands through bargaining).
• Price-driven store or brand buyers/consumers (buying generic or special quality brands).
• Light users (buying so little that their buying patterns cannot be measured).

Competitive conditions have been in effect from the past to the present. With the arrival of cutting 
edge technology, competition is becoming fiercer. All brands aim to build brand loyalty by looking at 
these types of consumers and designing strategies targeting their brands.

Many criteria should be gathered before addressing the issue of brand loyalty. According to Aaker 
(2007), five criteria are essential to be provided for the formation of brand loyalty:
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The Criterion of Behavior

In order for loyalty based on behavior to exist, the behavior of buying needs to be high in repeat pur-
chases, percentage of buying, and the brand that is most bought. If a brand is the most sought-after in 
all these three situations, it is the criterion proving that behavioral loyalty is pretty high (Tosun, 2014).

The Proportion of Repeat Purchases

It is necessary to discuss the percentage of repeat purchases in three different groups. The proportion 
of repeated purchases which belong to a certain category, product, and solely to one brand is of utmost 
importance in determining loyalty. To exemplify, it would be qualified as category-based behavioral 
loyalty how many times Nestle is bought again in food category; as product-based behavioral loyalty how 
many times Nestle is bought again as chocolate; and as brand-based behavioral loyalty how many times 
Nestle is bought again in categories such as food and beverages. For a strong behavioral loyalty, a brand 
operating in different categories needs to have high proportions of repeat purchases in all categories. 
To give an example, that Nestle is preferred continuously when buying chocolate, coffee, milk or cocoa 
is a criterion that brand-based loyalty to Nestle is high. That a brand is preferred only as a category or 
product also indicates that there is behavioral loyalty to the brand (Tosun, 2014).

Percentage of Purchases

The percentage of one brand in the last 4-6 purchases is another criterion of behavioral loyalty. This 
assessment, too, can be made in terms of category, product or different categories. For instance, the 
purchase percentage of Harley Davidson brand in all motorbike brands shows the product-based purchase 
percentage while the preference of the same brand in both motorbike and boots shows the brand-based 
purchase percentage. That the same brand becomes the most purchased brand in different categories is 
an important criterion of the highness of loyalty (Tosun, 2014).

The Number of Brands Bought

It helps find out the level of loyalty to know what percentage of buyers of a certain brand purchase one 
single brand and what percentage of buyers purchase two or more brands. For example, most of the 
sports jacket buyers (high socioeconomic status) purchase Beymen Club brand, indicating that behavioral 
loyalty to the brand is high (Tosun, 2014).

Cost of Switching

One reason why a brand is continuously bought by its target market could be the high financial cost of 
changing brands. For this reason, it would not be right to consider the act of buying a brand as authentic 
loyalty. What matters for brands is whether or not their target market keeps buying them continuously. 
However, it may be useful, from time to time, to ascertain costs in a way that does not disturb consum-
ers in terms of teaching buying habits to them. At this point, brand communication activities should be 
conducted for the sake of building attitudinal connection in consumers so loyalty does not depend on 
the cost of switching brands, only (Tosun, 2014).
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Satisfaction

The criterion of satisfaction, which can also be termed as the happiness of consumers with the features 
of a brand based on rationality and sensitivity, is one of the building stones of loyalty. Satisfaction de-
pends on the provision of rational and emotional benefits by the brand together with the satisfaction of 
consumers from it. The rational features that lead to brand satisfaction are (Tosun, 2014):

• That the functional features of the brand meet the needs of the target market.
• That products of the competitors do not possess these functional features.
• That the target market finds pricing appropriate.
• That distribution channels through which the brand is sold are accepted by the target market in 

terms of location, quantity, and quality.
• That the target market finds the message and media dimensions of brand communication satisfying.

As stated by Nurhan Babür Tosun previously, in order for a customer to be happy with a brand, it 
needs to have not only rational but also emotional benefits. To exemplify the former benefits, consumers 
want to prefer product variety and products that are different from other brands’. For this reason, brands 
need to follow the products in the same market closely but make sure they are always one step ahead. 
Not only should brands have a wide variety of products but also they should follow a pricing policy that 
is too high in the market. Consumers should have access to the brand products easily and the distribu-
tion channels should be varied and large –not limited. The language they use in brand communication 
should be simple, plain, and intelligible. Catching up with the cutting-edge technology, they should be 
visible on both conventional media and new-age media and take their place in social media. Besides, they 
should reply to consumers’ queries in a sincere and speedy way. It goes without saying that there are too 
many brands today and, when choosing a brand, consumers do so by looking at rational and emotional 
benefits. These qualities are significant for providing customer satisfaction and building brand loyalty.

Emotional features that bring brand satisfaction are;

• Consumers feel comfortable while using the product and brand.
• Consumers like exclusive services the brand offers.
• Time-limited offers by a brand lead to a feeling of privilege in consumers.
• The message and media dimensions of brand communication provide emotional satisfaction 

(Tosun, 2014).

Brand Likability

The overall fondness of brands is the most important indicator of the existence of criterion of loyalty 
and likability. This is a criterion based entirely on emotions. For strong loyalty, an emotional connection 
between the brand and consumer must be built. On the whole, emotions needed for brand likability to 
be built are (Tosun, 2014):

• Love: Feeling warmth for the brand, wanting to associate with the brand.
• Respect: Assigning credibility to the brand and finding it special.
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• Friendship: Thinking the brand as a person and wanting to be with this person or assigning per-
sonality traits to the brand and wanting to be close to it under the influence of the drive to be like 
them.

• Trust: Believing the rational and emotional benefits i.e. the promises of the brand.

Brands have long abandoned the mentality of “consumers choose me regardless of what I put in 
front of them.” With the increasing competition, brands are driven by consumers today. With advanced 
technology, people can convey their satisfaction and dissatisfaction all over the world. Aware of this, 
brands know the emotions needed for brand likability and develop strategies to this end. Beneath strate-
gies directed at each emotion lies the objective of attracting customers to their brands. For instance, 
consumers develop some sympathy for the brand at the level of love but they have not yet associated 
themselves with it. At this stage, brands should attempt to draw the attention of consumers. At the level 
of respect, on the other hand, having associated themselves with it, consumers now respect the existence 
of the brand. At the level of friendship, viewing themselves friends with the brand, consumers assign 
different characteristics and meanings to the brand. The brand is no longer a brand of an ordinary pair of 
shoes or a handbag; it is a brand in which they have employed an emotional depth. Trust is an emotional 
level at which customers continuously buy that brand, and, stating that they know the brand, think that 
the brand is a lifestyle for them. S/he and the brand are now like a whole and they fully trust the brand 
and its products. Brands are trying to keep their customers and develop strategies to instill brand loyalty 
in new customers, all thanks to these emotions.

Connection

The connection criterion of brand loyalty involves customers’ viewing the brand as themselves, becoming 
a united whole with it, and being in a willingness to get in touch with other users of the same brand. Due 
to the intensity of the emotional connection between the brand and themselves, consumers consider the 
brand as their close friends. They have a tendency not only to buy it continuously but also to transfer it 
to each and every part of their lives and, in this regard, to reinforce the feeling of belonging by acting in 
concert with the other users of the brand (Tosun, 2014).

There are different levels of loyalty among consumers who display brand loyalty. Two of the studies 
on these levels are exemplified below.

Levels of brand loyalty, corresponding to the grading of loyalty to a brand, is studied in this concept. 
In this context, consumers’ levels of loyalty to the brand are dealt with in different categories shown as 
follows (Erbaş, 2006).

• Committed Buyers: The group with the highest brand loyalty consists of customers who dedi-
cated themselves to the brand. They are thoroughly associated with the brand and have become 
like friends. They view the brand or a company as a friend. To give an example, Harley Davidson 
users set an example to this group. With their tattoos on their arms, they are fully associated. It can 
be seen that they have adopted a lifestyle created by the brand.

• Brand-Friendly Buyers: This group is composed of disciplined buyers. They pay attention to the 
features of the brand that bring functionality and prestige, which cause a friendship with the brand 
on the basis of buying.
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• Buyers Satisfied With a Change in Prices: They follow price discounts and prefer certain brands 
in those limited periods. They are customers that buy certain brands during campaigns.

• Accustomed Customers: This group includes customers that are interested in many brands and 
prefer in the light of their fondness at the time, occurring in a certain routine, though.

• No Loyalty: The brand of the product they buy does not matter for them. They are the people that 
must be won by marketers (Elitok, 2003).

Aaker (2007) divides band loyalty into 5 groups in the form of a pyramid:

• Those at the Bottom of the Pyramid: Are people that are over sensitive to offers by a brand and 
easily switch to any other brand that offers a more attractive one. To rephrase, even though they 
buy a brand, they can transfer to other brands swiftly. Their loyalty level is low and they tend to 
buy any brand with a lower price. They are not loyal to brands and can transfer to others if they 
have products with similar features. Take a person to buy a hand cream as an example. Upon enter-
ing the store, if s/he sees that the price of the cream s/he has used before is the same and there is 
another brand with the same features, then s/he prefers the cheaper one.

• Those at the Second Level from the Last: Are happy with the brand. However, their purchase 
mostly depends on their habits. They are not very likely to switch brands they use and they avoid 
exerting efforts to change a brand, especially. Only when the competitor offers an important ben-
efit that provokes change do they consider switching. To exemplify, it has become a habit for some 
people to use the same brand oil for a long time because there is no difference in the quality of oils. 
They switch when they see a novelty in the other brands.

• Those in the Middle: Think that there is a cost to switching and, besides, are satisfied with the 
brand they use. In other words, what basically differs them from those at the second level is that 
they have a cost of switching to pay, which could be time-wise, effort-wise, and financial. Let us 
imagine, as an example that an Acer laptop user buys a printer only compatible with it. In the case 
of switching to another laptop brand, s/he will have to change the printer, as well, resulting in a 
financial cost. In order for this kind of people to switch brands, they must be offered with a benefit 
that compensates the switching cost.

• At the Fourth Level: Are consumers with an emotional connection to the brand, liking and lov-
ing it genuinely. Under the influence of brand associations, they are integrated into the brand. The 
brand appeals to various experiences of theirs and also encourages them to undertake new ones. 
Thanks to the emotional connection to their brand, it is unlikely for them to switch.

• Those at the Zenith: Have reached the highest point of loyalty. Their connection to the brand is 
so strong that they consider the brand as an integral part of themselves and a friend. Not only do 
they buy the brand, they also have an inclination to talk about it, recommend it to others, and con-
tact other users of the brand. It is people at this level that comprise brand societies (Tosun, 2014).

Having elaborated on institutional reputation and brand loyalty, it is time now to discuss the concepts 
related to brand loyalty. Authenticity is a subject of purchasing and one of the most important topics of 
marketing. Brand authenticity, entirety and its skill in reaching consumers represent a fundamental for 
a long term consumer-brand relationship (Napoli et al., 2014). Businesses should carry out researches 
and adapt to technology in order for their products and services to be perceived authentic. Understanding 
the perception of authenticity can also explain the levels of consumers’ loyalty and their attitudes toward 
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the brand (Gupta et al., 2010). Consumers’ attitude toward the brand helps construct a positive brand 
that affects the buying habits of consumers’. That is why companies should catch up with the latest tech-
nological developments in the market to prevent consumers and the present customers from switching.

Brand choice means displaying the act of choosing a brand among many in competition as result of 
habits or past experiences (Chalmers, 2007). Experiences that authentic brands help their consumers 
undertake have a substantial effect on people’s choices of brands because consumers want to utilize 
products and services that other brands cannot offer, and are willing to pay whatever it takes because 
they want their emotional and spiritual needs to be fulfilled along with others. To this end, they are ready 
to pay no matter how expensive they are. Today’s companies are such that they are setting themselves 
apart from others and offering an authentic experience because they are becoming aware of the fact 
that consumers tend to choose authentic products and brands. What causes brands to become ones that 
contact consumers individually and provide opportunities to customize and experience products is the 
factor of consumers. Unlike the past mentality whereby one thought “the consumer buys whatever we 
supply,” brands are taking a position to supply whatever consumers demand today. Those brands aware 
of authenticity are ranking well ahead of others in consumer preferences. What is more, customer loyalty 
takes place in time.

Brand loyalty is a positive attitude of consumers toward one or more brands in the same product line 
in a certain period of time. Provided the consumer is happy with the product or service he has bought, 
then a positive feeling will be aroused in him/her, leading to repeat purchases. If the brand sets its product 
apart from those by others and makes them authentic, consumers spend more on those authentic brands 
and, becoming a brand ambassador, tell others of their experience through word of mouth. What they 
convey to a wide community is nothing but their loyalty.

Interrelational Findings

The concept of satisfaction has been an important one in the field of marketing for the last 30 years. When 
the literature is reviewed, it can be seen that it is not only among the important subjects of marketing but 
also among the fundamental goals of any business activities (Anderson et al., 1994). Generally qualified 
a multi-dimensional concept in the literature, the concept of satisfaction is likely to be seen at different 
levels. To give an example, satisfaction can be dealt with as a direct assessment by the consumer of the 
performance of a product or service, an assessment of the sales process or the quality of After-Sales 
services (Homburg and Giering, 2001). Therefore, what is in question is an assessment of satisfaction 
by consumers of a certain product, service, staff, and, on top of everything, of brands (Olsen, 2007).

Viewed from the point of view of loyalty, satisfaction is a structure utilized to guess and determine 
consumer behaviors (Löfgren et al., 2008). It is observed in the literature reviews that, emerging after 
utilizing a certain product or service, satisfaction has a positive, strong impact on loyalty (Fornell 1992; 
Fornell et al., 1996). Ravald and Grönroos (1996) state that customers who are satisfied are more likely 
to stay loyal to the business in the long run than those who are not. In the provision of customer satis-
faction and, thereby, brand loyalty, strong respect for and reputation of the brand are also influential.

Trust is of utmost importance for the reputation and loyalty of brands. When viewed as a relationship 
between the end user and the brand, trust is considered trust in a brand and refers to the belief consumers 
have in the brand’s skill in fulfilling predetermined functions (Chaudhuri and Holbrook, 2001) and in its 
trustworthiness and honesty (Chatterjee and Chaudhuri, 2005). Trust, according to the Blackston research 
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(1992), is an important part of the relationship between consumers and the brand, also, constitutes the 
base of the relationship to be built between consumers and the brand (Hiscock, 2001).

Like in the relationships among people, positive behavioral intentions will emerge if one of the par-
ties in a business relationship trusts another. Similarly, consumers’ trust in the brand will create a posi-
tive impact on their intention of buying the brand (Lau and Lee, 1999), leading to preferring the brand 
again. So, trust is an important determinant of authentic brand loyalty. For instance, their institutional 
reputation will be damaged unless they act in a transparent manner in times of crises or when they launch 
a new product. No matter how loyal they may be, customers of those companies with their reputation 
blemished will be affected by the lack of trust and the reputation, loyal customers, and financial sources 
of the brand will be damaged.

Brand emotion can generally be defined as the whole of a consumer’s assessments of positive and 
negative emotions concerning a brand (Matzler et al., 2008). In a study by Chaudhuri and Holbrook 
(2001), brand emotion refers to the positive emotional responses of an average consumer to the use of a 
brand. According to the same study, brand emotion is an important sign of brand connection and genuine 
brand loyalty. Brands that are a pleasure to use and bring happiness to customers strengthen the attitudinal 
loyalty to the brand, resulting in repeat purchases (Chaudhuri and Holbrook, 2001). Companies today 
are assigning a great amount of importance to brand loyalty and, therefore, addressing the emotions of 
consumers because an emotionally satisfied consumer will prefer that brand whether or not s/he needs 
it. To give an example, as part of a loyalty program, brands today are sending mini gifts and messages 
on birthdays and running campaigns specific to birthdays. This kind of surprises make customers happy 
and attract them to the brand, to a low extent, though.

MPR IN BRAND MANAGEMENT

Public relations is an effort of a business or an institution to maintain a good relationship with vari-
ous interest groups in the society. Public relations aims to create a positive image of a company or an 
institution in the minds of consumers. Among many, one definition of this concept stands out: all of 
the efforts of a company or an institution to integrate into the society. It should be noted that there may 
be as many different target groups as there are different functions fulfilled by companies. For instance, 
for a government, citizens comprise the customers, and likewise, for an association, its members, for a 
newspaper, its readers, for a sports club, its spectators, and, for a company, its customers.

When it comes to the importance of public relations in businesses;

• It inoculates private entrepreneurship.
• It protects the business against internal and external threats.
• It helps the business grow financially.
• It brings respect to the business.
• It raises sales.
• It improves relationships with the industry.

Public relations is one of the activities that are becoming more and more important today whether it 
seeks profitability or not. Factors that have led to this ever-growing importance are increasing competi-
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tion, improved international relations, and the transformation of the world into a small village thanks to 
mass communication advancements.

It is put forward in the book “The Fall of Advertising and the Rise of PR” by Laura and Al Ries (2002) 
that public relations is better than advertising at the foundation level of a brand. In the long run, public 
relations activities help build an institutional reputation and, then, increase it. Reputable companies are 
more long-lasting and likely to maintain brand sustainability and create brand loyalty.

For a brand, trust and reputation factors are of utmost importance, which is why plans should be 
made for the whole institution and its sector with long-term and permanent strategies. Improvements in 
the reputation of a brand will result in a more positive image in the eyes of the target market. When we 
look at the image-reputation relationship, the image is achieved through an advertising campaign while 
reputation is instilled in time by building connections and as a result of what the institution is. It is at this 
point that public relations can play a role in building brand loyalty. Advertising can contribute to brand 
building to a certain extent. However, it will never be sufficient to publicize/promote it or to maintain 
its continuity. Those companies that do not manage this process with communication may suffer from 
crises and have difficulty overcoming the crises even if they are world-renowned brands. As a result of 
researches, it is necessary to position the brand appropriately in the minds of consumers for the sake 
of developing brand loyalty and maintaining it. Businesses should emphasize brand adequacy (differ-
ent from others, what they offer to meet the needs) and that the brand has a good name. This kind of 
perceptions are important for building loyalty since they will find their way to the minds of customers.

Both public relations and marketing aim to realize functional goals and general business goals by 
being in communication with some select target groups. Businesses today feel obliged to do so for the 
sake of setting themselves apart in this increasingly competitive world because their target audience is 
more conscious and brands need to take into consideration even minute details. Therefore, companies 
and brands need to provide customer satisfaction and maintain a good communication with customers. 
The common point between public relations and marketing is the need for a good communication with 
customers. When it comes to their differences, though, each needs to make a difference in the quality 
target groups, their priorities, and their strategies and tactics for their communication. The overlapping 
point between the two has resulted in a different field of public relations today called marketing public 
relations. The overall definition of public relations causes some conflicts, though, because some scholars 
view public relations as a management function without any economic objectives. To elaborate this, one 
may say that public relations is a discipline that determines mutual benefits between a designated group 
and the company, and it is established in order to improve these relationships and provide reputation to 
the company. It aims to make a positive contribution to the company by building a two-way communica-
tion with the target market about the current situation of the company, its new activities, and novelties 
etc. On the other hand, the concept of marketing, preceding the novel term marketing public relations, 
involves the processes of creating, improving, pricing, distributing and promoting, planning, and imple-
menting an idea, product, an item or services with a view to creating changes that fulfill individual and 
organizational objectives. Both departments are developing strategies to communicate with the target 
market today. Other than this objective part of public relations, an activity of marketing communication 
that is integrated into marketing is being carried out so the company benefits financially.

Overall, public relations has two fundamental fields: institutional public relations and marketing 
public relations. The former is in a position of a management function whereas the latter is considered 
an integrated marketing communication in the sub-system of marketing. Aiming to fulfill company 
objectives directly, institutional public relations tries to create an image and reputation and provide the 
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company with trust, respect, and sympathy. To put it differently, it does create an institutional reputation. 
A strong company image and institutional reputation ease not only the management functions but also the 
works of marketing because of the fact that the market exerts high trust in products and brands a strong 
and respected company produces or sells. This helps marketing reach its goals more easily. Likewise, it 
will be easier to provide institutional reputation to a company with an excellent marketing operation in 
the market i.e. one that is known, recognized, with a high sales figure of reliable products and brands. 
In this sense, it can be said that there are a close relationship and interaction between institutional public 
relations and marketing (Tosun, 2014).

Marketing public relations is in the sub-system of marketing, so the relationship between the two 
cannot be argued. On the whole, marketing public relations aims to create an awareness, information, 
attitude, image and loyalty of a product/brand, and, thus, to provide a sales continuity and, in collabo-
ration with the other components of brand communication, to reach the marketing objectives (Tosun, 
2014). The subject matter of marketing public relations is divided into two, namely, product and brand. 
By promoting the product through various techniques or employing an image to the product, product 
public relations aims to provide product loyalty. In brand public relations, on the other hand, it is aimed 
to provide recognition and awareness for the brand rather than the product and to create loyalty by em-
ploying associations assigned in the sense of company goals. The main reason why marketing public 
relations aims to create a company image is to increase sales and provide sales continuity by providing 
brand loyalty (Tosun, 2014, p.461).

Being a management function and reporting to the senior management, institutional public relations 
are involved in a two-way symmetrical communication with the present and potential customers, distri-
bution channels, and social groups save suppliers in order to create institutional reputation by providing 
the perception of the company with trust, respect, and sympathy and so on. It will be possible to achieve 
the trust, respect, and sympathy of all target groups, and, thus, the desired image provided a systematic 
and accurate communication can be constructed with employees and their families known as internal 
target market and with the society, the executive and legislative branches, local governments, financial 
circles, media, customers, distribution channels, suppliers, and competitors known as external target 
market (Tosun, 2014).

Brand image emerges as the corporate identity presented via behaviors, visual factors, and com-
munication is perceived by target masses that the company aims to interact with and as their attention 
and participation intensify. The image takes shape as a result of beliefs, emotions, impressions, and 
experiences (Riel, 1995, p.74). Actually, the general aim of institutional public relations is to create 
a corporate image in concert with the designated objectives or to reinforce the existing one. A strong 
institutional image not only generates an emotional and rational added value within the company but 
it also contributes to the brand reputation. Moreover, it provides a significant incentive for sales of the 
products and the growth of product brands. Institutional public relations and marketing public relations 
both aim to take the company to an efficient position in various perspectives by providing its benefit 
maximization. In other words, institutional public relations tries to realize its goals by creating insti-
tutional image and reputation while marketing public relations tries to do so by mostly creating brand 
image and loyalty (Tosun, 2014). In this context, the connection between the two is pretty important 
for the continuity of the company and the increase in reputation. An increase in company reputation is 
of utmost importance because it results in positive publicity in the eyes of the target groups. Therefore, 
companies and brands should make use of marketing and public relations concurrently. Brands created 
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by a company that has evoked an impression in its audience that it is trustworthy, strong, and sensitive 
to social problems are likely to take root in the market and to run more efficient campaigns of brand 
building. It goes without saying that people buy more willingly and unhesitatingly the products and 
brands of companies that have evoked trust and sympathy in them (Tosun, 2014). Companies strengthen 
their image and reputation by utilizing marketing and public relations at the same time. This positive 
reputation and image cause companies to succeed in the market and loyalty to be created to brands and 
companies. People always prefer companies evoking trust and reputation more than others because they 
find these companies more reliable.

One of the eminent public relations experts, Mosser (1993) evaluates the interaction and interdepen-
dence of company brands and product brands as follows: “There are two important sources inherent in 
every company that has succeeded and maintained its existence. The first is the reputation and image of 
the company itself, and the second, the reputation and image of its products.” The internal connection 
between the two is of vital importance for success and continuity. From time to time, one of these two 
may gain priority. What determines it is the corporate mission, vision, goals, and strategies. Whichever 
source one may be dealing with, it should always be thought as connected to the other. In brief, it can be 
said that in order for the study of marketing public relations to succeed and reach its goals, institutional 
public relations, whose fundamental area of operation is to create brand image and reputation, has an 
important say and, that the synergy resulting from the interaction of the two public relations fields nour-
ish and strengthen their research (Tosun, 2014).

There are different opinions about the definitions of public relations. This is caused by technological 
advancements, increasing competitors, and the presence of similar companies in the market. As such, it 
is necessary to maintain a good communication with the market and to differentiate from the competi-
tors. Marketing and public relations intervene at this very point, resulting in the merger of the two and 
then the emergence of the term “marketing public relations.” A marketing-oriented public relations is 
comprised of an overall process of planning, executing, and assessment program that encourages sales 
and customer satisfaction, nativizes companies and their products with consumers’ demands, needs, 
interests, and special areas of interest, and utilizes a believable, reliable communication of information 
and interaction.

The company image and reputation need to be positive for the sake of setting the company apart. At 
this point, too, public relations comes in in order to strengthen the company reputation in the long run. 
Customers and the target group have always preferred companies with a good name and will be most 
likely to continue to do so. As the reputation of the company rises so does the connection of customers 
and the target market to the brand, ultimately resulting in brand loyalty. Customers prefer companies 
with a reputation and are always in touch with them, rendering the concepts of marketing and public 
relations very important for brands and companies.

Brand image is the sum of beliefs concerning the brand and involves elements such as product identity, 
emotions, and associations evoked in one’s mind. The brand defines and represents products but it is a 
concept far beyond a mere name. Brand image is the aggregate elements that add value and meaning 
to the brand. Consumers evaluate products and brands according to the image they create. In fact, they 
buy the image - not the products. So, brand image occurs in the minds of consumers which retain brand 
associations and thanks to perceptions concerning the reflected brand. The concept of the brand image 
was first coined by Sidney Levy in 1955 (Demir, 2006). Brand image is the expectations reflected by 
brand connections in the minds of customers (features, benefits, attitudes, and behaviors) (Keller, 1993). 
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Consumers and customers contribute positively to the behavior of buying the image directed at because 
they will trust the brand and the company if their image is strong in their minds. As a result of this trust, 
they will keep buying the products of the brand, and trust will transform into brand loyalty. Brand and 
companies should be mindful of this and develop strategies for consumers accordingly.

CONCLUSION AND DISCUSSIONS

The importance of institutional reputation and brand image for brand loyalty is evident throughout the 
paper. A positive contribution to the brand image is achieved by utilizing public relations to create an 
institutional reputation. The feeling of trust accompanying reputation is making a positive impression on 
customers and internal and external target groups. In creating this feeling of trust, public relations and 
marketing play a key role. Led by marketing and public relations, the other applications of marketing 
communication have a great contribution to creating brand loyalty and reputation of companies, institu-
tions, and brands. The reason why marketing and public relations are integrated into a whole is that they 
both aim to make a profit for the company. There is a remarkable amount of controversy concerning 
the holistic structure of the two. Nevertheless, because the goal of making a profit is prioritized today, 
companies are carrying out joint activities of marketing and public relations. Public relations activi-
ties have an effect on creating reputation and trust and providing brand loyalty because, regardless of a 
company or a brand, consumers always prefer the trustworthy one.

Reputable and trustworthy brands and companies evoke in the target market a positive image of 
the brand. It is expected that consumers prefer this brand thanks to the positive image. The brand and 
customers develop an emotional connection in time, which eventually turns into brand loyalty. In this 
process, customers become friends with the brand by associating themselves with it. Brand loyalty grows 
in time with its positive financial benefits for the company. No matter what business companies are in, 
they all attach plenty of importance to reputation, image, and brand loyalty today. Today’s customers are 
leading companies and brands with their demands. This is the very reason why companies and brands 
should proceed in a planned manner in such issues as reputation, image, and brand loyalty because it is 
of utmost importance for the interests of companies. This is the very reason why this article has dealt 
with these issues throughout, emphasizing brand image, institutional reputation, and brand loyalty.
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ABSTRACT

In the appearance of globalization and liberalization, both brand and branding have become essential 
parts of every competitive business firm. To become part of the competitive and ever-changing busi-
ness world and to maintain the existing business image, business organizations have been continuously 
focusing upon introducing innovative branding practices and strategies. This chapter focuses on brand 
and branding strategies of Indian brand name dairy cooperative, AMUL, in western India (Gujarat 
Cooperative Milk Marketing Federation [GCMMF]), which has developed a successful model for do-
ing business in the large, emerging Indian economy. Amul has been primarily accountable, through its 
inventive practices, and adaptive to market changes, for India’s becoming the world’s largest producer 
of milk. This chapter draws various lessons from the experiences of AMUL that would be useful to busi-
ness organizations globally.

ORGANIZATION BACKGROUND

Amul (Anand Milk-producers Union Limited), formed on December 14, 1946, is a dairy cooperative 
organization of India. The brand name Amul, has been originated from the Sanskrit word Amoolya, it 
means priceless. It is a brand name managed by cooperative organisation, Gujarat Co-operative Milk 
Marketing Federation Ltd. (GCMMF), which today is jointly owned by some 2.41 million milk producers 
in Gujarat, India. It is situated in Anand town of Gujarat and has been a true example of a co-operative 
business organization’s success. The Amul Pattern has established itself as a completely suitable model 
for rural expansion and growth. Amul has promoted the White Revolution of India, which has contrib-
uted in making India the largest producer of milk and milk products in the world. Gujarat Cooperative 
Milk Marketing Federation (GCMMF) is India’s leading food goods marketing organisation. In state 
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of Gujarat Amul is a state level head body of milk cooperatives which aim to endow with remunerative 
returns to the farmers and also gratify the interests of customers by continuously providing quality prod-
ucts according to varying needs of customers also by providing good value for money. Amul’s product 
range consist of milk, milk powders, ghee, butter, cheese, curd, chocolate, ice cream, cream, shrikhand, 
paneer, gulab jamuns, basundi, Nutramul brand, and others.

The Kaira District Cooperative Milk Producers’ Union Limited was established as a response to 
utilization of marginal milk producers in the city of Anand (in Kaira district of the western state of Gu-
jarat in India) by traders or manager of existing dairies. Producers of milk had to travel long distances 
for delivery of milk to the only dairy, named as the Polson Dairy in Anand – frequently milk went sour, 
particularly in the summer time, as producers had to physically carry milk in containers individually. 
In winter, the producer was either left with excess of unsold milk or had to sell it at very low prices. 
Moreover, the government at that time had given particular monopoly rights to Polson Dairy (during 
that time Polson was the well known butter brand in the country) to collect milk from Anand and was 
supplied to Bombay city in turn (about 400 kilometers away). India ranked nowhere amongst milk pro-
ducing countries in the world by the end of year 1946 (Akoorie & J.Scott (1999)).

The manufacturer of Kaira district took guidance of the nationalist leaders, Sardar Vallabhbhai Patel 
(first Home Minister of free India) and Morarji Desai (Prime Minister of India). They guided the farm-
ers to form a cooperative firm and supply milk directly to the Bombay Milk Scheme instead of selling 
it to Polson (who did the same but offer low prices to the milk producers). As a result of this the Kaira 
District Cooperative was established to collect and to process the milk in the district of Kaira. The new 
milk plant had the potential to pasteurize 300,000 pounds of milk per day, and manufacture 10,000 pounds 
of butter per day, also 12,500 pounds of milk powder per day and 1,200 pounds of casein per day. With 
the help of R&D and technology development at the Cooperatives had led to the success of production 
of skimmed milk powder from buffalo milk. This gave birth to a modern dairy industry in India.

Figure 1. Amul starting point
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In 1946, initiative of milk production was taken by Sardar Vallabhai Patel. Patel has developed in-
novative ideas and thoughts adjacent to the privately owned Polson dairy and established as the first 
cooperative society known as Kaira District Cooperative Milk Producers’ Union Limited (KDCMPUL). 
The motto behind establishment of cooperative society was “No Cooperation, No Progress!” spreader 
very fast and milk was used as a sign to object against British hegemony, throughout a 15-day farmers’ 
strike. Amul is the leading dairy brand name in India and has seized its position against rivalry from 
international established brands such as Nestle.

Involvement

It was Patel’s vision to organize the farmers and to make them enable to manage over procurement, 
processing and advertising while removing the middlemen from the existing system. Initially Amul 
started with 2 village societies and collected 247 liters of milk per day. The society grew and, in 1973, 
the Gujarat Cooperative Milk Marketing Federation (GCMMF) was established in the state of Gujarat 
for marketing the milk and milk products of cooperative unions. In the year 1980s the word Amul was 
transformed into a brand. At present, in the state of Gujarat, Amul manufactures 10.16 million liters of 
milk daily, that is collected from 2.7 million farmers, further processed by30 dairy plants, and circulated 
through 500,000 retail outlets. The annual sales return has reached USD 1,504 million (2008-2009).

The Amul replica turn out to be so successful that it was replicated in the ‘70s, after the government 
standardized the importance of milk cooperatives as a revenue of promoting socio-economic progress 
in rural areas while at the same time growing milk production in India.

Figure 2. Sardar Patel encouraging farmers
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The National Dairy Development Board (NDDB) initiated the Operation Flood programme (OF) to 
generate a nationwide milk grid. During the 26 year of Amul from 1970 to 1996, this established associa-
tion between rural milk producers and urban consumers by organizing farmer dairy cooperative societies. 
Total investment of USD 439 million has engendered an incremental return of USD 8.778 billion. Amul 
emerged as a world’s largest rural developments programme that: “supported dairy farmers in their own 
development growth and improvement, by placing control of the resources they generate in their own 
hands. A National Milk Grid links milk manufacturer throughout India with clients in over 700 towns and 
cities, reducing recurring and regional price disparity while ensuring that the producer gets fair bazaar 
prices in a transparent way. Dairy engineer Dr. Varghese Kurien, who was chairman of NDDB at that 
time, was the architect of the programme and is considered as the father of India’s “White Revolution”.

Now we move to year 2000. The image of Indian dairy industry and particularly in the State of Gujarat 
it’s been redefined or overtaken by the brand name Amul. Mean time India has emerged as the largest 
milk producing country in the world (Table 1). Gujarat emerged as the most successful State in terms of 
milk production and milk product production with its cooperative dairy movement. The Kaira District 
Cooperative Milk Producers’ Union Limited, Anand turn out to be the focal point of dairy growth in the 
entire region and AMUL emerged as a one of the most renowned brands in India, also ahead of many 
international brands.

Marketing

Starting with a single common plant at Anand and two village cooperative societies for milk procure-
ment, the dairy cooperative movement of State of Gujarat had developed into a network of 2.12 million 
milk producers (i.e., farmers) who are organized in 10,411 milk collection cooperatives (called Village 
Societies). These Village Societies (VS) further supply milk to thirteen independent dairy cooperatives 
(called Unions). AMUL is a one such Union. Milk and other related milk products from these Unions 
are marketed by a general marketing organization (called Federation). Figure 3 gives the hierarchical 
structure of this extensive network of cooperatives.

Table 1. International milk production

Country Milk Production (Million Tonnes)

1961 1999 2000

Japan 2.10 8.46 8.50

Canada 8.32 8.20 8.10

Europe 132.40 216.30 214.3

USA 57.02 73.8 76.1

Australia 6.28 10.49 11.17

New Zealand 5.22 10.88 12.23

India 20.38 78. 90 81.8
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Amul Butter: Pricing Strategy

Today GCMMF is India’s largest exporter of Dairy Products. It has been known as a “Trading House” 
status. GCMMF has received the APEDA Award from Government of India for Excellence in Dairy 
Product Exports continuously for the last 9 years.

When Amul was formed, consumers were having very limited purchasing power, and reserved con-
sumption levels of milk and other dairy products too. Thus Amul followed a low-cost price strategy to 
make its products affordable to the masses and attractive to consumers by assuring them value for money.

Despite of high competition in the dairy product segment from firms such as Hindustan Lever, Nestle 
and Britannia, GCMMF guarantees that the product mix and the series in which Amul launch its prod-
ucts is reliable with the core values of delivering butter at a basic, reasonable price to plea the common 
masses (Table 2 and Figure 2). This price strategy initially helped AMUL BUTTER to create its brand 
image in the domestic sector of the society.

Effective implementation of pricing strategy of Amul resulted that, at present Amul has 2.41 million 
milk producer members with average milk collection of 5.08 million litres/day. Moreover India, Amul 
has penetrated overseas markets such as Mauritius, UAE, USA, Bangladesh, China, Singapore, Austra-
lia, Hong Kong and a few South African countries. Its proposal to enter Japanese market in 1994 had 
not accomplished, but now again Amul is planning to enter Japanese markets. Other potential markets 
under consideration include Sri Lanka.

Figure 3. Dairy cooperative structure and details for state of Gujrat
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Table 2. Product range manufactured under brand name Amul

Product Name Tag Line Composition Range

Amul Butter
‘UTTERLY 
BUTTERLY 
DELICIOUS’

Milk Fat 80% 
Moisture 16% 
Salt 2.5% 
Curd 0.8%

Amul Butter 
Amul Lite Low Fat Bread spread 
Amul Cooking Butter

Amul Cheese

Amul Pasteurized Processed Cheddar Cheese 
Amul Processed Cheese Spread 
Amul Pizza (Mozarella) Cheese 
Amul Shredded Pizza Cheese 
Amul Emmental Cheese 
Amul Gouda Cheese 
Amul Malai Paneer (cottage cheese) 
Utterly Delicious Pizza

Amul Ethnic 
Sweets

Amul Shrikhand (Mango, Saffron, Almond Pistachio, Cardamom) 
Amul Amrakhand 
Amul Mithaee Gulabjamuns 
Amul Mithaee Gulabjamun Mix 
Amul Mithaee Kulfi Mix 
Avsar Ladoos

Pure Ghee
Amul Pure Ghee 
Sagar Pure Ghee 
Amul Cow Ghee

Milk powder

Amul Full Cream Milk Powder 
Amulya Dairy Whitener 
Sagar Skimmed Milk Powder 
Sagar Tea and Coffee Whitener

Fresh Milk

3% fat 
6% fat 
4.5% fat 
1.5% fat 
0% fat

Amul Taaza Toned Milk 
Amul Gold Full Cream Milk 
Amul Shakti Standardized Milk 
Amul Slim & Trim Double Toned Milk Amul Saathi Skimmed Milk 
Amul Cow Milk

Amul Curd

Yogi Sweetened Flavored Dahi (Dessert) 
· Amul Masti Dahi (fresh curd) 
· Amul Masti Spiced Butter Milk 
· Amul Lassee

Amul Ice cream

Royal Treat Range (Butterscotch, Rajbhog, Malai Kulfi)
Nut-o-Mania Range (Kaju Draksh, Kesar Pista Royale, Fruit Bonanza, Roasted
Almond) 
Nature’s Treat (Alphanso Mango, Fresh Litchi, Shahi Anjir, Fresh Strawberry,
Black Currant, Santra Mantra, Fresh Pineapple) 
Sundae Range (Mango, Black Currant, Sundae Magic, Double Sundae)
Assorted Treat (Chocobar, Dollies, Frostik, Ice Candies, Tricone, Chococrunch,
Megabite, Cassatta) 
Utterly Delicious (Vanila, Strawberry, Chocolate, Chocochips, Cake Magic)

Milk drink

Amul Kool Flavored Milk (Mango, Strawberry, Saffron, Cardamom, Rose, 
Chocolate) 
Amul Kool Cafe 
Amul Kool Koko 
Amul Kool Milk Shake (Mango, Strawberry, Badam, Banana)

chocolate

Kcal 541 
Energy from 
Fat, Kcal 261 
Total Fat, g 29 
Saturated Fat, 
g 17 
Added Sugar, 
g 45 
Total 
Carbohydrates, 
g 62

Amul Milk Chocolate 
Amul Fruit & Nut Chocolate
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Brand Promotional Strategy of Amul

In 1966, Sylvester daCunha, joined ad agency of Amul. At that time, situation of India was like one 
couldn’t afford to have food and food products. Sylvester daCunha decided it was time to change the 
image. Scott Bradbury, the marketing genius behind success of Nike and Starbucks, once said “A giant 
brand is a legend that is never completely told. A brand is a symbolic story that’s developing all the 
time. Stories create the exciting context that people need to locate themselves in the larger practices”.

Since the Sixties to the Nineties, the Amul ads have come a long way. whereas most citizens agree 
that the Amul ads were at their peak in the Eighties they still continue that the Amul ads continue to rag 
a laughter out of them The Amul ads are one of the greatest running ads based on a theme, now vying 
for the Guinness proceedings for being the fastest running ad movement ever. While most of the public 
agreed that the Amul ads were at their highest point in the Eighties they still maintain that the Amul 
ads continue to tease a laughter out of them The Amul ads are one of the longest running ads based on 
a theme, now vying for the Guinness records for being the longest running ad campaign ever.

Many researchers believe that the charm of Amul publicity and popularity lies in the catchy lines 
followed by them in the advertisements (Figure 5). Because the humor created by adds was enjoyed 
by all. They don’t mention on anyone’s nationality or hurt people’s sentiments. These ads are pure and 
simple, everyday fun.

Introducing Higher Value Products

Starting with liquid milk offered by Amul, GCMMF enhanced the product mix through the progressive 
addition of superior value foodstuffs while maintaining the preferred growth in existing products .Brand 
extension is an extensively established brand strategy to attach an existing renowned brand name for 

Figure 4. Range of products offered by brand Amul
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a new product introduction in a different product category (Swaminathan & Reddy, 2001). And these 
strategies were generally used because of the thought that built influential brand positioning, to boost 
awareness among customer and quality alliance and reduces the new product risk for consumers (Taylor 
& Bearden, 2002).

Despite of high competition in the high value dairy product segment from established firms such 
as Hindustan Lever, Nestle and Britannia, GCMMF guarantees that the product mix and the range in 
which Amul introduces its products is steady with the core philosophy of providing milk at a basic, 
and affordable price. In early 1950’s studies have shown that usage of mobile veterinary dispensaries, 
wireless sets to connect mobile units to service centers, developing a programme of cross breeding of 
cows in early 1970s etc. that have led to a exceptional rise in efficiency of milk (Patel, 1988). With the 
changing customer demands Amul is launching new products and introducing innovation in existing 
range of products. Customers are also enjoying the changing new added flavors and taste. For any com-
petitive firm’s growth understanding customer needs by taking care of special reference to product need, 

Figure 5. Promotional strategy of Amul
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product flavor, product availability, and product pricing is very important. We are in the era where only 
those firms can have survival who understands customer’s latent requirements (refer Figure 6). We are 
in the economic age where there is no room for errors, defects and delayed deliveries and this is created 
in Japan. Amul is among one of the India’s leading firms who are not only understanding customers 
present needs but also taking care about future emerging needs of the customer by investing on research 
and development. As Amul has opened Amul Scooping Parlors/Cafes/GRD Parlors Consumer offers 
from 20th Jan to 31st March, 2014 across India:

• Delhi Zone: Includes Punjab, Haryana, J&K, UP, Uttarakhand, and Himachal Pradesh markets.
• Chennai Zone: Includes Kerala, Tamilnadu, Karnataka, Andhra Pradesh, and Calicut markets.
• Kolkata Zone: Includes West Bengal, Orissa, Jharkhand, and Bihar markets.
• Guwahati Zone: Includes Assam, Meghalaya, Nagalend, Arunachal Pradesh, Mizoram, Tripura, 

and Manipur; “http://www.amul.com/m/amul-parlour-consumer-zone”.
• Mumbai Zone: Includes Maharashtra and Goa markets.
• Ahmedabad Zone: Includes Gujarat, Rajasthan, Madhya Pradesh, and Chhattisgarh markets; 

“http://www.amul.com/m/amul-parlour-consumer-zone”.

With increasing income and with the changing lifestyles people of India also love to spend quality 
time with the family members outside the home where they can have variety of choices and options for 
themselves and children too. By keeping this idea in mind across the country Amul has started Ice Cream 
Scooping Parlors. Here one can have options to choose from world class ice creams, Sundaes, variety 
of shakes and other ice cream concoctions in a warm and pleasant ambience of these parlors. It’s like a 
more of fun time for the whole family.

Figure 6. New range of Amul products
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Table 3. List of Amul Parlor in India

Delhi Zone

Product Pack Scheme

Ice-cream 1 Ltr Tub Rs.10 off

Kool Range (till 28.02.14 only) Kool Cans Rs.2 off

Kool Range (till 28.02.14 only) 1 Ltr Tetra Rs.10 off

Mitahi mate 400g Tin Rs.5 off

Amul Lite 100/200/500g Rs.3/5/15 off

Gulabjamun 500g/1kg Rs.5/10

Chennai Zone

Product Pack Scheme

Ice-cream 1 Ltr Tub Rs.10 off

Kool Range (till 28.02.14 only) Kool Cans Rs.2 off

Kool Range (till 28.02.14 only) 1 Ltr Tetra Rs.10 off

Mitahi mate 400g Tin Rs.5 off

Amul Lite 100/200/500g Rs.3/5/15 off

Gulabjamun 500g/1kg Rs.5/10

Kolkata Zone

Product Pack Scheme

Ice-cream 1 Ltr Tub Rs.10 off

Kool Range (till 28.02.14 only) Kool Cans Rs.2 off

Kool Range (till 28.02.14 only) 1 Ltr Tetra Rs.10 off

Mitahi mate 400g Tin Rs.5 off

Amul Lite 100/200/500g Rs.3/5/15 off

Gulabjamun 500g/1kg Rs.5/10

Guwahati Zone

Product Pack Scheme

Ice-cream 1 Ltr Tub Rs.10 off

Kool Range (till 28.02.14 only) Kool Cans Rs.2 off

Kool Range (till 28.02.14 only) 1 Ltr Tetra Rs.10 off

Mitahi mate 400g Tin Rs.5 off

Amul Lite 100/200/500g Rs.3/5/15 off

Gulabjamun 500g/1kg Rs.5/10

Mumbai Zone

Product Pack Scheme

Ice-cream 1 Ltr Tub Rs.10 off

Kool Range (till 28.02.14 only) Kool Cans Rs.2 off

Kool Range (till 28.02.14 only) 1 Ltr Tetra Rs.10 off

Mitahi mate 400g Tin Rs.5 off

Amul Lite 100/200/500g Rs.3/5/15 off

Gulabjamun 500g/1kg Rs.5/10

continued on following page
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At present Amul has opened Scooping Parlors across the country including cities like Mumbai, 
Chennai, Delhi, Bangaluru, Thane, Pune, Kolkata, Nagpur, Ahmedabad and Coimbatore. Apart from 
these cities, Amul is planning to open up Amul Scooping Parlors in different parts of the country too.

These Parlors have been well welcomed by customers and are doing cheerful business. Some of the 
recipes offered at these Parlors include:

• Simply Delicious Ice Cream Scoops,
• Double and Triple Sundaes,
• Double Swirl/Magic Swirl,
• Thick Shakes, and
• Amul Kool Drinks.

Amul also offers a brilliant business prospect to entrepreneurs who want to open up franchisees 
of the Amul Scooping Parlors and can become part of the rising ice cream industry with India’s most 
admired brand.

Amul Café

Amul has launched “The CDR (Casual Dining Restaurant)” a brand from Amul. The idea behind launch 
of Amul Cafe is a Casual Dining Restaurant with a pleasant ambience that offers customers scrumptious 
delicacies options of

• Pizzas,
• Amul Butter Pavbhaji,
• Amul Cheese Sandwiches,
• Butter, Cheese, and Panner Dosa,
• Chhola Bhatura,
• Amul Cheese Burgers,
• Ice-creams and Sundaes,
• Milk Shakes and Much More.

Ahmadabad Zone

Product Pack Scheme

Ice-cream 1 Ltr Tub Rs.10 off

Kool Range (till 28.02.14 only) Kool Cans Rs.2 off

Kool Range (till 28.02.14 only) 1 Ltr Tetra Rs.10 off

Mitahi mate 400g Tin Rs.5 off

Amul Lite 100/200/500g Rs.3/5/15 off

Gulabjamun 500g/1kg Rs.5/10

Shrikhand (from 1st Feb to 31stMarch 2014) only for Gujarat 1 Kg Rs.10 off

Table 3. Continued
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Fundamentals for Cafe Amul

GCMMF today reaches customers in all parts of the India, with a singular main center on marketing and 
distribution of right products to the right customer.

A state level governing body of milk co-operatives started from Gujarat has been a venture of GC-
MMF that provides remunerative profits to the farmers by serving the interest of different consumers by 
providing different range of quality products by taking care for good value for money.

Amul Made India a Flourishing Ice Cream Market

Today ice creams are not only popular among youth but equally trendy among children and grown-ups. 
Consumption of ice creams has turn out to be an occasion for celebration. In India alone, the structured 
ice cream manufacturing has a total turnover of around Rs. 1000 Cr. and the market is spectatoring a 
blooming growth rate of from 12-15% per annual.

In India per capita consumption of ice creams is around 250 ml in comparison to 23 liters in the US, 18 
liters in Australia, 14 liters in Sweden and only 800 ml in neighboring country Pakistan. This data figures 
show that, a huge opportunity is there for investment in the organized players in the ice cream industry.

For opening up Amul café in any state basic requirements are given as follows also refer Table 4 for 
the same.

• 1000 to 1500 sq.ft space.
• Brand Deposit: Rs.3 lacs.
• Equipment required:

 ◦ Middleby Marshall Pizza Oven,

Figure 7. Amul café outlook
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 ◦ Dosa Maker,
 ◦ Hot & Cold Bain Maries,
 ◦ Sandwich Grillers,
 ◦ Visicooler,
 ◦ Scooping Cabinet,
 ◦ Deep Freezers,
 ◦ Chest Coolers, etc.

MEDIA STRATEGY

Advertising is any paid form of non-personal communication to create awareness, develop perceptions 
and persuade the audiences to make a specific purchase. Media strategy means the organized selec-
tion of the medium of media to be used so that the preferred message must reach the target audiences. 
Thus, depending upon the product or service and also depending upon target customer’s need media 
of advertisement and the target market, a promoter makes choices among the types of media that will 
provide maximum efficiency and benefit the product and service too. Brand reputation has been stated 
in term of consumers perception about quality associated with a brand Aaker & Keller (1990); Barone 

Table 4. Total investment required for opening up Amul Café

Particulars Investment in Rs.

Interiors & Renovation (1000 sq.ft)@ Rs.1600 per sq.ft 16 lakhs

Brand Deposit 3 lakhs

Equipment (Kitchen, Parlour & storage) 11 lakhs

Total 30 lakhs

Note: Actual investment may vary with time

Table 5. Revenue generated by Amul

Indicative ROI (Return on Investment)

Particulars Amount Per Month in Rs.

Total Sales per Month 900,000 -

Gross monthly margins @25%Approx. 225,000 -

Monthly Operating Expenses 152,000 -

Shop Rental @50 per sq ft per month - 60,000

Manpower(10 persons @ Rs.6000) - 60,000

Electricity Charges - 25,000

Consumables / Disposables / Carrybags - 5,000

Misc (incl. Telephone etc) - 2,000

Net Contribution per month 73,000 -

Note: ROI Statement is indicative only
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& Romeo (2000). Amul butter is mostly advertised using inventive and innovative hoardings, slogans, 
usually mocking or depicting the recent issues. Media strategies helped Amul a lot to build its strong 
brand reputation over the customers. As a brand Amul is very well advertised by using intermediates 
like TV commercials, print advertisements, and by outdoor advertising. But the company has not paid a 
lot of attention for the advertisement of Amul Chocolates which is apparent from the lack of awareness 
and disinterest from the public.

Types of Media Used

Print Medium

Amul Chocolates started publicity with print advertisement in the 1970s.
But the occurrence and reach of these advertisements was restricted and unsuccessful to create the 

desirable buzz in the market.
Amul Chocolates also advertised in Indrajal Comics, a series of comics launched by The Times of 

India, in 1964 which was relatively popular in 1970s and 1980s.

TV Commercials

Series of these advertisements were launched on TV with filling the blanks by the right words of this 
punchline. In one of the adds, a young teenage girl sings ‘I am 2 old for dolls, 2 young for the disco’, 
her elder sister (I think!!), sings back, “But I think you are just right for Amul chocolates” in the year 
2000, There were two famous TV advertisements that were aired in year 2005.

Figure 8. Media strategies followed By Amul
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Father/Son Advertisement

Father role played by actor Ram kapoor is flying back home from trip and has bought Amul chocolates 
for his kid. He habitually keeps the chocolate in the right side of his coat but this time to puzzle his kid he 
keeps the chocolate on left side. On coming home the kid checks the left side only and is very happy to 
find the chocolates. And in the background of add the wife is shown smiling. The ad focuses on strength 
of a father son relation is, similarly a consumer will have an enduring connection with Amul Chocolates.

Rose Day

This advertisement have the tagline that for somebody you love, is acceptable by showing a boyfriend 
gifting his girlfriend Amul chocolate which give to happiness the girl.

Inspite of these advertisements being aired for six years old; they were also aired during the cooking 
reality show, Master Chef India (Amul sponsors) in 2011. This evidently shows that the advertisement 
was not altered with the new changing times.

Distribution Network

In over 500,000 retail outlets Amul products are available across India throughout and network of over 
3,500 distributors. There are 47 warehouses with dry and cold storehouse to buffer stock of the complete 
range of products.

GCMMF manage on a progress demand draft center from its wholesale seller instead of the cheque 
method implemented by other major FMCG corporations. This practice is reliable with GCMMF’s at-
titude of upholding cash dealings during the supply chain and it also diminishes dumping.

Wholesale dealers carry record that is just sufficient to take care of the transfer time from the branch 
storehouse to their building. This is just-in-time (JIT) inventory strategy that improves wholesalers re-
turn on investment (ROI). All GCMMF branches employ in route setting up and have devoted vehicle 
operations.

Umbrella Brand

The network of Amul Company follows an umbrella branding strategy. Amul is the general brand having 
majority of product categories produced by different unions: liquid milk, milk powders, butter, ghee, 
cheese, cocoa products, sweets, ice-cream and condensed milk.

Amul’s sub-brands consist of variants such as Amulspray, Amulspree, Amulya and Nutramul. The 
edible oil goods are grouped around Dhara and Lokdhara, mineral water is sold under the Jal Dhara 
brand while fruit drinks bear the Safal name.

By maintaining on an umbrella brand, GCMMF not only competently avoided inter-union disagree-
ment but also shaped an opportunity for the union members to collaborate in developing products.
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Managing the Supply Chain

However the cooperative system was created to carry together farmers, it was recognized that profes-
sional managers and technocrats would be requisite to administer the network successfully and make it 
commercially feasible.

Coordination

From the large number of associations and entities in the supply chain and having decentralized respon-
sibility for various actions, effective coordination is critical factor to be controlled for efficiency and cost 
control. GCMMF and the unions played a major role in this progression and helped in jointly achieving 
the preferred degree of control within the organization.

Buy-in from the unions is assured as the plans are approved by GCMMF’s board. The board is drawn 
from the heads of all the unions, and the boards of the unions comprise of farmers elected through vil-
lage societies, thereby creating a situation of interlocking control.

The federation handles the distribution of end products and coordination with retailers and the deal-
ers. The unions coordinate the supply side activities.

This include monitoring milk collection supplier, the supply of animal feed and other supplies, provi-
sion of veterinary services, and educational activities.

Organization of Third Party Service Providers

From the establishment of business organizations, it was recognized that the unions’ core activity set 
in milk processing and the manufacturing of dairy products. Accordingly, marketing efforts (i.e., brand 
development) were implicit by GCMMF. All supplementary actions were entrusted to third parties. 
These include logistics of milk gathering, delivery of dairy products, sale of products through dealers 
and retail stores, prerequisite of animal feed, and veterinary services.

It is significantly noting that a number of these third parties are not in the structured sector, and many 
are not efficiently managed with slight regard for quality and product service.

This is a mostly significant issue in the logistics and transport of a consumable commodity where 
there are already weaknesses in the essential infrastructure.

Introducing Best Practices

A key foundation of competitive advantage has been the project ability to constantly implement best 
practices across all elements of the system: the federation, the unions, the village societies and the sup-
ply channel.

In developing these practices, the organization and the unions have adopted successful models from 
around the world. Implementation of various TQM practices and strategies like quality circles, house-
keeping, kaizen and good accounting practices at the village society level contributed in success of 
Amul. Major focus of TQM strategies has been on regular continuous improvement for accomplishing 
long term targets rather than just achieving short term profits.

This improvement program across the Amul involved large number of members and employees for 
the implementation of various strategies and this made success rate consistently high.
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For example, every Friday, without stopping, from 10.00 a.m. and 11.00 a.m., all employees of 
GCMMF gather at the closest office, it can be a department or a branch or a depot for the discussion of 
their various quality issues/ problems.

In advance each meeting has its pre-set plan in terms of Purpose, Agenda and Limit (PAL) with a 
process check at the closing stages to record how that meeting was carried out. Similar methods are been 
implemented in village societies, at the unions and even at the wholesaler as well.

Benefits accomplished by implementing TQM strategies consist of reduction in transportation time 
from the depots to the wholesale trader, improvement in ROI (rate on investment) of wholesale deal-
ers, achievement of Zero Stock Out through enhanced accessibility of products at depots and also the 
implementation of JIT (Just-in-Time) in finance to reduce the float.

Kaizen (gradual improvement) at the unions have facilitated to improve the quality of milk in terms 
of acidity and sour milk. (Kaizen is another TQM strategy to improve the quality; this is extremely fo-
cused on projects to increase the quality) For example, Sabar Union’s records show a decline from 2.0% 
to 0.5% in the quantity of sour milk/curd received at the union.

The most inspiring feature of this large-scale roll out is that development processes are spinning the 
village societies into individual improvement centers.

Technology and E-Initiatives

In the ever changing globalized world modern technology and various e-initiatives taken up by Amul 
also contributed in the success of the brand. GCMMF’s technology strategy is composed of four dis-
tinctive components i.e., new products, process technology, and complementary assets to enhance milk 
production and e-commerce.

Figure 9. Brand promotional strategy of Amul
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Few dairies of the world have the extensive assortment of foodstuffs as produced by the GCMMF 
network. Village societies are expectant during subsidies to establish alarming units. Automation in 
processing and packaging areas is regular, as is HACCP certification. Amul aggressively follow prog-
ress in embryo transfer and cattle breeding to regulate and to improve cattle quality and to increases in 
milk yields.

GCMMF was among one of the first FMCG (fast-moving consumer goods) firm in India to utilize 
Internet expertise to execute B2C commerce.

Today customers can select a diversity of products through the Internet and be secure of timely de-
livery with cash on payment option.

Another e-initiative undertaken by the Amul is to provide farmers access to information relating to 
markets, technology and best practices in the dairy industry during net enabled kiosks in the villages.

GCMMF has also implemented a Geographical Information System (GIS) at both ends of the supply 
chain, i.e. milk gathering as well as the promotion process.

Farmers now have improved access to information on the output as well as sustained services while 
providing a superior planning tool to marketing personnel.

Corporate Social Responsibility (CSR)

Emergence of globalization and liberalization has given confinement to numerous key proposals into 
Indian economy. Forces and factors enforced by globalization into Indian economy are quality conscious 
movement, conscious consumer and corporate social responsibility.

Corporate social responsibility (CSR) has been defined as a “assurance of business and firms to 
contribute for sustainable economic growth by working with employees, workers their families, serving 
the local community, and society at large to improve the quality of life, in a way that both society and 
business get the development.”

To convene the CSR practices it is anticipated that a business in its whole procurement-production-
processing-marketing chain should center on human development by connecting the supplier, the manu-
facturer, the worker, the consumer, the civil society, and the environment too.

Most businesses would certainly struggle in not being capable to accomplish at least one or many of 
those expectations of society. But AMUL has revealed the way of success is possible by following win-
win strategy. That is to improve the work culture Amul is providing various facilities to the families of 
workers, So that they can associate with the firm as a family.

CSR-Sensitive Organizational Structure

AMUL is a three tier co-operative organisation. The first tier of the co-operative society is the village, 
whose milk producers are voluntary members, administrating the co-operative throughout by democrati-
cally electing 9-member for managing committee, and doing business by procuring milk from members 
and selling it to the district level co-operative. In the village more than 11,000 co-operatives of Gujarat 
are working for this.

The second tier of the state level co-operative is that processes milk into various milk products, mar-
kets locally and sells excess to the state co-operative for national and international selling. There are 12 
regional co-operatives each being directed by a 15-member board selected by the college comprise the 
nominated legislature or chairmen of the village co-operatives.
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Third tier of the district co-operative of the Gujarat Co-operative Milk Marketing Federation (GC-
MMF) accountable for national and international marketing of milk and milk products produced and sold 
to it. The GCMMF is managed by the board democratically elected by and from amongst the chairmen 
of the district co-operatives.

The entire three-tier structure with the GCMMF at its peak is a unique foundation because it encom-
passes the complete chain from manufacturing of raw material to delivering the consumer with the end 
good quality product. Every function engages human intrusion: 23.60 lakh primary milk manufacturer; 
35,000 rural workmen from more than 11,400 village societies; 12,000 workers in 15 dairy plants; 750 
promotional professionals; 10,500 salesmen in distribution network and 600,000 salesmen in trade net-
work. The GCMMF is quite perceptive towards CSR initiatives. It trusts that technology, infrastructure 
and capital are replicable inputs but not the human capital/ workforce. Since humans are the basis for 
accomplishing the CSR, the GCMMF puts prominence on their expansion into proficient, chivalrous, 
credible, reliable, communicators and performers.

CSR Practices for Staff

The GCMMF appoint and educate employees so that they can have advantage over its competitors. Amul 
has established its in-house modules for training and capability building to develop and promote their 
information system, knowledge base; communication skills to understand the customer behavior, to be 
reactive to customer necessities, future demands and needs of customers. To improve the trustworthi-
ness and constancy of the customers it is very important that firstly managers and employees have to be 
happy and satisfied with the working culture so that they will be able to perform consistently and cor-
rectly every time and at all times. The primary and foremost the staff must get contentment from the job 
they are doing. Amul recognize individual employee’s efforts and awards them for their contributions.

Figure 10. Emergence of corporate social responsibility
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Quality

Quality definition changes as per the customer requirements but one thing that has been always attached 
with it inspite of place, product, price is satisfaction of customer needs and requirements i.e., termed as 
conformance to customer needs. For more than twenty long years India enjoyed a free market because of 
monopoly, no competition and customers with no or little choices. But with the opening up of markets 
after 1991, now customers had many choices in context to product, price, popularity of brand etc. By 
having competition from global players Indian markets, producers and manufacturers started realizing 
need for quality and quality product manufacturing. Amul absolute all the quality management initia-
tives to its business and production associates whether it’s the farmer from the village or a distributor 
form the metro town or someone from the production unit. Amul has learned a lot form the total quality 
management principles of Japan and inspired a lot from the concept of quality hence implemented quality 
management system of international standard. Amul has been the first dairy in India who gets accred-
ited with ISO 90001 and 2200: 2005 certifications for its plant and operations. One of the remarkable 
achievements made by Amul into Indian history is that village Dairy Co-operative Societies of Amul 
accredited with ISO 9001:2000 certification.

For export of dairy products to international markets Amul plants and production houses are certified 
by Agricultural and Processed Food Exports Development Authority (APEDA). Gujarat co-operative milk 

Figure 11. Impact of CSR
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marketing federation (GCMMF) which markets and exports dairy products of Amul brand won excellent 
performance award from APEDA for 13th time, IMC Ramkrishna Bajaj National Quality Award – 2003, 
“Best Best of All” Rajiv Gandhi National Quality Award - 1999, The International Dairy Federation 
Marketing Award (2007) for Amul pro-biotic ice-cream launch. For the continuous maintenance of qual-
ity management systems and hygiene factors are sporadically audited by agencies like Export Inspection 
Agency (EIA), Armed Forces, by various Indian Statutory Bodies, International statutory Bodies and 
Quality Management Agencies.

Amul Research and Development centre is working very effectively and have been associated with a 
centre of excellence in the field of research and development of cattle breeding and animal health care. 
This Centre of research and development is renowned as a Scientific & Industrial Research institute by 
the Department of Scientific & Industrial Research, Ministry of Science & Technology, and Government 
of India. This centre provides knowledge and education to workers about quality semen for artificial 
insemination plan; impart training to inseminators, prevention and control of diseases.

Amul has not only focused upon improvement and maintenance of quality of milk and dairy prod-
ucts alone but also improved quality of life of farmers associated with Amul. Farmers were continually 
working with Amul for providing milk for the production of dairy products on daily basis. In a way it 
helped and brought better social infrastructure of the village by making improvements in roads, com-
munication system, health care centers for man and animal, and opening up of schools, providing water 
facilities and opening up new banks etc.

Conscious Consumer

Globalization and changing market structures have given birth to new term that is consumer conscious-
ness. Now consumers have too many options to choose from and availability of too many options made 
the customer conscious for their every purchase decision. Amul is always aware about customer needs 
and promise to give superior quality products on reasonable price.

CSR Program

The GCMMF has recognized the distributors and retailers as its significant relation with its dealer and 
supply chain. During analysis the GCMMF found that 90% of the distributors do not have any chance to 
experience the modern management practices. The GCMMF realized that corporate social responsibility 
initiatives are very important to support the core business process starting from collection of raw material 
from vendor to its distributors so as to keep them in mainstream business. The GCMMF has developed 
and educated all its distributors about Value-Mission-Strategy through Workshops, Amul Quality Circle 
summit, computerization, and electronic commerce activities.

Relief Trust of Amul

A shocking earthquake (7.9-Richter scale 9) strike Gujarat on 26th January 2001. The epicenter of the 
shake was positioned in Kutch district. It caused death of thousands of citizens, tens of thousands were 
offended, hundreds of thousands were turn into homeless and harm of billions of Rupees was made.

Amul put step forward to help the needy ones and in 2001 GCMMF created a particular association 
named “Amul Relief Trust” (ART) under the supervision of Dr. V. Kurien. Association made a donation 
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of Rs. 50 Millions for reconstruction of the school buildings damaged by the earthquake in year 2001 in 
the Kutch area. The Trust restructured 6 schools broken by the earthquake with a total cost of Rs. 41.1 
millions in Kutch district of Gujrat.

Gujarat Green Tree Plantation Movement by Milk Manufacturers of Dairy 
Cooperatives: Amul Workers Planted More than 311.98 Lakh Trees

Gujarat Dairy Cooperatives- also known as AMUL celebrated the nation’s Independence Day by involv-
ing all milk producing members for the novel cause by planting lakhs of saplings across the Gujarat 
and have taken up an determined plan to save the natural environment by planting more and more trees, 
and taken a pledge to make India green and hence by minimizing the effects of global warming. There 
onwards the milk producers of Gujarat Dairy Cooperatives society are carrying out mass tree plantation 
campaign every year on Independence Day. In the years from 2007 to 2011 the milk producers of Gujarat 
have planted around 311.98 lakhs trees. The most remarkable attribute of these complete programmes 
was that it has been commenced by milk manufacturer members of the dairy cooperatives society. The 
distinctive fact about this initiative was that the milk manufacturer members have taken up the oath to 
protect tree saplings till it endure and grows into big trees.

Figure 12. A school reconstructed by Amul Relief Trust
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As fact natural resources are depicting at a faster pace, and Gujarat is not an exception, over the time, 
demanding agriculture and dairying a variety of natural resources are getting consumed on daily basis at 
a faster pace in Gujarat state of India too. On this serious note the state level apex body of dairy farmers 
of Gujarat has taken a serious consideration in this direction and discovered a novel scheme of giving 
back to the nature, so that momentum should be maintained. The idea was formulated in such a way that 
“one member one tree” plantation idea was introduced on our 60th Independence day on 15th August 
2007.To set this idea as a regular practice a management proposed a team constituting of legislative 
body of member unions were created these teams will look after for regular execution of the idea. The 
team accepted the idea open heartily and right away decided to extend it along with farmer members 
of village Gujarat dairy cooperative societies. Then the details of the scheme were communicated to 
the farmer members and they all also welcomed it and excitedly agreed to put into operation the idea.

The complete plantation movement was synchronized with all the three tiers of Anand pattern sys-
tem at village, district and state level dairy cooperative societies. This was just the foundation of social 
responsibility initiative at Amul. From now onwards, the Gujarat Village Dairy Cooperative Societies 
institutionalized tree plantation program as a mark of respect for our nation determined to carry out 
such event on regular basis on every Independence Day and acknowledged 15th August (Independence 
Day) as a “Green Revolution Day by A forestation to Protect Mother Earth from Pollution, depletion of 
natural resources, Climate change and Global Warming”.

Figure 13. Green Revolution Day by a forestation to protect mother Earth from pollution, depletion of 
natural resources, climate change and global warming
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Hence by following their promise Gujarat Dairy Cooperative Societies, milk producers of GCMME 
planted around 311.98 lakhs of tree saplings in approximately twenty one districts of Gujarat. This has 
shown that the farmers/ milk producers have strong determination, commitment, concern and awareness 
for the betterment of the society, mankind. And their persistent effort made the idea of ‘green revolution 
day’ a successful idea.

AMUL ACHIEVEMENTS

The determined effort of Amul, Gujarat milk production cooperative society provided green wrap to the 
earth was also recognized and brought fruitful results when the state level apex body of Gujarat Dairy 
Cooperatives GCMMF received prestigious award “SRISHTI’s G-Cube Award” for four successive years 
i.e., from year 2007, 2008, 2009 to year 2010 for having Good Green Governance in “Service Category”.

In addition to this “Amul Green” movement has also been awarded during the 4th Global Dairy Con-
ference held at Salzburg Congress Center, Austria on 28th April, 2010 by International Dairy Federation 
for best initiatives for environment persurvance in the “sustainability category”.

It has been anticipated that when one tree is sliced, in monetary terms there is total loss of Rs. 33 lakhs 
(Oxygen value of Rs. 5.3 lakhs, Land Fertility of Rs. 6.4 lakhs, Rs. 10.5 lakh for decline of pollution of 

Table 6. Total no. of trees planted

Sr. No. Year of Tree 
Plantation

No. of Trees Planted (In 
Lakhs)

No. of Trees Survived (In 
Lakhs) Survival Percentage

1 2007 18.90 11 58

2 2008 52.74 26 49

3 2009 84.24 38 45

4 2010 83.5 39 47

5 2011* 72.6 34 47

Total 311.98 148.122 47

*Estimated (as survey for survival percentage of the saplings planted in year 2010 is ongoing).

Figure 14. Amul achievements
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atmosphere and Rs. 5.3 lakh decline in Flowers / Fruits and habitation to birds and animals). As nature is 
priceless so benefits accrued by mankind when a tree is planted cannot be measured in monetary terms

The members of GCMMF have actually put an example for all the other cooperative societies and 
other institutions to turn India green in the age of Global warming and environmental crisis.

In a period of global warming when world is is suffering from the serious problem of environment 
pollution, Amul has contributed a lot of its share in making Gujarat flourishing green state. In this way, 
the milk manufacturers of Gujarat are escorting in a silent revolution of greening Gujarat.

CONCLUSION

Business organizations that are intelligent enough to extend control processes throughout with better 
usage of equipped to perform and supply chain synchronization are the ones that are capable to provide 
large volumes and take pleasure in top line growth in revenues.

Growth of dealer necessitates promotion with a long-term perspective. It is exciting to note that 
this success was attained by AMUL through a procedure of education and social progress activities 
- activities that are not generally measured to be standard business practices. This type of ‘out of the 
box’ visualization is necessary for emerging innovative mechanism in new, different atmosphere where 
construction of relationship with consumers goes much ahead of advertising and marketing messages 
and useful product offerings.

Environments with immature or underdeveloped markets and suppliers (as in the case of AMUL) 
add one more aspect of difficulty concerning to the relative speed of growth of these two areas. Through 
its pricing approach, AMUL has been able to make proficient balance in the growth of markets and 
suppliers and has attained some degree of synchronization. Brand management and brand value should 
be the top precedence of the company Amul is among those companies who have realized the need for 
the same. And have measured it as a strategic matter that should be dealt on regular basis, because in 
the past companies were differentiating on the basis of products they manufacture. But now companies 
who are able to meet and discover customer’s latent requirements for the long run only these types of 
brands stay in business. Need of the hour is to discover next generation needs before they demand for 
it and making the customer aware about extended brand products availability udder same brand name.
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KEY TERMS AND DEFINITIONS

Advertising: Advertising is any paid form of non-personal communication to create awareness, 
develop perceptions and persuade the audiences to make a specific purchase. Media strategy means the 
organized selection of the medium of media to be used so that the preferred message must reach the target 
audiences. Thus, depending upon the product or service and also depending upon target customer’s need 
media of advertisement and the target market, a promoter makes choices among the types of media that 
will provide maximum efficiency and benefit the product and service too.

Brand: Mark, name or symbol that is been used for the trading purpose by the business firms so that 
customers and marketers can distinguish between their companies product from competitors product. 
Brand act as a mark that gives representation to the company’s products. By using brand name (related 
to business or products or commodities produced/ manufactured by the firm) business firms launch the 
product in the market. Brand or brand name also helps the customers in making the purchase decision.

Branding: Branding is done by the business firm’s for promotion of products manufactured and 
launched by the firm under some brand name. It covers advertisement or use of banners, posters, slo-
gans used by companies to make people aware about their company’s range of products and services. 
Now a day’s branding is done by endorsing a popular celebrity in the advertisement of the brand, so 
that customers can relate themselves with their favorite celebrity and can be attracted towards buying 
companies product. Aim of branding is to increase sales of the product hence increased sales will result 
into high profits and more popularity of the brand.

Conscious Consumer: Globalization and changing market structures have given birth to new term 
that is consumer consciousness. Nowadays, customer is treated as a king and focus of the firms is on 
customer’s latent requirements. Now consumers have too many options to choose from and availability of 
too many options made the customer conscious for their every purchase decision. Amul is always aware 
about customer needs and promise to give superior quality products on reasonable price. With the aware-
ness among the consumers about the product, brand, branding, pricing, motivated the firms to produce 
quality products only and business firms are focusing upon delivering quality services to the customers.
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CSR (Corporate Social Responsibility): The term CSR is defined as a responsibility of corporate 
house or business firm towards society. Or it is a payback method so that momentum or balance can be 
maintained between inputs taken from the society; this will help in perseverance of natural resources too. 
Emergence of globalization and liberalization has given confinement to numerous key proposals into 
Indian economy. Forces and factors enforced by globalization into Indian economy are quality conscious 
movement, conscious consumer and corporate social responsibility. Corporate social responsibility (CSR) 
has been defined as an “assurance of business and firms to contribute for sustainable economic growth 
by working with employees, workers their families, serving the local community, and society at large to 
improve the quality of life, in a way that both society and business get the development.”

Globalization: Globalization means across the globe. It is used to denote whole globe as one entity. 
Despite of cultural differences, regional differences, language differences, geographical location barriers 
all the business units can operate under one umbrella by following common set of rules and norms. All 
this is been made possible by introduction of term globalization. Now firms and business units can freely 
do business across the nations. This helped the business in making their brand more popular across the 
nations and resulted into more demand of branded products. Also helped the companies to design their 
products and branding advertisements as per varying customers’ needs across the nations.

Quality: Definition of quality changes from person to person and from customer to customer this 
variation is as per the customer requirements but one thing that is been common among all in spite of 
place, product, price, promotion, popularity of brand is satisfaction of customer needs and requirements 
i.e., named as conformance to customer needs/customer requirements. For a very long time i.e., more 
than twenty years India and Indian firm’s enjoyed a free market that is monopoly in market, no com-
petition and customers with no or little choices. But with the opening up of markets after 1991, now 
customers had many choices in context to product, price, popularity of brand etc. By having competition 
from global players Indian markets, producers and manufacturers started realizing need for quality and 
quality product manufacturing. By having competition from global firms local firms have also given due 
importance to the term Quality, quality of products and services offered by the firm.

This research was previously published in Cases on Branding Strategies and Product Development edited by Sarmistha Sarma 
and Sukhvinder Singh, pages 47-78, copyright year 2015 by Business Science Reference (an imprint of IGI Global).
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ABSTRACT

The Indian FMCG sector is the fourth largest sector in the economy with a total market size in excess of 
US$ 13.1 billion. The FMCG market is set to treble from US$ 11.6 billion in 2003 to US$ 33.4 billion in 
2015. Skin care products are one of the key constituents of the FMCG sector. One of the major products 
under skin care products are antiseptic creams. In India, the market size of the antiseptic cream markets is 
approximately US$ 2.94 billion. The major players in the antiseptic cream industry are Betadine Cream, 
Boroline, Boroplus, Vicco Turmeric Cream, etc. With the growing market and many players, it becomes 
essential for every organization to retain the brand that it has set in the market. And every organization 
wants to take advantage the market and one such organization is Boroline.

INTRODUCTION

Boroline is the product of G.D Pharmaceuticals. It was founded by Mr. Gourmohan Dutta, an Indian 
merchant. It was launched in the year 1929 in Calcutta which is currently known as Kolkota. The name 
is derived from its ingredients ‘Boro’ from boric power which has antiseptic properties and ‘Oline’ de-
rived from Latin word ‘oleum’, meaning oil. The journey of Boroline since 1929 has not been smooth. 
The brand almost faced extinction in the early 1990’s. It almost disappeared from the retail shelves for 
two years. But however when the brand returned to the market after two years the customers accepted it 
with open arms. This proved the good will of the brand. And the sales doubled that year. But with more 
competition in the market both by the domestic and Multinationals the brand might experience again 
the same scenario. The major competitors for Boroline are Boroplus from house of ‘Emami’ another 
major FMCG group of India.

A Case Study on Pitfalls 
in Branding of Boroline

R. Padma
Jain University, India

Pawan Sharma
Jain University, India
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In the present era the companies have a wide market spread across the geography of the world. This 
has resulted in vast opportunity to the organization as well as a treat because every organization would 
try to take the opportunity of the wide spread market. And this led to very stiff competition. Today’s 
market is inundated with hundreds and thousands of product providing wide range of choices to the 
consumer in such a scenario it becomes difficult to retain and attract the consumers unless the company 
has established a strong brand image in the minds of the consumers.

According to the American Marketing Association (AMA) (2007) defines brand as “ name, term, sign, 
symbol or design, or a combination of them intended to identify the goods and services of one seller or 
group of sellers and to differentiate them from those of other sellers.” According to de Chernatony and 
McDonald (2003) “a successful brand as an identifiable product, service, person or place, augmented 
in such a way that a buyer or user perceives relevant and unique added values which match their needs 
more closely. Furthermore its success results from being able to sustain these added values in the face 
of competition”

Kotler (1991) defines a brand as “a name, term, sign, symbol or design, or combination of them 
which is intended to identify the goods and services of one seller and to differentiate them from those of 
competitors”. A brand is intended to persuade the consumer about the quality, reliability, social status, 
value or safety of a product (Bowbrick, 1992), and it indicates that all products carrying this brand have 
a common manufacturer, distributor, retailer or country of origin.

From the above definitions it can be understood that brand is any kind of identification which makes 
the company’s product and service different from the other companies. It’s how well the customer 
recognize a particular product or service and differentiate it from that its competitors. This helps the 
organisation to set apart from its competition. And the process involved in creating a unique identifica-
tion is known a branding.

Hence is can be concluded brands enable the customers to remember a particular product and service 
which allows the organization to gain loyal customer base. A brand of a product or service conveys the 
message to customer and adds values and emotion to the customers.

The case study discusses about the concept of branding. Here, we discuss about the ‘Boroline’ and 
the way in which branding has helped ‘Boroline’ to survive in market.

Brand ‘Boroline’ has two major problems to take care of one is marketing channel and second retain-
ing the customer loyalty in order to survive in the market. The case study would be dealt in four parts.

1.  It would provide a detail background of the company.
2.  Throw light on the brand value since 1929 to present days.
3.  The challenges faced by the brand at the present stage.
4.  Suggestion based on the literature.

About FMCG

Fast Moving Consumer Goods (FMCG) are those products that are sold quickly and at a relatively low 
cost. They are frequently purchased essential or non essential goods such as food, soft drinks, toiletries 
etc. FMCG have a short shelf life, because of high demand from the consumers or because the product 
deteriorates rapidly.

The Indian FMCG sector is the fourth largest sector in the economy with a total market size in excess 
of US$ 13.1 billion. The FMCG market is set to treble from US$ 11.6 billion in 2003 to US$ 33.4 billion 
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in 2015. It consist of various product categories such as food and beverage, personal care, pharmaceu-
ticals, plastic goods, paper and stationery and household products etc. and one of the booming product 
category is the personal care and skin care industry.

FMCG sector has grown at an average of 11% a year; in the last five years, annual growth acceler-
ated at compounded rate of 17.3%. The sector is characterized by strong presence of global businesses, 
intense competition between organized and unorganized players, well established distribution network 
and low operational cost. Availability of key raw materials, cheaper labor costs and presence across the 
entire value chain gives India a competitive advantage. Certain facts about FMCG are given in Table 1.

BRAND BUILDING IN FMCG

If the companies have to survive in Fast Moving Consumer Goods (FMCG) sector they have to ensure that 
they are always ahead of the competition. It is one of the rapidly evolving sectors in the Indian market. 
In order to stay strong and face the mounting competition the companies have to shell out huge money 
in advertising and promoting their products and also in launching new products to expand the market 
share. The leading players in FMCG have a vast portfolio of products and brands to keep growing and 
meeting the wants of the consumers.

For many companies larger part revenue, approximately up to 60% is received from new product 
launches. Companies like ITC, Britannia industries; Nestle and Amul are among those, which are cur-
rently unveiling dozens of new product. And many leading firms spend approx. 10% of the turnover on 
advertising and brand promotion. FMCG are not capital intensive but they encourage expenditure on 
promotional and branding activities. And to ensure continuous growth the companies have to diversify into 
other sub sectors. The popular promotional strategies are tying up with celebrities as brand ambassadors.

Skin care products are one of the key constituents of the FMCG sector. And one of the major products 
under Skin care products are antiseptic creams. In India the market size of the antiseptic cream markets 
is approximately 2.94 billion. The skin care market is at a booming stage in India. With changing life 

Table 1. Fast facts: Indian FMCG industry

Fast Facts

• The Indian FMCG industry represents nearly 2.5% of the country’s GDP. 
• The industry has tripled in size in past 10 years and has grown at ~17%CAGR in the last 5 years driven by rising income levels, 
increasing urbanisation, strong rural demand and favourable demographic trends. 
• The sector accounted for 1.9% of the nation’s total FDI inflows in April 2000- September 2012. Cumulative FDI inflows into India 
from April 2000 to April 2013 in the food processing sector stood at `9,000.3 crore, accounting for 0.96% of overall FDI inflows while 
the soaps, cosmetics and toiletries, accounting for 0.32% of overall FDI at 3,115.5 crore. 
• Food products and personal care together make up two-third of the sector’s revenues. 
• Rural India accounts for more than 700 mn consumers or 70% of the Indian population and accounts for 50% of the total FMCG 
market. 
• With changing lifestyle and increasing consumer demand, the Indian FMCG market is expected to cross $80 bn by 2026 in towns with 
population of up to 10 lakh. 
• India’s labor cost is amongst the lowest in the world, after China & Indonesia, giving it a competitive advantage over other countries. 
• Unilever Plc’s $5.4 billion bid for a 23% stake in Hindustan Unilever is the largest Asia Pacific cross border inbound merger and 
acquisition (M&A) deal so far in FY’14 and is the fifth largest India Inbound M&A transaction on record till date. 
• Excise duty on cigarette has been increased in the Union Budget for 2013-14, which would hit major industrial conglomerates like ITC, 
VST Industries in the short term.

Source: http://reports.dionglobal.in/Actionfinadmin/Reportsretrieved on 06.06.2014.

http://reports.dionglobal.in/Actionfinadmin/Reportsretrieved
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styles, increase in disposable incomes, greater product choice and availability, and influence of satellite 
television, more people are taking interest in personal grooming. The facial skin care market is boom-
ing. Products are competing with one another to take shelf space in the retail stores. Facial skin care 
products have become an essential part of the beauty market. Like western countries, creams and lotions 
are applied in India also, in an effort to remove the pimples and the acne, fight stress and worry lines, 
and to remain young. See Table 2 representing the segmentation of skin care products in Indian Market.

The market size of the skin-care segment is estimated at Rs 21 billion. Fairness creams, with a market 
of around Rs 11.75 billion, account for around 56 per cent by value. The contribution of moisturizing 
lotions and creams was 17 per cent; antiseptic creams 14 per cent and cold creams 13 per cent of the 
total skin cream market by volume. Vanishing creams, calamines and foundations, snows and astringents 
remained marginal categories within the skin-care market.

• Anti-Septic Creams: The market for anti septic creams, a traditional product on the market for 
several decades, is estimated to be 3.5 million litres in volume, valued at Rs 2.30 billion in 2006. 
The market is dominated by three domestic players: Emami’s Boro Plus with a 64 per cent share, 
Boroline with a 21 per cent share and Paras Pharmceuticals’ Boro Soft with a 12 per cent market 
share and 3 percent others. This is a volume-driven segment, and selling purely on functional. The 
most frequent application for the product is in case of shaving cuts. Table 3 represents Antiseptic 
Cream market of India.

Table 2. Market segmentation of skin care products by volume and value

Category % Volume % Value

Antiseptic Creams 14 13

Cold Creams 13 8

Snows 1 Neg

Astringents 1 1

Fairness creams/lotions 48 56

Vanishing Creams 4 5

Calamines/Foundations 2 6

Moisturizing Creams/lotions 17 11

Total 100 100

Source: Research Report Indian FMCG 2014 retrieved on 6.06.2014.

Table 3. Skin care – antiseptic creams market shares by value

Brand % Value

Emami 64

G.D. Pharmaceuticals 21

Paras Pharmaceuticals 12

Others 3

Total 100

Source: Research Report Indian FMCG 2014 retrieved on 6.06.2014.
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• O.T.C Market in India: An over-the-Counter market, popularly called O. T. C. markets, mainly 
refers to spot markets as well as those markets of specific commodities, which can be localized. 
Pharmaceutical companies occupy a significant portion in Indian O.T.C market in India. Over the 
Counter antiseptic cream market in India as an annual sale of 2.8 million liters valued at Rs 1.8 
billion. Table 4 shows categories of OTC products in India.

ORGANIZATION BACKGROUND

Boroline is a one of the major products of GD Pharmaceuticals. GD has two production units. One in 
Chakbagi, West Bengal, 16 kms from Kolkata and the other unit is in Mohun Nagar Industrial area, 
Gaziabad, 5 kms from Delhi.

GD has established logistics, distribution and marketing infrastructure with associates who have 
been working together for more than 30 years. It has existing offices and ware housing facilities in 16 
regional headquarters across India. The company is specialised in Over The Counter (OTC) Pharmaceuti-
cal products and healthcare cosmetics which caters to vast Indian market through over 750 distribution 
channels that are situated thought-out the country.

Other products of GD apart from Boroline are, Eleen, Suthol and Glosoft. Eleen is perfumed hair oil 
enriched with Amla& vitamin E. Suthol is an antiseptic skin shower. It acts as a relief to skin problem 
such as reashes, itches, prickly heat and other irritations. Suthol was India’s first antiseptic skin shower. 
‘Glosoft‘ is a face wash which does not act only as a cleanser but also makes the skin glow and soft.

Boroline is the product of GD pharmaceuticals. It is multipurpose cream which provides remedies to 
problems like minor nicks, chapped lips, cracked feet and a tonic to dry skin. The name is derived from 
its ingredients ‘Boro’ from boric power which as antiseptic properties and ‘Oline’ derived from Latin 
word oleum, meaning oil. Boroline is the combination of essential oils, waxes and antiseptic proper-
ties which are a result of Boric powder and zinc oxide. Boric acid has the anti bacterial and anti fungal 
properties. While Zinc oxide is an astringent for the skin and has a soothing and protective action in 
skin infections. Lanolin is a natural product. It increases the absorption of active ingredients. It acts as 
an excellent emollient. This is due to the presence of alcohols collectively known as lanolin alcohols. 

Table 4.The various categories of O.T.C products

Categories Products

Analgesic or Cold Table Crocin, Dcold, Disprin, Stopache. Triaminic,VicksVaporub

Antiseptic Cream or Liquids Boroline, Boroplus, Borosoft, Dettol

Balm or Rubs Amrutanjan Joint Ache Cream, Emami Mentho Plus, Himani Fast Relief, Iodex, moov

Cough Lozenges Halls, Strepsils, Vicks Cough Drops.

Digestives DaburHingoli, Eno, Hajmola, Pudin Hara

Health Supplements (Tonic and Vitamin) Boost, Calcium, Sandoz Complan, DaburChawanprash, Himalaya, Horlicks, Jeevanprash, 
SonaChandiAmritprash.

Skin Treatment (Medicated) Clearsil, Itch Guard, Krack, Ringguard

Source: Research Report Indian FMCG 2014 retrieved on 6.06.2014.
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Lanolin alcohols include cholesterol (30%), lanosterol (25%), cholestanol (3%), agnosterol (2%) and 
various other alcohols (40%).

The affected skin is protected against germs and allows the epidermal cell to rapidly grow due to the 
combination of these ingredients. And it is this reason that boroline cures cuts and bruises, heals the 
stitches after operation and protects heels against cracks. It also provides the best healing for sun burnt skin.

BRAND BOROLINE

The brand identity the logo of the product was developed carefully. Elephant was chosen has the Boro-
line’s logo as it had an enormous significance to all Indian’s as it symbolises lord Ganesha (elephant 
god). The logo caught the attention on the customers even those who were not able to read. Boroline 
was known as the “Hathiwala Cream” (cream with elephant logo).

The brain behind the brand image of Boroline was Mr. Murari Mohan Dutta. He was the son of Mr 
Gourmohon Dutta the founder of boroline. Mr. Murari Mohan Dutta was a marketing genius and a pio-
neer to marketing concept. Boroline tried to explore the various avenues of brand building during late 
50’s even when the concepts like brand image, rural marketing and event sponsorship were unknown to 
Indian Market. Boroline went on to become a part of people’s live. It followed strategies like intensive 
newspaper, magazine, radio and various other outdoor promotions. It sponsored the players of cricket 
and football. Since 1982 it had been the sponsor of Jawaharlal Nehru Invitation International Football 
Gold Cup a popular football match of India.

Boroline kept up its brand image with the pace of the time. it changed its slogan which reflected its 
promotional platform through the decades. The chronological order for the advertising tag line has been 
given below:

• 1950: Tender face cream.
• 1960: BOROLINE for the skin, skin needs BOROLINE.
• 1970: BOROLINE has no substitute.
• 1980: The hard working cream that protects your skin.
• 1990: The original, BOROLINE skin healthy skin.
• 2000: WOW FACTOR!!!! BOROLINE works wonders.
• 2010: Wake up to a happy skin with BOROLINE.

Brand Element of Boroline

• Name: Boroline.
• Logo: Elephant.
• Tagline: Wake up to a happy skin with BOROLINE.
• Shape: Tube.
• Colors: Green.
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Brand Identity of Boroline

Boroline is identified as India’s first antiseptic cream. It is identified as the “Khusbuwalacream” which 
means the cream with fragrance in Hindi.

CHALLENGES FACED BY THE BRAND

Boroline is an 80 year old brand. Till the mid 80’s Boroline was an undisputed market leader. It enjoyed 
100% market share in antiseptic cream market until ‘BoroPlus’, from ‘Emami’ entered the market and 
changed the pace of the antiseptic cream market. At present the position is taken away by Boroplus 
which enjoys a market share of 74% in the antiseptic cream market making it the largest selling antiseptic 
cream in the market in India. In spite of being the best quality product in the antiseptic market Boroline 
as failed upgrade and attract new customers.

PITFALLS IN BRANDING ‘BOROLINE’

Oiliness was the first and foremost factor that worked against ‘Boroline’. And second the package of 
‘Boroline’ which is dark green in colour that has not changed over the years. These factors were recog-
nised by Emami group and they entered the market with Boroplus. Boroplus positioned itself with an 
‘Aurvedic’ (indigenous Indian medicine) touch while Boroline had positioned itself as perfumed antiseptic.

‘Boroplus’ differentiated its product from ‘Boroline’ by using different packaging. It used white and 
lavender colour pack. It presented itself in terms of ‘being smooth and light’. “Gudiya rani badisayani” 
the commercial highlighted the word ‘plus’ implying the value addition it had over its competitor. ‘Boro-
plus’ conveyed the message of value addition while ‘Boroline’ had branded only on the basis of quality. 
Aspirations over the ‘antiseptic’ attribute of the brand ‘Boroline’ got stuck. So much so that ‘Boroline’ 
lost out being categorised as a medicinal product and instead got bracketed as a cosmetic one. Conces-
sional levies and taxes built into the pricing of the product too were lost when ‘Boroline’ started to be 
treated as any other cosmetic product.

STRENGTH OF THE COMPETITORS

• Boroplus: Boroplus is the product of Emami. It is a leader in the antiseptic cream market with 
a 74% market share; it was launched in the year 1977. It is anall purpose antiseptic moisturising 
cream with a combination of herb with antiseptic properties and long lasting protection with mo-
torising cream. It is the largest selling cream in India and has a very strong international presence 
in countries like Russia, Ukraine and Nepal. It has an annual sales volume of US$ 2.5 Million - 
US$ 5 Million. Amitabh Bacchan, Kareena Kapoor and BipashaBasu (some of the most popular 
Indian actors)are the brand ambassadors of Boroplus. It launched brand extension with – Body 
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Lotion and Healthy and Fair winter cream. The product has grown at a healthy CAGR of 12% in 
last three years.

• Borosoft: Borosoft antiseptic cream is a product of Paras Pharma. It was launched in the year 
1996 at the times where the ‘Boroplus’ and ‘Boroline’ were already dominating the antiseptic 
cream market. Today, BoroSoft is the 3rd largest brand in its category (Boro Antiseptic Creams).

• Burnol: Burnol antiseptic cream is a product of Dr. Morepen. It is used for burns as well as cuts 
like other antiseptic creams. It’s one the oldest antiseptic cream brand in India. The first brand 
owner was Boots and the brand the brand was acquired by Knoll. Later Reckitt and Piramal bought 
the brand from Knoll. In 2002 the brand was acquired by Dr. Morpean labs and positioned so 
strongly that the association has become embedded in the mind of the customers.

• Dettol: Dettol antiseptic cream was launched in Indian market by Reckitt & Colman of (India) Ltd 
as a brand extension strategy. It offers Dettol protection in the form of cream for minor cuts, burns, 
insects bite, wound, boils and rashes.

BRAND VALUE OF BOROLINE.

‘Boroline’ is the original antiseptic cream of India. ‘Boroline’ is the eminent frontrunner in the O.T.C 
antiseptic cream market with 21 per cent of market share. The consumers of ‘Boroline’ are spread across 
the length and breadth of India. The product reflects the trust of generations of consumers. As it evolved 
as a trusted product in the minds of the consumer which as lead the company to gain and retain the brand 
loyalty with its consumers. The integral part of Boroline’s brand profile has been the emphasis on the 
family value and tradition. That is the reason Boroline is regarded as heritage brand in India. The brand 
enjoys a 34.2 percent dealers penetration and has a 300,000 retail outlets across the country.

MILESTONE OF BRAND BOROLINE

For more than three generation ‘Boroline’ has maintained its position as one of the most trusted over the 
counter product in the Indian skin care industry. The brand enjoys a high recall among its consumers. 
Quality is the main reason for ‘Boroline’ to retain in the antiseptic cream market as a brand leader and the 
other reason is due to total quality management (TQM) which provides significant inputs for continuous 
up gradation of production technologies which results in quality standards. ‘Boroline’ spends 5per cent 
of its annual earrings on research and development. And as a result new production technologies have 
been developed resulting in operational efficiency which enables the firm to set the price of ‘Boroline’ 
down. High productivity and an effective distribution channel as made Boroline both accessible and 
affordable in the price sensitive market.

As an initiative towards environment and conservation of natural resources ‘Boroline’ has switched 
to recycling package. A special plantation project contributes as a part of save tree campaign in the fac-
tory near Kolkata.
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In addition to these, ‘Boroline’ also maintains a large water reservoir of 6000 sq.mts to provide a 
balanced ecosystem, biodegrading all pre-treated effluents. From across India, numerous economically 
under-privileged, terminally ill patients and children requiring heart surgery have applied to ‘Boroline’ 
and received financial assistance for treatment.

SUCCESS TO DOWNFALL

‘Boroline’ entered the Indian market 80 years back, until 1990’s ‘Boroline’ had 90per cent of market share 
in the antiseptic cream industry. It had positioned itself as all purpose cream. With entry of new products 
‘Boroline’ started to lose its market share launching of ‘Boroplus’ was the major setback for ‘Boroline’. 
The brand had faced the stage of being extinction in the early 1990’s the production was stopped for 
two years due to stagnant pricing and following the statutory order from the authorities. The production 
was minimized to a greater extent. The company was incurring greater losses for every ‘Boroline’ tube 
it sold. ‘Boroline’ almost perished from the retail shelves. This condition prevailed for two years.

The product received a overwhelming responses from its consumer when the product re-entered the 
market the market after two years, this proved the goodwill of ‘Boroline’. The product survived remark-
able against all the odds in the market where the consumers are provided with wide range of choices.

Factors That Helped ‘Boroline’ to Survive in the Market

• ‘Boroline’ had a strong brand recall and had a certain level of brand awareness.
• Distribution factor is one the plus point of ‘Boroline’ as stated earlier ‘Boroline’ has a wide range 

of distribution network the brand enjoys 34.2% dealer penetration and over 300,000 retail outlets.
• ‘Boroline’ has a strong penetration in East Indian market in places such as West Bengal, Assam 

and Orissa. ‘Boroline’ is a market leader in Kolkata market. In this part BoroPlus market share is 
55% while ‘Boroline’ is 60% in the region.

• ‘Boroline’ brand has a great advantage associated with quality. And the ingredients that worked 
wonders. The brand established as the cream for skin in 60’s. Since then it has continued to be a 
skin care cream.

• Another important factor is that ‘Boroline’ is a heritage brand in India. It has come a long ways 
since 1929. It has established itself has a family brand trusted by generation.

• ‘Boroline’ has separate marketing division which focuses only on the branding of the product.
• ‘Boroline’ has a very strong loyal customer base. It has maintained a fantastic relationship with 

regional distributors.

ACHIEVEMENTS OF BOROLINE

• The company has always tries it best to maintain a good relationship with its customers, business 
associates, the government authority, various groups and trade association and every individual 
who the company comes in contact with. And this is the main reason for ‘Boroline’ to gain a very 
goodwill in the industry.
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• ‘Boroline’, the flagship brand has been selected as an Indian Superbrand, twice in a row for the 
year 2004-05 and for the year 2006-07.

RECOMMENDATIONS

‘Boroline’ could go for brand category extension in order to survive in market. It can venture into prod-
ucts such as face wash, body lotion talcum powder etc especially for summer. It could be successful in 
the East Indian market as the weather is extreme hoe and cold. Though brand ‘Boroline’ has 300,000 
retail distribution outlets its till very less when compare to its competitors ‘Boroplus’ with has around 
16 lakhs distributors across the country. It can also change the brand image. Boroline has to take initia-
tive to create a new brand image. This could be done by redesigning the logo or by changing the logo, 
repositioning the brand, re-launching the product or making small changes in the name by adding new 
word or the design of writing. This would help the brand to attract new generation consumers. Focus 
on the segments that are neglected segments. ‘Boroline’ does not have products for different age group, 
type of skin and for summer.

One approach to attracting a new market segment for a brand while satisfying current segments is to 
create separate advertising campaign and communication programs for each segment. The management 
can go for communication program via TV advertisement, radio and print media. The communication 
program can be done in a phased manner. The management can divide the country in four zones and 
then launch the campaign as per the zone at different intervals.

The brand has to change its communication style by being present in the popular social networking 
forum to reach out to the ‘netizens’ and the youth.

CONCLUSION

The Indian FMCG sector is the fourth largest sector in the economy with a total market size in excess of 
US$ 13.1 billion. Skin care products are one the key constituents of the FMCG sector. Antiseptic creams 
are one of the major products under skin care products. Over a period of time antiseptic cream market 
has seen a tremendous growth. And every organisation strives to survive the growing competition and 
to retain its brand in the market. One of the major players in the antiseptic cream market is Boroline.

Boroline is one the oldest brand that exists in the antiseptic cream product. It is product of G.D 
Pharmaceuticals which was launched in the year 1929. Boroline was one of the house hold brand in 
the Indian market. But with the entry of the Boroplus a product from Emami, Boroline almost face the 
extinction and the product disappeared from the shelves for two year. The reason being that Boroplus 
used a different product positioning and advertising strategies compared to Boroline. Boroline failed to 
change its product with the changing market. The product re-entered the market and it gained a good 
response due to its brand value. Boroline had a strong brand recall and the brand awareness was strong. 
But still it is Boroplus that currently dominates the antiseptic cream market.

Hence it can be concluded that in order to survive in the competitive market it becomes necessary to 
every organisation to have a loyal customers and create a strong brand image in the minds of the customer 
and to adapt to the changes of the market.
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KEY TERMS AND DEFINITIONS

Brand Elements: Brand elements refers to various components such as name, logo, jingles that en-
able the customers in identifying a particular company’s product or service.

Brand Promotion: Brand promotion refers to various elements that are used to influence, remind 
and persuade the customers to purchase a particular brand.

Brand: Brand refers to the various tangible and intangible elements that allow the customers to 
identify and differentiate from one manufacturer to another manufacturer.

FMCG: Fast Moving Consumer Goods are those goods that are frequently purchased in the market. 
They are sold quickly and at a lower cost. Consumers usually purchase FMCG goods frequently, im-
mediately and with very little effort.

Logo: Is a symbol, graphics or design which helps buyers to identify products.
Market: Market refers a place where exchange takes place between buyer and seller.
Market Leader: Market Leader refers to the company that holds the majority of the market share 

in a particular market.

This research was previously published in Cases on Branding Strategies and Product Development edited by Sarmistha Sarma 
and Sukhvinder Singh, pages 239-253, copyright year 2015 by Business Science Reference (an imprint of IGI Global).
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ABSTRACT

Gradually, digitalization and the Web have become an important part of tourism products. This de-
velopment has been unnoticeable, but undeniable. Active customers are, via the Web, co-creating and 
participating in the product development of tourism destinations, especially in the form of brand devel-
opment. In fact, it is possible to attribute the current development of new tourism destinations to peer 
production or “crowdsourcing.” This study focuses on the role Web-based platforms play in destination 
brand development, using the examples of two seemingly nearly similar Christmas tourism destinations 
as case studies: Santa Claus, Indiana, and Santa Claus Village, Rovaniemi. The study highlights the 
contribution this kind of customer-oriented digitalization makes to creating a competitive advantage, even 
a sustainable one, for tourism products with theoretical connections to a resource-based view (RBV). In 
digitalization, the role of the consumer as a “prosumer,” and potentially as a part of an organization’s 
resources in a sense of RBV, is a fresh and challenging perspective that this study will introduce.

INTRODUCTION

In recent decades, the Internet and Web-based platforms have revolutionized everyday business transac-
tions. Indeed, digitalization has affected every aspect of operating a business in the overall consumer 
sector, from production to procurement, to marketing, sales, and customer relations. In the tourism 
sector, digitalization has markedly changed sales and reservation systems, marketing, branding, and the 
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role of consumers themselves (Palmer, 2004). Tourists’ attitudes and experiences have become more 
important than ever because of the new, open communications channels, such as blogs, chat and other 
social media platforms. Concerning the tourism sector itself, scholars have highlight not only the positive 
effects of digitalization, such as declining operating costs that enhance growth even in the periphery, 
but its negative effects, such as increasing competition due to the declining costs of entering the market 
(e.g., Andreu et al., 2010; Kamuzora, 2005; Law et al., 2010). On one hand, social media is said to im-
prove relationships between businesses and their customers (Tourism economics, 2013, p. 51). Piller et 
al. (2012), however, emphasize that social media contains “bad mouth” traps that can lead to negative 
effects on a business’s reputation. This all begs the interesting question of whether digitalization can 
indeed contribute to a sustainable, competitive business advantage, and if so, how?

This study emphasizes the role of digitalization plays in the creation of tourism-sector products, which 
are strongly built around experiences; within a tourism product, that is, experiences are the output of the 
total service, especially in the case of tourism destinations (Rusko, Kylänen & Saari, 2009, emphasis 
ours). The contemporary age of digitalization and a “Facebook society” (Dalsgaard, 2008; Büscher & 
Igoe, 2013) provides several channels over which customers can share their experiences of products and 
services with others. Digitally shared experiences have important effects on the known image and brand 
of the destination (Budeanu, 2013), as well as on product design and product development (Battarbee 
& Koskinen, 2005; Kozinets, Hemetsberger & Schau, 2008). The brand is an essential part of every 
marketing and business model (Moore & Birtwistle, 2004) having an effect on a business’s turnover and 
profitability. In this sense, brand development and product development become associated with each 
other in literature on management (e.g., See: Ambler & Styles, 1997).

The present study’s authors concur with scholars who emphasize brand development as a part of 
everyday activity, rather than merely as a facet of advertising or marketing efforts (e.g., Birkstedt, 2012; 
Bogoviyev, 2009; Närvänen, 2013). Indeed, in a sense, branding is integral to product development. This 
study will, therefore, not only discuss the Web-facing appearance and community discussions of the 
selected destinations and their related products but, also, highlight concrete improvement and re-creation 
suggestions for the products as part of continual (or, in fact, continuous) destination brand development. 
Moreover, the important role of customer experience in tourism products makes this an interesting 
context for studying digitalization as a resource; additionally, too, this area of study is interesting in 
that destination brand ownership is distributed among many interests and so differs from brands owned 
wholly by individual companies. Destinations, consequently, offer a fresh perspective on the study of 
digitalization as a resource within co-creative brand development; that is, active customers participate 
the digitalization of the destination and its brand, and simultaneously, they co-create value.

Furthermore, this article will examine how digitalization-based product development can contribute 
to sustainable competitive advantages in terms of a resource based view (RBV). It will follow the find-
ings of Rusko, Merenheimo & Haanpää (2013), which identified features of sustainable competitive 
advantage related to Christmas and Santa Claus as tourism products. That study also noted how two 
tourism destinations, Santa Claus, Indiana, and Santa Claus Village in Rovaniemi, are exceptional among 
various destinations worldwide in their utilization of Christmas and Santa Claus as resources to gain 
competitive advantages (Rusko et al., 2013). Both destinations market themselves as the Santa Claus’s 
hometown. The present paper therefore explores their use and development of Santa Claus, a fictive 
legend and shared brand for all competing firms in the destination.

The present article starts, then, by reviewing the presently available literature on digitalization, 
product development, and sustainable competitive advantage and by emphasizing the role consumers 
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play in these processes. The subsequent section describes the methodology used, and the data section 
examines how both companies and their customers utilize digitalization to develop the brands of the 
selected tourism destinations, Santa Claus, Indiana, and Santa Claus Village in Rovaniemi. The present 
study will acknowledge both gradual improvements and novel combinations in brand development, and 
the proceeding section will discuss how digitalization in these emerging product-development processes 
can contribute to companies’ and customers’ value co-creation; that is, within the framework of RBV, 
it will suggest possible contributions to sustainable competitive advantage. Then this paper conclude 
with a presentation of its findings.

LITERATURE REVIEW: DIGITALIZATION, BRAND DEVELOPMENT 
AND SUSTAINABLE COMPETITIVE ADVANTAGE

Digitalization and Co-Creation

Digitalization, or digitizing, has various alternative definitions. “Digitizing” means the use of Internet, 
social media, various digital technologies and analytics, and mobile applications in business activities. It 
also means the integration of digital technologies into everyday life and business. According to Schuh et 
al. (2013, p. 1976), “digitalization offers a capable solution [for] manag[ing] interfaces between entities 
and reduc[ing] the complexity of the coordination of value-creation networks.” Especially in communi-
cations, information, media, and entertainment (CIME) industries exploit digital technologies directly 
(Gimpel & Westerman, 2012). However, digitizing provides an opportunity for businesses in nearly all 
sectors, not only for CIME industries. Based on two years of investigating the topic, Westerman et al. 
(2014) notice that nearly every business can modify its practices digitally. It is thereby not enough merely 
to try out the new possibilities of digital technology: successful digitizing demands digital maturity, in 
which strategy and top-level management are involved in the digital-transformation process (Wester-
man et al., 2014). This all points to the view that digitalization should not be a separate activity in the 
company’s management system. Rather, on the contrary, it shows that efficient digitalization should be 
a relevant part of a business’s complete-transformation process (Westerman et al., 2014).

Manufacturing businesses extensively use and research digitalization; indeed, Li et al. (2009) find 
that, in their sample consisting of 85 small U.S. manufacturers, there is a direct correlation between the 
extensiveness of each manufacturer’s business process digitalization (BPB) and new product develop-
ment (NPD). NPD is more positively related to the extensive use of BPB in mature companies than it 
is in younger companies. This result is parallel to the results of Westerman et al. (2014). Furthermore, 
in small and medium-sized enterprises (SMEs) production innovation strategies seem to be positively 
associated with the strategic use of digitalization, thus aiding SME global competitiveness. (Li et al., 
2009, 49). But for the tourism sector as well, digitalization, especially in form of understanding social 
media and its effects, has become a top-priority research topic (Williams, Stewart & Larsen, 2012). 
Digitalization through the Internet has been reported as influencing the tourism business positively 
overall (Kamuzora, 2005), but as Williams et al. (2012, p. 6) point out, while social media is promoted 
as a vehicle for influencing traveler motivations and behavior, little is actually known about how to use 
the data social media generates.

Aside its effects on companies and production, meanwhile, digitalization has also changed the every-
day lives of consumers (Poster, 2004). This development has meant that, in addition to the digital divide 
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between individuals and nations (Kariyawasam, 2010; Singh, 2010), there is also a new type of active 
consumer, the “creative consumer” who takes part in discussions on the features and aspects of com-
panies’ services and products (Burgess, 2006). Such consumers direct creativity and share experiences 
through digital storytelling. This points to consumers’ taking a more active role than that of only being 
influenced. And, as creative consumers, or even “prosumers” (Toffler, 1980), customers play an impor-
tant role in the processes of digitizing products and services (Burgess, 2006). Of course, customer-based 
business logic is hardly new; ‘putting consumers to work’ had already become a trend in the United States 
by the mid-1950s in, for example, self-service restaurants and filling stations and in the assembly their 
own furniture (Ritzer & Jurgensen, 2010; Büscher & Igoe, 2013). This phenomenon was recognized at 
the time but was not subject to significant theoretical discussion (Ritzer, 2013). This section introduces 
such discussions by following the chronological order of customer-based research development: at first 
prosuming, then (value) co-creation, service-dominant logic, and finally crowdsourcing perspectives. In 
fact, these four concepts are overlapped and cumulative. Table 1 describes the situation.

Although discussions of prosuming, (value) co-creation, service-dominant logic, and crowdsourc-
ing can be considered distinct, all of them focus on customer-based perspectives and attitudes toward 
production.

One Seminal study on prosuming is Alan Toffler’s The third Wave (1980). In it, Toffler introduces 
the role of consumers as part of the production process. There are two alternatives for the definition of 
“prosumer”: one combines “professionalism” with “consumer”; the other alternatively incorporates the 
word “producer” with “consumer.” In both cases, active consumers are hobbyists who participate, one 
way or the other, in the production process. Yet at the time of The Third Wave’s publication another 
concept positing the customer’s role in production had already been proposed by McLuhan & Nevitt 
(1972). Toffler (1980) asserts that these two views on the active consumer offer alternative perspectives: 
“production for use” and “production for exchange.” Prosuming is focused on “production for use” where 
“production and consumption are united in the same person” (Kotler, 1986, 510). According to Toffler 
(1980), prosuming was already well in use before industrialization effectively separated the roles of the 
consumer and producer. In the society posited by The Third Wave, Toffler emphasizes, the increased role 
of the individual consumer instigates demarketization and demassification instead of mass production. 
Kotler (1986) reintroduces Toffler’s ideas and sees the situation as challenging for marketers because it 

Table 1. The development of consumer-based perspectives and the most important studies of them

Decades 1970’s 1980’s 1990’s 2000’s 2010’s

Prosumer McLuhan & 
Nevitt (1972)

Toffler (1980)
Kotler (1986) Tapscott (1995) Toffler & Toffler (2006)

Ritzer & Jurgenson 
(2010) 
Ritzer (2013)

Co-creation Lovelock & 
Young (1979)

Toffler (1980)
Kotler (1986)

Normann & 
Ramirez (1993)

Prahalad & Ramaswamy (2000; 
2004) Bendapudi & Leone (2003); 
Wind & Rangaswamy (2001)

Ramaswamy & 
Gouillart (2010)

S. D. L. Day (1999) 
Haeckel (1999)

Grönroos (2000) 
Shet et al. (2000) 
Vargo & Lusch (2004; 2006)

Heinonen et al., 
(2010, 2013)

Crowdsourcing
Howe (2006)
Brabham (2008) 
Wind & Rangaswamy (2001)

Doan, Ramakrishnan 
& Halevy (2011)
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implies a demand for higher-quality, instead of mass-produced, messaging. For prosumer-oriented mar-
keters, it is especially important to account for prosuming opportunities and identify the most important 
and popular prosumer activities. Kotler agrees with Toffler by questioning the view that the market’s 
role is distinct in any way: “The market, after all, is a human intervention, and it will last as long as it 
serves human needs” (Kotler, 1986, 513). Kotler (1986) and Toffler (1980) have, in a sense, perspec-
tives more typical to co-creation.

Active discussions of prosumerism continue to the present. For example, Ritzer & Jurgenson (2010) 
connect the prosumption concept with the digital age, the Web 2.0 economy, and what they call “Face-
book society” (See also: Büscher & Igoe, 2013). They note the linkages between prosumption and 
capitalism and especially emphasize “prosumer capitalism,” in which there is a trend toward unpaid 
labor and no-cost products.

Co-creation or value co-creation are representatives of new perspective, where the borders of two 
counterparties, customers, and sellers, is disappearing in the traditional sense. According to Prahalad 
& Ramaswamy (2004), the juxtaposition between demand and supply side of markets is misleading: 
producers and customers are working together to create joint value. In other words, their work stresses 
the importance of value co-creation in contrast with traditional market mechanisms.

The first steps toward a concept of value co-creation, at least in the form of co-production theory, were 
posited as early as 1979 by Lovelock & Young. Lovelock & Young (1979) consider the consequences of 
customer participation in service-sector productivity and note that customers can be a source of produc-
tivity gains (Bendapudi & Leone, 2003, 16). Bendapudi & Leone (2003) list twenty-three publications 
between 1979 and 2000 focusing on co-production and customer participation in production, including 
Prahalad & Ramaswamy (2000) and Wind & Rangaswamy (2000). Both papers emphasize the chang-
ing role of customers as co-creators, but notably, Wind & Rangaswamy (2001) specifically consider the 
digital marketplace in this context. Normann & Ramirez (1993), meanwhile, introduce value co-creation 
using IKEA’s business logic as an example of a business whose “goal is not to create value for custom-
ers but to mobilize customers to create [their] own value from the company’s various offerings” (ibid., 
69). Ramaswamy & Gouillart (2010) similarly define the features of co-creative enterprises by using, 
among others, Nike as an example.

As for service-dominant logic, the seminal paper is Vargo & Lusch (2004). Initially, the authors 
termed their perspective, “service centered-dominant logic,” and according to them, there are several 
preceding studies for service-dominant logic, including as Day (1999), Haeckel (1999), and Shett et al. 
(2000). Both Day (1999) and Shett et al. (2000) are proponents of consumer-oriented, service-centered 
views on marketing that influenced Vargo & Lusch (2004). In this sense, the importance of the Haeckel’s 
study (1999) is based on the findings that many successful companies were moving from a “make-and-
sell” strategy to a “sense-and-respond” strategy (Vargo & Lusch, 2000). The main message of service 
dominant-logic proponents is that, because the economy’s focus is shifting from a focus on tangible goods 
toward one on intangible goods (e.g., skills, knowledge, and information), the service-dominant logic’s 
position stronger than goods-centered philosophies and companies must integrate messages on how 
they benefit consumers into their mission statements; thus, focal orientation has shifted from producer 
to the consumer (Vargo & Lusch, 2004). In contemporary marketing and management studies, the role 
of service-dominant logic is strong, and there are thousands of publications focused on this perspective. 
Along with many others, Vargo & Lusch have continued to develop their perspective on this reposition-
ing of marketing paradigm in their popular books and articles (e.g., See: Vargo & Lusch, 2006; Lusch 
& Vargo, 2006; Lusch et al., 2007; Lusch et al., 2008). One interesting correlative to service-dominant 
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logic is “customer-dominant logic” in which the customer’s perspective is at the center of any analysis 
(Heinonen et al., 2010, 2013). In customer-dominant logic, the focus is on “customer activities as dis-
crete sequences of behavior aimed at creating or supporting some type of value in the customer’s life or 
business” (Mickelsson, 2013, 534).

Finally, crowdsourcing emphasizes the role of customers as a part of the production process, especially 
as part of digital-product development (Brabham, 2008). Howe (2006, 5), introduces crowdsourcing as 
an alternative to outsourcing and defines it in the following way: “… [C]rowdsourcing represents the 
act of a company or institution taking a function once performed by employees and outsourcing it to the 
undefined (and generally large) network of people in the form of an open call. This can take the form 
of peer-production (when the job is performed collaboratively), but is also often undertaken by sole 
individuals. The crucial prerequisite is the use of the open-call format and the large network of potential 
laborers.” One form of crowdsourcing is based on mainly digital, open competition, in which active 
customers develop products and services for companies (Rusko, 2013). In the form of open competi-
tion, crowdsourcing has a relatively long history: According to Lampel et al. (2012, 71), “As far back as 
the 18th century, organizations and governments staged ‘design competitions’ that challenged innova-
tors to submit prototypes for competitive evaluation in nonmarket settings.” Thus, crowdsourcing has 
both physical (traditional) forms and virtual, digital forms. That is, crowdsourcing is either a business 
practice that outsources an activity to a literal, tangible crowd or a form of outsourcing not directed to 
other companies but to the crowd by means of an open tender or open call via an Internet platform (See: 
Howe, 2006; Burger-Helmchen & Penin, 2010; Schenk & Guittard, 2009; Rusko, 2012; 2013). Literature 
on crowdsourcing has appeared relatively recently, but the Wind & Rangaswamy’s concept (2001) of 
consumers as co-creators in the digital marketplace conforms well with the concept of crowdsourcing.

Benkler (2002), meanwhile, has coined the term “peer production” for value created within problem-
solving communities. According to Haythornthwaite (2009, 1), “Two patterns of engagement are operating 
within peer-production enterprises, with one pattern emerging at the crowdsourcing end, with relatively 
anonymous and independent contributions supporting the goals of a project organizer, and the other pat-
tern emerging at the virtual community end, with named contributors joining and gaining status within 
the enterprise, participating in decision-making and agenda-setting as internal project promoters and as 
active co-constructors of enterprise’s management.” The present paper is mainly focused on value co-
creation and peer production in the form of digital crowdsourcing, in which the consumers (tourists), as 
contributors to brand development, are relatively anonymous and independent. However, the platforms 
where the customers are operating are virtually based, allowing for virtual-community features.

In summary, discussions on prosuming, value co-creation, service-dominant logic, and crowdsourc-
ing are focused on nearly the same themes and feature only nuanced differences. The fact that many 
studies, including those of Toffler (1980), Kotler (1986), and Wind & Rangaswamy (2000), treat these 
themes supports this conclusion.

Competitive Advantage Through Digital Co-Creative Branding

Bogoviyev (2009, p. 25) suggests that brand co-creation should comprise not only consumer creation of 
a brand’s image, in the form of advertisements, and identity, in the form of a logo and slogan, but also 
new designs for physical products. On the other hand, Mladenow, Bauer & Strauss (2014) call web-
based (digitalized) crowdsourcing “new-product development,” based on an open-innovation paradigm. 
In this sense, digital brand co-creation overlaps with new-product development, and co-creative actions 
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for improving tangible, physical products can contribute to brand development. Such a perspective over-
laps with marketing research, which mainly emphasizes collective value co-creation by the customer. 
Kosenitz et al. (2008, p. 340) call research that examines the effects of customer creativity on companies 
a “top-down perspective.” They argue that online consumer communities can act as a counterbalance to 
companies’ branding activities, which are seen as unethical, abusive, and irresponsible (Kosenitz et al., 
2008, p. 353). Still, companies do benefit from customer involvement through the creation of superior 
services (Bogoviyeva, 2009), and customers’ comments have been noted to flow back, feeding business 
with new ideas (Kozinets et al., 2008). Moreover, some critical voices have stated that active online users 
mainly deliver a free labor force for business (Arvidsson, 2005; Foster, 2009, Ritzer & Jurgenson, 2010). 
Nevertheless, though, customers’ creative forces have also been acknowledged as forces in their own right 
(Kozinets et al., 2008, 339). Researchers even emphasize the empowering role of participatory value 
creation (Jenkins, 2006). Moreover, destination-focused, collective co-creation collaborations between 
companies and customers further blur the division between customers as contributors and companies as 
benefiters. Destinations represent value creation as an interactive process between all stakeholders (e.g., 
See: Lusch & Webster, 2011). They pursue value for all companies operating in the location (i.e., the 
destination itself) and, therefore, differ from single company-led attempts. Consequently, it is possible 
to consider the value of such joint brand development activities more broadly than as top-down, abusive 
attempts to coerce a group of customers into creating free value for just one company.

So far, destinations’ competitive advantages have mostly been studied in the context of marketing, 
whose focus is the study of how differences in individual brands, products, and services contribute to 
a competitive advantage for a given destination. Miller & Henthorne (2006), for example, have applied 
the concept of the Unique Selling Proposition (U. S. P.), a categorization that ranks marketing slogans 
according to their uniqueness. In contrast, a resource-based view (Barney, 1991; Wernerfelt, 1984) turns 
the focus away from ready-made brands and products, and explores how unique resources can give a 
company a sustainable competitive advantage. RBV has been applied only scarcely for analysing tourism 
destination resources. In their RBV-based approach to destination marketing, Line & Runyan (2014) 
delineate different categories of destination resources, according to their contribution to a company’s 
sustainable competitive advantage. They note that some tourism-destination resources, such as sun, 
sand, and water, are increasingly seen as substitutable. They argue that these resources do not therefore 
contribute a sustainable, competitive advantage as strongly as they once did. Instead, Line & Runyan 
state, they become valuable only in conjunction with other, often intangible, resources like stakeholder 
relations and value co-creation. Similarly, Chen et al. (2011, p. 249) argue that the comparative advan-
tages of a region in relation to its competitors is no longer based on its possession of immobile natural 
resources and capabilities but in its ability to offer an inimitable set of location-bound, created assets. 
Digitalization could be perceived as one such destination asset. Lusch & Webster (2011, p. 131), namely, 
emphasize that digital development has enhanced the network character of co-creation: customers and 
suppliers can be spread all over the world, when interacting via computers and the Internet, with ever-
sinking costs. Value, then, is not created by a company or destination only but co-created with customers 
through relationship networks; in other words, a customer uses the resources provided by the relation-
ship to interact with the company or destination (Lusch & Webster, 2011, p. 132). According to Choi 
et al. (1997), the degree of digitalization can be defined with three dimensions: the product or service 
sold, the process of the transaction, and the intermediary. In the case of the tourism sector, as long as it 
implies individuals’ actually travelling to real places, the product itself inevitably remains at least partly 
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physical. In turn, the degree to which digital business processes, such as brand development and the 
application of digital intermediaries, can be easily developed further.

One the other hand, value creation can be studied using the categories of exchange value and use value 
(Humphrey & Grayson, 2008). The terms go back to Marx (1867), who defines “use value” as value 
that holds for a specific individual; “exchange value,” in contrast, is defined as a use value that holds 
not strictly for given individual but for others as well. In other words, that which has exchange value is 
exchangeable (Humphrey & Grayson, 2008: 965). Following from this distinction, (cost) effectiveness, 
for example, implies direct benefits and thus offers use value for a specific company; said company brand 
more effectively. Improvements, in contrast, only contain exchange value if they offer value for custom-
ers and can, therefore, be commercialized. Consequently, brand development can create both use and 
exchange values, even though the respective level of improvement itself can vary. Also, following Ettlie 
(1983), the present paper should note that, depending on its level of innovativeness, brand development 
can be characterized as incremental or radical.

METHODOLOGY AND DATA

This study utilizes a case-study strategy, which allows for several methods and materials in the analysis 
(Eriksson & Kovalainen, 2008; Yin, 2014). The study draws from two cases: Santa Claus, Indiana, 
U.S.A., and Santa Claus Village in Rovaniemi, Finland.

Santa Claus Village began as the Arctic Circle Cabin built for Eleanor Roosevelt’s 1950 visit to 
Rovaniemi. The donated land on which the welcoming ceremony was to take place was within the Polar 
Circle. In the core areas of Santa Claus Village, Santa Claus Office welcomes over 300,000 visitors an-
nually. As for Santa Claus, Indiana, the town was established in 1854 and known initially as Santa Fe. 
Due to confusion over several towns’ having the same name, the U.S. Postal Service required the name 
change, and the name the town chose was “Santa Claus.” And yet, the town did not begin to market itself 
until much later; its theme park, Santa Claus Land, which welcomes over 1 million visitors annually, 
was not established until 1946.

Both of these destinations are internationally known and attract international visitors and media 
(Rusko, Merenheimo & Haanpää, 2013). But this is where their similarities end; though both are in 
the Northern Hemisphere, the respective locations of these destinations differ markedly (See Figure 1).

Both destinations base their business on the legends of Christmas and Santa Claus and can, therefore, 
be expected to contribute to the development of Christmas as a brand. As a result, Christmas represents 
a shared brand. The present case study’s design follows an embedded case-study analysis plan, in which 
the embedded unit of analysis is the digital-product development of companies within these two tourism 
destinations (cf. Yin, 2014). The context is the tourism business environment. This study will combine 
the digital co-creation perspective with the resource-based view and discuss how digitilization as a 
resource can contribute to a sustainable competitive advantage.

The present approach to digitalization as a resource for brand development complies with VRIN-
criteria for a resource-based view. These criteria state a resource can contribute to a company’s sustain-
able competitive advantage if the resource is valuable, rare, inimitable, and non-substitutable (Barney, 
1991). The VRIN-criteria are explained in table 2.
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In keeping with Ettlie’s (1983) distinction between incremental and radical changes’ pointing to 
rates of product innovativeness, the present study considers the VRIN criteria for both development 
processes separately.

The two destinations in question, Santa Claus, Indiana, and Santa Claus Village in Rovaniemi, Fin-
land, comprise several attractions and companies. Though based on the same legend, the destinations 
differ in their image. Santa Claus Village, Indiana, U.S.A., “America’s Christmas Hometown,” consists 
of a wide array of Santa-themed shops and attractions: Santa’s Candy Castle, the Santa Claus Museum, 
and Holiday World and Splashin’ Safari. Santa Claus Village, Rovaniemi, Finland, is situated in the 
far north, in the Arctic Circle. It also has Christmas theme parks (Santa Claus Village and Santa Park 
in Rovaniemi), but it strongly emphasizes the Northern Lights, reindeer safaris, and Arctikum as the 
scientific center. Both locations are represented as destinations on Internet platforms like TripAdvisor 
and Facebook. Moreover, outside joint Web appearances, the destinations’ attractions and companies 
have their own websites as well, and each is an individual member on the same Internet platforms. Tri-
pAdvisor offers a platform with customer reviews and a customer community, and Facebook is a social 
media platform that directly connects destination companies with each other and with customers. One 
might therefore expect the platforms to offer insights into emerging brand-development processes as 
a result of the interplay between customers and companies. But, initially, the present study sought to 
treat individual, one-sided marketing efforts to brand the destinations as outside its scope and, instead, 
examined co-creative efforts to develop the respective destinations’ brands. It also emphasizes in par-

Figure 1. Locations of the case study areas

Table 2. VRIN criteria according to Bowman & Ambrosini (2003). See also: Barney, 1991

Valuable
-Generates rents the company can capture 
-Resources can enable a company to be lower-cost than rival 
companies, or they might help the company differentiate its 
products or services.

Rare
-A company that possesses a rare resource can generate either 
superior margins or superior sales volumes from an equivalent cost 
base to competitors. 
-Resource is not commonly available to competing companies.

Inimitable
-The more difficult it is for competing companies to replicate the 
resource, the longer-lived will be the rent stream accruing to the 
resource. 
-Inimitability results from the presence of isolating mechanisms, 
such as causal ambiguity, information asymmetries, or social 
complexity.

Non-substitutable
-A resource cannot be easily replaced by another resource that 
delivers the same effect.
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ticular the potential and value of a shared destination brand for several companies. And, to this end, it 
will begin its case study with an introduction to the community forum for each destination on travel 
portal TripAdvisor, then explore the Internet-based product-development approaches of two Christmas 
destinations on Facebook. Analysis of the two platforms reveals mainly top-down advertising efforts, 
rather than processes of co-creation toward a shared brand, which can be regarded as a result, as such. 
This indicates that both destinations have rather low digitalization levels that are limited to representa-
tion activities only. In order to gain a fuller picture of digitalization as a resource, then, we extended 
our analysis to a couple of individual companies’ websites and representations on the same platforms 
and to the destinations’ joint websites. The companies whose websites were examined are examples of 
organizations that are active in digital-media creation, and they better demonstrate the potential of co-
creative brand development among multiple players. The examples help us to emphasize value creation 
in brand development for several companies. Within this brand development process, then, we analyze 
digitalization as a resource with the help of the VRIN-criteria above and discuss its contribution to the 
sustainable comparative advantages of the companies.

DATA ANALYSIS OF CASES: BRAND DEVELOPMENT 
THROUGH DIGITALIZATION

Incremental Innovations Contributing to Brand Development

It is generally expected that digitalization, especially through social media, benefits companies. Piller et 
al. (2012) note, however, that a necessary requirement for benefiting from social media is that companies 
actively create processes to benefit from the innovations and ideas created by customers. The existence 
of a mass of customers is not enough. Similarly, Martin & van Bavel (2013) highlight the importance of 
harnessing social-media platforms for value creation. Such examples of company product development 
are rather easy to discern from examining individual tourism-company websites and individual Facebook 
pages. Companies operating in the two locations use social platforms mainly for developing tangible 
products and services. The case study will begin, then, by introducing the case of the amusement park 
Holiday World in Santa Claus, Indiana, and discuss how digitalizing can contribute to brand development.

Holiday World consists of standard amusement-park attractions, such as several roller coasters and a 
water slide, and inside the park, there are several snack bars and restaurants. On its own website, Holiday 
World describes its employees trying a new snack. It then asks the community members, whether the 
snack should be added to the park’s menu:

Simply click below to send us your opinion.

• Deep-Fried PB&J – Should we add it to our snack menu?
 ◦ Oh, yeah, I’m ready now!
 ◦ No way. No how.

• View Results

Thanks, in advance, for your “vote” in this non-binding poll. Please post any comments below – along 
with your ideas for toppings. (Holiday World, 2014a)
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Holiday World also poses a general question on the menu of a specific restaurant located inside the park:

Have you heard that Mrs. Klaus’ Kitchen is getting a brand new look? We’re expanding the bakery and 
sweet-shop area–and adding to the theming. A question from our F&B Director: Jason would like to know 
what sort of candy you would like to see us offer. The possibilities are nearly endless–but, if you have 
a special treat you’d love to find at Mrs. Klaus’ Kitchen, please post it below. (Holiday World, 2014a)

It is unclear whether the restaurants belong to the park or are independent companies located inside 
the park. Nevertheless, the examples indicate that the destination can, with the help of digitizing, eas-
ily include a large number of potential customers in the menu-development process of one or several 
companies located inside it. They also demonstrate building customer relations through the development 
of a concrete product: food offered at the destination. Because neither the voting behavior of individual 
customers nor the park’s direct mails are visible for all, the development process itself remains veiled. It 
is a two-way process between a company asking and customers answering, but there is no communica-
tion among customers as there is in the case of customer community TripAdvisor.

The most multifaceted form of co-creative product development can be found on Facebook (FB). 
Here, too, companies are represented by their own Facebook accounts, and Holiday World posted the 
same question concerning the food products of the restaurant located inside park on its FB page:

Holiday World and Splashin’ Safari March 13: What Candy Treats Would 
You Like us to Offer at Mrs. Klaus’ Kitchen? Please Post Your Favorites!

The posting received ten publically visible suggestions and twelve “likes” in two days, and the sugges-
tions show customers raising health-related concerns about Holiday World’s food offerings. For example, 
they include requests for more sugar-free alternatives—which requests one might expect to benefit a 
large number of customers, thereby providing motivation for the overarching destination’s restaurants 
to improve their menus. Furthermore, as previously noted, this forum-based poll is different from the 
website’s poll format, and the comments and their writers are visible for all, including potential custom-
ers. Piller et al. (2012, p. 3) define customer co-creation as “an active, creative, and social collaboration 
process between producers and customers (users), facilitated by a company.” They note that this can be 
carried out either through empowering customers to design a solution themselves or through implement-
ing methodologies to transfer a customer-created solution into the company domain (Piller et al., 2012, 
p. 3). The case of Holiday World’s Facebook polling fits this definition.

The Facebook example also shows that customers are not limited to contributing to value creation 
only when asked for assistance; on their own initiative, they can post their comments and wishes directly 
on the company’s FB page. One customer post on Holiday World’s FB page that directly addresses menu 
development, asking that the park serve food for allergic customers, shows just how fast the co-creation 
process can be:

If you’re still planning on serving fried shrimp at this restaurant, please update your allergy menu with 
seafood allergen additions! I noticed it wasn’t on there, and our family has shellfish- and gluten-free 
needs! Thanks!
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Holiday World comments one hour later:

Our online menus will be updated in April. They’re still putting the final touches on everything.

Still, Humphreys & Grayson (2008, p. 968) argue that, although the boundary between consumers 
and producers is getting porous through practices that engage customers in the production process, 
consumers can challenge the dichotomy only if they are asked to assist in creating exchange value. 
Consumers’ posting on Holiday World’s FB page is exactly the sort of situation Humphrey & Grayson 
(2008) are referring to: customers can create the exchange value of the food assortment, which can be 
co-opted by the company and resold for surplus value. The examples expose Facebook use that is close 
to the systematic collecting and utilization of customer ideas. Companies collect ideas and preferences, 
then incorporate them into their menus and dishes, rather than picking ready innovations. Lilien et al. 
(2002) argue that user innovations developed further by a company lead to a clear advantage for the 
company. The examples in their research, as well as our examples above, are based on tangible products 
and services produced by individual companies.

At the same time, too, these examples point to another interesting facet or digitizing: On the theme 
park’s Facebook page, people are spoken of using their real names (e.g., “F&B director: James”), and the 
names are even connected with pictures of the mentioned persons (e.g., “Matt and Alan [a local contrac-
tor] making decisions this morning about Wildebeestro’s roofing materials. [7 photos]” [Holiday World, 
2014c]). Moreover, Facebook, as a platform, is based on the idea of communication with real names. 
This means that customers also take part in discussion and co-creation using their real names. Such an 
open-communication form (i.e., one based on real names) evinces trust, which scholars regard as crucial 
for the sustainable attractiveness of a destination (e.g. Macintosch, 2003). Therefore, digitization can be 
expected to enhance customer relations. It should be emphasized, too, that all these company-led actions 
demonstrate processes in which customer relations and trust are enhanced through very real, co-creative 
development actions and experiences with physical products. As a result, value is created for a variety 
of customers, and this can then be commercialized by the company, lending such co-creative initiatives 
exchange value, or use value not only for the company but for others as well (Humphrey & Grayson, 
2008). The example therefore stretches the concept of brand development toward tangible, everyday 
actions (e.g., Birkstedt, 2012; Bogoviyev, 2009; Närvänen, 2013). One might, therefore, argue that a 
brand can be improved (within a destination) through concrete, company-led action on incremental in-
novations in physical products (e.g., through a shift toward offering sugar- and gluten-free alternatives) 
and that digitalization enhances this process.

Towards Radical Innovations

Holiday World’s company-led actions above highlight incremental innovations and their role in brand 
development. Different from company brands, destination brand ownership is distributed. Insch (2011) 
notes that tourists do not take ownership of it, and companies, or their marketers, do not directly con-
sume it as a natural resource. This makes destination brands more difficult to study. The present paper 
will next examine a joint destination brand and will consider how a destination can use digitalization 
as a resource for value creation and, finally, for competitive advantage to a company. The character of 
a shared brand is more intangible than a concrete product or service and therefore offers an interesting 
perspective on co-creation.
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For an example of shared destination brand development it is worthwhile to return to Holiday World’s 
individual website. There Holiday World reported that the Google map showing the route to Santa Claus, 
Indiana, was not up-to-date. The theme park’s customers complained about the issue to Google, which 
in turn, corrected the error, and the company responded by thanking those who complained and placing 
a link to the updated Google map.

This example is a case of value creation initiated by customers, then acknowledged by the company. 
And, importantly, it is also an instance of value creation for the destination as a whole, as its outcome 
helps customers find their way to the destination, not just to the theme park within it. It is an example, 
then, of customer-led exchange-value production, as the outcome was of value not only to several cus-
tomers, but also to Holiday World and the destination as a whole.

Another example of customer-led value creation can be seen within TripAdvisor customer reviews of 
Rovaniemi, Finland. The website’s reviews contain direct feedback from customers on destinations and 
are meant to help other customers select destination. The following is one TripAdvisor review specifi-
cally for Santa Claus Village:

Kitschy but cute.

Figure 2. Screenshot from Holiday World’s website (Holiday World, 2014d)
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We first stopped here on a beautiful July evening after the shops and restaurants were closed. No gates, 
no guards, no entrance fees, no crowds. Nothing but wonderful Christmas music piped through the 
grounds and a painted line to indicate the boundary of the Arctic Circle. What a place! Loved it. When 
we revisited the following day, it was somehow less appealing with the gift shops and overpriced restau-
rants bustling with tourists. Overall, though, this is a delightful area. Even after a hot July day, there’s 
a crispness to the evening, and the midnight sun is unforgettable. (TripAdvisor, 2014a)

The review received no responses from the destination’s service providers to the negative comments 
about prices. From the perspective of product development, such customer reviews are customer-led and 
one-way. Destination attractions and companies are left in the recipient, rather than the facilitator, role. 
However, these customer reviews can contribute to brand development, as individual companies place 
feedback in their websites for marketing purposes. Companies in both Rovaniemi and Santa Claus have 
placed direct links to TripAdvisor customer reviews on their own websites. Such actions indicate that 
destinations do follow customer reviews and enforce the articulated responses from the customers within 
their own domains. Still, most company websites simply link to TripAdvisor’s review pages without com-
menting on specific reviews. The extent and means of processing the ideas customers express, therefore, 
remain hidden. Additionally, the example demonstrates well how companies’ brand management can be 
affected by reviews and loss of control over them (e.g., See: Hoyer et al., 2010).

Compared with the TripAdvisor’s customer reviews, TripAdvisor’s “customer communities” offer a 
more interactive communication platform. In this community, travelers can ask anything about a destina-
tion. Other travelers and so-called “destination experts” then answer the questions. Destination experts 
have local knowledge. Interestingly, this service supposedly draws from volunteers:

Destination experts are the backbone of the TripAdvisor community. They are regular contributors who 
exemplify the best of our forums, giving helpful, friendly advice and welcoming new members. They are 
passionate about the destinations they represent. Whether residents, locals, or frequent visitors, they 
have up-to-date knowledge of what’s going on in their destinations. However, destination experts are not 
your personal travel agents. They are also not moderators, administrators, or members of the support 
team, so they are not responsible for removing inappropriate content or answering site-related ques-
tions. Please note: Destination experts are volunteers, so don’t be afraid to say ‘thanks’ when they’ve 
provided you with helpful advice! (TripAdvisor, 2014b)

The concept of destination experts is interesting. First, it mobilizes the resources of enthusiastic hob-
byists who feel attached to their destination of expertise and relies on local knowledge and commitment 
to a destination as a whole, not merely to certain companies. Second, it shows that, due to digitizing, one 
expert can represent several destinations at the same time. She does not have to be physically located 
in the destination itself, unlike official tourist-info bureaus, which physically represent one destination 
alone. And, through digitizing, she is not bound to discuss certain topics but can speak to every facet 
of her various destinations. Through dialogues between an expert and customers, this digital form of 
prosuming contributes to destinations’ value creation. Piller et al. (2012) point to a risk of competition 
growing alongside the use of customer innovations. They refer to the increasing entrepreneurship of 
customers: customers refusing to deliver ideas for free but, instead, selling their ideas to companies. 
The TripAdvisor model of destination experts demonstrates an interesting method of overcoming this 
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“entrepreneurial danger.” Emphasizing their voluntary and enthusiastic nature, the company recruits 
experts that contribute to destination brand development without increasing the fear of entrepreneurship 
and without the introduction of additional costs.

According to the definition from Piller et al. (2012), who emphasize a co-creation process facilitated 
by the company, the Web representations of various destination companies can be considered jointly 
facilitated brand development. This is markedly different from crowdsourcing value creation, which is 
independently initiated by customers (as demonstrated in the Google Maps example above); with the 
independent TripAdvisor destination expert, joint Web representations of a destination can be regarded as 
company-facilitated and -targeted approaches toward shared value in the form of a joint destination brand. 
One such joint Web presentation comes from Santa Claus Village in Rovaniemi, Finland (santaclausvil-
lage.fi). Pelkonen & Yliniemi (2005) have noted that Santa Claus Village is so strongly associated with 
the Arctic Circle that the Arctic Circle has become a metonym for the destination itself. Compared with 
Santa Claus, Indiana, Rovaniemi embodies a case in which the brand is tied to the local environment. 
This can be seen in the photos and videos on the destination’s website, all of which highlight winter 
and snow. Similarly, most companies operating within the destination highlight snow, polar lights, and 
pictures of real reindeer on their own individual websites, as their products and services are connected 
with these. Even the numerous photos from a Hong Kong tourist, whom the destination thanks by name 
and whose photos appear on the destination’s website, all show the polar lights visible in the region.

Figure 3. Screenshot from http://www.santaclausvillage.info/videos-4/winter-of-rovaniemi-santa-claus-
hometown/



1010

Digitalization as Part of Tourism Brand Development
 

Digitalization indeed appears to be an impressive resource for such branding, which is based on real 
nature. Santaclausvillage.fi, for example, includes a link to Santatelevision.com, which is a collection of 
films about the Lapland region of Finland. The top-rated videos here include films about reindeer and 
ice breakers, and many of them play traditional (Sami) Lappish music. The described high degree of 
uniformity in the Rovaniemi destination indicates that the brand co-creation process here is controlled 
by the destination and its companies and processed with only selectively administered involvement from 
customers. Hoyer et al. (2010) note that consumer involvement at the earliest stages of branding increases 
the risk of focusing on incremental, rather than radical, innovations. The examples of santaclausvil-
lage.fi and the associated companies’ websites give one compelling reasons to speculate otherwise; 
the destination-led brand-creation process here is uniform, rather than radical. This uniformity seems 
to disregard completely, for example, discussions on the area’s lack of snow (e.g., within the TripAdvi-
sor customer community) and climate change in general; indeed, climate change is an environmental 
development that poses a noted threat to the Rovaniemi Christmas brand, as it might lead to shortages 
in snow (e.g., Hall, 2008). And yet, the only way to learn about this threat is by accessing media outside 
the destination’s control:

We are off to Rova on Thursday, and I am so disheartened about the lack of snow. I keep checking the 
webcams several times a day along with the weather forecasts, which keep saying snow but then change 
to rain! (If we didn’t have webcams and [the] Internet I would be none the wiser and still very excited!) 
Janet, TripAdvisor, Dec. 6, 2006

… However, despite the warmest autumn in decades it will be very unlikely that there would not be 
any snow in Lapland in December—but nowadays miracles can happen—the climate is changing and 
becoming unpredictable (even more than it has been before—don’t count too much on any forecast of 
over [ten] days in length—they are almost as good as guessing). TripAdvisor Destination expert for 
Helsinki, Oulu, Lapland, Nov. 13, 2011

Worried about lack of snow !!!!!

Going to rovanemi and planning to do some good trips hopefully; [however], the weather conditions 
don’t look good am I worrying unnecessary [sic]?????

Archiebear567, TripAdvisor, Jan. 2, 2012

I wasn’t at all concerned about a lack of snow until I checked this forum, but now I shall probably be 
checking out the weather sites every few days! Jennybean81, TripAdvisor, Dec. 2, 2012

I’m also very worried and we go next Sunday (9th Dec) I’m trying to decide whether to try and change 
our date or location. This will be a once-in-a-lifetime trip for my [nine-year-old] and I wanted it to be 
perfect:-(SallyAnn999, TipAdvisor, Dec. 3, 2012

As for this information’s not appearing on any destination websites, one might claim that not only 
the threat is silenced, but possibly as well, so is any potential link between environmental concerns 
and the destination’s brand development—a potential that, for example, has been demonstrated by the 
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development of the green destination brands, which connect tourism with climate change and other 
environmental topics. Green destination brands are built on positive environmental values. Insch (2011) 
also refers to an opposite and more ironic example of destinations’ reactions environmental topics: to the 
growing incidence of climate-change tourism, in which travelers pay to witness environmental changes.

DISCUSSION

The above introduces the forms of digitizing for two destination, Santa Claus, Indiana, and Santa Claus 
Village, Rovaniemi, Finland. Digitizing seems to be part of the brand development process of both desti-
nations. In this sense, digitizing, the Internet, and social media might be resources for these destinations. 
In keeping with this study’s research aims, however, it will first consider in this section whether this kind 
of digitalization can be viewed as example of a resource-based advantage according to the previously 
noted VRIN criteria. It will also examine the role of active customers in this context and acknowledge 
digitization’s contributions to the development of both gradual and radical changes. It will, thus, adhere 
to the distinction between incrementality and radicalness in regard to rates of innovation (Ettlie, 1983) 
and consider brand development separately, according to a distinction between incremental and radical 
processes. The separation between the two is largely based on differences in dealing with uncertainty, 
whether there is a frame within which a change will occur or the frames themselves change entirely (e.g. 
Norman & Verganti, 2014). The aim here is not to highlight the existence of separate categories; after 
all, those categories are not static or hard, as Dewar & Dutton (1986) point out. Rather the goal here is 
to demonstrate the potential of digitizing as a resource in as multifaceted a way as possible.

• Valuable: Digitizing clearly enables interplay between many diverse stakeholders. Interestingly, this 
interplay enhances the development of a destination brand that is not under private ownership from 
vast destination communities that do not own a product or service collectively, or even share motiva-
tions. On the whole, then, the examples above show incremental innovations in existing products and 
brands. They for example show that digitizing enables the collection of feedback and ideas digitally, 
which means lower costs when compared with postings. This is, first, because, through digitaliza-
tion, it is possible to post a question related to product development among an unlimited number of 
potential customers. The costs are not related to the number of recipients, and cost savings point to 
the valuableness of digitalization in collecting feedback and ideas. The example of TripAdvisor vol-
unteer experts also reveals that, due to digitizing, one expert can even represent several destinations 
at the same time. Her contributions consist of Web-based writings. Therefore, she does not have to 
be physically located in the destination’s locale, unlike employees of official tourist-info bureaus, 
who can only be located in and, thus, physically represent one destination.

Apart from viewing value creation in terms of cost efficiency, though, digitizing enables customers 
to take part in the production process, which enhances exchange value creation. Producing exchange 
value is about producing use value not only for the individual, but for others, which makes it exchange-
able and offers the possibility of commercialization (Humphrey & Grayson, 2008). This supports the 
argument that digitalization, and especially social media with its open applications’ enhanced potential 
for exchange-value creation, enables feedback and conversation among multiple players. However, there 
are limitations to such value-creation practices. With platforms like TripAdvisor and Facebook, one 
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can only target those customers already active on the platforms, and this is problematic because there 
are regional differences in the IT use of travelers, as Munar & Jacobsen (2014) point out. Furthermore, 
successfully reaching a large audience is dependent on how effectively information is spread from one 
user to another. Obviously, then, the architecture of the platforms might limit the value.

Concerning value creation in terms of radical innovativeness, the case of Rovaniemi must be empha-
sized for the discrepancies between the destination’s present snowy branding and community awareness 
of environmental change and the destination’s lack of snow. Notably, this discrepancy is neither actively 
processed nor utilized by the destination, whereas examples from elsewhere show that such discrepan-
cies can contribute to brand development. This suggests the discrepancy has emerged because of the 
growing digital community. And, to comply with what Norman & Verganti (2014) call the process of a 
“meaning change,” it should, therefore, be argued that digitizing can enable radical innovations in the 
form of new motives and meaning combinations.

• Rare: Destinations use both standardized platforms, such as TripAdvisor, Google, and Facebook, as 
well as their own jointly functioning websites. Both platform types contribute to the creation of a rare 
resource, albeit such digital platforms are not rare in themselves. TripAdvisor destination experts, 
for example, are supposed to operate on a voluntary basis. As a result, they are not remunerated by 
the company. Instead, their motivation is expected to arise through connectedness to the destination 
in question. Through digitizing, these experts can be found and leveraged, and their detailed local 
knowledge and strong commitment to various destination can be mobilized; in the case of radical 
brand development, then, an Internet community results in a meaning change that puts a destination 
in a position different from its competitors’, thereby contributing to rareness (see Chen at al., 2011).

• Inimitable: Standardized digital platforms are open and visible to all. While this might motivate 
heterogeneous comments and so enhance creativeness in product development, it is not protected 
from competitors. On social media platforms, such as Facebook and other forms of digital “multi-
way communication” (Lusch & Webster, 2011), the creation process of exchange value is visible 
to the public. The company’s own websites, on the other hand, can enjoy greater protection from 
the destination. Answering polls or giving feedback through the website might remain between the 
customer and the destination alone. Such two-way communication and its contribution to brand 
development is not visible to others, and therefore, harder to imitate. In contrast, neither individual 
companies nor their competitors can control multi-way digital communities because these commu-
nities are based on open forums. Interestingly, it is this very lack of control that can be perceived 
contributing to the creation of an “inimitable set of location-bound created assets” (Chen, 2011); 
resources with the potential for exchange value are developed through community negotiations so 
varied and individualized that imitating them is impossible.

• Non-substitutable: Digitizing can enhance trust in customer relations: communication is fast, 
and customers’ questions and concerns can be responded to quickly and easily. Frequent updates 
in websites make employees’ names and faces familiar to customers. Trustful customer relations 
contribute to the sustainable attractiveness of a destination (Macintosh, 2003). Digital platforms 
where customers make suggestions with their real names can also contribute to trust-building in the 
product-development process.

But digitalization not only points to sustainability, it also indicates some substitutability of digitaliza-
tion itself as a resource. Cheung & Lam (2009) for example point to the changing role of travel agencies 
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as intermediaries between travelers and suppliers. TripAdvisor can be seen as such an intermediary. 
It provides firsthand information and advice from travelers to travelers. Of course, this alone does not 
contribute to the substitution of digitalization as such, since TripAdvisor is Internet-based. However, 
it does point to the possibility of variance in combinations of local, individual-based knowledge and 
e-commerce platforms. Put another way, digitalization (e.g., with pictures, webcams, or maps) is not 
enough, but to some extent, physical and individual experiences are also necessary so that these experi-
ences can be delivered digitally. Again, digital community renegotiations over digitalization and/or its 
relation to a particular destination are led by “multi-way communications including non-customers and 
non-shareholder stakeholders” (Lusch & Webster, 2011). Branding within such digital negotiations can 
achieve a broad audience and become less substitutable.

In the cases of both Indiana and Rovaniemi, destination actors have made efforts to develop their 
brands and images through digitizing with their respective websites and social media pages. There are 
both one-way and two-way channels for customers in these digitizing activities. And, although most of 
these destinations’ customers are relatively passive followers and readers, there is an active minority of 
customers that participates in these destinations’ brand development. These customers are co-creating 
value with the destinations’ companies, albeit their roles as prosumers might not be very pronounced. 
And, given that the sustainability of these resources might be somewhat ambiguous, these platforms 
and their active users are therefore real resources for the studied destinations and their service providers.

It is characteristic of tourism destinations that they strongly base their branding on a physical service, 
namely travel. This study concentrates on digitizing within brand development as a business process 
(“transaction process” according to Choi et al., 1997), rather than within the development of products or 
services themselves. The incremental development process is mainly comparable to “mass customization” 
(Toffler, 1980), in which the process yields reconfiguration through digitization but such changes are 
relatively minor. Indeed, perhaps the only physical change seen in this study could be the theme park’s 
shift to a sugar- and gluten-free menu. It must be noted, however, that brand-development processes 
can contribute to a rise in the digitalization degree of the product itself toward digital tourism products. 
This is indicated within the radical development process, where societal definitions are reconsidered and 
renegotiated, as for example, they have been with regards to climate change. Toffler (1980) has noted that 
computers and new media not only contribute to individualizations of society and the market but, also, 
enable and accelerate connections and social organization between the like-minded into social groups. 
It is therefore reasonable to speculate that, for instance, virtual travel might gain greater acceptance 
within the societal negotiations and specific activities of like-minded prosumers; if so, this might offer 
possibilities for a purely digital tourism product.

Finally, based on this analysis, it should be emphasized that digitizing might contribute to fulfilling 
all the VRIN criteria of a bundle of resources, including active and inclusive societal discussions, rather 
than representing an independent resource that fulfills the criteria alone:

CONCLUSION

This article demonstrates the contributions of digitizing to co-creative brand development within the 
tourism sector. It has approached brand development as part of product development, which includes 
improving tangible products, and incremental innovations, as well as community discussions around 
totally new meanings (i.e., radical innovations). The pace of co-creative branding is increasing through 
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digitizing. It is also becoming more visible for all stakeholders. The tourism sector offers an interesting 
and multifaceted arena in which to study digitalization as a resource. This is because tourism destinations 
can be conceived of as a bundle of both tangible and intangible products. Hence, customer satisfaction 
is related to bodily and cognitive experiences alike. Destination brand development, therefore, includes 
the leveraging of immobile sights and cultural and technological knowledge, as well as resources for 
nutrition and sleep. Experiences are shared via digital media, which situates the brand development 
process within its societal environment, with the result that digitalization is increasingly contributing to 
destinations’ brands and their products and services.

The present paper has also examined two different conceptions of the brand development process 
and discussed how digitizing can enhance value co-creation. The first conception highlights customer 
participation through Internet applications that many customers can openly access. As a result, the des-
tination is able to benefit from multiple perspectives and develop its products so they have use value to a 
greater number of customers. This means that there is a potential for creating exchange value. Research 
usually labels these kinds of improvements as incremental innovations. It must be noted, too, that, through 
improvements in a product that are significant for all destination attractions and companies, such as a 
digital road map, digitizing can contribute to use value co-creation simultaneously, not only for several 
customers, but also for several companies within the same destination locale. This points to a potential 
for commercialization and, hence, for exchange value. Furthermore, digital applications can contribute 
to trust building in customer relations. Uncomplicated, cost-effective, and quick communication allows 
for more personal exchanges between the producer and customer. The openness of communication, 

Table 3.Digitizing as a resource of a destination

Digitizing as a Resource in an Incremental Brand-Development 
Process

Digitizing as a Resource in a Radical Brand-Development 
Process

Potential for Exchange Value: Creation of allergy-sensitive menu 
(use value for several customers; exchange value for destination); 
improvement of Internet-based map applications for better 
reachability of the destination (use value for several companies; 
exchange value for several customers) 
Digitizing enables the use of simple technical” applications and 
so contributes to cost and time savings for companies in allowing 
for free idea and feedback collection and in improving customer 
relations.

Potential for Exchange Value: The role of societal meanings 
and their value for societal groups can change. This can result 
discrepancy between destination brand and community discussions. 
Such a discrepancy is risky if the destination brand does not fit the 
community’s opinion any longer. There is potential for changing 
the arctic meaning of ‘Christmas destination’ by acknowledging 
climate change. 
The meaning of digitizing itself changes, and the way how it gets 
connected with the (Christmas) destination: i.e. digital tourism.

Rareness: Whether facilitated by customers, such as improvements 
in the Google map, or by companies, such as the improvements of 
food products with the help of digital polls, digitizing itself is used 
in a standardized, rather than unique, form.

Rareness: Digitizing is used in an uncontrollable way. It is not 
facilitated by the destination, nor by a single customers. Digitizing 
can be perceived as rare if its meaning changes and gets connected 
with the (Christmas) destination other than with other destinations. 
This might require actively adjusting the destination’s advertising 
and information efforts.

Inimitability: Digitizing is strongly based on visibility. Customers 
are encouraged to participate in product development on 
platforms and to openly express feedback (Facebook) or make a 
choice between alternative products. Similarly, companies and 
destinations post their publicly visible responses.

Inimitability: Through digitizing, which enhances stakeholder 
participation, community discussions and emerging discrepancies 
become uncontrollable for a single company, destination, or 
individual lead customer. They can, therefore, hardly be imitated.

Non-Substitutability: Gradual development which rests on 
feedback or polls on the Internet can hardly be replaced by more 
cost-effective solutions.

Non-Substitutability: Changing the relationship between 
digitizing and destination, or the meaning of a “Christmas” 
destination, is a slow, societal process that must take place among a 
large number of stakeholders.
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evinced by use of real names on platforms like Facebook, can also contribute to trust building. Trust is 
necessary for the sustainable attractiveness of a destination.

Our examples of incremental development emphasize the active use of standard digital platforms 
and social media: advising, asking, and answering. However, these also expose the very limits and 
conditions for digitizing as a resource contributing to sustainable competitive advantage. It is argued 
here that digitizing clearly can contribute to value co-creation. And, through digitizing, rare knowledge 
about destinations can be found and exploited independent of physical location. But digitizing, per se, is 
only rare if it is related to certain destinations alone or, at least, related in a different manner to specific 
destinations than it is for competitors. Furthermore, digitizing is only inimitable if its exchanges are not 
publicly visible. More invisibility through direct digital communication using website polls or e-mail can 
contribute to stronger inimitability. But, in the case of open platforms like Facebook, visibility prevents 
inimitability by its very nature.

Furthermore, this article argues that, theoretically, customer-oriented digitizing can become a resource 
according to the VRIN criteria. It highlights a possible case of radical development based on a change in 
meanings that is related to digitalization itself. A changed relation between a destination and digitizing 
can put some resource bundles (destinations) in different positions than others (see Chen et al., 2011). 
This, in turn, can make customer-oriented digitizing a rare resource for the destination in question. Such 
changes in meanings point to societal processes. Societal changes are not controllable—a fact that also 
makes them hardly imitable or substitutable.

Noted too is that, in practice, a separation between incremental and radical innovation-based product 
development processes is very difficult. Most likely, the development process is a combination of the 
two (e.g., See: Norman & Verganti, 2014). Similarly, digitizing is often used in combination with other 
resources, such as local knowledge and trustful customer relations, and this underlines the incremental 
aspect of the process. But digitizing can also enhance a change in a destination’s core meaning destination 
and so contribute to radical innovations and developments. Arguably, then, because of the simultaneously 
incremental nature of digitization, potential radical values can be processed gradually.

In conclusion, the present findings are in agreement with previous research that characterizes digitiz-
ing as inseparable from marketing and management. They also suggest that digitizing can be perceived, 
like immobile natural resources or capabilities, as part of a set of circumstances that contribute to a des-
tination’s sustainable competitive advantage; as with other resources, its potential for value co-creation 
can change over time (Line & Runyan, 2014). Consequently, identifying use value and the potential for 
creating exchange value within societal processes for meaning change would be an interesting area of 
future research.
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ABSTRACT

Brand-led transformation is about leveraging the power of a corporate brand to drive fundamental 
change within organisations. Focused on complex service businesses, the brand serves as the starting 
point for a systematic process of transformation that drives change down to the level of business op-
erations. This ensures that the principles of the promise are experienced in every interaction that the 
company has with its customers. Organizations typically struggle with translating brand-led customer-
centric strategies into tangible and specific change outcomes at the front line. This chapter melds a 
practitioner’s view with current theory and offers pragmatic and proven approaches to translating these 
strategies into a framework and a methodology that drives direct customer and company benefits with 
successful enterprise-wide outcomes that impact the full business. In addition, this structured approach 
is complemented with insight into a deeper review of the role of agents of change and their impact on 
implementation across the organization.

INTRODUCTION

Brand strategies are often conceived and developed within marketing departments of organizations. The 
marketing team, leveraging a keen understanding of the latest theories on effective marketing manage-
ment and consumer behaviour, often does an outstanding job launching new customer centric initiatives 
within their own departments.

However, to be truly successful these strategies must flow from and build upon the company brand 
and be operationalized across the entire enterprise. In this context, the brand becomes a catalyst for true 
enterprise transformation, reaching into the depths of its strategies as well as its operations. As such, 
brand-led customer centricity must penetrate all aspects of the firm from corporate leadership to staff, 
and across all customer offers, business plans, programs, core processes and projects, within the orga-
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nization. Only in this way can organizations transform the way the consumer experiences their brand. 
While most organizations subscribe to the need for customer centricity, the number of companies that 
consistently and effectively implement such strategies are few.

As suggested by the title of this paper, when properly understood the power of a brand is transforma-
tive. This more challenging view of brand suggests that an ‘inside out process’ is required; one where 
companies work hard at understanding what they actually offer to the customer, and how far their or-
ganization’s essence and spirit is actually experienced by their customers. In the latter case, branding 
is not the relatively easy work of creating external symbols and imagery for the market, but rather the 
challenging work of internalizing one’s brand, and of building an in-depth understanding of company 
perceptions and customer experiences across all aspects of the business. This understanding then needs 
to be leveraged into actual changes in company operations so that the expectations set up by the brand 
symbolism are actually realised in the customer’s experience.

While this transformation is important in all businesses, it is particularly critical in service businesses. 
Western economies have become increasingly service oriented, with the “pure service sector representing 
three quarters of the developed world’s economy. Forty per cent of manufacturing firms sell services 
as well as products. And, in some cases, traditional manufacturing firms generate over fifty per cent of 
their revenues from services.” (Visnjic & Neely, 2013, p. 3)

Branding in complex service businesses is particularly challenging, especially where interactions 
require multiple engagements on matters of great importance to the customer. “It is one thing to brand 
products, whose quality is at least predictable, it is quite another to invest in brands for which human 
variability is a significant factor”. (Hatch & Schultz, 2009 p. 117)

Brand-led transformation is based on the application of a rigorous framework that enables organiza-
tions to take customer centricity more seriously. Its primary purpose is to establish customer centricity 
at the core of a company’s DNA. The framework described in this chapter has been successfully applied 
and proven in numerous organisations across multiple industries. It is particularly relevant to complex 
service organizations such as those in financial services, health care, airlines, hospitality, investment 
management, and many other sectors where the customer experience is delivered through multiple 
product and service interactions across numerous touch points.

Complex service businesses are ones where the relationship with the consumer go beyond the instan-
taneous and transactional and reach into a more engaged relationship, including ones that are deemed 
sensitive or critically important by the individual or firm purchasing the service. These can be advisory, 
reciprocal or requiring a longer-term relationship by the customer. While identifying complex service 
businesses is relatively easy, defining the drivers of complexity is more difficult with multiple differ-
ent interpretations of the drivers of complexity. Neely, McFarlane and Visnjic (2011) identify twelve 
dimensions that define service complexity and provide a framework for their analysis and interpretation.

While some elements of the framework treated here will be familiar to those immersed in the lit-
erature on processes of company change, others are new and genuinely innovative contributions to the 
understanding of branding and company transformation.

THE SCOPE OF CUSTOMER CENTRICITY

Truly customer centric organizations have the customer embedded at the core of their organizational DNA. 
The scope of this framework is enterprise-wide as transformation touches all parts of the organization, 
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tangibly changing the way they operate. As such, brand led transformation is a process of conscious change 
to enable organizations to define their core customer experience principles, often explicitly stated in a 
brand or customer promise, and then to operationalize these across all aspects of the business. Moreover, 
the initial transformation becomes the starting point of an ongoing series of regenerative changes that 
continuously improve the company’s fulfilment of its promise to the customer.

The concept of customer centricity is certainly not new. As early as the 1950’s, Peter Drucker, in “The 
Practice of Management”, signals the importance of customer centricity indicating that

There is only one valid definition of business purpose: to create a customer. What business thinks it 
produces is not of first importance – especially not to the future of the business or to its success. What 
the customer thinks he/she is buying, what he/she considers “value” is decisive – it determines what a 
business is, what it produces and whether it will prosper. (1954, p. 37)

Since then a number of additional concepts have expanded this notion of customer centricity. Two of 
these ideas are of particular importance in the analysis of this chapter -service dominant logic and the 
concept of customer experience. These extend the traditional notions of customer centricity and directly 
address the experiential aspects associated with the customer’s actual engagement with a company’s 
products or services.

Service dominant logic is particularly important as it recognizes the service element embedded in every 
product sale as a critical element defining the customer’s experience. As such, the service component 
becomes a direct part of the value proposition and is intrinsic to the experience. The user’s interaction 
with the product itself, as well as with the service components, can further improve or weaken the overall 
appreciation of the offer itself. As Gummesson explains:

… customers do not buy goods or services; they buy something that they perceive to be of value for 
them. For example, buying a car is classified as the outcome of goods marketing, renting a car as the 
outcome of services marketing. For each customer, however, value is created in his or her interaction 
with the car. It is driving to a desired destination; driving the car well or badly; taking good care of 
it, or neglecting its maintenance; praising its convenience, or cursing traffic jams, absence of parking 
space, and the rising gas price; enjoying music and the privacy, or getting bored by long, lonely hours 
in the car; and so on.

The car remains a value proposition whether it is driver owned, owned by your employer, bought with 
borrowed money, leased, rented or owned by your parents. The actualisation of value is in the hands of 
the consumer. (2007, p. 116)

Going beyond service-dominant logic, the concept of customer experience, which describes the 
interaction between an organization and a customer as perceived through a customer’s conscious and 
subconscious mind. Effectively, one needs to capture all aspects of this interaction, which becomes “a 
blend of an organization’s rational performance, the senses stimulated and the emotions evoked and 
intuitively measured against customer expectations across all moments of contact”. (www.beyondphi-
losophy.com, 2011)
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Ultimately, an effective customer experience involves the opportunity for consumers to co-create value 
at the point of interaction as they consume and experience the product or service. Effective orchestration 
of these experiences requires a conscious focus on the drivers of co-creation:

The interaction between the firm and the consumer is becoming the locus of value creation and value 
extraction. As value shifts to experiences, the market is becoming a forum for conversation and interac-
tions between consumers, consumer communities, and firms. It is this dialogue, access, transparency, 
and understanding of risk benefits that is central to the next practice in value creation. (Prahalad & 
Ramaswamy, 2004, p. 5)

The most important aspects to a positive customer experience are those that are actively created 
and designed based on a deep understanding of the consumer which reach beyond the functional and 
conscious into the emotional and sub-conscious elements of behaviour. Done in this way, one provides 
the strongest possible starting point for customers themselves to add their own personal input into the 
experience. The implication here is that a company can never have full control over the experience as it 
is ultimately influenced by customers’ own expectations, moods and actual interactions with the service 
experience. Moreover, with the accessibility of consumer centric technologies, companies can now also 
enable the consumer to ‘co-design’ and personalize this experiences further embedding the emotional 
and sub-conscious experience of the product or service.

THE ELUSIVE NATURE OF CUSTOMER CENTRICITY IN ORGANIZATIONS

Despite over 50 years of reinforcement, customer centricity remains elusive within numerous organi-
zations to this day. The fact that little has changed is evident. From hospitals to banks, telco’s to car 
makers, the signals are bleakly consistent. A study of 352 firms conducted by Bain & Company (Allen, 
Reichheld, & Hamilton, 2005) found that 80% of the companies surveyed believed that they delivered 
a superior experience to their customers, whereas only 8% of these same companies were rated by con-
sumers as delivering such an experience. Clearly, while the intent is there to deliver service excellence, 
their delivery is failing. In short, intent here must be translated into actual customer valued tangibles.

The enduring importance of customer service is highlighted in a recent analysis of web-based traffic 
affecting banks, airlines and hotels (eMarketer, 2012). The study, conducted by Attensity in December 
2011, leveraged text analytics to analyse social media conversations. Although the expectation was that 
these conversations would be focused on industry-specific topics, customer-service related messages 
topped all three industries ranging from 35% for the travel industry to 65% for the airline industry. These 
results showed that customer experience remains of the utmost importance in shaping the minds of 
customers and their perceptions of the brand.

Delivering outstanding customer experience is particularly important in a time of market turbulence 
and financial crisis as companies often discover their once dominant market positions eroded in a matter 
of months with customers they considered loyal suddenly abandoning them. In an increasingly networked 
global market where competition and financial pressures are intensifying and customers are better in-
formed through the internet, companies can no longer afford to take customers for granted.
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Rapid market and consumer changes mean that missteps in customer service delivery can have an 
immediate impact on bottom line performance. Examples of such outcomes abound. One is Netflix, a 
company that combined DVD by post model with media streaming to create a unique market offering 
and became an outstanding success as reflected in a share price of $304.79 per share in July 2011. How-
ever, the company’s decisions to split its offer into two paying services and to increase its prices raised 
the ire of its customer base. According to the Economist (2011), the company saw a barrage of 82,000 
hostile comments on its Facebook page and an exodus of over 1 million subscribers within weeks of this 
decision, prompting an apology from CEO Reed Hastings in September, but with no change in pricing. 
This further incensed its customer base, prompting another 30,000 angry responses. The outcome: in a 
four-month period its share price had plummeted to $67.17 by November 2011. Netflix’s share price has 
since recovered and surpassed their previous highs, now reaching $448.37 on March 7, 2014. Netflix is 
again considering a price increase however, this time Hastings has engaged with customers and “made 
it clear, during the earrings call, that Netflix would grandfather very generously its existing customers 
into any new pricing structure” (Mochari, 2014)

Becoming Customer Centric is no easy task. It requires a complete re-orientation in terms of business 
fundamentals and needs to consider all aspects of the customer experience, even those beyond the com-
pany’s own direct control. How does an organization go beyond the easy things – like customer training, 
a new logo, and improving physical products – to changing the full experience including service delivery 
and back office processes? These changes require companies to address difficult and complex issues, 
such as reducing waiting lists for surgery, anticipating high net worth customers’ investment needs, or 
simply providing a cup of outstanding coffee in a unique and pleasant environment.

TRANSFORMATIONAL BRAND LEADERSHIP

A review of the literature on transformational brand leadership reveals how customer centricity can be 
fully integrated into a wider transformative process. However, too often the literature is weakened from 
the outset by the adoption of unduly narrow or inconsistent views of the topic. Researchers investigating 
the brand in the context of organisational theory have commented on the scarcity of practical insight or 
empirical evidence into the practicalities of implementing the brand strategy. Despite the growing impor-
tance of corporate branding and organisational performance, Huang and Tsai (2013) point out that “studies 
on how companies become brand-oriented and how brand orientation influences brand performance are 
still rather limited” and Järventie-Thesleff et al (2011) observe that “Relatively little empirical research 
has been focused on the specific activities, processes and routinized practises through which corporate 
brand strategies are developed and implemented in the organization.” Santos-Vijande et al. (2013) also 
identify this knowledge gap explaining that “Despite the growing body of literature acknowledging 
that strong brands are crucial for firms’ long-term competitiveness, little research examines how firms 
should manage their brands internally to maximize their value and the firm’s commercial performance”.

Most papers focus on “internal brand building as a process to align staff’s behaviour with a corporate 
brand’s identity” (Vallaster & deChernatony, 2005, p 761), recognizing that “employee performance plays 
a vital role in the success of a service brand” (Morhart, Herzog & Tomczak, 2009, p. 122). There are a 
number of papers that touch on this aspect of branding, whether directly or obscurely, and they vary in 
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approach and style. However all thematically stress the people-related aspects of change. An excellent 
example of such an approach is Burmann and Zeplin’s paper which identifies brand-centred activities, 
brand communication and brand leadership as the key drivers of employee engagement (2004).This 
Blumenthal describes as the “organizational school of branding… there to make sure that employees 
are committed to delivering the brand message. Here is leadership development, management training, 
organisational development, and so on.” (2004, p. 179)

While leadership development and employee engagement are essential for the delivery of a truly 
transformed brand experience, they represent merely one facet of what is required and, unfortunately, 
if taken alone, can lead to frustrating missteps in the change process. Success requires service firms to 
deliver a differentiated and valued offering, often deliberately eschewing the choices of the mainstream 
providers in the categories. While their strategy is to “reinforce a demonstrably different service experi-
ence with a demonstrably different brand presentation” (Berry, 2000, p. 131), it is also clear that such 
firms need to engineer their operations to ensure consistent service delivery. Ultimately, the company 
“must firmly link the (brand’s) emotional connection to the underlying product or service attributes and 
to the customer experience”. (Bolden et. al, 2011, p. 4)

Operationalizing such a transformation fully is, of course, a far more daunting and elusive challenge. 
In particular, to “translate a subjective description of a need into an operational concept” and one that 
the consumer recognises as a positive outcome is fraught with difficulties, requiring alignment, coordi-
nation and integration across multiple organisational functional departments, let alone across different 
employees. As a result, the outcome itself “may bear only a remote resemblance to the original idea” 
(Shostack, 1984, p. 134) leaving both the organisation and the consumer disappointed with the outcome.

A number of scholarly articles focus on specific tools to support the implementation of the customer 
experience such as creating experience clues (Betty & Carbone, 2007), the development of Services-
cape (Bitner, 1992), multi-level service design (Patricio, Fisk, Cunha & Constantine, 2011) and others. 
Moreover, frameworks for the implementation of the Customer Experience in organisations have also 
been in publication and include ones by Carbone & Haeckel (1994), Carbone (2004), Berry & Carbone 
(2007) and more recently by Johnston & Kong (2011). Again, their focus remains on simpler changes, 
primarily addressing changes in the way staff handle consumer engagement. While Johnston & Kong 
(2011) acknowledge “the importance of changing the broader systems and processes”, their findings 
remain anchored on reward, training and culture change. (p. 17).

In terms of their practical application, these tend to be relatively narrow in their focus whereas, in 
practice, the work required is materially more extensive. The approach required needs both to connect 
horizontally across all aspects of service delivery while also penetrating deep into the operations of the 
organisation, impacting front-line and supporting functions across the enterprise. Practitioners recognise 
the breadth required for the successful implementation of their customer experience with, as an example, 
the dominant management activities associated with the customer experience being identified as “channel 
(touch-point) integration and attendant back office integration”. (Klaus, Edwardsson & Maklan. 2012, 
p. 14) Brand-led transformation demands that all aspects of a firm’s operations align with the promise, 
encompassing its people, processes, products and technology, ensuring that a cohesive and consistent 
experience is always delivered at every customer touch-point. Such an undertaking requires an enterprise-
wide and systematic implementation methodology
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THE METHODOLOGY FOR BRAND LED TRANSFORMATION

It is through brand-led transformation and the application of its rigorous framework that organizations 
can take customer centricity much more seriously and dial up the service offering and customer value to 
the next level. This methodology, as captured in the diagram below, further expands the 3D’s of customer 
centricity identified by Allen, Reichheld, & Hamilton (2005):

1.  Design the right offers and experiences for the right customers;
2.  Deliver these propositions by focusing the entire company on them with an emphasis on cross-

functional collaboration; and
3.  Develop capabilities to please customers again and again.

The proposed framework is fully elaborated in this chapter and provides a practitioners’ guidebook 
to enable Brand Led Transformation to come to life stage by stage across all aspects of the organisation. 
In addition, this structured approach will be complemented with insight into a deeper review of the role 
of agents of change and their impact on implementation across the organization.

Figure 1. The key drivers of brand led organisational transformation
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STAGE 1: ESTABLISHING THE BRAND PROMISE

Reclaiming the Transformative Potential of Marketing in Organizations

While most customer centric strategies are born within marketing departments of organizations, their 
fulfilment requires the engagement and leadership of the full organization. Success comes with the im-
perative of taking customer centric programs outside of marketing and beyond advertising campaigns. 
Real transformation requires that a company’s promise to its customers as well as the plan that supports 
it are owned and realized by the leadership of the organization, with marketing offering its full energy 
and support.

Corporate marketing is a core boundary-spanning role requiring strong leadership and vision to fulfil 
its role within any organization. Similar to the functions of IT and corporate strategy, corporate market-
ing must be at the forefront of defining a company’s overarching strategies. In the case of marketing, 
these specifically relate to developing overall product and service offers, driving consumer innovation 
and ensuring outstanding customer service delivery. Fulfilling customer needs, wants and preferences 
through effective corporate marketing then can translate into a meaningful and sustainable competitive 
advantage and make a decisive difference to the bottom line.

Figure 2. Methodology for the implementation of customer centricity in organizations
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Sadly, however, this leadership from marketing is often not forthcoming. According to Fellenz and 
Brady “recent studies show that over the last decade marketing is no longer highly regarded within 
organizations, [and] that there has been a move to focus on tactical rather than strategic aspects within 
marketing” (Fellenz & Brady. 2010, p. 10). In particular, “The trend towards integrated marketing – much 
discussed in earlier decades – seems to have been overtaken by a counter trend towards disintegration.” 
(Webster, Malter & Ganesan, 2005, p. 35). Often, marketing-led initiatives end up consisting of a new 
logo, a new ad, direct mail campaigns and some front line training. This leaves customers to see through 
the veneer that really little has actually changed in the underlying operations of the organization. Gal-
braith (2005, pg. 1) characterized this corporate exercise as “simply putting a cosmetic gloss of customer 
focus sprinkled around the edges”.

“Marketing skills and expertise should be at the core of the company’s processes and intrinsic to 
product innovation, supply chain management, customer development and retention and revenue and cash 
generation” (Webster, Malter & Ganesan. 2005, p. 43).This expertise must be completely intertwined 
with all aspects of service delivery, operational efficiency and risk management. Only when these factors 
are in alignment can an organization leverage its fullest potential in the marketplace. In practical terms, 
while much of what is addressed in this chapter is squarely in the domain of marketing, in numerous 
instances marketing has been bypassed altogether in the change process, either because marketing’s 
power level within the organization is weak or, alternatively, marketing’s own level of interest in such 
a program is at best tepid.

Marketing instead needs to operate as a catalytic enabler for organizational change, a corporate 
visionary, and the voice of the customer within organizations. When marketing assumes its proper role 
as a collaborative bridge and company driver, the prospects for genuine corporate transformation can 
finally arise. To do this marketers have to step out of their functional focus and “bridge the disciplinary 
silos” (Wind, 2008, p. 22) to mobilize the organization to move forward and change.

While much of the groundwork around customer centricity can emerge from the marketing team, 
the impetus, thrust and ultimate ownership for delivery must rest with all C-Level executives. The first 
steps, however, require deep insight of customer needs as well as an honest assessment of the company’s 
relative competitive position in meeting these needs. Marketing is clearly best at driving this early stage 
of the work.

Identify the Customer Need

The most important starting point for the promise is getting to know the customer. This needs to be 
done in ways that truly build customer intimacy and that deliver unique insights into the thoughts and 
desires of customers. This exploratory work needs to recognize “empowered customers [who] become 
co-inventors, co-producers and even co-marketers” of the offer. (Wind, 2008, p. 22).True insight can 
only be extracted across multiple qualitative and quantitative studies to enable a composite view of the 
target consumer.

The intent of this chapter is not to outline the specific research techniques that generate the insights 
on which a company’s brand promise is founded. While numerous different approaches and techniques 
abound, they all require a sound understanding of the customer, the customer processes and the consumer 
experience, either through qualitative research or through actual observation. Each company’s analysis 
is uniquely different, however, there are some fundamental requirements, including an understanding of 
market dynamics and unique consumer traits, segmentation, customer satisfaction and loyalty as well as 
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other more surgical research tools. Any approach used must assess the actions, motivations, emotions, 
questions and barriers that the customer experiences throughout his or her contact with the company’s 
touch points. The key is to draw linkages across all sources of information and to create a blueprint that 
brings together all the findings in a digestible and insightful manner. This can also be synthesized in 
the form of a customer journey map, which is an important tool in understanding the way the customer 
engages with the company throughout their full relationship. In the words of Bruce Temkin, writing 
for Forrester Reports, “…companies need to use tools and processes that reinforce an understanding of 
actual customer needs…these [customer journey] maps can shift a company’s perspective from inside-
out to outside-in” (Temkin, 2010).

This stage of the work requires a strong focus on research analytics, psychology and conceptual 
design. These steps often culminate in a set of tightly focused presentation materials that will inform 
both the working team as well as the executive team of where the company stands in the eyes of con-
sumers. Preparation of these presentation materials takes both skill and creativity and the final pieces 
must consolidate learning both from research conducted directly with customers as well as internal 
knowledge garnered from staff especially at the front-line. Front line staff are the primary touch point 
to the consumer and their inherent customer knowledge and insights need to be captured and harvested 
in the process of creating the promise.

The research process is critical to understanding the customer’s perception of the organization’s 
ability to respond to their needs. This process should identify the company’s strengths, both as relates 
to rational as well as emotional needs, as well as its areas of weakness, all from the consumers’ point 
of view. Moreover, understanding the gaps in performance relative to consumer needs is an essential 
component at this stage of the process as is an understanding of the company’s performance relative to 
other competitors in market and benchmarking against industry best practice.

One must determine whether the consumer perceptions as uncovered are an accurate reflection of 
the firm’s capabilities or merely a result of flawed communication and positioning on the part of the 
company and its employees. This information is essential in understanding which elements best fit the 
organization and which combination of options can eventually deliver on the consumer requirements.

Develop Brand Territory Options

Armed with a deep understanding of needs, gaps and opportunities relative to the competitive set, one 
can start to develop the foundations for the territories that can position the brand with consumers. Ter-
ritories are anchored in a specific customer insight and usually combine three to five core functional and 
emotional elements into a bundle that would appeal to consumers. In most cases, a set of some relevant 
territories can be developed that fit the brand. Each of these needs to be a viable potential avenue for 
the brand to pursue as its anchor to the promise.

These brand territories are combinations of desirable characteristics that customers are looking 
for that the company can deliver. Together they serve to encapsulate the overall direction of the brand 
promise and define the company’s future relationship with its customers. It is important to also iden-
tify the territories occupied by competitors to ensure that the brand territories eventually selected fully 
differentiate the company and uniquely define those areas where it can uniquely deliver on customer 
desires and expectations.

In addition, it is crucial that each of these territory combinations is assessed against the company’s 
actual ability to deliver them in practice. This assessment must be cold hearted and objective and reflect 
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a deep understanding of the company’s capabilities and potential. These gaps in delivery will ultimately 
need to be addressed and fundamentally strengthened if a territory selected is to be successful in fulfill-
ing consumers’ needs.

Select the Brand Promise

This is the stage where the executive team puts all of the elements together. The brand territories are 
evaluated and prioritized based on their relative importance to the consumer, their fit with the company’s 
strengths and consumer perceptions and the company’s ability to deliver. Depending on the nature of the 
organization, the process of selection can be as simple as using rating grids or as complex as leveraging 
conjoint and cluster analysis to fully exploit each factor making up a territory. The final territories must 
resonate with the executive team and, most importantly, elicit their commitment.

Based on the final combination of territories selected, the executive team identify the building blocks 
that will eventually make up the brand promise and a supporting set of brand principles. Writing up the 
brand promise is a delicate and iterative process that must ensure that the promise wording is cohesive 
in its articulation and relevant to consumers in the combination of territories selected.

The final brand promise clearly defines, in simple language, the organisation’s ‘promise’ to its 
customers, in terms of service, offer and delivery. A promise cannot be window dressing and must be 
rooted in an informed commitment to change real operations and service delivery so that each aspect of 
the selected promise territories can come to life.

While the promise establishes a future vision, it must be gritty enough to recognize the pragmatic 
reality of the enterprise at hand and also be implementable, albeit as a stretch objective. When selecting 
the final promise, executives must look in the mirror and objectively acknowledge the challenges and 
weaknesses that the company faces. They then must make a firm commitment to address them through 
this process.

At this stage of the work the core output is made up of three main elements – the brand territories 
based on the customer and competitive research, the brand promise itself and a set of promise principles. 
The selected brand territories capture the essence of the promise. The brand promise is a richer and fuller 
expression of the territories that addresses the tone and texture of the commitment and provides further 
depth, while the brand promise principles ultimately become the tools of engagement with which the 
organization engages in the transformation process.

STAGE 2: DEVELOP A SINGLE CHANGE PLAN

The Role of Transformational Leadership in Fulfilling the Promise

The brand promise must become a touchstone for change in the organization, and the most important 
single attribute to drive success is visible support and active leadership from the top team. This is es-
sential to inspire staff at all levels both to internalize the promise and to galvanize the organization to 
action. Energising employees, building their trust in the process and providing them with the authority 
and accountability to make the change happen constitutes the real magic of transformational leadership.

The promise requires management to live and breathe the new direction and to become true advocates 
for the change. Their clarity and commitment to the promise must be visceral and visible; signalled 
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through their communication, active engagement and visible commitment to the promise and the change 
plan that supports it. It must also be reflected in their decisions and their behaviours.

A CEO who is not truly committed to actively implementing such a series of changes should never 
embark on this kind of journey. To do so under such circumstances would only serve to heighten cyni-
cism and lessen the chances of success for any subsequent leader. At times of change, staff hang on 
management’s every word and often build their own interpretations upon what they observe, perceive 
and hear. Nevertheless, experience shows that no matter how well an executive leads and communicates, 
there will still be misleading stories that misrepresent leadership’s best intentions.

In practice, achieving “perfect executive behaviour” is elusive, both in delivery and in interpretation. 
Often executives can clearly envision the future they wish to achieve, but have difficulty connecting their 
current actions in the moment with these longer-term strategic outcomes. In truth, behaviours that are 
often interpreted as a lack of commitment to the change by staff, may be nothing more than a human 
lapse or a disconnect between strategy and the decision. As a result, openness, candour and behavioural 
consistency become especially important, since any mishaps will invariably be amplified and interpreted 
as signals of non-commitment by cynics and by those that have little vested interest in supporting change.

Executive communication needs to be frequent and consistent. By engaging staff, listening to their 
ideas and responding candidly to their challenges about the promise, executives will create a culture of 
dialogue. Employees will constantly gauge the degree of commitment executives have to the promise. 

Figure 3. Example of brand territories, brand promise and brand promise principles
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Maintaining candid dialogue works wonders in building up staff commitment to the brand principles 
and ensures that these are really taken to heart. Unfortunately, many executives consider the opposite to 
be true and feel threatened having difficult conversations with staff.

Often it is the second level executives who are hesitant in their commitment to change and, at times, 
consciously or unwittingly undermine the change process through their words and behaviours. Experience 
has consistently identified this as a weakness in organizations, regardless of culture, location or size. 
Management at this level often have strong vested interests in the status quo and perceive themselves 
as having most to lose from supporting a transformational change process. This is especially apparent 
when change cuts close to home – going beyond conceptual alignment to actual behaviour impacting 
departments or responsibilities within their span of control. Many have no difficulty being strategically 
aligned but seem to draw the line when the process requires them to actually enact the change.

An antidote to such behaviour can come through working through the changes more closely with 
recalcitrant executives, while simultaneously releasing pent-up pressures from corporate levels above 
and below to drive the change forward. A strong and committed CEO is essential to the process.

Consistent and constant communication of the journey and destination of change is essential to build-
ing broad awareness and support. Leveraging a broad range of media, communication must bring the 
change to life, outlining the process on which the organization is embarking, enabling staff to visualize 
the future and, most importantly, providing a mechanism for them to actively contribute and participate 
in the process of enabling the vision to become reality. A personal, human touch and an honesty that 
is unafraid to listen and to respond are the best antidotes to cynicism and the strongest keys to building 
discipleship across the organization. Research results from the McKinsey Global Survey support this 
approach, specifically:

Strong leadership and maintaining energy for change among employees are two principles of success that 
reinforce each other when executed well. For example, when leaders ensure that frontline staff members 
feel a sense of ownership, the results show a 70 percent success rate for [organization] transformations. 
When frontline employees take the initiative to drive change, transformations have a 71 percent success 
rate. When both principles are used, the success rate rises to 79 percent. (2010, p. 3)

Finally, the CEO must reward those that do actively support the change and prepare them for assuming 
emerging levels of corporate leadership that will drive the future of the organization. This represents a 
true investment in people and in the future of the organization.

The Importance of a Single Change Plan

Without tangible and defined initiatives, the brand promise and related principles remain only words 
on paper. The idea behind the Single Change Plan is to identify the changes required to deliver on the 
promise and to address the gaps in service delivery and performance relative to consumer expectations. 
In addition, this process must capture existing corporate and departmental initiatives of significance 
and re-align them around the promise and integrate them into the change plan. The outcome is that this 
plan ensures that all major initiatives and investments contribute directly to the brand promise and are 
staged, prioritized and implemented accordingly. This is not about a bonanza of new funding but about 
aligning everything the organization implements around a clear customer vision, objectives, principles 
and a defined customer experience.
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The single change plan identifies a set of defined and prioritized initiatives that will address all require-
ments for the brand promise to be realised across the company’s interactions with consumers through 
its people, products or services. The plan must be all encompassing, addressing customer segmentation 
opportunities as well as business operations. It must develop enabler strategies for each functional area 
to align their plans to support the promise. The framework around which the plan is built is identified 
in Figure 4.

The scope of the Single Change Plan needs to be enterprise wide and the initiatives identified in 
the plan must reach into the deepest operations of the enterprise itself. However, the process itself need 
not be disruptive nor require significant new investment. The objective is to realign all of the organiza-
tion’s efforts around the customer and, concurrently, to make the internal processes more efficient and 
effective. In addition, the plan must recognize that “...transformations are not just about bold moves and 
new directions. Many are also about fortifying traditional approaches that are fundamentally important” 
(Dyer, Freeland, Gunby, &DeTar, 2011, p. 5).

The methodology for translating the brand promise into a plan should be defined and agreed to by the 
management team at the outset, ideally prior to initiating the development of the promise. In particular, 
this process must also enable effective engagement from the bottom up to ensure that the plan captures 
the inherent knowledge of the full organization while concurrently generating energy and commitment 
across the enterprise. Capturing both bottom-up input and top-down prioritisation will ensure that all 
those that have to implement the plan see their own personal contribution and acknowledge its ownership. 

Figure 4. Framework for the development of the single change plan
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Moreover, staff at lower levels within the organization often understand intrinsically the key service or 
process issues that hinder performance and, when engaged effectively, can propose practical and tangible 
solutions to address them.

What is essential is that:

in designing propositions for specific segments, leaders focus on the entire customer experience. They 
[must] recognize that customers interact with different parts of the organization across a number of touch 
points, including purchase, service and support, upgrades, billing, and so on. A company can’t turn its 
customers into satisfied, loyal advocates unless it takes their experiences at all these touch points into 
account. (Allen, Reichheld, & Hamilton, 2005)

Finally, to change ingrained cultures in organizations the way work is done must also be transformed. 
In most cases, this means shifting ways of working from silos to cross-functional teams, from one 
perspective to multiple views across the enterprise. To accomplish this, the methodology consciously 
ensures that the work is carried out by teams working across functions. In the case of enabler strategies, 
which by their definition are more functional in nature, the team leaders themselves form part of a cross-
functional team to ensure that their own plans integrate with and leverage work being done in other areas.

It is important to recognise that the degree of depth required to develop the single change plan depends 
on the size, complexity and nature of the organisation. Regardless of organisation size, the executive team 
must, especially at the initial stages, operate as the steering committee for the overall change process; 
this ensures hands-on engagement and active support at a senior level.

Customer Segment Strategies

The first step in building the change plan is to understand the implications of the brand promise on each 
of the key customer segments served by the company. All organizations serve a number of customer seg-
ments and, as such, strategies are required to translate the promise into specific changes to the products 
and services offered to these segments.

Working horizontally across the enterprise, teams need to develop compelling customer segment 
strategies, anchored in the brand promise, for each major customer segment. An essential component 
of these segment strategies is the definition of the desired future state and a customer value proposition 
specifically targeted for each segment.

As the segment strategies are being developed, the methodology seeks to transform all aspects of 
service delivery with a primary focus on effective operational processes and supporting technology. It 
also seeks to embed optimal people practices and effective structures to maximise performance. In addi-
tion, the plan needs to set up the organization for the future; in the words of Prahalad, “...managers must 
learn to view existing and emerging technologies not as enhancers of products, features and functions, 
but as facilitators of experiences” (2004, pg. 17).These aspects need to be explicitly reflected both in 
the customer value propositions and also in the segment strategies themselves.

Enabler Strategies

Once the segment strategies are defined, each core business function within the enterprise, including 
support functions, needs to develop a set of operational strategies that work across all segments to sup-
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port the brand transformation. Again, the teams focus on defining the future reality and identify core 
change initiatives. Even though these enabler strategies are functional, their development still requires a 
cross functional team, ensuring cross-fertilization of solutions across functions and resultant synergies. 
While approaches may vary, an ideal process involves both group workshops and independent work 
within these teams.

Enabler strategies are particularly important with respect to areas such as IT, HR, Operations, Process 
and Performance Management as all have an impact on the way that the brand promise is operational-
ized within the organization. In addition, enabler strategies are often required to support operational 
performance across multiple segments and therefore need to be synergistic with each of the segment 
strategies. The plan requires each area to assess the way it delivers and supports the customer at every 
interaction point. As an example,

the logic of customer-centric ICT deployment requires not simply technologically and organizationally 
viable ICT solutions, but also a re-orientation of a company’s operations and strategic focus in a way 
that assures that all operations are customer centric and that customer-relevant information is used 
to generate increased customer value, and thus to provide a sustainable and economically exploitable 
customer proposition. (Fellenz & Brady, 2008) 

A customer centric vision can only be embraced by all parts of an organization if it is perceived to 
be directly relevant to every functional area. Unless staff at all levels can directly interpret the impact of 
customer centricity to their own direct experience within the scope of their role or function, they will, 
at best, simply pay lip service to the concept, only to drop it when their real deliverables come under 
pressure. That means that they need to personally experience customer centricity in their own roles and 
circumstances and they must, through this experience, come to believe that it has a lasting, meaningful 
and measurable impact on their own performance and their own business area.

Identify Initiatives to Support Strategies and Address Gaps

Building on the segment and enabler strategies, the teams also need to identify the possible initiatives 
required to support the brand promise – addressing all areas of the enterprise. The initial pass is a bottom-
up exercise from the working teams that seek to explore the various options and uncover all potential 
initiatives that can move the organizations closer to realizing the promise in practice. This is a critical 
part of the process and the way that initiatives are identified varies based on the scale and nature of the 
organization. What is essential is that they are solicited from every area within the business.

Initiatives are described at a high level, with a brief description of scope, alignment to the brand 
promise, cost, resource requirements, duration, complexity, benefits and business impact to be achieved.

Assess, Prioritize, and Stage the Initiatives

Once the initiatives are de-duplicated and consolidated, they are prioritized by the leadership team to 
arrive at a core set of change initiatives.

An essential component at this stage of the work is to have an agreed to and clearly defined set of 
criteria against which to prioritize the initiatives. The process for development of these criteria is one 
which can effectively engage the teams that developed the segment strategies to ensure alignment to the 
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promise. In addition, input from teams will ensure that by developing the standards against which their 
own initiatives will be judged they will be more accepting of the outcomes of the process.

The prioritized list of change initiatives then needs to be more tightly scoped, costed and woven 
together into one single customer change plan. The plan outlines in detail the initiatives that will enable 
the brand promise as well as their high-level financials and staging; the usual practice is for organisations 
to stage these change plans over a three-year period but companies try to deliver against a faster time-
line, based on the scope and nature of the change involved. The single change plan essentially becomes 
the integrated platform to align the organization around the brand promise and its implementation. It 
covers all aspects from product and channel management, to technology, training, service delivery and 
process efficiency.

STAGE 3: INITIATE THE CHANGE PROCESS

Engagement and Discipleship: Aligning People 
to Truly Deliver Customer Centricity

At this stage of planning, alignment is critical, as this is a key reason that plans are not implemented 
effectively. Alignment requires the creation of an open and candid process of dialogue that establishes 
agreed upon priorities towards a vision of the future. The process must be such that all dissenting voices 
become part of the conversation and are woven into the fabric of the new vision. Where fundamental 
misalignment exists, this needs to be surgically dealt with in a manner that is consistent with the new 
values that the organization is nurturing.

Most importantly, the organization must now build a core team of change advocates to implement 
the Change Plan and to work through ways of realizing the change. These individuals will ultimately 
become the stewards of this change and, as such, their selection is of utmost importance to the success 
of the overall program. They need to be committed and visionary enough to see the potential impact of 
the promise on the business, and be strong on business and operational fundamentals. As such, one must 
focus on identifying those individuals that see the vision, are enthusiastic about the change and have the 
commitment to stay the course even when things get rough.

It is essential to enthuse these individuals about the change process; to solicit their support as early 
architects of the work and to empower them with the tools to make it happen. An essential aspect of 
change is enabling staff to contribute their best to the organization – and doing so requires an honest 
process; one that employees can trust and where they feel that their contribution is both welcome and 
appreciated. This level of engagement gives employees permission to take the initiative and contribute 
in the best way they can. In particular, “alongside the planned organisational systems, there has to be 
sufficient allowance for adaptation of the culture, identity and image of the organisation change”. (Ind, 
Bjerke, 2007) Moreover, the active engagement of employees “to generate the rules of conduct allows 
the intended behaviour to enter their mental models and this can create an immediate impact on their 
behaviour”. (Botschen, Combe, & Thelen, 2012, 10)

Not everyone will immediately be on board in an enthusiastic and positive manner – many may feel 
uncomfortable taking the initiative or stepping up to the risk associated with driving change. The majority 
remain hopeful, but sceptical. In fact, it is only a vital few that really see the potential and can visualise 
what needs to be done to drive the outcome. Harnessing the vision and energy that these early supporters 
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create becomes a key lever in enabling the transformation. In addition, when the organization’s leaders 
behave in a manner that many will find inconsistent with the new values or brand promise principles, 
it is these disciples that can see beyond their leaders’ weaknesses to create the momentum to challenge 
the inertia and stumbling blocks that years of bad habits have created.

Finally, it is critically important to ensure that these disciples are actively and visibly supported from 
the very top and that the rest of the organization is aware, if not engaged, of the process of change and 
that they too need to be a part of it. Ultimately, the change driver must also ensure that the goals of the 
change program are clear and meaningful and that the links between the people in the pivotal roles and 
the changes the rest of the organization must make are addressed clearly and comprehensively. Other-
wise, “the initial positive momentum won’t last—no one can create meaningful change in a vacuum”. 
(Gardini, Giuliani, & Marricchi, 2011, 5)

Implementing the Change Plan

Once the Single Change Plan has been developed, the real work of implementing the change plan begins. 
While much has been written with respect to the people side of change, little has been documented in 
terms of the tools, techniques and methodologies that drive the implementation of change. For any major 
transformation to be successful the disciplines of implementation must persistently followed and the 
right balance struck between the hard and the soft side of change.

For the change to materialize into a transformed experience for the customer it must be carried out 
consistently and systematically across the full network of the organization. This imperative is particu-
larly critical for complex service businesses where service is delivered across multiple touch points by 
staff at the front line who can materially impact the outcome of the interaction. Their attitude, tools and 
capabilities all play a pivotal role in service delivery and any single area of weakness will act to negate 
the effectiveness of all other elements.

Neil summarises the reasons for failure of change programmes into two major areas, “the scale of too 
many disconnected change projects” and a failure to accept “the challenge that transformational change 
poses to people working in an organisation”. This latter point is crucial and continues to be borne out in 
organisations experiencing major change – “the vast majority of people in organisations are expected to 
participate in change projects with no reduction in their normal workload.” (Levene, 1996, 335). These 
two realities remain pervasive in respect to change efforts in today’s organisations and, as such, neces-
sitate both a formality in terms of program managing the effort, but also a light touch to not over-extend 
staff that are often making heroic efforts for the program to succeed.

Set Up the Governance Framework

The complexity of major change initiatives and their inter-dependencies require strong governance struc-
tures, data transparency and proper tracking tools to ensure their effective management. Without these, 
the business will be unable to cope and the positive momentum of change will dissipate into frustration.

What follows in Figure 5 is a framework model for program governance that can be adapted for different 
organization requirements. The framework, while generic, is robust enough to be used in organizations 
to drive complex change programs with budgets in the hundreds of millions.
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The organization’s Executive Committee, led by the CEO, must take an active decision-making 
role in the process and be responsible for sponsorship and strategic direction. In organizations that are 
complex and multi-divisional, the CEO can designate a subset of the executive team to form a Steering 
Committee to drive this process.

At the core is a Program Office where responsibility for business integration, program control and 
monitoring reside. This group supports the change process and enables decision making through effec-
tive oversight and program management of the implementation. The Program Office is also responsible 
for chairing the Core Implementation Team, a cross-functional team of Initiative Leads responsible for 
different aspects of implementation in their respective areas of expertise and functions. Not all Initiative 
Leads need form part of the Core Implementation Team – the ideal membership of this team is between 
six and ten Initiative Leads. The core team is led by a Program Leader, whose guidance brings the vision 
to life, keeping the work on track, and ensuring effective coordination across the different implementa-
tion teams. Given the fluid nature of the working teams, the Program Leader’s role is essential to enable 
the plan to come together.

In large complex organizations, a more structured Strategic Initiatives Office can be set up, formal-
ising and recognising the on-going nature of change and the need for it to be managed in a consistent 

Figure 5. Enterprise governance foundation and program management framework



1041

Brand-Led Transformation
 

and integrated manner. In such a construct, execution and delivery are entrusted to initiative leaders 
and cross-functional teams who, working both within their functions as well as across functions, are 
responsible for full implementation.

The right level of leadership and engagement are required from the Program Manager to make the 
governance framework effective. This individual must have vested authority whilst being able to be a 
true enabler of organizational consensus. The Program Manager requires open door access to the CEO 
and must be able to objectively guide the process forward. Moreover, the Program Office must maintain 
oversight of project implementation, clearing roadblocks while ensuring the program does not get sucked 
into the minutiae of project issues.

Each leader selected for a role within the governance framework is also expected to deliver on in-
formal roles to ensure the success of the change effort. These include ensuring ongoing and effective 
political engagement at senior levels, building and sustaining relationships, garnering support for the 
change effort and ensuring that all aspects of the program are, as far as is humanly possible, working 
in alignment to enable the change. This requires a “good degree of courage, resilience and spirit…on 
the part of the business transformation manager”. (Uhl & Gollenia, 2.1) This is particularly true of the 
Program Manager.

Establish the Integrated Change Teams

Integrated Change Teams are project teams established to implement the initiatives and are generally 
cross-functional in nature; their objective is to fully implement their specific brand promise initiative 
in the single change plan. The Initiative Lead who heads the project teams is often the person that will 
eventually be responsible to sustain the process once implemented; as such, selecting the right individual 
to lead these teams is crucial.

Develop the High Level Program Master Plan

The Program Office, working with the Initiative Leads, sets out a high level Program Plan for the full set 
of initiatives specifically identifying the overarching deliverables and milestones for each of the projects, 
In particular, their focus is on staging and inter-relationships across initiatives with consideration to the 
resource and organizational capacity for change, especially in terms of managing the execution of mul-
tiple, concurrent initiatives. This high level Program Plan forms the baseline for monthly reporting and 
quarterly re-estimates and should be supported by a dashboard to report progress on initiatives, issues 
and status of deliverables and milestones and ultimately benefits realized.

STAGE 4: IMPLEMENT AND SUSTAIN PERFORMANCE

The Role of External Consultants in the Change Process

A primary reason such programs fail is that internal politics take over and competing factions start to 
form that railroad the process. To prevent this often predictable and avoidable outcome, companies rely 
on external trusted advisors to act as a catalyst for change as well as honest brokers to enable the pro-
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cess to proceed smoothly. This role must have strong bonds of trust across the enterprise, ensuring that 
all legitimate concerns are addressed while concurrently driving the process in a manner that benefits 
the enterprise, not factions within it. Without territorial vested interest, the ideal consultant can nurture 
openness, ensure that issues are raised in a manner that they can be dealt with and, when escalated, that 
management can understand and address them without defensiveness.

Regardless of actual intent, people within organizations are invariably deemed to have personal 
agendas. Unfortunately, organizational change heightens territoriality and underhand behaviours within 
organizations. Without an external voice that is willing to challenge and raise the issues while concur-
rently facilitating the organization through them, change runs an extremely high risk of becoming a 
victim to internal politics and losing its credibility within the organization.

Most traditional organisation reporting structures and accounting systems tend to focus on errors of 
commission, or mistakes where a failed action was taken, and tend to neglect errors of omission, where 
something should have been done but was not. These systems encourage and reward inaction. Too many 
situations arise where clients stall at the first whiff of difficulty or where clients “consider it done” well 
before full benefit realization.

External consultants also break through organizational bad habits, bringing new approaches and 
methodologies to get the work done. By doing so, they naturally challenge the status quo, moving people 
away from their comfort zones and towards best practice. This, together with providing external reference 
points and benchmarks, is essential to reframe a different way of working. External consultants keep the 
organisation’s feet to the fire, ensuring that the work is completed to standard, and that the benefit that it 
was intended to realize actually materializes. A role of an external voice is to ensure that all aspects of 
implementation are actually brought to bear on the business and that what is happening on the ground 
faithfully reflects the intent of the change. Too often genuine intent can mutate, delivering quite the op-
posite outcome. The process needs to be carefully monitored and where necessary corrected to protect 
the integrity of the program and ensure sustained momentum.

Selecting the right external consultants support is critical. They need to be true trusted advisors, with 
a thorough understanding of the business and its longer-term objectives. Ultimately, their support needs 
to go beyond analysis and frameworks to coaching and facilitation to drive results.

Building Strong Motivators for Change

Unleashing the momentum and enthusiasm needed for implementation is crucial for the success of the 
single change plan. Though the process must be built from the ground up within the company to ensure 
that the transformation is taken on as a collective and credible outcome, a company may accelerate the 
process by deliberately committing to a higher-order external standard. This was the route followed by 
a client company in the airport business that considered setting as its goal the winning of the prestigious 
ASQ award as the best European airport in its category. While such an external benchmark provided a 
powerful emotional incentive, management hesitated to make it an explicit part of its brand promise, 
deciding instead that, while a worthy objective, the award should not itself be the goal. “Besides [they 
argued] if we really focus on the customer, the award will come – we’re not doing it for the award after all”.

Yet, the matter of the award just would not go away. While not overtly mentioned, the effort and extra 
push during implementation were powerful testimony for the unspoken award objective. All aspects of 
the plan that had a possible impact on the ASQ awards were implemented in record time and well within 
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schedule. The ultimate result? Yes, the company did actually win the ASQ award for its category the 
year immediately following implementation of the Change Plan. More importantly, however, the com-
pany completely changed its service delivery, customer satisfaction, operational efficiency and business 
results in a sustainable manner.

This experience demonstrates that sustained performance organizations can get an extra boost from 
setting a tacit higher order objective that drives them and helps them stay the course when the going gets 
tough. Change requires discipline, commitment, attitude and drive from everyone within the organization. 
So, while for many implementation looks and feels like business as usual, for firms that are successful 
in implementing change, this stage is one of heightened energy and momentum, with each newly com-
pleted initiative providing impetus and results and further fuels progress in those initiatives that remain.

Program Managing Implementation

Customer centricity is rarely associated with Program and Project Management. Yet, full implementation 
of the type of complex initiatives that find themselves in the Single Change Plan absolutely requires the 
disciplines inherent in project management. These change programs often cut across the enterprise, and 
require a number of individual yet inter-dependent projects to be completed to ensure their full impact is 
realized. From process re-engineering to new software systems to training of staff, none of these can be 
implemented without a level of project management discipline. Moreover, even less complex activities 
such as developing front line customer training programs also require the same levels of diligence and 
coordination to ensure their full implementation. Clear responsibilities assigned to individuals, explicit 
deliverables and milestones, status reporting, issue escalation and resolution are essential within a clearly 
defined governance framework for decision-making.

At a minimum, each Initiative Lead is required to articulate their specific deliverables and time based 
milestones as part of the overall master plan, together with the resources required for their initiatives, 
and benchmark measures for success. Each of these need to be effectively managed as part of their role 
and status reports submitted in a consistent and standardised manner across the enterprise.

Monthly status reporting and meetings that focus attention on the overall status of initiatives relative 
to planned timelines in terms of deliverables and milestones are required. The Program Office must 
work actively with Initiatives Leads to ensure strong reporting and unleash teams to drive results. In 
addition, the Program Office must consider issues of integration, enterprise wide priorities and manage 
conflicts across teams and objectives.

Finally, a series of on-going Quarterly Planning Meetings with the Executive team is recommended 
to keep the brand promise alive and single change plan up-to-date and relevant. While these meetings 
need to include a review of progress, financials, impact and benefits realization, their primary focus 
would be on the future. In particular, the strategy in support of the promise must be tweaked to reflect 
any changes in the market and competitive activity to ensure that the over-arching approach remains 
sound, particularly in a turbulent marketplace. Moreover, the plan is re-baselined quarterly based on the 
organization’s resource constraints, priorities, open issues and new initiatives. In addition, Quarterly Plans 
are an opportunity to reset expectations and finalize the high-level deliverables for the upcoming quarter.

In effect, for change to be sustained in the long term, the disciplines acquired in these rigorous exer-
cises must become a part of the way the organization runs its business going forward.
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Measure and Manage the On-Going Journey of Change

Steady and sustained effort is required to transform organisations. Transformation is not merely a one-time 
event that, once completed, is ‘done’. It requires continuous improvement and regenerative implementation.

Experience suggests that organisations get tempted to move on before fully completing the change 
process. These subtle shifts can come about due to changes in leadership, internal shifts in priorities 
and, sometimes, even a single senior level hire that is not fully aligned with the vision can throw off the 
change process. In Kotter’s words:

Until changes sink deeply into a company’s culture, a process that can take five to ten years, new ap-
proaches are fragile and subject to regression. In the recent past, I have watched a dozen change efforts… 
In all but two cases victory was declared…when the first major project was completed after two to three 
years. Within two more years, the useful changes that had been introduced slowly disappeared. In two 
of the ten cases, it’s hard to find any trace of the reengineering work today. (Kotter, 2007)

Ultimately, the strategic objectives derived from the brand promise need to tie directly to individual’s 
performance targets to ensure sustained and effective execution. This is especially important in situations 
where staff have both an operational, day-to-day role as well as a critical role on change projects. This 
process ensures that they are rewarded for their project work and that it is formally recognized by their 
reviewers as critical to their success. These linkages are illustrated in Figure 6.

Figure 6. Indexed client metrics as an outcome of brand promise transformation
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The effectiveness of customer centricity can only be demonstrated through proven, sustained and 
consistent business results. Measurement of key metrics are the key drivers that enable organizations to 
capture and understand the inter-relationships between customer service delivery and business impact, 
including linkages with operational, process and employee measures. These can be combined with other 
qualitative indicators and surrogate measures in addition to financial measures to provide a cohesive 
and holistic understanding of the value of the brand promise and the single change plan to the business. 
In particular, in most businesses support for customer centric initiatives cannot be sustained without 
evidence in terms of business results.

The issue of measurement is becoming increasingly important as organisations see to manage more 
complexity in a highly volatile environment. In particular,

… today companies, on average, set themselves six times as many performance requirements as they 
did in 1955, the year the Fortune 500 list was created. Back then, CEOs committed to four to seven 
performance imperatives; today they commit to twenty-five to forty. And many of those requirements 
appear to be in conflict: Companies want to satisfy their customers, who demand low prices and high 
quality. They seek to customize their offerings for specific markets and standardize them for the greatest 
operating return. They want to innovate and be efficient. (Morieux, 2011, p. 1)

Measurement is a critical element of effective management and is the most important tool in focusing 
the organization on the areas where impact can be achieved. Managing the inherent tensions demanded 
by the marketplace is a fundamental to effective management. Line managers especially require a strong 
set of on-going operational metrics to track the performance of their business area and to intervene ap-
propriately to course correct any under-performing areas. This is particularly evident in the need to embed 
operational metrics directly in the business processes. By designing key metrics into the process and 
capturing an initial baseline, the process enables full benefit realization and provides the organization 
with clear indicators of success. These measures ensure that progress is consistent and tangible – and 
that management can see measurable results as an outcome of their commitment to the process.

Audit Benefit Realization and Operational Performance

It is essential to close the loop on all initiatives once they have been fully implemented and operational 
for some time – often a timeframe of eighteen months. This is important to ensure that full benefit re-
alization from the program has taken place and that the brand promise overall is being implemented at 
its full potential.

Initiative audits refer back to the original brand promise objectives for each of the projects and the 
targeted customer outcomes and benefits. A robust audit will assess the current levels of performance 
against the original objectives and most importantly against the full potential of these initiatives. This 
latter point is critical to establish an ethic of constant improvement as the goal posts of optimal perfor-
mance shift with time and need to be constantly optimized.
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THE BENEFITS OF TRANSFORMATION

The various benefits of brand led transformation combine to deliver a systemic shift in the underlying 
drivers of the business. Client experience has shown benefits far beyond those initially expected, such 
as customer satisfaction and financial results. In particular, actualized benefits include a number of 
non-financial benefits, such as executive alignment, employee morale, strong brand commitment and 
fundamental improvements in customer processes, products and services. Moreover, a number of direct 
financial benefits are also often associated with such a change process including customer retention, 
increased market share as well as operational efficiency which can deliver savings in staffing levels that 
can be re-deployed across the enterprise.

Figure 7 illustrates the way in which benefits have consistently accrued across industries, clients and 
various types of organizations, particularly around increases in employee and customer satisfaction, 
driving increases in revenue, cost reduction and bottom line impact. Together these forces consolidate 
to make lasting improvements to business enterprises.

AREAS FOR FURTHER DEVELOPMENT

Brand led transformation is, by its very nature multi-disciplinary. As such, this paper draws on research 
across multiple areas of academic research. The challenge is to continue to weave an effective and prag-

Figure 7. Indexed client metrics as an outcome of brand promise transformation
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matic set of linkages across these disciplines that integrate all of the insights while remaining pragmatic 
and, most importantly, usable in business practice. The challenge will continue to be to assimilate more 
sources of learning and disparate information to dynamically adapt this framework and to ensure that it 
does not become pattern thinking that simply repeats a static process of change.

CONCLUSION

This chapter tells the story of brand-led transformation as understood and practised by the author with 
client business organizations for well over a decade. The record shows that brand contains within itself 
the means of profound corporate transformation. Breaking ground from earlier more external and static 
conceptions of brand, often as merely the packaging of appearances, the argument here posits brand as 
a powerful internal, existential challenge. In effect, that challenge consists in knowing and living one’s 
brand.

In practice, this draws on multiple disciplines and sources, requiring the effective integration of these 
ideas into methods, frameworks and tools that actually work in the grubby context of real organisations. 
The ultimate proof of the pudding is in the results that can be achieved through sustained application of 
this methodology across industries and organisation types.

Customer centricity lies at the heart of any credible brand promise. Yet, as this chapter has demon-
strated, defining and living up to customer centricity consistent with one’s brand is scarcely an easy 
undertaking. Companies that wish to take this road to authenticity must accept the challenge in its full 
form, and follow through with a rigorous methodology to bring that goal into being. Here, the steps must 
go well beyond conventional theory and face all of the attendant unique problems of an implementing 
a transformative programme in practise. Only in that way can a company brand be experienced by its 
customers as real and responsive. The brand, always vigilant to the danger of rigidity in business enter-
prise, necessarily forces companies to be alert, flexible, and above all, self-aware. In the end, that is the 
only way by which the customer can be truly made to feel and be centric.
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KEY TERMS AND DEFINITIONS

Behavioural Branding: Behavioural branding aims to align a company’s external brand promise 
with all employees’ activities to ensure that everything that employees do is brand building, both directly 
and indirectly.

Brand Led Transformation: Organisational change rooted in the organisation’s Brand Promise that 
directly addresses the way the organisation delivers its products and services to consumers and requires 
extensive change in the company’s business operations. Extends beyond superficial or cosmetic change.

Brand Promise: A brand promise lets a company’s customers know what to expect and employees 
know what is required to deliver the Promise. The Promise connects the company’s core purpose, its 
positioning, strategy, its people and its customer experience.

Complex Service Businesses: Businesses where the relationship with the consumer go beyond simple 
transactions and reach into a more engaged relationship, including ones that are deemed sensitive or 
critically important by the individual or firm purchasing the service. These can be advisory, reciprocal 
or requiring a longer-term relationship by the customer.

Customer Experience: Customer experience consists of the combined impression of all positive 
and negative experiences that a customer has with a provider of goods and/or services, over the duration 
of their relationship.

Operationalizing the Brand: Ensuring that the principles of the enterprise’s Brand Promise become 
embodied in the day-to-day business operations of the company. This requires them to become part of 
the operational processes and systems implemented to conduct the company’s operations.

Transformation: In an organizational context, a process of profound and radical change that orients 
an organization in a new direction and takes it to an entirely different level of effectiveness. Unlike ‘turn-
around’ (which implies incremental progress on the same plane) transformation implies a basic change 
of character and little or no resemblance with the past configuration or structure.

This research was previously published in the Handbook of Research on Managing and Influencing Consumer Behavior edited 
by Hans-Ruediger Kaufmann, pages 439-467, copyright year 2015 by Business Science Reference (an imprint of IGI Global).

http://blogs.hbr.org/merholz/2009/05/customer-experience-is-an-investment-not-a-cost.html
http://blogs.hbr.org/merholz/2009/05/customer-experience-is-an-investment-not-a-cost.html


1052

Copyright © 2019, IGI Global. Copying or distributing in print or electronic forms without written permission of IGI Global is prohibited.

Chapter  56

DOI: 10.4018/978-1-5225-7116-2.ch056

ABSTRACT

The Twilight media brand is a global consumption phenomenon which speaks to female consumers who 
enter into fantastic and corporeal relationships with its market manifestations (books, films, merchan-
dising, and consumption communities). Twilight’s brand narrative reifies the psychological power and 
socio-cultural allure of the ‘monstrous’ vampire myth, and enables a spectrum of relational exposure 
from ‘Twi-hard’ (devoted Twilight fan) fandom to addictive and obsessive, compulsive, and transgres-
sive behaviors. The consumer’s relational exposure to this brand is the subject of this study. The authors 
discuss the tensions and paradoxes which underpin female consumption of this powerful brand. They 
also demonstrate disturbing dimensions to the construction of consumer-brand relationships (Fournier, 
1998) which impact on not only the imaginative life but the physical lives of the Twilight fans. In so doing 
they extend current thinking on the spectrum of fan behaviors, and comment on ideological dimensions 
to the construction of fan-brand relationship.

INTRODUCTION

Monstrous bodies are the remarkable presences that appear as signs of civic omen, or trauma, and which 
demand interpretation: they offer a bit of each, apocalypse as well as utopia. (Ingebretsen, 2001, 39).

Relationships are purposive, involving at their core the provision of meaning to the persons who 
engage them…Relationships are multiplex phenomena: they range across several dimensions and take 
many forms… in response to contextual change… [brand relationship is] a vibrant psycho-socio-cultural 
construal. (Fournier 2009, 5, 9, 15, 19)

Brand Pathologies:
“Monstrous” Fan Relationships and 

the Media Brand “Twilight”
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The University of Auckland, New Zealand
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The Twilight media brand is a world-wide consumption phenomenon which predominantly speaks 
to female consumers who enter into both fantastic and corporeal relationships with its market manifesta-
tions (books, films, merchandising, and consumption communities). Twilight’s brand narrative reifies the 
psychological power and socio-cultural allure of the ‘monstrous’ vampire myth. The historical familiar-
ity and wide-spread diffusion of the vampire trope enables a range of behaviors to be readily surfaced 
by its consumers. This branded accessibility proffers its consumers a spectrum of relational exposure 
which begins with ‘Twi-hard’ [devoted Twilight fan] fandom which can intensify to produce addictive 
and obsessive, compulsive, and transgressive behaviors.

The consumer’s relational exposure to this brand is the subject of this study. The authors discuss the 
tensions and paradoxes which underpin female consumption of this powerful brand. They also demon-
strate disturbing dimensions to the construction of consumer-brand relationships (Fournier 1998) which 
impact on not only the imaginative life but the physical lives of the Twilight fans. In so doing they extend 
current thinking on the spectrum of fan behaviors, and comment on antithetical, ideological dimensions 
to the construction of consumer-brand relationships (Fournier 1998).

BACKGROUND

Brands and Relationships

If brands are symbolic devices (Holt 2002; McCracken 2005; Ritzer 1993; Schroeder and Salzer-Mörling 
2006; Thompson and Arsel 2004) framing “horizons of conceivable action, feeling and thought” (Arnould 
and Thompson, 2005: 869) they are also receptors and mediators of socio-cultural values (Holt 2004). In 
this way they become “transformative devices” (Heilbrunn 2006) operating in systems of meaning, that 
allow contradictory and paradoxical tensions or ideas to cohabit and, acting as receptors and mediators 
of socio-cultural values, can “channel and reproduce consumers’ thoughts and actions in such a way as 
to defend domina[n]te (sic) interests in society (Hirschman 1993)” (Arnould and Thompson 2005: 874).

Via such market mechanisms consumers can create a sense of self (Belk 1988; McCracken 1986), 
construct narratives of identity (Holt 2002; Levy 1981), become involved in communal relationships (Cova 
1997; Firat and Venkatesh 1995; Muniz and O’Guinn 2001), and actively form mostly positive, dyadic 
relationships between their desired brand and themselves (Fournier 1998; Keller and Lehmann 2006).

In the latter relational instance agency can be seen to be demonstrated by both the consumer and the 
brand. There is active reception by the consumer as an “interpretive agent” of the messages the brand 
delivers, and there is the active promotion of brand messages which conventionally represent “dominant 
representations of consumer identity and life-style ideals” (Arnould and Thompson 2005: 874). As a 
result, co-productive relational exchange takes place in which brand intention and brand meaning is 
evaluated, and identity projects are created and/or affirmed.

In the case of the media brand Twilight, the authors have previously reported how their predominantly 
female audience displayed active agency and positive relationships with the brand via collective and 
communal activities such as fan blogs, simulated brand narratives (proms), conventions, book club and 
signing events (Schau and Buchanan-Oliver 2012). These consumers also used their relational attach-
ment to the media brand to question and debate their personal, sexual and political identities (Schau and 
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Buchanan-Oliver 2012), to “negotiate feminism and role expectations” (Chambers and Peaslee 2013). In 
so doing, the brand became an essential relationship fulcrum (Dall’Olmo Riley and de Chernatony 2000; 
Davis and Buchanan-Oliver 2000) enabling these consumers to foster positive relationship outcomes 
with the brand, and examine their lives and their ideological identities as women.

However, the authors found that for a subset of consumers, their relationship with the brand could 
be characterized as negatively “marked by points of conflict, internal contradictions, ambivalence, and 
even pathology (Hirschman 1992; Mick and Fournier 1998; Murray 2002; O’Guinn and Faber; Otnes 
et al. 1997; Thompson 1996)” (Arnould and Thompson 2005: 871).

MAIN FOCUS OF THE CHAPTER

Ambivalence and Contradiction

The authors now turn to discussion of the conflicted, contradictory, ambivalent and pathological rela-
tionships which are inherent in the subject matter of this popular media brand text.

Twilight concerns itself with an historical ambivalence which is socio-culturally located in the central 
narrative figure of the vampire. Women, who have long been the main audience for narratives of terror 
(Auerbach 1995), have regarded the vampire with ambivalence, and the contradictory emotions of fear 
and pity (Dresser 1989). The fear manifests itself in two forms. The first concerns the violence enacted 
on their fictional sisters in the vampire tales who operate as proxy subjects for themselves, and the sec-
ond concerns their projected psychological fears about their own sexual identities. The female audience 
also feel the contradictory emotion of pity for the solitary and unfulfilled male who is denied not only 
romantic love but is also denied the release of physical death (Twitchell 1981). Their ambivalence in their 
relationship with the vampire is manifested in his branding as a subversive agent who psychologically 
enables erotic fantasy, and who physically perverts dominant socio-cultural mores. This is an histori-
cal relationship between women and the figure of the vampire in which women have been mesmerized 
by the vampire’s transgressive acts of blood lust, sexual violence and exultant terror (Twitchell 1981).

However, there are even greater historical contradictions inherent in the figure of the vampire. The 
contradiction pivots on the vampire’s apparent revolt and transgression against the prevailing socio-cultural 
mores. This appearance of revolt and transgression is deceiving because the behavior of the vampire is 
always reactionary (Auerbach 1995). Auerbach has traced the historical arc of the vampire, decade by 
decade, and has noted that its behavior maps to the zeitgeist and the prevailing ideology. As an arche-
typical figure of supposed revolt the vampire is further emblematic of reactionary acquiescence since 
the vampire’s narrative always ends with his ultimate vanquishing by the forces of order. Accordingly, 
in contemporary neo-conservative times we have witnessed a veritable resurgence of vampire narratives 
(Buchanan-Oliver and Schau, 2013) which affirm this apparent paradox, and endorse the security such 
a mythic tale offers to the status quo.

Given that society’s relationship with the figure of the vampire offers such ambivalence and contra-
diction we now turn to the negatively nuanced, ambivalent, contradictory, compulsive, and transgressive 
relationships manifested by female fans as they interact with the Twilight media brand.
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METHODOLOGY

The data set is composed of the Twilight saga (four official novels and an unauthorized draft novel), 
four feature films, literary and film criticism of the Twilight media products, naturalistic and participant 
observation in four online fan discussion forums, fan-created artwork, email and chat interviews with 
Twilight forum participants and fan artists, and face-to-face interviews with Twilight fans.

This interpretivist study collected data using theoretical sampling (Glaser and Strauss 1967). Data 
was selected for thematic analysis that was related to the central theoretical streams, namely the trope 
of monsters within the horror genre, the socio-historical treatment of vampirism as a pathology, and the 
complicated nature of consumer-brand relationships. Interviewees were identified for the theoretical 
sampling via the on-line thread topics relating to the genre, the brand manifestations, and to the trope of 
vampirism per se. They were also recruited through snowballing (Noy 2008) procedures where face-to-
face participants suggested others for inclusion in the study. The data was analyzed iteratively, and was 
thematically coded and recoded following the hermeneutic tradition (Noy 2008). Data collection took 
place over four years and is part of a larger data set on female fan engagement. Please see Table 1 for a 
summary of the data types, and Table 2 for information regarding participants cited within this chapter.

We now discuss the four thematic dimensions of fandom that arose from these interactions: Fanati-
cism, Addiction and Obsession, Compulsive Consumption, and Transgressive Relationships.

Table 1. Data summary

Analysis of Brand Content Archived from 2005

Observation of online Twilight community 4 years

Participant observation of online community 3.5 years

Participant observation of offline events 3

Face-to-Face member interviews 9

Twilight brand community fan sites 23 (of 460)

Analysis of online forums Archived from 2005

Table 2. Participants

Pseudonym Age Occupation

Shannon 26 Accountant

Ariel 34 Event Planner

Charlotte 52 Interior Designer

Clarisse 18 Beauty School Student

Paula 27 University Administrator

Devon 28 Physical Therapist

Laurie 31 Retail Clerk

Kyle 21 College Student

Sasha 20 College Student
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Fanaticism

Consumer fanaticism is positively “characterized by strong and intense levels of commitment, allegiance, 
devotion, passion, emotional attachment, enthusiasm and involvement (Bristow and Sebastian 2001; Cova 
and Cova 2002; Funk and James 2001; McAlexander, Schouten and Koenig 2002; Muniz and O’Guinn 
2001; Oliver 1999; Redden and Steiner 2000)” (Chung, Beverland and Quester 2005:43).

It is understood that fanatical consumers spread positive word-of-mouth, are opinion leaders (Rifkin 
1999), and are extremely devoted to a brand. These characteristics were positively manifested in Twilight 
fans’ behavior. This behavior marked the intensity of relational exchange with both the media brand and 
with relationships with other fans. Shannon, a 26-year-old accountant boasts, “I love Twilight. I think 
I turned about two dozen of my friends and acquaintances onto the saga.” Similarly, Ariel, a 34-year-
old event planner claims, “I was the first in my set of friends to read Twilight. Everyone I know has 
now read it. I pretty much harassed them until they did… Even my mom is a Twi-hard now.” In fact, in 
every interview, informants described engaging in concentrated word-of-mouth to proselytize friends 
and family to consume the saga. Similarly, in the majority of threads across the forum data, fans discuss 
who introduced them to the brand and who they have subsequently brought to the brand. This word-of-
mouth behavior is especially noteworthy because reading is a solitary act and yet the fan engagement 
with Twilight is collective and collaborative in nature. Whether they are a formal member of the Twilight 
brand community, or simply a fan who encourages acquaintances, family, and friends to consume the 
brand, fans collectively discuss Twilight as a communal brand experience.

However, their fan devotion was also negatively evidenced in behaviors and relationships where 
fans exhibited relational loyalty “even to the point of dysfunction” (Redden and Steiner 2000:336), 
and exhibited extreme consumption drives (Hofman 2000). Laurie, a 31-year-old retail clerk, says that 
she never went to her high school prom but she has been to three Twilight proms, “I didn’t get asked to 
prom in high school. I really didn’t get asked out at all. Now that I’m grown I do sometimes date, but I 
also learned to be independent, to do what I want to do not waiting to be asked. I dropped about $800 
on the first Twilight prom I went to. Between the road trip to get there, the dress, the shoes, the flowers, 
the limo for me and my friend and tickets it was almost one month’s rent, but it was worth it. I picked 
up overtime to cover it.” Here, Laurie’s brand devotion illustrates an extreme consumption drive which 
inspired her to take a 6-hour road trip, buy formal clothes and shoes, rent a limo and pay for tickets to a 
brand event. To make that financial commitment Laurie worked over-time for three months. Likewise, 
Kyle, a 21-year-old college student, talks about skipping an exam to participate in a brand event sur-
rounding the release of Breaking Dawn Part 1, “I skipped class to drive to Scottsdale for the midnight 
showing. I had a great time and ended up staying over and missing an exam the next morning. I had a 
great time. I’d probably do it again, but honestly it jacked my GPA. That one exam pulled me down to 
a C in the class.” Kyle’s devotion to the brand led to her deciding to attend a brand event over her class 
responsibilities, and potentially impacted on her career.

These text units indicate a devoted, fanatical relationship by these consumers with the media brand 
Twilight, reveal intense levels of attachment to the brand, and a brand/fan relationship which acts on an 
interpersonal level.

With its concentration on interpersonal relationships which offer affirming, endorsing or mirrored 
relational interactions, attachment theory (Schechtman and Rybko 2004; Searle and Meara 1999; Wei 
et al., 2004), would appear to provide an informing re-textualization on these examples of positive and 
negatively valenced Twilight fan-brand relationships, and an addition to the wider fandom literature.
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Addiction and Obsession

However, further investigation also uncovered addictive and obsessive fan relationships with the brand 
in the fan’s texts. In these relationships, attachment theory might cede place to the theory of extreme 
identification (Belk 2004). The authors found that Twilight consumers demonstrated heightened personal 
relationships with the Twilight brand which moved towards “extreme and almost borderline-dysfunctional 
forms” (Chung, Beverland, Farelly, Quester 2008: 337), and were able to self-diagnose their addictive 
relationship (Fournier 1998; Fournier and Mick 1999; Fournier and Yao 1997; Whang et al 2004). For 
example, Paula, a 27-year-old university administrator states, “I’m probably obsessed. I have memorized 
the dialog between Edward and Bella, between Jacob and Bella, and between Jacob and Edward. I recite 
it like Trekkies do. I reference real life scenarios in terms of the books… like when a guy acquaintance 
appears out of nowhere when I’m out with our friends we say he’s ‘pulling an Edward’ materializing 
out of nowhere after perhaps tracking where we went.” Paula frames and mirrors her social world in 
relation to actions and characters in the Twilight brand world. Men she and her friends meet are equated 
to men in the brand text, where good looking attentive men are Edward, hot jealous men are Jacob, men 
with ‘no chance’ are Mike.

In another instance of addictive and obsessive behavior, Devon, a 28-year-old physical therapist, ad-
mits to succumbing to “Twi-athons” where she read all four texts in a row and could barely pull herself 
away to eat, shower, sleep and work, “When I get in the mood to immerse myself in the Twilight world, 
everything else falls away. I don’t eat or sleep and I can barely haul myself to work with filthy hair and 
no make-up. Reality becomes a huge drag.” Forgoing the real world, Devon hid out and submerged 
herself in the Twilight universe in an almost insatiable and addictive state of brand consumption, “I 
literally lose days of my real life.”

Manifest examples of brand zealotry and relational obsession (Aggarwal 2004) were commonly dis-
played with Twilight fans allowing their bodies to be colonized with the brand’s seminal mottoes, logos 
and imagery. These instances of corporeal branding are akin to the love marks (tattoos) conventionally 
displayed by those in highly intimate personal relationships. With Twilight fans the relationships are with 
the brand, and are akin to the brand zealotry Harley-Davidson consumers portray. Figure 1 shows a Twi-
light brand tattoo most like those witnessed among Harley-Davidson fans. It is a simple logo-like image.

Figure 2 is a consumer tattoo reflecting a text snippet from the branded novels.
There were also instances where the marking of the body moved into the realm of the obsessive. 

Where the extent and type of the corporeal marking became an indication of the long-term importance 
of the brand relationship in both the psychologically fantastic and personal life of the consumer. In these 
instances, the brand not only figuratively occupied the psychological and symbolic life of the consumer 
but also invaded substantial areas of the body surface. This was evidence of the deep commitment to 
the brand messaging, and emblematized a heightened relational dimension with the brand in these fans’ 
lives. Figure 3 illustrates a fan who has committed their entire back to the Twilight brand narrative and 
features a long excerpt from the novel’s text. Other fans have similarly inscribed the narrative but in 
composite pictorial executions based on the films (see Figure 2.6, p.57 in Schau and Buchanan-Oliver 
2012). These tattoos reveal a deep, abiding engagement with the brand.

Most Twilight tattoos are used to explicitly communicate fandom to others, and the subsequent de-
coding of these body texts serves to prove membership of a zealous community of fans. However, the 
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tattoo in Figure 3 is an example of extreme identification and provides private testimony to the force of 
the media brand in fans’ lives. Such tattoos are a permanent inscription of bodily adornment that testifies 
to Twilight fans’ brand obsession.

Compulsive Consumption

Marketing scholars (Faber, O’Guinn and Kyrch 1987; O’Guinn and Faber 1989; Hirschman 1992) have 
agreed that addictive and compulsive behaviors have similar characteristics: 1. presence of drive, impulse 
or urge to engage in the behavior; 2. denial of the harmful consequences of engaging in the behavior; 3. 
repeated failure in attempts to control or modify the behavior. In their 1989 article, O’Guinn and Faber 

Figure 1. Twilight brand tattoo

Figure 2. Consumer tattoo
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argued that “compulsive buying is conceptually connected to the larger category of compulsive behaviors 
that include…alcoholism, drug abuse, eating disorders, and compulsive gambling” (Hirschman 1992: 
155). These “compulsive behaviors are ego-dystonic (i.e., against the conscious will of the individual)”, 
and classified as “repetitive behaviors driven by an irresistible urge and ultimately harmful to the indi-
vidual” (O’Guinn and Faber 1989: 148). Low self-esteem is also a marker of these behaviors (ibid: 150).

The field work found instances of such compulsive consumption of the media brand Twilight. These 
were marked by high positive perceptions of the relational role of the brand as a vehicle for fantasy, 
and of an idealized romantic life – now or in the future. For these fans the brand acted as a relational 
proxy for a life that was or a life that might be. They were compelled to enter into increasingly repetitive 
behaviors (blogging, book signings, movie premiers, multiple attendance at Twilight proms, and fan art 
exhibitions) as the brand imagination fulfilled their lives in ways that the persons in their lives could not. 
This fictive relationship was sustained even at the expense of their real-life relationships.

Such devotion to the brand can be compulsive and extreme when the text intrudes into and dictates 
the fans’ real life. Sasha, a 20-year-old college student, says she forwent her high school prom with her 
boyfriend for a Twilight prom with a couple of girlfriends, “my boyfriend had asked me but I ended up 
saying no. I went instead two weeks later to a [Twilight] prom with my two best friends…We went stag 
but we had our pictures taken with the cardboard Edward, Emmett, and Jasper… I think it was one of 
the best dates I went on in high school [laughs].” Sasha and her friends created life-size cut-outs of male 
characters from Twilight. Forgoing real male escorts, she and her friends used the cut-out mock-ups for 
the photo opportunity, and Sasha proudly displayed the picture in her home. By doing this Sasha opted 
for a fictive boyfriend and a fantasy prom over her real boyfriend and real-life high school prom. Con-
sequently, an important rite of passage in American adolescent life was overthrown by the compulsive 
force of the media brand on these fans’ lives.

Figure 3. Fan’s back tattoo
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More disturbingly, Charlotte, a 52-year-old interior designer, describes ending her marriage of 17 years 
after reflecting on her fictive relationship with the media brand Twilight. Recognizing that her real-life 
marital relationship was not satisfying Charlotte “thought about Edward [vampire] and Bella’s [human] 
relationship and how they were so intertwined with one another. My husband and I didn’t have that.” 
Charlotte went on to say, “after a lot of thought I knew I had to end this marriage. I deserved my own 
Edward – someone who would love me unconditionally and be devoted to me.” Through the relational 
lens she adopted with the text, Charlotte re-evaluated her real life marriage and ultimately discarded it 
in favor of a fantasy relationship in a teenage vampire romance novel. By such actions it can be seen that 
Charlotte’s relational compulsion was evidence of behavior which is harmful to the individual.

Transgressive Relationships

As we’ve noted, the Twilight brand, as a contemporary manifestation of vampire lore, operates on a 
high psychological and emotional plane incorporating psycho-sexual fantasy and physical violence via 
a controlling, powerful, ‘monstrous’ male protagonist. Such mythic and narrative vampire stereotypes 
have been criticized by scholars, commentators and even fans for their promotion, normalizing, and ide-
alizing of an emotionally and physically abusive relationship between the male and female protagonists. 
“The abuse of power for which the vampire is a metaphor thus includes abuse of women…a metaphor 
for anxiety over gender and power conflicts” (Johnson 1993). Indeed, the relationship between the male 
and female protagonists in the Twilight series meets the 15 criteria set out in the National Domestic 
Violence Hotline for an abusive relationship (McMillan 2009). This abusive relationship was commented 
on by students at the University of Kansas while watching scenes from the Twilight series as part of the 
campus-wide, Domestic Violence Awareness Week: “Twilight is a perfect example of how we roman-
ticize unhealthy relationships” (Kansan.com, 2011).

Although the controlling behaviors of the male protagonist have been negatively commented on, most 
critical commentary has focused on the manifestations of physical abuse that the female protagonist, 
Bella, receives after her wedding night with the male vampire protagonist, Edward. She emerges stiff, 
bruised, “decorated” and marked by “violet blotches” that “blossom across [her] pale skin”. She attempts 
to hide the evidence as Edward says: “Look at yourself, Bella. Then tell me I’m not a monster”. Her 
marked body, her attempts to disguise the violence, Edward’s apologies for the damage he has wrought, 
and her minimizing of the abuse all follow the behaviors symptomatic of Battered Women’s Syndrome 
(www.heart-2-heart.ca), and confirms the “importance of patriarchy in the etiology of domestic violence” 
(Anderson 1997).

If a critical feminist lens is brought to bear on such behavior then Edward’s monstrous body, as the 
enactor of transgressive behavior, symbolically acts as a “‘cultural body’ that serves as a harbinger of 
‘category crisis’ which renders porous categories of knowledge and form, and makes fluid the realms 
of fear and desire.” (Cohen 1996, in Picart and Greek 2003: 41).

The context of the vampire’s socio- cultural and psycho-sexual relationship with women, and the 
transgressive fictive relationship Edward has with Bella act as indicators of the ‘category crisis’ that 
women have in their real corporeal and personal relationships with men in which fear and desire coalesce. 
Edward’s physical transgression towards Bella is a sign of “civic omen or trauma” (Ingebretsen 2001, in 
Picart and Greek 2003: 39), and a normalizing of the transgression of male physical abuse against woman.

Clarisse is an example of such fan transgressive behavior. Clarisse, is an 18-year-old beauty school 
student who explained that her real life boyfriend is a lot like Edward [vampire] in that he is “protective” 
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of her to the point of being controlling, “Dean watches over me, protects me, like Edward does Bella. 
He spends his life protecting me. He’s older and he knows better. I’m glad he takes care of me.” Clarisse 
further compares her boyfriend Dean to Sam [leader of the wolves]. When the second author asked her 
how she got the bruise on her face and wrist, Clarisse begrudgingly admitted, “I was being stupid. I was 
at a party and I was being really silly and dancing with people I didn’t really know. Dean got worried 
and asked me to go home with him. We got into an argument and he grabbed me. He didn’t mean to 
hurt me but I hit my face against the doorjamb. I should’ve listened to him. He didn’t mean to hurt me. 
He was trying to keep me safe. Who knows who those guys at the party were or what they would do 
with me if they got me alone. I was being stupid.” Here, Clarisse tells a story of her boyfriend’s violent 
efforts to control her sexual behavior. She takes responsibility for her injuries and equates the scenario 
with a passage from the book, “It’s kinda like how Sam accidentally hurt Emily.” In the text, Sam is 
shape shifting into a wolf when he claws Emily’s face leaving her disfigured. Lensing the Twilight text, 
Clarisse interprets her boyfriend’s violence as an act of love and protection. Ironically, Clarisse believes 
that her boyfriend’s manifestly violent behavior saved her from the potential behavior of the men at the 
party reacting to her “silly” flirtatious dancing.

The category crisis that women have in their real corporeal relationships with men in which fear and 
desire coalesce, is also reflected on by female participants as they transfer the vampire’s fictive, socio-
cultural, and psycho-sexual relationship with women into their real-life relationships. Regarding fear, 
desire and sex with vampires Dana, a 30-year-old dental hygienist notes, “In Twilight the sex is forbid-
den and I think that’s hot. Not too unlike real life, women risk their lives, health and bodies to engage 
in sex. Sure, in Twilight that is taken up a notch. Bella risks death to have sex with Edward and more 
excruciating pain to birth their monster baby…Running with the vampires is not for cowards. I hope 
the sex is worth it. In my experience it isn’t. I want the hot and it always falls short. I end up with bor-
ing Mike. I know I’d risk everything if Edward showed up at my door.” For Dana, the idea of forbidden 
high stakes sex with fictive vampires is desired and compelling but very different from sex in real-life 
which continually disappoints her.

Via brand relationships such as these Twilight fans were both seduced by the media brand and betrayed 
by the media brand. In the realms of fictive relationships such transgression may be condoned but the 
authors found evidence where fictive, imaginative transgression and real-life, corporeal transgression 
intersect.

They also found evidence of women engaged in a fan relationship with this media brand which offered 
positive relational benefits with the wider community of Twilight fans but who did not surface the socio-
cultural and ideological forces at play behind the media brand texts. Their interviews and comments did 
not generally address issues of neo-conservatism, patriarchy, power and control, gender roles, sexuality 
or violence in their interpretations and in their fictive relationships with the media brand.

The authors also found instances where the fictive actions of the brand encroached on real life, and 
where the fictive brand actions were physically enacted on those consumers with whom it has a relation-
ship. That is, the authors found women reporting positive relationships with the brand but who admitted 
to having partners who mirrored the abusive and transgressive behaviors of Edward. In these cases, the 
female fans evidenced cognitive dissonance (Beauvois and Joule 1996; Festinger 1957; Harmon-Jones 
and Mills 1999) in that they still supported the brand relationship even though it fictively promoted and 
endorsed an existing social system that perpetuated domestic violence against women.

These female fans also engaged in a state of false consciousness (Jost 1995; Jost and Banajii 1994; 
Levin, Sidanius, Rabinowitz and Federico 1998; Sidanius, Levin and Pratto 1996; Tyler and McGraw 
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1986) where “members of deprived groups may at times engage in ideological legitimation of the very 
system that deprives them” (Jost, Burgess and Mosso 2001:364). For example, Paula likes the idea that 
Bella is her own woman, but she realizes that Bella’s position is very traditional in the final analysis, 
“Every time I let myself get lost in the story, I think Bella is an independent adventurous girl, kicking 
vampire ass, but then I realize it’s all very traditional. She is Edward’s property which he meticulously 
protects even from Bella… It is less Lara Croft [Tomb Raider] and more ‘Stand by Your Man’ [Tammy 
Wynette Country Song].” Here, while Paula admits to being attracted to the idea of female independence 
and assertiveness she realizes that Twilight’s ideology is more a confirmation and legitimation of a neo-
conservative patriarchal norm. This recognition does not prevent her capture by the allure of the brand 
nor her ongoing enjoyment of and relationship with the brand.

CONCLUSION

In this study the authors reveal relationships that transcend “Twi-hard” fandom, and illustrate a spec-
trum of fan/brand relationship that travels well beyond addictive or compulsive relationships with the 
Twilight brand. They also discovered relational transgressions that are far more removed from the re-
lational transgressions the marketing literature reports (Aaker et al 2004). These transgressions reveal 
a complex relationship between these fans and their brand that culminate in transgressive and abusive 
relationships which have been facilitated by the enthrallment of female fans to the media brand. The 
thralldom of these female fans is facilitated by the historical, psycho-social-cultural force of the vampire 
myth on women’s psyches, and in their intensively lived experiences with the brand. A question could 
be mooted regarding the long-held compulsion of such a central myth on women, and the concomitant 
intensity and spectrum of these fans’ responses.

The politics of these fans’ consumption milieu within the wider socio-cultural -historical context of 
the compelling vampire myth has revealed the limited ideological range and context of fan/brand relation-
ships with the Twilight social system. The ideologies of neo-conservatism and feminism, of patriarchal 
power and control, and of sexuality and violence went unrecognized in most fans’ relationships with 
the media brand. This is an interesting finding given the inherent appeals of the mythic narrative and its 
wider ideological impact on the context of all relationships.
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KEY TERMS AND DEFINITIONS

Media Brand: Brand that encompasses a range of media and consumption manifestations.
Obsession: State of being obsessed with someone or something, i.e., the media brand’s message.
Socio-Cultural Values: The commonly held standards of what is acceptable or unacceptable, im-

portant or unimportant, right or wrong, workable or unworkable, etc., in a community or society.
Transgression: Extreme behavior that transgresses socio-cultural codes.
Twilight: The suite of novels and their consumption vehicles.
Vampires: Mythic figure of terror from folklore who subsists by feeding on the life essence (gener-

ally in the form of blood) of the living.
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ABSTRACT

A few advertising masters shaped the advertising industry and each pioneered distinctly different prin-
ciples of advertising. Legendary advertising masters in advertising history - each with a distinctive style 
and discourse, created advertising narration on different issues. Albert Lasker created narration on 
salesmanship in print and reason-why advertising, Claude Hopkins on scientific advertising and pre-
emptive claim, John Emory Powers on honesty and plain speaking copywriting, John Wanamaker on 
retailing, consumerism and effectiveness of advertising, William Bernbach on simplicity, originality and 
creativity of advertising perception, David Ogilvy on brand image, big idea and creative salesmanship, 
Leo Burnett on common touch, dramatic realism in advertising and visual imagery icons. By focusing 
on the story of some great advertising legends mentioned above, this study tries to examine how they 
have defined and shaped advertising history into the exhilarating one and how they have revolutionized 
the way business sells its products and consumers perceive the brands.

INTRODUCTION

Many advertising actors have come and gone, some of them left their records and ideas behind them 
during the advertising history and established the roots of the modern day advertising agency. There 
was a time when advertising had in some hands reached the status of a science. It is based on fixed 
principles, established methods and is reasonably exact. People in advertising business acted basing on 
effectiveness and well-proven principles (Hopkins, 2003, p.1). And there was a time when creativity 
in advertising has taken another leap and advertising creative directors valued innovation and intuition 
over science and rules.

Actor Effect:
A Study on Historical Figures Who Have 

Shaped the Advertising Narration

Bilgen Başal
Yeditepe University, Turkey
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As a multi-disiplinary approach, advertising is a mixture of art and science. Both of them are mutually 
exclusive and it is possible to bring science and art together. Art is needed to create, science is needed 
to validate (Todd, 2015). Advertising’s unique ability is to fuse intellectually scientific and creative 
elements through the understanding and manipulation of human nature. Hugh Burkitt, who is the Chief 
Executive of The Marketing Society and the writer of Marketing Excellence Book Series, believed that 
there is a need for both science and art in order to be truly successful in advertising.

Advertising has many gurus, many professors, many mavericks and many geniuses, which were known 
as the fathers of modern advertising as it’s known today. People in advertising business learn the past, 
watch the present, and create the future. A few advertising masters shaped the advertising industry and 
each pioneered distinctly different principles of advertising. For example, David Ogilvy was known as 
‘a man of words’, rules and content, and William Bernbach was known as a man of ideas, creativity, and 
anti-establishment (Waite, n.d.). Others like Mary Wells Lawrence, who was called ‘the force behind 
one of the most creative shops in the history of advertising‘ by the American Advertising Federation, 
Jeremy Bullmore, who was, quite possibly, the most admired man in advertising, the great philosopher 
and the writer on advertising and marketing, Paul Rand, as one of the most famous graphic designers in 
the World helped convince some of nation’s biggest corporations that good design was good business, 
Lee Clow, who was referred as ‘the advertising’s art director guru’ by Advertising Age made enormous 
contributions to advertising.

Advertising is a deeply pervasive part of all lives lived in consumerist economies. It is a kind of 
popular culture, and it is a major way that we learn about and learn how to interpret other kinds of 
popular culture. Film trailers, for instance, not only seek to sell their cinematic product, but they also 
hope to shape the way we think about the movie. Advertising is a major mode of socialization, telling 
us how to think and feel and what problems we need to worry about (Behera & Patra, 2011, pp. 31-45).

There are mainly three categories of advertising objectives: to inform, persuade and remind. Advertis-
ing that connects with consumers and creative positive reactions increase the probability of recognition. 
We can define brand recognition as ‘the moment, where art and science meets’. According to Nick Co-
hen of New York’s Mad Dogs & Englishmen agency, the essence of all great advertising is connecting 
people and starting a relationship with brands (Aitchison, 2008, pp. 7-9). Fort his reason advertising 
has traditionally relied on ‘big ideas’: the concepts, stories and taglines that have helped brands shift 
product for years. Big ideas must be evaluated for their simplicity, credibility, originality, relevance and 
emphaty (Koekemoer & Bird, 2004, p. 180). According to John Philip Jones, as written in his ‘Ultimate 
Secrets of Advertising’ book of 2002, the following four are unquestionably big ideas that have led to 
changes in the advertising industry:

• Scientific Advertising by Claude Hopkins.
• Unique Selling Proposition (USP) by Rosser Reeves.
• Integrated Marketing Communications (IMC) by Don Shultz.
• Brand Image by David Ogilvy.

Legendary advertising masters in advertising history, each with a distinctive style and discourse, 
created advertising narration on different issues. Albert Lasker created narration on salesmanship in 
print and reason-why advertising, Claude Hopkins on scientific advertising and pre-emptive claim, John 
Emory Powers on honesty and plain speaking copywriting, John Wanamaker on retailing, consumerism 
and effectiveness of advertising, William Bernbach on simplicity, originality and creativity of advertising 
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perception, David Ogilvy on brand image, big idea and creative salesmanship, Leo Burnett on common 
touch, dramatic realism in advertising (or inherent drama of product) and visual imagery icons, Oliviero 
Toscani on controversial advertising in social issues and Jacques Séguéla on DNA of a brand.

By focusing on the story of some great advertising legends like John Emory Powers, Albert Lasker, 
Claude C. Hopkins, William Bernbach, Leo Burnett, David Ogilvy and enthusiastic advertising supporter 
and retailer John Wanamaker, this study tries to examine how they have defined and shaped advertising 
history into the exhilarating one and how they have revolutionized the way business sells its products 
and consumers perceive the brands. The historical advertising actors are explained in three different 
sections: first advertising pioneers, scientific advertising pioneers and creative advertising pioneers.

FIRST ADVERTISING PIONEERS

Big industries, which emerged after the industrial revolution, oriented to facilitate the urban life and it has 
led to the emergence of mass consumer groups. The needs of these consumer groups and the necessity to 
meet their requirements have led to the proliferation of the factory advertising after 1880s. Below, John 
Emory Powers and John Wanamaker as the first legendary advertising pioneers, and their advertising 
works during this era have been examined.

John Emory Powers (1837-1919): The First Full-
Time Advertising Writer, New York

Fine writing is not only intellectual, it is offensive.

Accoding to ‘Ad Age Advertising Century: Top 100 People Special Report’ of Advertising Age magazine 
published on March 29, 1999, John Emory (E.) Powers was known as the ‘father of modern creative 
advertising’ and he is often referred to as the ‘father of honest advertising’ (Shrock, 2004, p.53). He 
was the world’s first full-time copywriter and his success inspired many notable copywriters. Powers 
transformed advertising fundamentally with his honest, plain speaking copywriting style and he used 
simple language, limited headlines to a few words without any exaggerations, designs or illustrations in 
his reason-why advertising. For this reason he claimed that ‘Fine writing is offensive’. ‘He was called 
‘advertising’s most influential copywriter’ and his work still serves as a model for national campaigns 
(Doyle, 2011, p. 383).

Powers, as an independent, or freelance copywriter was working with N.W. Ayer & Son, which was 
the first full-service advertising agency founded at Philadelphia in1869. At first, agencies were brokers 
for advertisement space in newspapers. Volney B. Palmer, who had established the roots of the modern 
day advertising agency in Philadelphia, was an advertising space broker around 1840. However, the copy, 
layout, and artwork in the actual advertisement format were still prepared by the company wishing to 
advertise. N.W. Ayer & Son offered to plan, create, and execute complete advertising campaigns for its 
customers. One of the most recognized slogans of the 20th century, ‘A diamond is forever’ was created 
by them for De Beers. By 1900 the advertising agency had become the focal point of creative planning, 
and advertising was firmly established as a profession (Bakshi&Gupta, 2013:21-30). N.W.Ayer & Son 
not only changed its agency to be the representative of his client advertisers, but also let the industry 
know the cost of advertisement space and charged a flat comission of 12,5 percent. It later rose to 15 
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percent and became the industry standard for many years. Its copywriting service for its clients had been 
recognized as a key to advertisement’s effectiveness (Tymorek, 2010, p. 4).

Around the same time, in Europe and France, Charles-Louis Havas (1783-1858) extended the ser-
vices of his news agency, Havas to include advertisement brokerage, making it the first French group 
to organize. In England, Thomas James Barratt (1841–1914) was pioneering the marketing of his soap 
brand called A&F Pears. Under his leadership the company instituted a systematic method of advertising 
its distinctive soap, (Corley, 1988, pp. 155-167).

Powers, as an independent copywriter was working with Ayer&Son, department stores founder John 
Wanamaker and other advertisers. Later, Wanamaker hired him as the world’s first full-time copywriter 
specialist on salary in 1880. He preferred to work only for those he considered trustworthy. His Wa-
namaker advertisement, ‘We have a lot of rotten gossamers and things we want to get rid of,’ sold out 
the lot in hours (Doyle, 2011, p. 383). When Powers was hired by a near-bankrupt Pittsburgh clothing 
company, depending on his truthful and plain speaking style told his client, ‘There’s only one way out. 
Tell the truth. The only way to salvation lies in large and immediate sales.’ At the end it was decided 
on this advertisement:

We are bankrupt. This announcement will bring our creditors down on our necks. But if you come and 
buy tomorrow we shall have the money to meet them. If not we will go to the wall.

His advertisement copy, which have used neither illustrations nor fancy adornments, with its direct-
ness impressed customers to rush and save the store (Tungate, 2007, p. 15). On the day the advertisement 
appeared, Wanamaker’s customers had bought the store’s entire gossamer surplus by noon. Powers, as 
Publisher of the ‘Nation’ for several years, tried to educate advertisers in his publication about how to 
make more distinctive and more effective advertisements. He led contemporaries toward his motto to 
‘Say the right thing to the right people in an acceptable way’ and to give audiences ‘reason-why’ they 
should make their purchases. He advocated short and large type headlines. His pithy and honest style 
came to be a standard for many retailers and advertisers (Laird, 1998, p. 174).

John Wanamaker (1838-1922): One of the Most Innovative 
Advertiser and Retailer, Philadelphia

Half the money I spend on advertising is wasted; the trouble is, I don’t know which half.

The department store’s founder, John Wannamaker, is credited with one of the most memorable quotes 
in advertising history. He is remembered in the advertising business for turning a phrase still talked 
about today:

I know I waste half the money I spent on advertising. The problem is, I don’t know know which half. 

This sentence still remains valid. Throughout the history of advertising, smart people in advertising 
industry would continue to try to answer his famous question about how to measure the effectiveness 
of advertising. Wanamaker’s advertising and merchandising were so closely related in his pioneering 
activities (Appel, 1930, p.383). He embodied advertising’s highest standards at the beginning of the 
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twentieth century. Philadelphia and New York department stores’s founder Wanamaker pioneered fixed 
prices and money-back guarantees with honest, consistent advertising support. He hired the great John 
Emory Powers in 1880 as the first full-time and highly paid department store copywriter. He also reformed 
the U.S. postal system (Doyle, 2011, p.372).

Wanamaker played a major role in the development of American retailing and consumerism. His 
world-view had as much of an impact on American culture as his business enterprises in the early twen-
tieth century. His downtown department store was an important attraction for a city, similar in function 
to a symphony orchestra or major league sports team of today. The department store in Philadelphia store 
held the urban population together like a magnet. Wanamaker’s influence extended beyond the stores 
themselves. In his stores, the huge amounts of people were employed. He offerd jobs to blacks and women 
when they were still excluded from many businesses. He also supported a substantial amount of church 
members who ran a school, savings bank, library and employment service (Ershkowitz, 1999, p.33).

His stores continued in operation till 1995 under the ownership of Woodward & Lothrop and merged 
to Hecht’s department store chain. In 2006, Macy’s acquired Hecht’s, which was another large chain of 
American department stores. His contributions to the founding of the modern department store, as well 
as new innovations with the U.S. Postal System had never been forgotten (Maxin, n.d.).

In many ways, John Wanamaker revolutionized the store keeping of his age. His’s success was based 
on his willingness to guarantee the quality of his goods, which was represented on printed labels (Ap-
pel, 1930, p. 70). He became one of the earliest to adopt a return policy in the 1870s and he also firmly 
enforced a one-price system. These policies eliminated arbitrary bargaining at his store and developed 
good customer relations. As an innovator, Wanamaker introduced new and progressive ideas into the 
retail business. He enthusiastically supported advertising; provided unheard-of fringe benefits to his 
employees, including payment for further education, vacation time, life insurance, and a pension plan. 
He eagerly adopted and used new technology and his store was one of the first to introduce telephone 
orders (Cushing, 1893, p. 885).

Wanamaker’s Advertising Methods

As Joseph Herbert Appel mentioned in his book called ‘The Business Biography of John Wanamaker: 
Founder and Builder. America’s Merchant Pioneer from 1861 to 1922’ of 1930, advertising and merchan-
dising were so closely related in the pioneering activities of John Wanamaker. In 1874, he published the 
first copyrighted advertisement in America, announcing ‘A great stride up and over business customs.’ In 
his business, guarantee of merchandise and price were fixed, and label was attached to the merchandise 
with its name and quality (Rothman & Rothman, 1975, p. 9). Printed slips accompanying each purchase 
was ‘a warrantee,’ for this reason in the advertisement said, ‘that will be honored as quickly as a good 
draft of the government of the United States.’ It was truly a new constitution of business and of adver-
tising. With this expansion in size of the Wanamaker advertising, it became necessary to organize an 
advertising staff of writers. Wanamaker took great care in the selection of these writers and personally 
trained and developed them. Direct appeals to female shoppers were part of the Wanamaker’s innovations 
in advertising (Shrock, 2004, p. 53). He placed women on the staff to talk to women. He searched the 
newspapers for talent, bringing reporters and editors into the business (Appel, 130, p. 384).

During General Grant’s reception in Philadelphia, John Wanamaker published the first full newspaper 
page of advertising in 1879. Wanamaker increased his success by becoming the first merchant in the 
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country to use full-page newspaper advertisements, and full-page announcements published regularly in 
1888. He also hired advertising covered horse-drawn carriages and he placed advertising poster boards 
on pedestrians known as ‘sandwich men’ to walk around the city of Philadelphia and promote his stores 
(Carey, 2002, p. 360).

Freelance writers often set the copywriting pace in the 1880s and 1890s. John E. c Powers was 
already an innovative and successful freelance copywriter when Wanamaker hired him as the world’s 
first full-time copywriter specialist on salary in 1880. During Powers’s tenure, Wanamaker’s revenues 
doubled (Laired, 1998, p. 174). His style was epitomised in one of his most famous advertisements for 
Wanamaker, who asked to create something to get rid of the store’s surplus of ‘rotten gossamers’ (light 
gauze-like fabrics), Powers simply wrote: ‘We have a lot of rotten gossamers and things we want to get 
rid of.’ This advertisement helped the lot sold out in hours.

About 1900, Wanamaker advertising began to take on a distinctly newsy character. The staff was 
then organized as a newspaper staff. As a guide to his advertising writers Wanamaker formulated an 
advertising program and platform. The fundamental purpose of Wanamaker advertising may be summed 
up in nine words:

Not to sell, but to help people to buy.

Wanamaker advertising was written from the consumer’s point of view (Ingham, 1983, p.1545). He 
believed in persistent advertising, newspaper advertising, especially plain and simple form day-in and 
day-out talks in the newspapers. He was an innovator, creative in his work, a merchandising genius, and 
proponent of the power of advertising.

SCIENTIFIC ADVERTISING PIONEERS

Scientific advertising is the advertising based on fixed principles and is done according to fundamental 
laws. Albert Lasker, with the help of advertsing and marketing legends John E. Kennedy and Claude 
Hopkins, established modern advertising as it’s known today. In the 1900s, basing on ‘direct reponse’ 
and ‘scientific advertising,’ they established the copywriter as crucial to advertising agency operations 
(Sivulka, 2012, p. 103). Specifically, advances in print media and direct mail in the first quarter of the 20th 
century led Claude Hopkins, who was the greatest deity of direct response marketing model, to master 
the art of copywriting and to experiment and measure consumer’s response, thus ushering science into 
the craft of advertising (Ambler&Tellis, 2007, p. 35). Below, legendary scientific advertising pioneers 
Albert Lasker, Claude Hopkins and their works have been examined.

Albert Lasker (1880- 1952): Prominent Advertising Executive, Chicago

The product that will not sell without advertising, will not sell profitably with advertising.

Albert Lasker was an advertising genius during the first half of the 20th century. He was very good 
at judging the effectiveness of sloganeering, copywriting, and at hiring top writers during his career. 
Lasker built the Chicago-based Lord & Thomas Company into one of the largest advertising agency in 
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the United States. In 1942, he placed the company in the hands of his three senior executives, and Lord 
& Thomas became Foote, Cone & Belding. Lasker created the first systematically trained copywriting 
staff in America and Lord & Thomas became the training center of the advertising world. Thus, Lasker 
helped to usher in the new age of modern advertising through his innovation and leadership (Senoff, n.d.).

He pioneered market research while proving advertising’s power. He was determined to prove that 
advertising was neither art nor literature, but salesmanship in print (Wills, 2014, p. 35). His ingenuity and 
unique ability to explain the product being advertised using the philosophy of ‘Advertising is Salesman-
ship in Print’ have earned him the title of ‘Founder of Modern Advertising’ by his peers. Lasker, with 
the help of marketing legends John E. Kennedy and Claude Hopkins, established modern advertising 
as it’s known today.

His focus on the advertising copy and establishment of the copywrite department were crucial to the 
advertising industry’s evolution. Lasker’s creative use of coupons, radio, and potential to see alternative 
uses for products were keys to his success and the success of Lord & Thomas advertising agency. He 
made contributions to the new ways in using radio, changing popular culture and appealing to consum-
ers’ psychology. He also designed new ways to advertise election campaigns. Lasker was aware of the 
fact that the fixed comission quaranteed excess profits to advertising agencies. The comission method of 
compensation was a factor that linked the whole advertising business (Rothenberg, 1994, p. 60). Tradition-
ally, businesses wrote their own advertisements then paid advertising agencies a 10 percent commission 
for placing the advertisement. In 1898, Albert Lasker convinced an advertiser that he could improve 
its advertisements and he approached the Wilson Ear Drum Company with a new offer. The company 
allowed Lasker to supply advertisement copy for an increased commission of 15. He also guaranteed 
an increase in sales or a refund of the additional 5 percent. This additional commission fee were used 
in financing some campaigns for clients, conducting research and training many future agency leaders.

This change had a tremendous impact on the development of the services in the advertising agen-
cies. Over the years agencies continued to increase the services they provided to clients in return for 
their comissions. These came to include the development and production of broadcast programming, 
psychological research, new product design, sales promotion, public relations and a thousand other 
supplementary tasks (Rothenberg, 1994, p. 61). Adopting the succesful copywriter John E. Kenedy’s 
advertising prescription on reason-why advertising, Lasker began to perceive the need for a copywriting 
department. He hired several young newspapermen and trained them according to Kennedy’s advertising 
principals. Then, Lasker created the first ‘systematically trained copywriting staff’ in America.

One of the most important revisions that Lasker contributed to advertising was his recognition that 
entertainment could be a vehicle for advertising. He saw this potential in the radio and he acquired the 
Radio Corporation of America (RCA), which was operated as the National Broadcasting Company (NBC) 
in 1926 (Wills, 2014, p. 36). As a result, Lasker pioneered the use of radio as an advertising medium, and 
within two years Lord & Thomas held over 50 percent of all advertising accounts aired on NBC radio. 
In 1928 NBC initiated a promotional campaign to educate and encourage adoption of radio advertising. 
The networks targeted leading advertisers and advertising agencies with brochures highlighting radio 
success stories and emphasizing radio’s ability to build brand awareness and stimulate dealer good-will. 
In the 1930s, radio networks produced elaborate comedy, variety, and dramatic series. Vaudeville came 
to radio as agencies began to use star talent. In 1931, network advertising constituted 51 percent of total 
radio advertising revenues. However, during the 1960s it had fallen to just 7 percent. Radio survived by 
serving local listeners with format programming and attracting local advertising (Sterling, 2010, p. 36-37).
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The Philosophy of ‘Advertising is Salesmanship in Print’

Once Albert Lasker said: ‘My idea of this bussiness, was to render service and make money’ to support 
Wanamaker view. He got selling ideas from seeing how products were manufactured, and seeing which 
headlines and body-copy sentences were most effective from succesfull copywriters John E. Kenedy and 
Claude C. Hopkins. Early on, Albert Lasker became obsessed with one simple question:

What exactly is advertising?

When he met John E. Kennedy, a former member of the Canadian Mounted Police who was working 
as a copywriter for Dr. Shoop’s Restorative in 1904, Lasker eventually found his answer (Cruikshank & 
Schultz, 2010, p. 55). Kennedy’s answer was simple:

Advertising is Salesmanship in Print.

Kennedy believed that an advertisement should say what a salesperson would say in a face-to-face 
conversation. It is a means of multiplying the work of the salesman, who writes it, several thousand-
fold. it is possible, to reach a thousand customers for every one he could have reached verbally through 
advertising, with the salary paid to a single salesman. It is also a means of discovering, and developing 
new customers, where they were not previously known to exist (Kenedy, 2014, p. 7-10). He went on to 
explain that advertising should give prospects reasons why they should buy the product being advertised 
and why it was a better buy than competing products or alternatives.

The prime objective of a salesman is to describe the features of the product while presenting it effi-
ciently and impress the customers, making them purchase it. Advertisements present the product, impress 
the audience and describe the features as well. They even efficiently relate the product to the day-to-day 
lives of the customers, something which a salesman would have to do to convince the customer. Both 
advertisement and salesmanship work in the same direction, ultimately publicise the product and add 
to the sales. However, advertisements are more impressive than salesmanship as well as inevitable by 
the customer.

Lasker commissioned Kennedy to write the breakthrough advertising principles into a series of 
lessons after he was hired as a copywriter by Lord & Thomas in 1905 (Worstell, 2014, p. 329). These 
principles were compiled into a book called ‘The Book of Advertising Tests: A Group of Articles That 
Actually Say Something about Advertising’. Over seven thosand copies were distributed. These lessons 
were used to train Lasker and the Lord & Thomas copywriters. The following sentence that was written 
in this book sumarized Kennedy’s philosophy of advertising:

Advertising should be judged only by the goods it is conclusively known to sell at a given cost. ‘Keeping 
the name before the people’ is wrong and ‘salesmanship in print’ is right. 

In addition to ‘Salesmanship on pirint’, Kennedy taught another new basic concept: ‘Reason-Why 
Advertising.’ It gave the prospects a reason why people should want one’s product or service. Kennedy 
also showed how to know effective copy and how to test copy. In essence, reason-why advertising should 
explain why the product being advertised was a better buy than competing products or alternative uses 
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of the consumer’s limited budget. Albert Lasker saw merit in Kennedy’s views and explanation of the 
principles of advertising. Kennedy stressed that the way the advertising copy was written was crucial 
to advertising. Lasker began to perceive the need for a copy writing department and created the first 
systematically trained copy writing staff in America (Chaganti, 2013).

Taking a cue from Kennedy and another very successful Lord & Thomas writer, Claude C. Hopkins, 
Lasker created Lucky Strike cigarette advertisements aimed at women. By 1931 women were being sold 
Lucky Strikes with mildness claims by opera and film stars and ‘slimming’ messages suggesting that 
prospects smoke a Lucky Strike instead of eating something sweet (Sterling, 2010, P.37). Again, under 
the same phiolosopy, Laskar found out that California citrus growers produced so many oranges that 
they cut down orange trees to limit the supply. Laskar thought this was wasteful and saw an opportunity 
to increase sales. So he directed the creation of advertisements promoting the drinking of orange juice 
as well as the eating of the fruit. He created campaigns that not only encouraged consumers to eat or-
anges, but also to drink orange juice. At the end, the advertisements increased consumption of oranges 
(Tymorek, 2010, p. 6).

Building Top Seller Companies and Top Selling Leading Brands

Lasker’s creative and powerful use of ‘reason-why’ advertising to inject ideas and arguments into adver-
tising campaigns had a profound impact on modern advertising. He was the precursor of the consumer-
centered ‘unique selling proposition’ approach that dominates the industry today. His tactics helped 
launch or revitalize companies and brands that remain household names including Palmolive, Goodyear 
and Quaker Oats (Cruikshank & Schultz, 2010, preface). Lasker was more than just an adman, he was 
an entrpreneur and a pioneer. He invested in small companies such as Pepsodent Toothpaste and used 
his advertising skill to grow them into corporate giants. He also helped American consumers selling on 
Kleenex tissues, Kotex sanitary napkins and Lucky Strike cigarettes (Morello, 2001, p. 15).

He landed his largest account in 1923 when he took over the American Tobacco Company’s Lucky 
Strike campaign by seeing an almost completely ignored group of buyers. He had noticed that women were 
discouraged from smoking in public. Using advertisements featuring famous women smoking, Lasker 
was able to break the social taboo and set about to change public opinion. Women began to smoke in 
unprecedented numbers, and Lucky Strike was the brand they most often chose, and making it a top seller.

Under Lasker’s leadership, Lord & Thomas acquired many large accounts. After securing Sunkist 
Grower Inc., as a client, Lasker popularized the idea of drinking orange juice. In 1911, Lasker, along 
with one of his writers, created a Palmolive dish soap campaign that soon made it the leading brand. He 
was also responsible for the advertising accounts of Van Camp’s, including its canned pork and beans 
and the 1900 Washer Company. He figured out a better way to market Kotex, offering it in a ‘wrapped 
box’ that women could pick up and purchase without having to request it from a sales clerk. It turned 
Pepsodent and Palmolive into category leaders. It helped Lucky Strike increase sales 600 percent in just 
three years by positioning it as an alternative to sweets for women watching their figures (Beato, 2010).

For final words, Albert Lasker helped transform advertising’s static image into a dynamic force by 
using the ‘reason-why’ strategy, in which advertising had to appeal to a consumer’s self-interest. One had 
to give potential customers a ‘reason-why’, a directive that would make them understand how a product 
could dramatically improve their life in some way. Lasker, also closely monitored the efficiency of the 
agency’s campaigns, tracking his clients’ sales curves against media placements to determine which mix 
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of newspapers and magazines was the most successful (Tungate, 2013, p.18). Combining persuasive, 
consumer-centric copy with a media network that could reach millions of people allowed manufacturers 
to move goods as never before.

Claude C. Hopkins (1886-1932): The Supreme Master 
of Direct Response Copywriting, Chicago

The time has come when advertising in some hands has reached the status of a science.

Hopkins was widely known as an excellent copywriter. His work is more properly valued for its abil-
ity to combine a subtle understanding of consumer psychology, market research, and copy testing into 
integrated marketing campaigns that effectively bonded brand identity and distinctive selling proposi-
tion in terms of advertising history. A new advertising approach ‘reason-why’ copy shifted the focus of 
advertisements to sales arguements designed to overcome any resistance (Schorman, 2008: 181-219). 
Reason-why style copy was the ‘hard-sell style’ advertising copy, which was in sharp to contrast to 
simple brand-name identification selling the product name to the public. This strategy gives the reason 
why the consumers should make their purchases. In the 1900s, reason-why practitioners John E. Kenedy, 
Albert Lasker, and Claud Hopkins established the copywriter as crucial to advertising agency operations 
(Sivulka, 2012, p. 103).

He believed advertising existed only to sell something and it should be measured, justified by the 
results it produced. According to Hopkins, every advertising question should be answered by the sales-
man’s standards. For this reason, the only purpose of advertising was to make sales and profitability of 
advertising was determined according to its actual sales (Hopkins, 2003, p. 7). He worked for various 
advertisers, including The Bissell Carpet Sweeper Company, Swift & Company and Dr. Shoop’s patent 
medicine company. At the age of 41, Albert Lasker, who was the owner of Lord &Thomas advertising 
hired him in 1907. The ability to delve into many issues at a time when there was no corporate advertis-
ing and to find the right one by constantly testing them in real life experiences distinguish Hopkins from 
the others (Celik, 2014, p. 36). For this reason, ‘scientific advertising’ is strongly associated with Caude 
C. Hopkins, the best-known advertising copywriter during the first three-decade of the 20th century. 
Hopkins was a curious person, but to David Ogivy, who was one of the greatest advertising gurus, he 
was technically ‘the supreme master’ (Jones, 2002, p. 3). In 1923, Ogilvy famously wrote in Hopkins’s 
‘Scientific Advertising’ book’s foreword:

Nobody should be allowed to have anything to do with advertising until he has read this book seven 
times. It changed the course of my life.

Direct Response and Scientific Advertising

Hopkins is the greatest deity of direct response marketing model and his works were based on ‘direct 
reponse’ and ‘scientific advertising’. ‘Scientific advertising’ is the advertising, which is based on fixed 
principles and is done according to fundamental laws. Hopkins describes direct response as the ‘simple 
technique of counting the number of sales orders generated by a coupon in a print advertisement. ‘Direct 
respose advertising copy’ is the copy designed to lead the reader to a buying decision there and then, in 
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that very moment. With direct response copywriting, the action is immediate. Hopkins always insisted 
copywriters researched their client products and produce reason-why copy.

Claude Hopkins, as the writer of ‘Scientific Advertising’ and ‘My Life in Advertising’ books, believed 
in research, both before and after the event, and insisted that advertising was worthless unless it could 
demonstrate a tangible effect on sales. Hopkins described his style as ‘dramatized salesmanship’ in his 
autobiography and he never denied that the sole purpose of advertising was to sell. Many advertising 
actors such as David Ogilvy cited him. His ‘Scientific Advertising’ book was first published in 1923 
and was sold over eight million copies. Later, his ‘My Life in Advertising’ book was published in 1927. 
Hopkins, as the grandfather of direct response marketing, tried to persuade prospective customers into 
taking a specific action immediately after receiving or reading an advertisement. For each product, he 
tried to find the unique factor that set it apart from its rivals. He proposed that one must offer exceptional 
service to induce people to change from favourite brands to yours. Hopkins called this the ‘pre-emptive 
claim’. Later, in the hands of Rosser Reeves, it became the ‘Unique Selling Proposition (USP)’. Reeves 
pushed the idea to an extreme, turning each USP into a simple slogan with repetitive ads (Tungate, 
2007, p. 16-26).

He was able to maximize the efficiency of an advertising budget in a surprisingly precise scientific 
fashion using the most extensive testing methods and quantifying the results according to cost per order. 
He used key-coded coupons and then tested headlines, offers and propositions against one another to 
track the results of his advertising. The analysis of these measurements were used to continually improve 
his advertisement results, driving responses and the cost effectiveness of his clients’ advertising spend.

The actual advertisements that Hopkins wrote were full of copy, giving rich detail of why the reader 
should buy the brand. ‘Reason-why’ copy was actually the norm for advertising of all types until the 
emergence of television in the years following World War II. (Jones, 2002, p. 4). Claude Hopkins was 
one of the first to experiment with changing copy based on results. If copy with headline A resulted 
in more sales than the same copy with headline B, headline A was proven scientifically to be superior. 
Three Hopkinsian concepts can be summarized as follows:

• Tell the truth. Always.
• Research your product completely. Provide reason-why copy.
• Psychology is key, especially when it comes to marketing.

He believed that the people do not expect an advertiser to lie in the best mediums. According to 
Hopkins, the growing respect in advertising has largely come through a growing regard for its truth. 
For this reason, a definite statement is usually accepted and actual figures are not generally discounted. 
If one states specific facts, they will have their full weight and effect. The weight of an argument may 
often be multiplied by making it specific. Hopkins gives the following examples in his ‘My Life in 
Advertising’ book:

If someone says that a tungsten lamp gives more light than a carbon and he leaves some doubt. How-
ever, if he says that ‘it gives three and one-third times the light’, people realize that he has made tests and 
comparisons. A dealer may say, ‘Our prices have been reduced’ without creating any marked impression. 
But when he says ‘Our prices have been reduced 25 percent’ he gets the full value of his announcement.

Other definite statement example is in women’s clothing product category. If one advertiser uses the 
definite statement of ‘Our net profit is 3 percent’ instead of using ‘Lowest prices in America’ slogan, 
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it will be more impressive. No one expects to do business on less than 3 percent and with its volume of 
business it is evident that its price must be minimum (Hopkins, 1927, p. 179).

Pre-Emptive Claim and Creating New Habits

Hopkins believed that advertising should be built around a single selling point. To sell the Schlitz brand, 
for example, Hopkins developed the ‘pre-emptive claim’ technique, which established a product’s unique-
ness. For specific reason to impress the public with the purity of the product, he discovered a number 
of selling points and countless numerical facts in touring the brewery:

• The mother yeast cell had been selected after 1,018 different experiments for yielding unequaled 
flavor.

• Every drop of beer was filtered through special filters and another procedure sterilized empty 
bottles.

This last point inspired a powerful headline for Schlits beer: ‘Washed with Live Stream!’ As a matter 
of fact, other breweries could make this same claim because the industry considered stream-cleaning 
bottles to be standard practice. Hopkins, however, theorized that if one took a product feature or quality 
that might be common to the industry and make the claim first, one owned it (Sivulka, 2012, p. 104).

Claude Hopkins had seduced millions of women into purchasing Palmolive soap by proaclaiming 
that ‘Cleopatra had washed with it.’ He had made famous Puffed Wheat famous by saying that it was 
‘shot from guns’ until the grains puffed ‘to eight times normal size’. He had turned dozens of perviosly 
unknown products like Ouaker Oats, Goodyear tires, The Bissel carpet sweeper, Van Camp’s pork and 
beans into household names. He was best known for a series of rules he coined explaining how to create 
new habits among customers. These rules became conventional wisdom among marketers, educational 
reformers, public health professionals, politicians, and even chief executive officers. They are funda-
mental to creating any new routine. He created craving, it is what makes cues and rewards work. That 
craving is what powers the habit loop (Duhigg, 2012, pp. 32-36).

For example, in order to sell Pepsodent, he needed a trigger that would justify the daily use of tooth-
paste. He found an appealing idea on the mucin plaques on teeth, which afterward he called ‘the film’. 
Tooth film was a universal ‘cue’ and it was impossible to ignore. Moreover, there was a ‘reward’ for the 
people, who used Pepsodent for having beautiful teeth and prettier smile. He persuaded millions to start 
a daily ritual. Just in the third week of the campaign, demand exploded. In three years, the product went 
international. A decade after, toothpaste usage rate increased from 7 percent to 65 percent in America 
only. Basing on the learnings from ‘human psychology’, Hopkins concluded that the psychology was 
grounded in two basic rules:

• Find a simple and obvious cue.
• Clearly define the rewards.

Hopkins resolved to advertise Pepsodent toothpaste as a ‘creator of beauty. ‘ The natural idea in 
respect to toothpaste was to make preventive. But his long experience had taught him that preventive 
measures were not popular. There was a strong need to understand the human nature. Prevention offered 
slight appeal to humanity in general and peope did not want to read of the penalties. They wanted to 
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be told the ways to happiness and cheer. Most men are women desired to be attractive. For this reason, 
Hopkins came to idea of beauty (Hopkins, 2003, p. 108).

For final words, Claude Hopkins, as one of the greatest copywriters of all time, invented sampling, 
risk-free trials, market testing and other breakthrough advertising techniques. His findings have done 
more for direct marketing than any other copywriter in the history of advertising. He is also one of the 
father’s of modern day marketing. He argued, the copywriter had to talk to people, one at a time, with 
simplicity and force. In his book Scientific Advertising, Hopkins offered this advice: ‘the advertising man 
studies the consumer. He tries to place himself in the position of the buyer. His success largely depends 
on doing that to the exclusion of everything else.’ Even today, Hopkins’s rules are a staple of marketing 
textbooks and the foundation of millions of advertisement campaigns.

CREATIVE ADVERTISING PIONEERS

A few advertising masters shaped the advertising industry and each pioneered distinctly different prin-
ciples of advertising. For example, David Ogilvy was known as a man of words, rules and content, and 
William Bernbach was known as a man of ideas, creativity, and anti-establishment (Waite, n.d.). Others 
like Mary Wells Lawrence, who was called ‘the force behind one of the most creative shops in the his-
tory of advertising‘ by the American Advertising Federation, Jeremy Bullmore, who was, quite possibly, 
the most admired man in advertising, the great philosopher and the writer on advertising and marketing, 
Paul Rand, as one of the most famous graphic designers in the World helped convince some of nation’s 
biggest corporations that good design was good business, Lee Clow, who was referred as ‘the advertis-
ing’s art director guru’ by Advertising Age made enormous contributions to advertising.

The 1960s saw television advertising and the advertising world as a whole, transform into an industry 
where creativity held the main stage. The only thing truly revolutionary about 1960s’ advertising was the 
creative revolution. The emphasis in advertising turned from ancillary services to the creative product, 
from science and research to art, inspiration and intuition (O’Guinn, Allen & Semenik. 2009, p.93). 
Bernbach’s revolutionary Volkswagen advertisings were almost solely responsible for this transformation 
and they ushered in the era of modern advertising by promoting a ‘position’ or ‘unique selling proposi-
tion’ designed to associate each brand with a specific idea in the mind of the audience (Sankatsing, 2007, 
p. 19). Below, some of the most precious creative advertising pioneers like Jacques Séguéla, Oliviero 
Toscani, William Bernbach, Leo Burnett, David Ogilvy and their works are tried to be explained.

French advertising guru Jacques Séguéla, who was born in 1934, is famous for creating successful 
advertising and political campaigns, and author of several best-sellers on advertising (Haag & Coget, 
2010,.p278-284). In 1979, he wrote one of his best-selling book called ‘Don’t tell my mother I’m in 
advertising – she thinks I play the piano in a brothel.’ He was an original co-founder of Euro RSCG, 
which in 1996 became Havas Worlwide Advertising. According to Séguéla, the brand is a person and 
its product is what allows it to communicate. He believes in every brand has a DNA and it is the job of 
a creative to find it and protect it (Tay, 2016). The following quote is one of Séguéla’s famous quotes 
about brands an advertising:

An average bottle of crystal water costs a single euro whereas Evian costs twice the amount. Why? 
Because of Evian the brand. For two decades now Evian’s brand association with babies has remained 
iconic. That is true advertising. 
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Jacques Séguéla believed that there are three kinds of advertising. The English make advertising that 
comes from the head but touches the heart and it’s always rather intellectual. The French make advertising 
that comes from the heart and touches the head and it often relies on imagery that is romantic, emotional 
and sensual. The Americans make advertising that comes from the head and touches the wallet. To him 
French approach, has a more universal appeal’ (Tungate, 2013, pp. 127-128).

Oliviero Toscani, as one of world’s high profile image-makers, a shocking Italian photographer and 
an art director, designed controversial advertising campaigns especialy for Italian brand Benetton and 
other brands like Esprit, Chanel, Fiorucci and Prenatal. In Benetton campaigns, motives are less con-
cerned with selling particular products than with offering its publicity mechanisms to diverse cultures as 
a unifying discourse for solving the great number of social problems (Giroux, 2014, p. 196). He is also 
the co-founder of the magazine Colors. Once, he stated that ‘Creativity requires a state of non-control 
and limitless courage. It provokes and changes point of view’ (Toscani, 2015).

William ‘Bill’ Bernbach (1911-1982): Revolutionary 
Creative Advertising Director, New York

Advertising is fundamentally persuasion and persuasion happens to be not a science, but an art.

Bernbach was a visionary American advertising creative director who valued innovation and intuition over 
science and rules. He inspired the advertising industry to new heights and ignited a creative revolution 
with his imagination, artistry and keen insights into human nature as one of the three founders in 1949 
of the international advertising agency Doyle Dane Bernbach (DDB) (Bernbach, 1999, foreword). He 
was best known for popularizing the method of pairing of art directors and copywriters to enhance and 
coordinate the creative process. Bernbach contributed to the modernization of advertising by establishing 
a common industry practice in combining a copywriter with a director as an equal team to collaborate on 
the creation of the advertisement (Bayers, 2011). The core of this shift was the idea that the visual was no 
longer subservient to the verbal. Instead, they both worked together to produce effective communication.

Copywriting was to this day, a vital position in a creative department, and a great headline could 
be central to the creation of an iconic brand. And more often advertisements sometimes featured fewer 
words. For this reason what copywriters and art directors do together was no longer called the ‘writing’ 
of an advertisement but rather ‘concepting’ and ‘creation’. Creative revolution could also be figured out 
as the shift from advertising writing to concept generation (Klowden, 2009, p. 800). The legacies of his 
revolution led modern advertising to aspire to the level of art, to clever storytelling, to communicate the 
benefits of products while respecting audiences.

Bill Bernbach’s philosophy was grounded in the belief that advertising is fundamentally persuasion 
and persuasion was not a science, but an art. His advertising agency DDB, created some of the most 
successful and memorable campaigns in advertising history by incorporating creativity, simplicity and 
humor into their work. According to Andrew McStay, if Claude Hopkins and David Ogilvy symbolised 
research in advertising, Bill Bernbach represented originality in advertising (McStay, 2013, p. 21). He 
valued innovation and intuition over science and rules.

Bernbach was oppesed to sameness in process between companies, referring to his peers as techni-
cians and scientists. His frustration stemmed from his perspective that advertising and persuasion were 
more artistic than scientific. He believed that ‘Advertising doesn’t create a product advantage, it can only 
convey it’. He was thinking that the rules were what the artist breaks and the memorable never emerged 
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from a formula. Bill Bernbach’s advocacy of advertising was based on the notion that art was grounded in 
the radical view that the public had to be respected. Later, underlying respect would encourage favorable 
reactions to intelligent and imaginative advertising. His approach to creative output was just as dramatic, 
adding, in particular, personality, humour and an overall creative touch (Danzig, 1999).

Bernbach’s collection of notes, which were written during his advertising career by himself was 
eventually turned into a little book of quotes called ‘Bill Bernbach Said.’ First edition of this book of 
guotes was published on the 50th anniversary of Bill Bernbach’s founding of DDB advertising agency 
in 1999. Over the years, this book has been printed and reprinted in several languages around the world. 
His words have inspired thousands of creative men and women and they still have the power to inspire 
many more.

By honoring Bernbach’s legacy, another legendary DDB copywriter, Bob Levenson collected the old 
advertisements that may not have the same products available today in ‘Bill Bernbach’s Book: A History 
of Advertising That Changed the History of Advertising’ at 1987. Those ideas in the book formed a strong 
foundation for many companies and established an art form that influenced today’s graphic designers.

Thinking Small

Notable campaigns of Bernbach’s were ‘We Try Harder’ for Avis Rent a Car System, which is still an 
industry icon, ‘Mikey’ for Life Cereal, ‘You Don’t Have to be Jewish to Love Levy’’s for Levy’s Rye 
Bread, and ‘It’s so simple’ for Polaroid. However, his most notable campaign was for Volkswagen, which 
included advertisements such as ‘Think Small’ and ‘Lemon’ in 1959. According to Advertising Age maga-
zine, ‘Think Small’ was the No. 1 campaign of the 20th century. Volkswagen advertising communicated 
in the simplest way; there was just the Volkswagen itself and a plain, very smart and memorable sans 
serif headline with a few easy-to-read blocks of inviting, informative copy at a time when the American 
consumers were being urged, and persuaded to ‘think big.’ Bill Bernbach’s creative philosophy was 
basing on a simple principle: find the simple story in the product and present it in an articulate, intel-
ligent, persuasive way (McDonald, & Scott, 2007, p.31). The original black and white advertisement 
highlighted its smallness by framing the small car in an advertisement with mostly white-space. The 
advertisement explained that the bug look alike car did not have a streamlined roof and was slow but it 
would cruise past the gas station with it’s gas efficiency. Radically styled Volkswagen advertisements 
had a tremendous effect on sales. Volkswagen sold 16 million Beetles by 1973 and remained the best 
selling car of all time until the 1990s (Evans, 2016).

Bernbach’s famous campaign for Volkswagen essentially took a German car originally created for 
Adolph Hitler and sold it to post-war Americans through radically styled advertisements in 1959 targeted 
a new generation of drivers (Klowden, 2009, p. 800). The Volkswagen, which in German means ‘people’s 
car’ was essentially a political promise by Adolf Hitler to win the goodwill of the German public in 
the 1930s. Cars cost more than what most people earned in a year. Hitler met with automotive designer 
Ferdinand Porsche in 1933 and the Porsche-designed Volkswagen automobile, which was affordable 
enough for the average working person was born.

In her autobiography, DDB copywriter Mary Wells, who was the first woman president of an ad-
vertising agency and the first woman CEO of a company on the New York Stock Exchange explaines 
that the campaign helped the Beetle become the beloved icon for the intelligent man’s car. Being small 
was seen as an advantage, modern, young, when that was the age to be” (Lawrence, 2003, p. 8). In the 
1950s, the automobile advertising scene was capturing the ‘essence’ of the automobile with a great deal 
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of automotive images and multiple illustrated artwork featuring all the exciting features of the vehicle. 
The advertisements were visually colourful with hand-lettered headlines, big illustrations and large 
logotypes. The inherent message sent out was: ‘This is the American Dream, Live it!’

Beetle became the first successful import car and the advertising campaign altered advertising for 
all time. Bernbach was at the heart of the advertising ’creative revolution’ of the 1950′s and 1960′s. 
“Research can trap you into the past”. The ‘Creative Revolution’ was about creating a more informal 
and egalitarian atmosphere / work model in the adagency so as to encourage creativity (Danzig, 1999).

For final words, Bernbach, who was an active participant in his community, strongly believed that 
people working in the communications industries were the ‘shapes of society’ and had an obligation 
try to make things better in the world. This conviction was reflected throughout the work he inspired 
and the principles he injected in those who worked for him. And his fundamental truths and timeless 
insights continue to inspire future generations to live up to the standards he set. Bernbach was the man, 
who changed the way to make advertisements with his ‘simplicity before complexity’ approach. His 
influence is alive, well and ready to help lead the industry through the 21st century.

Leo Burnett (1891-1971): An American Advertising Genius of 
Visual İmagery That Triggered Subconscious Mind, Chicago

Curiosity about life in all of its aspects, I think, is still the secret of great creative people.

Leo Burnett was an advertising executive known for acting against the usual norms and creating original 
icons. Curiosity propelled him to find the big ideas and it was the catalyst in his creativity. Burnett was 
also known for his gentle manners, humor, credibility and a disdain of research. He created the famous 
advertising campaigns like the Jolly Green Giant, the Marlboro Man, Toucan Sam, Charlie the Tuna, 
Morris the Cat, the Pillsbury Doughboy, the 7up “Spot”, and Tony the Tiger. (Fox, 1984, p.262). His 
advertising campaigns became famous for depicting the American values of strength, tradition, comfort, 
and family. In the 1960s, the ‘Chicago school’ of advertising became a common phrase to describe 
Burnett’s advertisings. Burnett was named as one of the 100 influential people of the 20th century by 
the Time magazine.

In 1935, Burnett founded the Leo Burnett Company in Chicago. At that time, print advertisements 
focused on words, long explanations of why a consumer should buy the product. Burnett moved the im-
age to center stage and used the product itself, enhanced by good artwork, real information, recipes, and 
humor instead of the fashionable devices of contests, premiums, sex, tricks and cleverness (Fox, 1984, 
p. 221). By the late 1950s Burnett had emerged as a prime mover in advertising’s creative revolution by 
breaking all the rules. The brands that believe the power of the big ideas and support creativity prefer 
the business partnership with Leo Burnett network. Once he said;

The secret of all effective advertising is not the creation of new and tricky words and pictures, but one 
of putting familiar words and pictures into new relationships.

Leo Burnett believed in finding the inherent drama in every product and presenting it as believably 
as possible through warmth, shared emotions, and experiences. The ‘Chicago-Style’ of advertising he 
introduced made a virtue of simplicity and clarity, and was most strongly defined by the use of brand 
mascots, fictional characters who were used to personify individual brands and it showed love, respect and 
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understanding for the consumers. Advertisments produced at Burnett agency, which were using strong, 
simple, and instintive imagery, talked to people in a friendly manner (McDonald & Scott, 2007, p. 31).

Although Burnett is best remembered for his visualising input into advertising especially into television 
advertising, he is also remembered for taking on a more emotional and evocative approach to advertising, 
compared to many of his important competitors at the time, who were often much more research-based 
and marketing-focused. In the 1950s, several agencies in Chicago employed ‘motivational research’ 
having certain methods from psychology and it actually replaced the older statistical techniques. After 
that, campaign creation did not begin with products and their benefits but started with consumers and 
what they wanted when it was used by Leo Burnett, Foote, Cone & Belding, and other agencies (Apple-
gate, 2009, p.785). For this reason, motivational research delved into subconscious, non-rational levels 
of motivation to suggest where advertisings should be aimed Instead of treating consumers as rational 
beigns, who knew what they wanted and why they wanted it (Fox, 1984, p. 183). Burnett’s visuals also 
worked subliminally and appealed to the ‘basic emotions and primitive instincts’ of consumers.

Once, he said that the hard thing was to catch the eye of every possible customer and it was better 
to attract the serious attention of possible buyers than to attract other prospects who wouldn’t be inter-
ested in the message anyway (Drewniany & Jewler, 2007, p. 158). Burnett’s creativity was in contrast to 
that of some of his contemporaries, and he forged his reputation around the idea that ‘share of market’ 
could only be built on ‘share of mind,’ which was the capacity to stimulate consumers’ basic desires 
and beliefs. Burnett moved beyond standard industry practice in order to achieve this goal. Early ad-
vertisings were based primarily on a foundation of carefully worded argument focused on the qualities 
of the product being sold and images were mere decoration for the argument (Ewen, 1999, p. 167). He 
launched today’s visuals on the senses by proving that images, not words, were the nuclear power of 
advertising (Ewen, 1998).

Dramatic Realism in Advertising (Inherent Drama of Product)

He was the genius in creating visual imagery that affected subconscious mind of people. He invented 
easily recognizable corporate identities, eternal icons like the Jolly Green Giant, the Marlboro Man, the 
Pillsbury Doughboy, Charlie the Tuna and Tony the Tiger, among other familiar icons of commerce. 
However, Burnett’s most famous success was to switch target from women to masculine men by using 
cowboy, the Marlboro Man figure to promote men. Although Burnett is best remembered for his visual-
ising input into advertising especially into television advertising, he is also remembered for taking on a 
more emotional and evocative approach to advertising, compared to many of his important competitors 
at the time, who were often much more research-based and marketing-focused.

In the 1950s, several agencies in Chicago employed ‘motivational research’ having certain methods 
from psychology and it actually replaced the older statistical techniques. After that, campaign creation 
did not begin with a product and its benefits but started with consumers and what they wanted when it 
was used by Leo Burnett, Foote, Cone & Belding, and other agencies (Applegate, 2009, p. 785). For 
this reason, motivational research delved into subconscious, non-rational levels of motivation to suggest 
where advertisings should be aimed Instead of treating consumers as rational beigns, who knew what 
they wanted and why they wanted it (Fox, 1984, p. 183). Burnett’s visuals also worked subliminally and 
appealed to the ‘basic emotions and primitive instincts’ of consumers.

Leo Burnett believed in using plain, ordinary people in advertising like the Marlboro cowboy. He 
observed that great advertising was always simple and it should have the common touch without being 
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or sounding patronizing. For this reason, the great advertising had to try to be straightforward, warm and 
believable (Koekemoer, 2004, p. 180). In order to provide common touch, Burnett looked for the inher-
ent drama of a product, which was the characteristic that made the manufacturer make it, that made the 
people buy it (Batra, Myers & Aaker, 2009, p. 464). In Burnett’s opinion, the product’s inherent drama 
could be presented via a series of memorable images and television did this best. He also believed that 
the inherent drama is often difficult to find, but it is always there (Elden, 2014, p.78).

For final words, Leo Burnett’s approach to advertising set a distinct style, having key virtues of sim-
plicity and drama. In many cases this meant encouraging an emotional bond between consumers and his 
clients products. The visual symbols he created would leave consumers with a ‘brand picture engraved 
on their consciousness’. it’s said that Leo Burnett believed that big ideas come out of big pencils. The 
big black pencils are now a part of the company culture he created, just like the apples that grace the 
reception desks (Lillard, 2011). Burnett offices around the world follow the same appple tradition and 
they still offer apples to every visitor and employees (Burnett, 1995, p. 5). His legendary quotes, which 
provide a fascinating insight into thinking of creativity, artistic integrity, motivation, teamwork and the 
selling business were collected in ‘100 Leo’s: Wit & Wisdom from Leo Burnett’ book published in 1995.

Davıd Ogilvy (1911-1999): Advertising Master and One of the Founding 
Fathers of Today’s Modern Consumer Society, New York

When I write an advertisement, I don’t want you to tell me that you find it ‘creative.’ I want you to find 
it so interesting that you buy the product.

David Ogilvy was an English advertising master, whose work was known for its creativity. He introduced 
the concept of brand image and creative salesmanship to advertising. He helped to establish modern 
advertising with his big ideas. He produced many of the worlds most famous and sophisticated ad cam-
paigns. His copy followed the basic rules of advertising: research and position the product, develop a 
brand image, which meant the personality of the product, build culture, and have a big idea. He believed 
that an advertising campaign must always revolve around a sharply defined personality. He told the truth 
and always made it fascinating (McColgan, 2013).

The ’big idea’ involved creating something big about the brand had a radical impact on the world of 
advertising. Big ideas are apealing to ones’s target market, attention getting, capable of conveying the 
benefit brand promises, compelling, memorable and persuasive. In 1948, he founded his New York, 
based agency, which later merged to form the international company now known as Ogilvy and Mather. 
He created famous advertising campaigns for Hathaway Shirts, Schweppes Tonic Water, Dove soaps 
and Pepperidge Farm. However, the most famous headline in advertising history during Ogilvy’s career 
was the one he created for Rolls-Royce. The headline read:

At 60 miles an hour the loudest noise in this new Rolls-Royce comes from the electric clock. 

The headline itself was a wonderful example of the ‘big idea.’ No one had ever seen a headline like 
that before. It intrigued people and pulled them in to read the rest of the advertisement. He often lead to 
the big idea that will really sell the product. He believed that the perspiration of research gives rise to 
the creative inspiration (Simpson, 2016).
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In 1962, Time called him ‘the most sought-after wizard in today’s advertising industry.’ Ogilvy was 
a master at using images and experiences to make indelible points. He stated that one must never forget 
that ‘the purpose of advertising is to sell’. If the advertising doesn’t move product off the shelves it sim-
ply isn’t creative. During the 60’s, Ogilvy felt creative awards were diverting copywriters from the true 
purpose of advertising. In response he launched the David Ogilvy Award. The awards highlight creative 
works that improve a client’s sales or reputation. He is the author of several books. In his ‘Confessions 
of an Advertising Man’ (1963), ‘Blood, Brains and Beer’ (1978), and ‘Ogilvy on Advertising’ (1983) 
books, he explains the basic principles of modern advertising.

FUTURE RESEARCH DIRECTIONS

Advertising has always been planned and campaigns have always been post-rationalized. The primary 
function of the planning team is to find consumer truth and insight that helps the creative teams. For 
this reason, one may easily say that creative ideas are more typically the result of a strong collaboration 
between creative and planning teams. It is widely accepted that Stanley Pollit and Stephen King are the 
founders of ‘the planning discipline’ as we know it today. They left a worldwide legacy that fundamen-
tally changed the way agencies create advertising (Jones & Yates, 1998). Because of this, a study on 
historical actors who have shaped the advertising narration, which will be made without examining the 
work of these great planners will be incomplete.

CONCLUSION

A successful advertising campaign has to balance emotionality and rationality and should facilitate 
establishing bonds with consumers (Jones, 1999). For this reason, advertising communication is such 
a difficult art. However, many advertisements have won awards for creativity but have failed to lead 
to increased sales. Finding the balance between creative and effective advertising is the key. Effective 
advertising understands the customer’s needs, it communicates a specific benefit in a creative way and it 
pinpoints a specific action that the consumer should take (Koekemoer & Bird 2004, p. 179). Functional 
advantage is often broadened in the consumer’s mind into something much more emotional. It should 
be based on an idea that sells the functional features of the product. This idea can be enclosed in an 
emotional envelope (Jones, 2002). The common denominator among the most successful advertisements 
is that they create an emotional connection with the brand. They appeal to the heart, not just the mind.

Many advertising actors have come and gone, some of them left their records and ideas behind them 
during the advertising history and established the roots of the modern day advertising agency. After the 
industrial revolution, mass consumer groups had been emerged. The needs of these consumer groups 
and the necessity to meet their requirements have led to the proliferation of the factory advertising after 
1880s. During this era, John Wanamaker as one of the most innovative advertiser and retailer and John 
Emory Powers as the world’s first full-time copywriter left their records and ideas behind them during 
the advertising history. Wanamaker’s famous quote ‘Half the money I spend on advertising is wasted; the 
trouble is, I don’t know which half.’ is still a valid arguement. Powers once claimed that ‘Fine writing 
is not only intellectual, it is offensive.’ He was called ‘advertising’s most influential copywriter’ and his 
work still serves as a model for national campaigns (Doyle, 2011, p. 383).
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There was a time when advertising has in some hands reached the status of a science. Albert Lasker, 
with the help of advertising and marketing legends John E. Kennedy and Claude Hopkins, established 
modern advertising as it’s known today. Lasker helped transform advertising’s static image into a dynamic 
force by using the ‘reason-why’ strategy, in which advertising had to appeal to a consumer’s self-interest 
(Tungate, 2013, p. 18). His famous quote ‘The product that will not sell without advertising, will not 
sell profitably with advertising’ explaines his advertising philosophy. Hopkins, as one of the greatest 
copywriters of all time, invented sampling, risk-free trials, market testing and other breakthrough advertis-
ing techniques. He is also one of the father’s of modern day marketing. Once he claimed that ‘The time 
has come when advertising in some hands has reached the status of a science.’ Hopkins’s ‘pre-emptive 
claim or unique factor’ of product later became the ‘Unique Selling Proposition (USP) in the hands of 
Rosser Reeves. Even today, Hopkins’s rules are a staple of marketing textbooks and the foundation of 
millions of advertisement campaigns.

William Bernbach, revolutionary creative advertising director buried ‘USP Model’ into history with 
his famous quote: ‘Advertising is fundamentally persuasion and persuasion happens to be not a science, 
but an art.’ Acording to Bernbach, an author is related with his contribution to his writing, however a 
communication specialist is related with the excerption that consumers get from his writing. He claimed 
that advertising is an art not a science. Bernbach, without a doubt was far ahead of his time (Aksoy, 
2005, p.77). Bernbach was the man, who changed the way to make advertisements with his ‘simplicity 
before complexity’ approach.

Leo Burnett, who was an American advertising genius of visual imagery that triggered subconscious 
mind, set a distinct advertising style, having key virtues of simplicity and drama. His famous quote 
‘Curiosity about life in all of its aspects, I think, is still the secret of great creative people’ gives clues 
about his advertising philosophy. He was known for acting against the usual norms and creating original 
icons. Curiosity propelled him to find the big ideas and it was the catalyst in his creativity. David Ogivy 
was another advertising master and one of the founding fathers of today’s modern consumer society. In 
1962, Time called him ‘the most sought-after wizard in today’s advertising industry.’ He was a master 
at using images and experiences to make indelible points. He stated that one must never forget that ‘the 
purpose of advertising is to sell’. Recently, The Advertising Research Foundation administers David 
Ogilvy Awards program. All of these legendary advertising actors’ influences are still alive, well and 
ready to help lead the industry through the 21st century.
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Actor Effect
 

Direct Response Advertising Copy: It is the copy designed to lead the reader to a buying decision 
there and then, in that very moment and the action is immediate.

Inherent Drama of a Product: It is the characteristic or the benefit of the product that made the 
manufacturer make it and that made the people buy it such as the speed of a car, the nutrition value of 
cereals, etc.

Pre-Emptive Advertising Claim: It is the technique, which establishes a product’s uniqueness to 
differentiate the product from the others. Pre-emptive advertising claim is a clever strategy when a mean-
ingful superiority claim such as the purity of the product is made first and therefore refrains competitors 
from saying the same thing.

Reason-Why Advertising: It is the advertising, which gives the prospects a reason why people should 
want one’s product or service. In essence, reason-why advertising should explain why the product being 
advertised was a better buy than competing products or alternative uses of the consumer’s limited budget.

Salesmanship in Print: It is the definition of advertsing in the early 20th century. It is believed that 
an advertisement should say what a salesperson would say in a face-to-face conversation. However, 
advertising is a means of multiplying the work of the salesman, who writes it. The prime objective of 
a salesman is to describe the features of the product while presenting it efficiently and impressing the 
customers to make them purchase it. Advertisements do nothing different, they present the product, 
impress the audience and describe the features, even efficiently relate the product to the day-to-day lives 
of the customers. Both advertisement and salesmanship ultimately publicise the product and add to the 
sales, however advertisement is more impressive as well as inevitable by the customer.

Scientific Advertising: It is the advertising, which is based on fixed principles and is done accord-
ing to fundamental laws.

Unique Selling Proposition (USP): A USP contains the most striking feature of the product that 
most stands out as different from the competition. This feature is usually conveys unique benefits to the 
consumer and is a key element of branding. A USP is designed to associate each brand with a specific 
idea in the mind of the audience.

This research was previously published in Narrative Advertising Models and Conceptualization in the Digital Age edited by 
Recep Yılmaz, pages 34-60, copyright year 2017 by Business Science Reference (an imprint of IGI Global).
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This chapter considers whether financing the marketing of small and medium-sized enterprises (SMEs) 
in Qatar and the Gulf Co-operation Council (GCC) countries has an effect on the advertising of these 
businesses. The authors investigate the various marketing finance problems facing SMEs and the effect 
on advertising. The chapter employs quantitative methods to gather and analyze data and the research 
strategy adopted involved a sequential procedure. In order to answer the research question how effective 
the financing of marketing of SMEs in the GCC countries is in terms of advertising the general profiles 
of respondents and businesses, the importance of the marketing department to the business and the mar-
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INTRODUCTION

This chapter investigates the effectiveness of financing the marketing of small and medium-sized en-
terprises (SMEs) in Qatar and the Gulf Co-operation Council (GCC) countries with special reference 
to the advertising of these businesses. SMEs worldwide comprise most of the businesses in modern 
economies – around 90%. The GCC (formed in the year 1981) contains six countries, Qatar, Saudi 
Arabia, Oman, Kuwait, Bahrain and the United Arab Emirates. They are all new developing countries 
whose economies are mainly dependant on oil exports. This current economic situation has created a 
new understanding and definition of business and competition in these ambitious states and, as a result, 
the populations of all GCC countries are benefiting from the resultant competition that reduces prices 
and provides post purchase services.

Since the Gulf Co-operation Council countries consider SMEs to be an important sector through 
which to diversify their economies, they have deployed more effort into facilitating the establishment 
of SMEs. The positive change in the GCC countries’ economies in the new millennium (due to high 
oil prices) has influenced them to consider SMEs as an alternative to oil should there be a future fall in 
oil prices again. Since advertising is an important element of the marketing mix; there is evidence that 
advertisers have affected the advertising industry in the GCC (Tuncalp, 2001). 

The GCC is a leader in terms of the oil and gas industry and, as a result, its business markets have started 
to grow in all respects. The member states have employed their resources to develop and reposition as 
open countries. This has created a new understanding and definition of business and competition in these 
ambitious states. As a result, the populations of all GCC countries are benefiting from this competition 
that brings prices down and provides post purchase service (Al-Marri, 2015). The evidence presented 
from the critical evaluation in this chapter shows that the GCC countries consider the SME to be an 
important tool with which to diversify businesses and incomes. Financial support of SMEs is one of the 
key activities being undertaken within the GCC to diversify its resources. An important element of this 
is the effectiveness of financing the marketing of SMEs in terms of advertising. 

In this study in order to gather and analyse survey data the research strategy adopted involved a se-
quential procedure with the following three stages:

• Stage 1: an assessment of the marketing industries in the economies of the Gulf countries.
• Stage 2: questionnaire design that followed certain steps to construct and develop a valid and reli-

able research instrument.
• Stage 3: a detailed qualitative analysis of the findings.

The questionnaire was designed to fit the objectives of the research, and included details of the study, 
anonymity and confidentiality for all participants in the study. At the end of the data collecting period, 
from a distribution of 1,600, some 403 fully usable questionnaires were returned, which were prepared 
for data analysis. The data from the survey undertaken were examined and analysed.
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Background

In this background a brief introduction is given to the GCC in general, followed by Qatar separately in 
terms of basic data, economy and history. Where the GCC is referred to it should be accepted that the 
State of Qatar is included in the data provided. However, where the data or experience of Qatar is dif-
ferent to that of the GCC as a whole, reference will be made to this demarcation.

The GCC’s path goes back to a historic meeting on 4 February 1981, when the foreign ministers of 
the six countries met in Riyadh and agreed to form a council, featuring a general secretariat. It was also 
agreed to hold periodic meetings at both ministerial and presidential level. On 25 May 1981, the leaders 
of these six countries met in Abu Dhabi, United Arab Emirates, and created a co-operative framework. 
According to Article 4 of the GCC charter, signed by all the six members in that meeting, it was agreed 
that there should be effective co-ordination, integration and interconnection among all the six states in 
all fields, in order to achieve unity.

During November/December, the supreme council holds annual meetings, rotating between the 
capitals of the member states. Some 33 summit meetings have been held up to the end of 2012. At the 
19th meeting it was agreed to call for an informal consultative meeting, in between the annual summit 
meetings. Ministries of foreign affairs, interior, defence and oil and finance of the six states also hold 
regular ministerial council meetings with ad hoc meetings whenever necessary.

The crucial challenge facing the GCC is the budget deficit. It began to increase following the fall in 
oil price at the beginning of the 1980s. As a result of the oil price decrease, revenues declined from $150 
billion in 1980 to $25 billion in 1986. The GCC could, however, survive by using its financial reserves. 
It is possible that countries like Qatar, with the exploitation of its natural gas resources, will not face the 
budget deficit problem as much as other GCC countries.

The State of Qatar is an independent sovereign country located along the western edge of the Ara-
bian Gulf. It has maritime borders with Bahrain, United Arab Emirates, and Iran, while sharing a land 
border with Saudi Arabia. Qatar has a dry desert climate and is comprised of a peninsula that stretches 
approximately 200 kilometres in length and 100 kilometres in width. The total land area of the state is 
11,850 square kilometres, including a number of islands and coral reefs. The official language is Arabic 
but English is spoken extensively. The national currency is the Qatari Riyal (QR). Independence was 
achieved on 3 September 1971. 

As part of the Qatar economy; it is important to highlight Enterprise Qatar (EQ) an organization 
that focuses on small business support and has a vision to strengthen them. It was established in 2008 
to provide a strong base for SMEs to start up and grow, and is an authority that develops and promotes 
small and medium enterprise entities in Qatar. Enterprise Qatar is leading a new phase of development 
for small and medium business entities to help in creating a more diversified knowledge based economy. 
EQ works as a major partner in transforming intentions into real business through offering a full range 
of services delivered in partnership with Qatar’s leading institutions and recognized experts to provide 
guidance and resources pertaining to business administration and financial facilities, consultation on 
regulatory policy, learning and development opportunities, research, and strategy for innovative busi-
ness (Al-Marri, 2015).

Enterprise Qatar, aims to create a comprehensive infrastructure to support entrepreneurial ventures, 
champion innovation, and foster the growth of business culture. Complementing the Qatar National Vision 
2030, Enterprise Qatar will leverage its status as the key partner for the ‘SME Evolution Programme’ 
and offer its continuous support for the SME sector. Enterprise Qatar, will work together with Potential 
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to enhance small businesses capabilities and serve the country in building a stronger and more dynamic 
production sector. EQ enables entrepreneurs and SMEs to achieve greater success by developing a posi-
tive ecosystem for startups and SMEs (Al-Marri, 2015).

EQ provides a wide range of services to entrepreneurs, SMEs and startups. These services are pro-
vided through various programmes and in co-operation with business development experts. Services 
and programmes offered include feasibility studies, advisory services on bookkeeping and accounting, 
audit services, business process improvement and re-engineering, legal services, coaching and advisory, 
and equity programme. Having considered the background to the financing and support of SMEs in 
the GCC and Qatar we now investigate the relevant literature in terms of marketing, advertising and 
financing SMEs (Al-Marri, 2015).

LITERATURE REVIEW

Marketing in the GCC

Marketing in the Gulf region mainly appeared following the oil price boom in the mid-1970’s. This was 
a result of high oil revenues, when the Gulf economies expanded and many small, medium and large 
companies were established. Al-Shumiamri’s (2002) paper on the problems facing SMEs and ways in 
which they might be supported and developed, clearly stated that marketing is a new issue in the GCC, 
so there is a lack of understanding of how marketing should operate.

Al-Shumiamri (2002) also says that there are two theories about marketing in SMEs. Firstly, there 
is the theory that, as marketing is a science, it is not understandable and therefore practised incorrectly 
in small firms. The second theory says that small firms have some characteristics which influence the 
establishment to use marketing in a way that suits its characteristics. On the other hand, we have to 
consider the costs involved in using new marketing and advertising techniques and whether small firms 
will use them. Yeshin (2006) reports that marketing communications have many tools and advertising is 
one of those tools that companies can use to achieve their defined objectives. Usually, large firms take 
advantage of new technologies and use all the new, attractive, marketing advantages. These, of course 
need extensive financial resources which are largely unavailable to small firms (Lynn, Matz, Jurkat and 
Hammer, 1999).

Ames (1970) indicated that a failure in using marketing is due to a failure in management. This 
failure could be because of a misunderstanding of the definition of marketing or a failure in practising 
marketing. Carson et al. (1995) claims that one of the general reasons for failure is a particular style of 
management, where the owner knows the staff personally and, as a result, there is interference by staff 
in daily business decisions. Cressy (1996) says, however, that the factors that cause SME failures are 
deficiencies in human resources, financial resources or external trading conditions. In some cases, small 
firms succeed in using marketing and this is because the owner understands marketing well, when and 
how to use it. Han and Shavitt (1994) indicate that the most important marketing strategies for owners 
of SMEs in the UAE were attention to good customer service and price reductions. Other strategies of 
lesser importance were selling the latest models and promotions.
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Advertising in GCC Countries

As a consequence of high oil revenues in the seventies (Fasano and Iqbal, 2003) and the resulting expan-
sion of the Gulf economies, many local advertising agencies opened, with some establishing themselves 
as joint ventures with international advertising agencies. Research shows that advertising expenditure 
will rise or fall based on the economy of the country (Al-Marri, 2015). 

It is unfortunate that many advertisers have negatively affected the advertising industry in the GCC. 
There have been advertisements that SMEs have adapted for their own use which do not relate to the 
culture. The question this raises is who should decide on the nature of the advertisement, the owner/
manager or the advertising agency? (Al-Marri, 2015)

Before considering the issue of advertising it should first be defined. Advertising is seen as the most 
important element of the marketing mix in terms of cultural boundaries. Wells, Moriarty and Burnett 
(2006) see advertising as a form of mass communication. It transmits different types of market informa-
tion to connect buyers and sellers in the market place.

Erdem and Tuncalp (1998) explained the situation of marketing in Saudi Arabia (the largest market in 
the GCC), stating that the sales promotion industry was almost non-existent 30 years ago. The few local 
agencies that existed at the beginning of the 1970s used simple newspaper advertisements, billboards on 
roads, and neon signs. Since only simple marketing techniques were used at that time, the most popular 
technique was word of mouth. It was not until 1985 that television advertising was allowed in Saudi 
Arabia (Luqmani and Quraeshi, 1988). Al-Makaty, Van Tubergen, Whitlow and Boyd (1996) argued that 
television advertising until recently was virtually unknown in the Saudi Arabian home, except for about 
30 percent of the population in the Eastern Province who could receive broadcasts from neighbouring 
states such as Bahrain and the United Arab Emirates (UAE). This was not so much due to a lack of 
television sets in Saudi homes, as to the fact that prior to 1986 the government of Saudi Arabia did not 
open its national television system to commercial advertising.

All advertising agencies could do was hire one or two people to go around asking people to go to the 
advertised shop to buy the advertised product. Tuncalp (1994) expressed the view that Saudi Arabia still 
requires a long time to catch up in marketing, even with some of the other GCC countries. For example, 
the per capita advertising spend is estimated to be around $10.5 in Saudi Arabia. In comparison, the 
same statistic is estimated to be $48 for Kuwait (before the war), $45.1 for the United Arab Emirates, 
$27.4 for Qatar and $21 for Bahrain. But the delay in using marketing and advertising has not only been 
in the GCC countries, a state like China only started advertising after 1978, when the country applied 
the open-door policy: no marketing tools were used there before 1978 (Zhang and Gelb, 1996).

Perhaps because of this lack of an adequate choice between media combined with a lack of sufficient 
information available to clients and advertising agencies (to enable decisions on where to invest financial 
resources) the marketing and advertising spend in the GCC is very small (Miknas, 2004).

Melewar, Turnbull and Balabanis (2000) differ from the above on the issue of choice as they have 
stated that the Middle East is a region that has attracted increasing attention from advertisers as new 
opportunities for the Pan-Arab media open up. Despite this claimed growth in choice there is still little 
research into advertising decisions or strategies in the region. In addition, Melewar, Turnbull and Bala-
banis (2000) reported that the advertising industry in the Middle East was dominated by small local 
agencies until the late 1980s, which explains the lack of experience in these agencies. On the other hand, 
the situation has changed, in 2007 a consulting firm Booz Allen Hamilton found that the Arab media 
market in terms of television viewers had become strong.
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Globally, the media and advertising industry faced many challenges because of the financial and 
economic crisis in the later part of 2008; however, the GCC region was not as affected by the economic 
downturn as the Western economies. In the GCC, the print media is still considered more trustworthy. 
However, the readers’ preferences are gradually shifting towards digital media. The television market 
in the GCC has undergone radical changes in the recent past. The free-to-air market continues to be a 
dominant segment in the region. As consumers increase their use of digital media, more ad-spending 
is expected to be directed toward digital platforms. Pointing to this is the growing use of social media 
in the GCC. 

The SME in the GCC and Qatar

The GCC countries have been consistently linked with only one resource: oil. It can be said, therefore, 
that the real economic history of the GCC began following the oil price boom in the 1970’s (Fasano 
and Iqbal, 2003). The relative importance of SMEs as generators of business activity is affected by the 
general economy of the country. In the Gulf, SMEs have been treated as important for the main reason 
that they are seen as providing a spearhead for the drive towards economic diversification (Al-Sahlawy, 
2002) and as a means of diminishing a reliance on public sector employment. This importance began at 
the beginning of the 1980’s when the oil price fell. There was obviously a need to diversify the economy 
which supports the GCC budgets. Unfortunately, there have been no in-depth studies concerning SMEs 
in the GCC states. Many surveys and research have, however, been conducted but they were neither 
comprehensive nor in-depth. 

The Gulf Organisation for Industrial Consulting (GOIC) has done a lot to benefit the GCC economies 
and industries, including SMEs (GOIC, 2000). It was stated at the Strengthening Small and Medium-sized 
Enterprises Facing Globalisation and Liberalisation (SESRTCIC) Joint Workshop 2000 that data on 
GCC industry would soon be on line at the GOIC Web page. Several years have passed, however, since 
that workshop and still the promised information has not been made available. Abu-Huliaqa and Zind 
(1994), of the GOIC, did, however, submit a definition of the SME, within the GCC, based on lower 
and upper indicator values. Table 1 provides the GOIC definition of an SME.

Thus, the GOIC has provided a definition that suits the GCC market environment (as it is not yet a 
mature market) which explains why there is an upper and lower limit, thus giving flexibility in match-
ing the exact segment.

On the other hand, each country in the Gulf has its own definition. For example a small country like 
Qatar has two definitions from two different sources which mainly deal with capital of companies not 
number of workers. Table 2 provides the definition of an SME in Qatar.

Table 1. GOIC definition of SME

Criteria Small Medium Large

From To From To From To 

Invested Capital ($) 
Million .05 1.0 1.0 5.5 5.5 ----

No. of Workers 10 30 30 60 60 ----

Source: Abu-Huliaqa and Zind, ‘SME characteristics in GCC’, Industrial co-operation in GCC, April, 1994.
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FINANCING SMES IN QATAR

In terms of financing the marketing of SMEs in Qatar this study considers financial bodies operating 
in the country, enterprises active, and the funding of marketing in SMEs. Financial bodies provide 
services to SMEs, and involve international and commercial banks. In emerging economies in recent 
years there has been the need for reforms to financial bodies, and this is the case with Qatar. There are 
many advantages of SMEs and these include their activities as a basis for entrepreneurship, employment 
generation through labour intensive technologies and inter and intra regional decentralization (Cook 
and Nixson, 2000). The SME sector forms more than 90% of business and around seventy percent of 
industrial employment in emerging economies. Policy and regulatory systems involving agencies and 
programmes need to be conducive to SME growth, as well as firm development.

In emerging economies SMEs have limited access to credit and tend to be marginalised, and limited 
support exists through personal savings and business angels and this affects their ability to adopt modern 
technology (UNIDO, 2002). Even though access to funding is a single limiting factor for SME develop-
ment (Liedholm, MacPherson and Chuta, 1994), access to finance is a major challenge for SME develop-
ment (Bigsten et al., 2000). Due to banks being risk averse and avoiding associated uncertainty this has 
resulted in difficulties for SMEs involving collateral requirements to obtain credit (World Bank, 2001). 
In many emerging economies like Qatar the funding of SMEs is influenced by International Financial 
Institutions (IFIs) (public development and investment institutions owned by member governments) 
providing non-financial support and funding to governments in emerging economies.

Conceptual Model: Financial Processes for SMEs

In this study a model has been used to clarify the link between financial inputs and marketing in SMEs. 
The literature review has considered the key dimensions of the research: marketing, advertising, finance 
and SMEs. The approach has involved building a conceptual model according to philosophy, definitions 
and procedure (Jabareen, 2009). Definitions have been taken into account noting that ‘every concept has 
components and is defined by them’ (Deleuze and Guattari, 1991, p. 15) and the conceptual framework ‘is 
not merely a collection of concepts but, rather, a construct in which each concept plays an integral role’ 
(Jabareen, 2009, p. 51). Moreover, the conceptual model outlines ‘the key factors, constructs, or variables, 
and presumes relationships among them’ (Miles and Huberman, 1994, p. 440). The procedure followed to 

Table 2. Definition of SME: Qatar

Source of Definition Size Criteria 
(Qatari Ryals)

Ministry of Energy and Industry – 
Qatar Small Capital from 250,000 to 5m

Medium Capital from 5m-20m

Large More than 20m

Qatar Bank for Industrial Development Small Capital not more than 1.5m

Medium Capital 1.5m-10m

Large Capital more than 10m

Source: Industrial Data Bank, Gulf Industrial Consultancy Organization (2014)
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build the conceptual model concerning the key dimensions of marketing, advertising, finance and SMEs 
involved an eight phase process of analysis (Jabareen, 2009, p. 57). Phase 1 mapped the selected literature 
(Morse and Richards, 2002) to ensure validity (Morse and Mitcham, 2002), phase 2 involved extensive 
reading and categorizing, phase 3 identifying and naming concepts through ‘discovering’ and allowing 
the concepts to emerge from the literature (Morse et al, 2002), phase 4 deconstructing and categorizing 
the concepts, phase 5 integrating concepts, phase 6 synthesis and making sense, phase 7 validating the 
conceptual model and phase 8 rethinking the conceptual model. The conceptual model analysis offers 
important advantages to identify marketing, advertising, finance and SME factors through flexibility 
(flexible conceptual terms), capacity for modification (the conceptual model can be reconceptualised and 
modified) and understanding (the conceptual model helps in understanding the phenomena) (Jabareen, 
2009, p. 58). This model shows how SMEs should relate their marketing material to financial factors 
(Figure 1) that have been mentioned in this chapter.

RESEARCH METHODOLOGY

In order for the study to gather and analyse survey data the research strategy adopted involved a sequential 
procedure with the following three stages:

Stage 1: An assessment of the marketing industries in the economies of the Gulf countries.
Stage 2: Questionnaire design that followed certain steps to construct and develop a valid and reliable 

research instrument.
Stage 3: A detailed qualitative analysis of the findings.

The questionnaire was designed to fit the objectives of the research, and included details of the study, 
anonymity and confidentiality for all participants. At the end of the data collecting period some 403 

Figure 1. Conceptual model for financing the SME market and advertising process in the GCC
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fully usable questionnaires were returned to the researchers from a distribution of 1,600, which were 
prepared for data analysis. The data from the survey undertaken were examined and analysed. In order 
to answer the research question as to how effective the financing of marketing of SMEs in the GCC 
countries is in terms of advertising the general profiles of respondents and businesses, the importance 
of the marketing department to the business and the marketing capabilities of SMEs were investigated 
taking into account financing of the marketing budget.

FINDINGS

Introduction

Based on the questionnaire distributed among four GCC countries, Qatar, Bahrain, UAE and Oman, we 
now critically discuss the findings to discover how important marketing and advertising are to SMEs in 
those countries and if they consider the financial factors within countries. We also consider the role of 
finance in advertising in the GCC countries and whether the companies investigated consider this issue 
when embarking on an advertising campaign.

Firstly, the data analysis and results looked at the general profile of the respondents, on variables such 
as age, country, income and qualification. Characteristics such as age and qualifications of respondents 
are important as they shape their understanding and, hence, their answers.

Secondly, the study focused on the business profile of the SMEs surveyed in terms of their owner-
ship status, size, type, turnover, and whether they even have a marketing department. These business 
characteristics are an important indication in relation to whom and what is being surveyed.

Following the analysis of the findings regarding the respondents’ characteristics and business profiles, 
five clusters were created based on the beliefs held by the participants concerning the importance of 
marketing and advertising and their capabilities of carrying out any advertising activities. The content of 
each cluster is provided together with the findings which arose as the outcome of the clusters analyzed.

Analysis of Questionnaire

The questionnaire was the main tool used to collect primary data for the study. Table 3 illustrates the 
number of questionnaires sent and received in return.

Table 3. Number of questionnaires sent and received

Country no. of questionnaireS sent: no. of questionnaireS recieved: Percentage

Qatar 500 166 33%

UAE 400 100 25%

Bahrain 400 99 25%

Oman 300 38 13%

Total 1,600 403 25%
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General Profiles: Respondents

In this section, an analysis is presented of the respondents’ geographical location, age, qualifications, 
training and income. The total number of respondents in the study was 403. The response from Qatar 
was 166 (41%) of the total number of respondents, from the UAE was 100 (25%), and from Bahrain 99 
(25%). The least number of respondents came from Oman: only 38 (9%) responded.

Of the total respondents, 60% had a bachelor’s degree or higher qualification which suggests why 
more than half of the total respondents claimed that they had received some training (56%). A smaller 
percentage (14%) had a diploma and 25% had a high school certificate. Those with less than a high school 
qualification amounted to only 1%, which indicates that the majority of SME owners or workers are well 
educated. Age is a positive sign for high qualifications and training and the majority of respondents in 
this study were aged from 20-30 years (31%) and 31-40 years (46%).

Only a few respondents answered the question on income and age but those responses do indicate that 
the majority were on relatively low pay and of a higher age. This shows that most of the workers in the 
SMEs under investigation (53%) had no ownership. This is explained in the section on business profile.

General Profiles: Businesses

Generally, according to the Gulf Organization for Industrial Consulting (GOIC), small industrial com-
panies have between 10-30 staff and medium companies from 30-60 staff. Large companies are those 
with more than 60 staff (Abu-Huliaqa and Zind, 1994). But there is no common definition amongst the 
GCC countries for small and medium-size enterprises. As there is no common definition SMEs have 
been classified, for the purpose of this study, as small (1-5) employees, medium (6-49) employees, and 
large (more than 50 employees). It is clear from the business profiles of the companies surveyed, that 
the majority of the companies are small to medium-sized. In fact, a quarter (25%) of the companies had 
1-5 staff members which makes them even smaller than the gradations on size as supplied by the GOIC. 
A further 57% are medium-sized, having 6-49 staff. 

The companies surveyed have shown an understanding of marketing and how important it is with 
58% of them answering that they do have a marketing department. The size of the marketing department 
depended on the size of the business as some departments consisted of only one person in the smaller 
companies. It also shows that 44% of them have a web site as an advertising tool and these websites 
were 100% for marketing purposes.

The GCC, as wealthy countries, have their markets dominated by foreign labour (Kapiszewski, 2007) 
which may explain why the workers in the SMEs surveyed were not owners. The survey results show 
that 53% of SMEs visited had managers or workers who did not have any element of ownership in the 
business and only 8% had a minority ownership. Of the total, 24% had an equal ownership but continued 
to work in the business. GCC labour markets are unique in terms of their dependence on foreign labour 
(Forstenlechner, 2010).

Importance of a Marketing Department to the Business

Various questions in the questionnaire distributed (five questions from sections B and C) were designed 
to measure the importance of financing the marketing department for the business. From analyzing 
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these five questions the importance of financing marketing within the respondents’ businesses could 
be gauged. The direct question about the importance of financing marketing was given double weight. 

It can be seen from the results that 56% of the respondents thought that financing marketing is highly 
important to their business. In contrast, we also should not forget that 44% of the respondents see that 
financing marketing is not important to their business. It is not a small percentage. On the other hand, 
are these companies’ marketing departments actually capable of conducting marketing and advertising 
activities? The following section shows their capabilities. 

Marketing Capabilities in SMEs 

Although 56% of SME respondents think that marketing is important, other questions in the survey show 
that there is a lack of marketing capabilities. From the answers to several questions in section C, it can 
be seen that more than two thirds of the businesses surveyed have low to medium levels of marketing 
capabilities; especially in terms of marketing staff and budget. Specialized staff in marketing could also 
be one of the problems regarding capabilities. A more in depth investigation of advertising and finance 
indicates that finance should have an important effect on shaping the advertisement message (Kalliny 
and Gentry, 2007). Also, the unawareness of marketing and advertisement techniques is a capability 
issue within SMEs as they are important to strengthen the marketing capability. 

DISCUSSION

Diversification and Foreign Direct Investment in the GCC Countries

As noted by Kubursi (1984:1), were oil supplies to be everlasting, and the demand for oil strong and 
continuous, economic diversification would be pointless. The governments of the region would instead 
need only to ensure the distribution of oil revenues among the population. 

Economic diversification, privatization and GCC monetary union are said to be the keys to attracting 
investors. Economists agree that the greater diversification of the economies, privatization of industry 
and formation of a single monetary union are the most important factors to increasing foreign direct 
investment (FDI) into the Gulf Co-operation Council (GCC) countries.

Currently, as can be seen, the level of foreign investment in the GCC (although increasing due to 
the major initiatives by the kingdoms) is yet unstable and mostly revolves around the oil and gas sector, 
followed by financial services and transportation sectors.

Advertising Expenses in the GCC

It is encouraging to know, as compared to the previous year; that advertising expenditure in the GCC 
increased well above 20% in 2010 (albawaba, 2010). According to the Pan Arab Research Centre (PARC, 
2010), advertising expenditure in the region, which includes Pan Arab media that is generally satellite 
TV channels, also reached $5.05 billion from January to June compared to $4.22 billion in 2009.

The increase in advertising expenses has exceeded expectations due to the effects of the global financial 
and economic crisis on advertising and promotional activity in the Gulf region and has caused the sector 
to grow by a relatively modest 9% in 2009, improving to $9.2 billion compared to $8.9 billion in 2008.
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Khamis Al-Muqla, (Chairman of the Gulf Marcom Group headquartered in the Kingdom of Bahrain) 
and Worldwide Board Member of the International Advertising Association once commented that these 
figures are quite encouraging and they indicate that advertising activities in the GCC are improving and 
slowly returning to the previous level of growth which was noticed and recorded over ten years (Al-
Muqla, 2010). Should the rate continue, advertising expenditure was expected to exceed the $10 billion 
barrier by the end of 2010 for the first time: a great GCC milestone which was expected to be earlier 
had trade globally not been affected by the economic crisis (Al-Muqla, 2010).

Al Muqla (2010) also suggested that the PARC reports indicated the Pan-Arab media share of the 
advertising expenditure increased to $2.86 billion, representing an increase of 34% compared to $2.14 
billion in 2009 (Al-Muqla, 2010). As per these figures, Pan Arab Media had one of the largest shares in 
the increase in GCC advertising expenditure with 57% of the total GCC spend.

Experts refer to one of the smallest countries of the GCC, Bahrain, where advertising expenditure 
increased by 40%, the highest rate amongst the GCC countries, followed by Oman (12%), Qatar (11%), 
Saudi Arabia (9%), and Kuwait (8%). The UAE was the only country to record a decrease (4%).

Despite the fall in advertising expenditure, one of the largest GCC countries, the UAE, went ahead by 
maintaining its lead in terms of market share in the GCC of general spending at 31%, followed by Saudi 
Arabia (27%), Kuwait (21.7%), Qatar (10.2%), Oman (6%), and Bahrain (3%). These percentages do not 
include Pan Arab expenditure which is directed to key markets in the GCC, particularly Saudi Arabia.

There are other Arab countries including Egypt which also registered impressive growth by topping 
non-GCC countries at 36% followed by Lebanon (19%) and Jordan (9%) considering they are not as 
wealthy as the GCC countries.

Al-Muqla (2010) also added, by focusing on TV advertising, including Pan Arab media, that grew 
by 39% to reach $3.48 billion and continues to lead the total GCC advertising expenditure with a greater 
market share of 57% (Al-Muqla, 2010). Print media was a distant second at 37%, with newspapers com-
prising 31% to reach $1.89 billion, an increase of 6%, followed by local and international magazines 
with 6% market share and $368 million in total spend. 

The outdoor advertising market share went down to 4% having decreased by 6% to $244M. The list 
ends with the studies on radio spending (1%), which increased by 10% to reach $73M, while surprisingly 
cinema only reached $10M, the same figure as 2009.

Amongst local markets, print media dominated local media ad spend with a share ranging between 
70%-80% per Arab media outlook (2009-2013), the print advertisement industry had shown a positive 
growth unlike the trend world-wide where most newspapers have an Internet version. The Arab region 
and the GCC are still not saturated in newspaper advertising and there is potential to increase advertis-
ing revenue and expenditure.

Al-Muqla (2010) mentioned that the largest advertising sectors during this period were communi-
cations and public utilities which recorded a 39% increase to achieve 15% of the market share. It was 
followed by the FMCG group with toiletries hygiene/house care and other consumable items (15%), 
up 26%, government organizations (14%), up 27%, and food, beverages, and tobacco (11%), up 37%. 

It is also said that the advertising expenditure per capita in the Gulf region is still far below the inter-
national rate and is not, as it had been expected to be, above the charts. The Gulf advertising expenditure 
per capita had been estimated at US$ 29.00 during the first quarter of 2006, against US$ 110 per capita 
during the first quarter of 2006 in the United States of America. The current expenditure is far below 
what was expected by the regional experts and advertising and media agencies.
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Some of the advertising specialists and regional experts also note this trend will continue in the region 
for a longer time than in the West due to the loyalty of people in the region to the sources of news and 
information. This is unlike the West in which it is generally expected that a shorter life is predicted for 
newspapers in the long run. A recent survey in the US clearly shows an increase in advertising expen-
diture in recent electronic media reports and publications that reached 34.9% during the first quarter of 
2006, compared to an increase of 0.3% in printed publications. As reported, the difference between the 
first quarter of 2005 and the similar period in 2004 was 24%. This indicates that the annual increase 
in advertising expenditure is generally reducing for printed publications but improving for electronic 
publications (ameinfo, 2013).

It was generally witnessed as growth that is naturally commensurate with all business sectors. The 
major increase in general and in all fields of investment being experienced by the Gulf countries is the 
main reason for the growth. The most encouraging aspect is that advertising awareness among advertisers 
has been high over several years. The advertising agencies considered the GCC market was in a good 
position so advertising at that time was unnecessary. Today, views are different; however, with increased 
demand in sales advertising expenditure, it is in addition to reinvestment of generated profits of local 
Gulf companies instead of taking such profits overseas, as was happening in previous years. This has 
created new opportunities for the advertising market although it is not as large as was expected. 

Recent statistics published by Merrill Lynch (2013) regarding the sums of money expected to re-
turn after the nine-eleven incidents, were estimated at more than one trillion US dollars. In the current 
boom the Gulf region has been experiencing, the volume of cash inflow and liquidity would have been 
more than the three trillion dollars being invested in new regional projects. Assuming that advertising 
expenditure is 3%, in that case such expenditure would exceed 90 billion dollars as per recent statistics. 
It was, however, estimated to be little over 10 billion US dollars over the last three years. The current 
modernization and independence of markets and the relative removal of monopolies in certain industries 
such as telecommunications have resulted in a positive increase in advertising expenditure. Statistics 
indicate that Mobili alone in Saudi Arabia spent more than 8 million dollars during the first quarter, 
compared to 3.8 million dollars by the other Saudi telecommunications. In this case the Saudi telecom-
munications sector alone has contributed to more than 11% of the total GCC expenditure during the 
first quarter, according to statistics by a data collection company. It is, therefore, anticipated that a clear 
prosperous future is in store for the industry in Saudi Arabia.

Critics also said that statistics for the first quarter of the year indicated that advertising expenditure 
was US$ 29 per capita in the first quarter of 2006 which is approximately 1 billion dollars by 35 million 
people in the GCC countries, against US$ 110 per capita, i.e., 35 million dollars by 270 million people 
during the first quarter of 2006 in the United States. 

Advertising Spend in the GCC

The Pan Arab Research Centre research figures show that Media, which consists exclusively of satellite 
channels, accounted for 87% of total TV advertising (Al-Muqla, 2010). In addition TV advertising ac-
counted for 50% of total expenditure which was followed by print, 45%. As mentioned previously, print 
media is still the main source for local markets like Bahrain and Saudi Arabia. Saudi Arabia exclusively 
accounts for the largest print spending in the Gulf, which is approximately 84%. As critics have said, 
the same statistics almost apply for the Emirates. With the expenditure on print accounting for 68% and 
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television 20%, outdoor 8%, radio 3% and cinema 1%. Other Gulf markets also show rising figures ac-
cordingly, the increase in advertising spending was around 4.5% to 26%. 

Although the Kingdom of Saudi Arabia is generally criticized for being very strict in making any 
exceptions in advertising or supporting any liberal ideas as may or may not go against their culture, 
in Saudi Arabia, the increase still was from $477 million to $499 million representing a 4.5% rise and 
forecasted to be $980 million by the end of 2013 as per Arab media outlook (2009-2013), while in the 
United Arab Emirates (UAE) from $355 million to $446 million and forecasted to be $1,181 million, a 
huge increase of almost three times. For other GCC countries such as Kuwait, spending increased from 
$280 million to $303.5 million, an increase of 8.3% before 2007 and forecasted to be $472 million by 
the end of 2013. Bahrain’s spending rose from $77 million to $86 million, an increase of 11.4% and 
forecasted to be $95 million by the end of 2013.

One of the richest and highest per capita countries in the GCC, Qatar, spent $49.9 million on ad-
vertising in 2002 and $56 million in 2003, an increase of 12.2% and reached $313 million as forecasted 
by the end of 2013. Oman, with a much larger population to Qatar, recorded a 26% increase from $43 
million to $54 million to be $113 million forecasted to be reached by the end of 2013. Similarly Oman 
and the UAE witnessed more growth than the others, followed by Pan Arab Media which had a 19.9% 
increase. As per a recent data report the expenditure on Pan Arab Media reached $1.38 billion in 2003 
compared to $1.15 billion in 2002. In 2013 as stated earlier the UAE was forecasted to spend $1,181 
compared to total GCC expenditure in 2003.

Growth in Online Advertising Expenditure in the GCC

Online advertisement spending among the GCC countries remains below 1% of the total globally, al-
though the Internet as an active marketing medium is building up in several sectors of the region (Arab 
News, 2013). A growth rate of more than 50% took place over a period of six years in the Gulf countries 
for several reasons. By the end of 2006, online advertising spending in the GCC rose to 54.6% from the 
previous year and cost $18.71 million. All the marketers and advertising companies saw this develop-
ment and trend as an encouraging sign that would push online advertising spending to break the 1% share 
in the overall advertising market in future years. According to marketing experts and gurus of on-line 
businesses online advertising spending in the region has been increasing each year. The market value of 
online advertising expense in the Arab region was estimated at $1.5 million, but it has increased to an 
average compounded rate of over 52% in the past six years. The actual spending of 50% in the next five 
years will push online advertising to rise steadily.

According to Madar Research (2013) statistics on expected growth in future years is expected to be 
due to many factors; primarily to a thorough small base, in terms of dollar investment and a huge volume 
of very active online marketers (Madar Research, 2013). The other crucial factors that will add to this 
considerable growth include the consistent rise in the number of Internet users, particularly broadband; 
the Internet’s potential to achieve a high level of functionality and flexibility in terms of pricing and 
internal efficiencies, delivery and a faster reach out ability compared to other media channels. It is the 
same as the acceptance of online entertainment and social work services by consumers.

There are some marketers who believe that the expected growth value will remain minimal compared 
to international standards. The overall online advertising market, however, in the GCC region, which 
accepts 0.64% of overall advertising expenditure, is below defined international standards. For example, 
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US total online advertising spending reached $15 billion by the end of 2006 as reported by IAB (2007) 
the interactive advertising bureau. In comparison GCC online advertising spending in the same year 
was estimated at $18 million. 

There are many reasons but one main obstacle prevents marketers coming online. Their media plan-
ning or middlemen remain largely skeptical about online sources and their effectiveness. There are strong 
marketers in the GCC countries who spent less than 5% of their overall advertising budget on an online 
medium in 2006, as per a recent survey (IAB, 2007). 

A comprehensive study on the subject shows that companies in the GCC countries were still able to 
reach their target audience without shifting their campaigns online which shows other media options as 
their preference. Still a large amount of advertising is done through traditional media such as newspapers 
which are mainly retailers, automotive, and fashion retailers, amongst others.

In order to move to online advertising it could be hard for companies in the Arab world as the region’s 
total internet users represent only 1.78% of the World’s total users according to a survey by a leading 
media magazine (IAB, 2007). But at the moment, not all sectors and businesses are undermining online 
advertising. There are many leading businesses which are competing to advertise online. For example the 
aviation, travel and hospitality industries were the top online advertising spenders in the GCC countries 
in 2006, and they accounted for almost a quarter of spending estimated at $4.68 million, followed by 
the banking and finance sector with $3.28 million (IAB, 2007). 

CONCLUSION

Summary of the Study

The study found that for there to be effective financing of marketing in SMEs in Qatar and the GCC 
countries, in terms of advertising, there is a need for owner/managers to recognize that financing mar-
keting is important to their business. This is on the basis that finance will have a significant effect on 
shaping the advertisement message, and for this to happen there should be management control of the 
marketing budget.

The GCC countries have large oil and gas reserves and are treated as wealthy nations. This wealth 
did not exist fifty years ago before the oil price boom in the seventies. After this boom; development 
started and wealth was established in the GCC countries. This development has resulted in requests to 
experts from all over the World to assist in supporting and developing these countries. Since then, the 
GCC countries gradually “opened their doors” to many nationalities with different cultures and values. 
This has affected the local culture and the conservative culture of the GCC. 

In addition to the different nationalities brought to the countries, satellite channels and open space 
have affected local social life of the GCC countries. In line with increased finance, marketing and ad-
vertising are the main market drivers which are affecting demand and sales. Hence, there should be a 
careful use of advertisements when advertising international brands and products.

Practical Solutions

As a result of the research there are practical solutions that can be applied to three main areas.
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• Governments: GCC governments have to play an important role in driving SME activity to a 
higher level and in terms of influencing SME authorities to finance, support and encourage SMEs 
and put a plan in place for implementation.

• SME Organizations and Funding Bodies: These authorities have an important role to play in 
supporting the government in implementing the plan to enhance SMEs as an economic driver.

• SME Owner/Managers: There are no developments for them so they have to educate themselves 
on SMEs’ roles in other countries especially those in developed countries. It is also important to 
have more training available on marketing and advertising which will enable their businesses to 
perform better by applying the right marketing tools.

It is not difficult to implement the above if each party plays its part. They are suggested solutions to 
fill the gap found by this research.

Major Findings of the Study

It was observed that one group of SMEs had no marketing department but, for those where they did 
exist, it was felt that the general manager and marketing manager should control the marketing budget. 

Policy Implications and Recommendations

It is important that the GGC countries are clear about, and have the right intention in financing and sup-
porting SMEs for the benefit of their countries’ economic diversification. To make this happen:

• The GCC needs to establish a fund bank for SME funding and encouragement. This should be 
able to give support by financing new SMEs to start-up their businesses with some in refundable 
funds and with no interest funds;

• To establish authorities or bodies to support SMEs with new ideas, guidance and consultancy; 
and,

• Revise and make the existing SME authorities more effective. There are existing authorities but 
it is difficult to be sure if what they are doing for SMEs is enough or if they need to apply more 
effort. Consequently, there should be a review by the GCC governments to discover what existing 
bodies are doing. 

These authorities or banks should be governmental organizations with the same vision as the state 
as well as having the right support and funding from the government. There should be a plan from the 
GCC governments to support SMEs and include this in the state yearly plan. If these policy proposals 
are implemented there will probably be more effective financing of advertising for the marketing of 
SMEs in the GCC countries.
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KEY TERMS AND DEFINITIONS

Advertising: Marketing communication by a business to promote or sell a product or service.
Expenditure: The amount of money spent through the action of spending funds.
Finance: The study of investments involving the dynamics of assets and liabilities under different 

conditions of risk and uncertainty over time.
Gulf Co-Operation Council (GCC): A regional intergovernmental political and economic union 

of Arab states including Bahrain, Kuwait, Oman, Qatar, Saudi Arabia and the United Arab Emirates.
Marketing: Promoting and selling products and/or services involving advertising and market research.
Marketing Capabilities: The application of a firm’s knowledge, skills and resources to market needs 

to add value to goods and services and adapt to market conditions and opportunities.
SMEs: Small and medium-sized enterprises with the number of employees, turnover or balance 

sheet total below a certain limit.

This research was previously published in Financial Entrepreneurship for Economic Growth in Emerging Nations edited by Atsede 
Woldie and Brychan Thomas, pages 129-147, copyright year 2018 by Business Science Reference (an imprint of IGI Global).
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ABSTRACT

An exploratory study was conducted to determine the impact of advertising and public relations on the 
visit intention of tourists in Da Nang, Vietnam. In 2015, Trip Advisor and New York Times selected Da 
Nang, Vietnam as one of the top Asia tourist destinations. This study sought to address the relationship 
between advertising or public relations and tourists’ intention to visit based on the theory of planned 
behavior. Structure Equation Modeling was conducted to predict the impact of advertising and public 
relations on the visit intention of tourists in Da Nang. Findings indicate that an increased favorable 
attitude and control of advertising would increase tourist arrivals. Surprisingly, an increased positive 
attitude and control of public relations did not significantly affect tourists’ intention to visit. Instead, 
the social norms of public relations were effective in driving the decision to visit but the social norms of 
advertising were not. The findings have contributed to destination brand through advertising and public 
relations. Implications are discussed.
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INTRODUCTION

Failure to appropriately understand the impact of advertising and public relations on visit intention for 
tourist destinations creates critical issues for tourism development in Vietnam. In 2015, Trip Advisor 
and New York Times selected Da Nang, Vietnam as one of the top Asia tourist destinations. However, 
in 2016, Da Nang tourism is threatened by difficulties such as the latest incident of shipwreck on the 
Han River and the problem of polluted water due to toxic waste water from a steel factory in Vietnam. 
This ultimately resulted in the decreased number of visitors to Da Nang. Although the factory compen-
sated USD500 million for the environmental violation, suggesting solutions proposed to strengthen the 
confidence of tourists to the image of tourism in the city of Da Nang is essential. The combination of 
the advertisement and public relations is the most optimal solution to improve the image of Da Nang.

Effects of public relations and advertising on consumer decision making have been studied by recent 
research. Gretzel, Yuan, and Fesenmaier (2000) and Kotler and Armstrong (2005) report the importance of 
public relations and advertising on destination image. Pratt, McCabe, Cortes-Jimenez, and Blake (2010), 
Pike and Page (2014), and Gretzel, Fesenmaier, Formica, and O’Leary (2006) report that marketing 
through public relations and advertising can stimulate consumer demand effectively. Little research has 
focused on predicting consumer buying intention by advertising and public relations. The purpose of this 
study is thus to examine the model of tourist visit intention predicted by advertising and public relations.

The assumptions of the study are if there are significant relationships between advertising or public 
relations and tourists’ visit intention which is predicted by attitudes, social norms, and controls. Tourists 
with a high attitude often visit a certain destination because they believe that they can get benefits from 
the destination visit. Tourists with a high social norm often visit a destination because they believe that 
their visit would be approved and respected by other people. Tourists with a high control often visit a 
place where they can control the access to that place; they trust in certain online travel agents (OTA) 
so they use the OTA as the access to that place. The survey questions based on the theory of planned 
behavior (Ajzen & Fishbein, 1980) were distributed to a random sample of 100 tourists in Da Nang 
in mid-June 2016. Responses to were analyzed in structure equation modeling to find key factors for 
destination brand development.

LITERATURE

Advertising and Public Relations

Advertising creates an awareness of product or service to influencing a buying decision, Public relations 
would create an awareness of the business contribution to social environment, rather than its products or 
services (Gretzel, Yuan, & Fesenmaier, 2000; Kotler & Armstrong, 2005). Both advertising and public 
relations focus on the transmission of information about products or services and the business itself in 
order to increase the decision of the customer’s buying process as well as business’ selling products.

Advertising is one of the five tools that companies use to provide some persuading information to 
customers. The strong development with various forms of advertising makes itself becoming the tool 
to get the attention of the companies. The advertising includes the following basic criteria: (1) Be a 
pre-defined media, (2) Be transferred from a certain advertiser, (3) Use the mass media, and (4) Per-
suade target customers. Advertising is the use of the indirect media that aimed to inform, persuade or 
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get influence on your target customers in a certain time. Therefore, advertising has 3 types of function 
(1) informing, (2) convincing, and (3) reminding. Kim, Hwang, and Fesenmaier (2005), Mok (1990), 
Pitgoff and Smith (2003) report the relationships of advertising.

Kim, Hwang, and Fesenmaier (2005) indicate characteristics of advertising in tourism including 
publicity, extensive, and expressiveness. Advertising is a form of one-way communication so businesses 
can use advertising to create one image that makes sense for the product, position it in customer’s mind, 
build strong brands, or stimulate consumption. In addition, “word of mouth advertising” is considered 
as an efficient form of advertising in the large range due to reliability of verbal communications and cost 
savings. Public relation is a business that has good relationships with not only the customers, suppli-
ers, sale agents, but also the wide publicity in general because they can create advantages achieving the 
business’s goal. Public relations are thus one form of communication between businesses and publicity 
which provides knowledge to the customers, ensures the publicity’s understanding and encourages, builds 
reputation and image as well as handling bad publicity.

Thieke (2007) and Tidball (1988) report the basic activities of public relations including updating 
valuable information on the media to attract the attention of people, promotion of products promotion 
of cooperation and advising. Public relations help create positive comments from customers, build a 
favorable environment making mixed marketing activities easier and more efficient. The main tools of 
public relations are publications: businesses can rely on traditional materials to reach and get influence 
on the target customer groups. Such examples include annual reports, magazine and newspaper articles, 
audiovisual material, and public events such as charity events or press conferences.

Shields (2006) and Tyrrell and Johnston (2003) indicate the importance of public relations. It is 
considered as the basic tool which can support the success of other tools. Public relations can introduce 
specific descriptions of products and businesses, create high reliability for customers. Public relations 
differ from advertising as follows. First, public relations are more objective because it often uses inter-
mediaries to bring messages to consumers and do not have monologues like advertising. Second, the 
messages of the public relations are less commercial and more informative than advertising. Finally, 
public relations activities bring more detailed information. Because of these reasons, we cannot separate 
the public relations and advertising activities, they must always be carried out simultaneously to provide 
the best efficient communication for businesses

Tourism advertising is regarded as one of the most influential information sources for prospective 
and current visitors (Gretzel, Yuan, & Fesenmaier, 2000; Kim, Hwang, & Fesenmaier, 2005; USTA, 
2011). If the information about advertising is misleading or inaccurate, it will cause negative images 
for tourists and lead to reduce their visit intention. Therefore, when a business advertises, it is required 
to provide information accurately, completely and focuses on consumers’ demand. Unlike advertising, 
public relations (PR) can help customers understand the duty of a business in developing a good environ-
ment for the community. The PR is thus credited for its contributions to the bottom line by applying the 
strategic elements of marketing The mix between advertising and public relations for a tourist destination 
creates a destination marketing (Balakrishman, 2009; Ballman, Burke, Blank, & Korte, 1984; Ekinci, 
Sirakaya-Turk, Preciado, 2013) Destination marketing is an important tool for stimulating demand (Pratt, 
McCabe, Cortes-Jimenez, & Blake, 2010; Pike & Page, 2014; Gretzel, Fesenmaier, Formica, & O’Leary, 
2006; WTO, 2009; USTA, 2011). Woodside and Dubelaar (2002) propose a general theory of tourism 
consumption that advertising forms positive perceptions of the destination for tourists and increases their 
expenditures in the destination. Woodside and King (2001) argue that advertising are often catalysts to 
activate tourists’ selections that ultimately affect their destination decisions. Kim et al. (2005), Wober 
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and Fesenmaier (2004), Woodside and Reid (1974), and Woodside and Motes (1980) have recognized 
the impact of destination advertising. Due to their importance in developing a tourist destination, adver-
tising and public relations were used as predictors to forecast the visit intention of tourists in Da Nang, 
Vietnam. The present study used the theory of planned behavior (Ajzen & Fishbein, 1980) to build a 
model of visit intention of tourists in Da Nang predicted by their attitudes, social norms, and control 
beliefs toward advertising and public relations.

Theory of Planned Behavior

According to the theory, consumer behavior is guided by three beliefs: (1) the consequences of the behavior 
(behavioral beliefs), (2) expectations of others (normative beliefs), and (3) the impede performance of the 
behavior (control beliefs) (Ajzen, 2008). Behavior belief is a positive attitude about a certain behavior. 
Tourists’ frequent visits of a certain destination indicate that tourists have a positive attitude about ben-
efits of this place and believe that they would be pleased and satisfied with their visit. Normative belief 
is a positive norm of society about a certain behavior. Tourists often visit a certain destination because 
they believe their visit is beneficial for their society and other people would approve and admire for the 
visit. Control belief is a belief of some facilitator that can make it easy for a certain behavior. Tourists 
often travel to a certain place because their facilitator such as online travel agents recommends this place. 
All three behavioral beliefs are aggregated to produce a favorable or unfavorable attitude toward the 
behavior and lead to the formation of a behavioral intention. “As a general rule, the more favorable the 
attitude and subjective norm, and the greater the perceived control, the stronger should be the person’s 
intention to perform the behavior in question.” (Ajzen, 2008, p. 20).

In the present study, we suggested the following model (Figure 1) of visit intention of tourists in Da 
Nang, Vietnam:

Figure 1. Visit intention of tourists in Da Nang, Vietnam
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Hypotheses:

Hypothesis 1: There would be a significant effect of tourists’ attitudes on their visit intention by advertising.
Hypothesis 2: There would be a significant effect of tourists’ social norms on their visit intention by 

advertising.
Hypothesis 3: There would be a significant effect of tourists’ controls on their visit intention by advertising.
Hypothesis 4: There would be a significant effect of tourists’ attitudes on their visit intention by public 

relations.
Hypothesis 5: There would be a significant effect of tourists’ social norms on their visit intention by 

public relations.
Hypothesis 6: There would be a significant effect of tourists’ controls on their visit intention by public 

relations.

METHOD

Study Sample

A survey for a random sample of 100 tourist representatives of the research population (in-bound tourists 
in Vietnam) was conducted in mid-June 2016 to elicit readily accessible behavioral outcomes, normative 
referents, and control factors. Although the participants can be assembled in groups, the elicitation is 
done individually in a free response format from the Theory of Planned Behavior (Ajzen, 2008)

Questionnaires

Instructions: Please take a few minutes to tell us what you think about the possibility of visiting Da Nang 
for at least once a year. There are no right or wrong responses; we are merely interested in your personal 
opinions. In response to the questions below, please list the thoughts that come immediately to mind. 
Write each thought on a separate line. (Five or six lines are provided for each question.)

Behavioral Outcomes

1.  What do you see as the advantages of your intention of visiting Da Nang at least once per year?
2.  What do you see as the disadvantages of your intention of visiting Da Nang at least once per year?
3.  What else comes to mind when you think about intention of visiting Da Nang?

Normative Referents

When it comes to your intention of visiting Da Nang at least once a year, there might be individuals or 
groups who would think you should or should not have intention.

1.  Please list the individuals or groups who would approve or think you should have intention of 
visiting Da Nang at least once a year.
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2.  Please list the individuals or groups who would disapprove or think you should not have intention 
of visiting Da Nang at least once a year.

3.  Sometimes, when we are not sure what to do, we look to see what others are doing. Please list 
the individuals or groups who, after visiting Da Nang, are most likely to come back to Da Nang at 
least once a year.

4.  Please list the individuals or groups who, after visiting Da Nang, are likely to visit Da Nang at least 
once a year.

Control Factors

1.  Please list any factors or circumstances that would make it easy or enable you to visit Da Nang at 
least once a year.

2.  Please list any factors or circumstances that would make it difficult or prevent you from visiting 
Da Nang at least once a year.

Results

The sample includes 40% of males and 60% of females. About 7% participants is under 18, 71% of 
participants in age of 18-30, 17% of participants in age of 30-50, and 5% of participants over 50 years 
old. The number of people participating in Northern Vietnam accounts for 3%, the number of people 
participating in Central Vietnam accounts for 86%, the number of people participating in Southern 
Vietnam accounts for 2%, and the number of foreigners participating accounts for 9%. The number of 
participants who earn less than VND 5 million accounts for 66%. The number of participants having 
income from VND 5 million to VND 10 million accounts for 25%. The number of people participating 
with income of over 10 million accounts for 9%.

Structure Equation Model was conducted to test 6 hypotheses. There are 6 models suggested as follows:

1.  Model 1 (Figure 2) includes six independent variables (Advertising attitude, Public Relations at-
titude, Advertising control, Public Relations control, Advertising normative, and Public Relations 
normative) and one dependent variable (Visit Intention). The model was not well fitted with CMIN/
DF: 13.1, RMSEA:.31, NFI:.48, CFI: .49 as follows:
a.  The six hypotheses were considered in Model 1. Three hypotheses 1, 3, and 5 that tourist 

attitude and control were stimulated by advertising and tourist normative was stimulated by 
public relations would be the key predictors for visit intention was confirmed (coefficients = 
.87. .13. & .13, respectively). The others were not significant.

2.  Model 2 (Figure 3) includes three independent advertising variables (Advertising attitude, Advertising 
control, and Advertising normative) associated with other public relations variables and one depen-
dent variable (Visit Intention). The model was not well fitted with CMIN/DF: 11.2, RMSEA:.32, 
NFI:.45, CFI: .46 as follows:
a.  Three hypotheses 1, 2, & 3 regarding advertising were considered in Model 2. Two hypoth-

eses 1 and 3 that tourist attitude and control were stimulated by advertising would be the key 
factors for visit intention were confirmed (coefficient = .74 & .18, respectively). The other 
was not significant.
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3.  Model 3 (Figure 4) includes three independent public relations variables (Public relations attitude, 
Public relations control, and Public relations normative) associated with other advertising variables 
and one dependent variable (Visit Intention). The model was not well fitted with CMIN/DF:15.6, 
RMSEA:.35, NFI:.24, and CFI: .23 as follows:
a.  Three hypotheses 4, 5 & 6 regarding public relations were considered in Model 3. Only tour-

ist social norm was stimulated by public relations would be the key factor for visit intention. 
Hypothesis 5 were confirmed.

From the three above models, we selected the best model that was well fitted for visit intention in-
cluding three independent variables (advertising attitude, advertising control, and public relations social 
norm) associated with other advertising and public relations variables and one dependent variable (Visit 
Intention) in model 4 (Figure 5). Model 4 was the best fitted with CMIN/DF: 2.4, RMSEA:.1, NFI:.87, 
CFI: .89 as follows.

In model 4, hypotheses 1, 3, and 5 were confirmed. That is, tourist attitude and control stimulated 
by advertising and tourist normative stimulated by public relations are key factors for visit intention.

Figure 2. Visit intention model by advertising and public relations
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DISCUSSION

Advertising and public relations are important for tourist decision making. According to theory of planned 
behavior, tourist decision making based on their intention would be affected by their behavior (attitude), 
other people (normative), or circumstances (control). Study findings indicate that advertising attitude, 
advertising control, and public relations norm are only the three significant factors to predict consumer 
intention to visit. The present study in Da Nang tourist destination has shown that advertising would be 
more effective if it focuses on tourists’ benefits of visiting Da Nang and it is distributed through reliable 
access such as TripAdvisor. In addition, public relations would be more productive if it provides benefits 
with other economic branches other than tourism such as industry, agriculture, environment, politics, etc.

From understanding the relationship between the influence of advertising, public relations and the 
number of tourists in Da Nang, it is clear that there is a positive impact on increase of the number of 
guests. Advertising InterContinental awards to tourists must be known to high-class tourists. Advertising 
Da Nang as the top Asia tourist destination have to be accessible through TripAdvisor or other trusted 
online travel agents. Public relations for the InterContinental awards and Da Nang as the top Asia tourist 
destination must be known not for tourism but for other economic branches other than tourism such as 
industry, agriculture, environment, politics, etc.

Figure 3. Visit intention model by advertising
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Because of this positive impact, which our team consider as the basis to give several recommenda-
tions improving the advertising process and advancing public relations activities to regain image of Da 
Nang tourism:

Solution 1:(Figure 6) Increase the frequency of watching advertising through advertising means.

In Figure 6, we can determine that advertising through internet is the most popular. We need to in-
crease advertising tourism in the internet. The connection of video, clips, articles, review, news, events 
should be controlled systematically. Furthermore, we also have to promote Da Nang tourism on television 
by cooperating with local radios and other areas in the country or overseas in order to expand the Da 
Nang tourism broadcast such as the tour exploring the vestiges of Da Nang, visiting some destinations 
for entertainment in Da Nang. Increasing advertising tourism in the internet and television are to help 
tourists determine destinations in Da Nang. Internet and television will be the two main channels that 
we should use to introduce tourists to Da Nang with everyone.

Solution 2: (Figure 7) Select the proper forms of advertising to increase extent of love for advertising.

Figure 4. Visit intention model by public relations
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In Figure 7, the uniqueness of advertising is the most interesting for audience. The chart above will 
clarify how to advertise efficiently. Based on the chart, it is clearly that the advertising promotion based 
on unique ideas will get more positive responses from tourists. Therefore, the emphasizing in advertising 
campaigns with creative, new and unique content will be the trend in the future. Advertisements should 
have a breakthrough in form and new content. It’s required of qualified staffs in field of marketing.

Solution 3: (Figure 8) Provide more information in the advertisements

In Figure 8, the information in the advertising content was evaluated not helpful enough. Most tour-
ists think that advertising provides information only at average levels. Therefore, providing information 
adequately and objectively in the advertisements should be further strengthened in order to reach cus-
tomers in an active way. We need to control the updating wrong information.

Solution 4: (Figure 9) Increase the reliability of advertising

In Figure 9, tourists advertising reliability is mostly at average levels. Therefore, the wrong informa-
tion of advertising need to be minimized thoroughly in order to consolidate their belief. We have to try 
to narrow the gap between expectations and actual service quality and control the information systemati-
cally - This plays an important role in the development of tourism business’ services.

Figure 5. Visit intention model of best fit by advertising and public relations
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Figure 6. The frequency of watching advertising through advertising means
(unit: persons)

Figure 7. The extent of love for all forms of advertising (unit: persons) 
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Solution 5: (Figure 10) Expanding the activities of public relations

In Figure 10, we can find the public relations activities still relatively new with tourists and native 
persons in Da Nang. Most people participating in social activities such as volunteering at local. Besides 
making activities such as exhibitions, seminars become popular in Da Nang, we also need to promote 
social activities and charity closely linked ever more, contribute to improving the image of Da Nang 
cleaner and stronger.

Solution 6: (Figure 11) Enhancing the tourism business units’ interests in public relations activities.

In Figure 11, we find the interest for the public relations activities insufficient. Therefore, expanding 
public relations activities became more popular. It not only built up the image of the business in the eyes 
of customers, but also help enhance the value of truth and goodness in today’s society.

Figure 8. Information levels in advertising
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A limitation of this research is to our sample in small-scale and short time. Future research should 
expand cross-country comparisons between behavioral attitude, social norms, controls and visit intention 
among other destinations in a longitudinal study.

CONCLUSION AND IMPLICATIONS

Advertising and public relations are important to tourists’ intentions to visit, which is predicted by at-
titudes, social norms, and controls according to Theory of Planned Behavior (Ajzen & Fishbein, 1980). 
Tourists with a high attitude often visit a certain destination because they believe that they can get 
benefits from the destination visit. Tourists with a high social norm often visit some place because they 
believe in positive evaluations of other people for this place. Tourists with a high control often visit a 

Figure 9. Reliability level of advertising
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place where they can control or trust the access such as online travel agents to that place. In this study, 
we found three significant relationships including advertising significantly related to tourists’ attitudes, 
advertising significantly associated with tourists’ controls and public relations significantly correlated 
with tourists’ social norms. That is, advertising attitude, advertising control, and public relations norm 
are only the three significant factors to predict consumer intention to visit. The present study in Da Nang 
tourist destination has shown that advertising would be more effective if it focuses on tourists’ benefits 
of visiting Da Nang and it is distributed through reliable access such as TripAdvisor. In addition, public 
relations would be more productive if it provides benefits with other economic branches other than tour-
ism such as industry, agriculture, environment, politics, etc.

The fact that the InterContinental resort in Da Nang has been awarded as the top resort in South East 
Asia in consecutive years 2013, 2014, and 2015 and Trip Advisor as well as New York Times selected 
Da Nang as the top Asia tourist destination in 2015 has increased the attention of tourists worldwide. 
Advertising InterContinental awards to tourists must be known to high-class tourists. Advertising Da 
Nang as the top Asia tourist destination have to be accessible through TripAdvisor or other online travel 
agents. Public relations for the InterContinental awards and Da Nang as the top Asia tourist destination 
must be popular for any other people different from tourists.

Figure 10. Frequency of participating in PR activities (Unit: Persons) 
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The implication of the study is that companies should use different strategies and tactics in order to 
allocate advertising budgets. Advertising will be spent for reliable online travel agents such as Trip Ad-
visor. In addition, free gifts, benefits and bonus points are only given for the tourists who already spent 
their own money for their visits. Public relations for tourist destinations are available for general audi-
ence in other economic branches other than tourism such as industry, agriculture, environment, politics, 
etc., in order to develop better image for tourists who intend to visit. The findings have contributed to 
destination brand development through attitude and control advertising and social norm public relations.
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ABSTRACT

This chapter analyzes the differences in consumer behavior and attitudes towards Luxury Goods. The 
established bond of the consumer with the luxury brand, as derived from a psychological process, is 
strong, and characterized by the emotional. The Luxury Brand is a symbol of personal and social iden-
tity, it expresses the individual’s personality and lifestyle, strengthens the projection of self-image, status 
and self-concept. This chapter will analyze the buying decision process, customer retention and loyalty. 
The chapter will study the role of envy in the buying decision process of Luxury Goods, within a context 
of social comparison. As well as advertising messages and their strategies (of which envy is commonly 
used). The personality of the Luxury Retail Store will be analyzed. It will review the most important 
scientific contributions paying special attention to research done in the field of Neuromarketing and 
Neurobiology of Beauty.

INTRODUCTION

Throughout the chapter the following questions will be answered: what are the key differences of con-
sumer behavior in Luxury Good’s markets? In what respect does the buying process differ, the retail 
store selection process, the post-purchase process, customer retention and loyalty?

This is the starting point, the variables which integrate the global models both for individual or internal 
structure level (perception, experience and learning, decision criteria, personality, lifestyle and attitudes) 
and external influences level (economic environment, culture, social class and reference groups).

The relationship that a client establishes with a brand is a bond derived from a psychological process, 
whose scope is even stronger in the case of the Luxury Good. The Luxury Good becomes a symbol of 
personal and social identity, a mean of expressing the personality and lifestyle of the individual, which 
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helps to strengthen the projection of self-image, social status and self-concept. The individual reinforces 
self-esteem through purchasing and using these goods numerous times. These types of purchases directly 
affect the individual’s socialization processes and influence one’s state of mind.

As opposed to conventional goods, in order to explain the consumption and purchasing behavior of 
Luxury Goods, their emotional component needs to be taken into account –including negative emotions 
such as envy-, as well as the hedonic effect, materialism, the quest for status and social acknowledge-
ment, the self-esteem reinforcement or the experiential dimension.

As for the Luxury Good, the brand plays a major role. A Good with an outstanding design and qual-
ity but from an unknown brand will not produce the same feelings as one from a well-known brand.

The Luxury Brands provide tangible, intangible, functional and emotional benefits, but certainly 
the intangible and emotional are those which create demand and drive success. The search for experi-
ences, sensation seeking, identity, desires, whims and cravings, ultimately the need to feel better through 
consumption.

Consumerism as escapism creates an entire imaginary universe in the mind of the consumer.
For many years now, Marketing Research had emphasized the study of emotions in the determining 

of consumer behavior. Emotional Marketing is broadly discussed in academic literature. The emotions 
relate to the irrational side of the individual and are supposed to work within their subconscious. Despite 
the difficulty involved in customer subconscious analysis, business practice and marketing have shown 
that it is easy to win clients over with dynamization of emotions. In this regard, the lines of communica-
tion within companies appeal, to a large degree, to emotions against messages based on rationality. The 
advertising is conceived as a source for generating emotions. In the case of Luxury Goods, the role of 
emotions and its use in the creation of marketing mix is even stronger. Taking into account the impor-
tance of social status and the opinion of reference groups for this type of consumption, the implications 
of envy and social comparison will be studied. Envy has not been one of the most addressed emotions 
in academic literature, perhaps because of its negative nature, but it is evident that it clearly influences 
in the desire of possession, in the characteristics of purchased goods and in the assigned role of acquired 
brands. In this regard, a clear reference to Veblen’s conspicuous consumption theory will be undertaken.

When resources and advertising messages used for engaging the individual are analyzed it will be 
demonstrated how envy and social comparison are a recurring mean. Luxury Goods are closely linked 
to the world of culture, art or beauty (for instance fashion, jewelery, etc.). As an example of this, one 
could note the event and show organized not so long ago in Wall Street by a well-known Luxury Brand, 
which even involved the restoration work of a historic building for the occasion, to make it look like a 
French mansion, and gathered clients, celebrities, people of the art world and fashion editors. Due to 
the relation between these types of products and beauty and art, special attention will be paid to studies 
related to neurobiology of beauty, among of which it is necessary to mention those conducted by the 
researcher Semir Zeki.

The emotional component of the Luxury Goods’ consumer behavior boosts the role that Neuroscience 
could play in this field of study. The objectives of this chapter, which in some way have been expressed 
throughout the introduction, are: to describe the peculiarities of the Luxury Goods’ Consumer Behav-
ior from the perspective of a global model (including aspects such as decision making, post-purchase, 
customer retention, satisfaction and loyalty), to define the role of emotions considering the case of envy 
(understanding it in a context of social comparison), to assess the impact and psychological effect of 
the Luxury Brand purchase (self-esteem, mood), to analyze the role of the retail store and its personality 
(suggesting a way to measure attitudes towards the store), to identify resources and advertising messages, 
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to compile the principle scientific investigations published in recent years, to determine the possibilities 
of neuroscience in the investigation of this trend, and to define the role of the neurobiology of beauty in 
the study of the Luxury Goods market.

In order to reach the conclusions explained in this chapter, the author has based her research on different 
fields: the influence of emotions on decision-making, for the specific case of envy; product distribution 
which is directly applied to the area of fashion; and finally, the personality of business establishments, 
which brings us to luxury products and boutiques.

BACKGROUND

Possessions are a reflection of the individual’s identity which is expressed based upon them (Belk, 1988). 
This reality is strongly present in the consumption of Luxury Goods. (Vigneron, F., & Johnson, L. W., 
1999; Vickers, J. S., & Renand, F., 2003; Nelissen, R. M., & Meijers, M. H., 2011)

Any definition of what a Luxury Goods is implies it must be done from the understanding of what 
they mean to the consumer. Hence the importance of this chapter. The Luxury Good will be defined to 
understand the behavior of its consumers.

Sekora (1977, p.23) defines Luxury as ‘anything unneeded’. This definition is implicitly referring to 
Luxury Goods’ Consumer Behavior, who will not seek satisfaction based on the functional characteristics 
of a good considered as needed. The purchase of a Luxury Good will fill in other gaps: emotional refuge, 
pleasure seeking and creation of the individual’s self-image. In the social dimension of Luxury Goods 
consumption it is necessary to allude to conspicuous consumption: prestige seeking or characteristics 
of social class.

Any brand, regardless of being Luxury or not, includes for the consumer an expression and meaning 
in terms of identity, functionality, symbolism, value creation, psychological attributes and experiential 
dimension. For the Luxury Brand these contents are specially magnified for non-functional aspects.

Throughout the reviewed literature there appeared a large number of terms, which claimed to identify 
the characteristics of a Luxury Good. Among these it could be quoted: with aesthetic refinement, with art, 
of high-price, craftsmanship, of unique nature, authentic, singular or unusual (Kapferer, 2012), original, 
creative, beautiful, innovative, with excellence, of perfectionism, exclusive, outstanding quality, scarce, 
superfluous, long-lasting, lifetime, with history, exempt from normality, oneiric related, aspirational, 
intellectual, artistic, innovative and renewed. It even referred to the magic and charismatic aura around 
the creative directors of Luxury Brands (Dion & Arnould, 2011). All these characteristics explicitly 
imply motivations for consumer’s purchase.

In the business realm (both consulting groups and organizations) a special effort has taken place 
for determining the characteristics of a Luxury Good (such is the case for IE Business School and the 
Premium and Prestige Business Observatory) which does not differ notably from those addressed in 
the academic world. It is again spoken about outstanding quality, history and craftsmanship, the career 
of creative directors and designers, big financial investments in creativity and innovation (as reinforce-
ment to the aesthetic dimension), an exclusive distribution channel, international scope and connected 
to world-renowned brands. Their clients are usually part of an exclusive group, bearers of values, rec-
ognized as opinion leaders.

The Altagamma Foundation, which provides data for the industry, has established a Luxury Goods’ 
categorization (of approximately 200 brands in the Personal Luxury Goods Market). The Personal 
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Luxury Goods Market corresponds to categories such as cosmetics, fashion, personal accessories, fine 
watch-making and jewelry. Along with the categories of wine, hotels, restaurants, furniture, yacht and 
luxury vehicles it constitutes the total market.

Regarding the Luxury Goods’ consumer profile, a large number of them are individuals with a very 
high purchasing power (at the top of this country’s distribution of wealth pyramid). Nevertheless, there 
are also other consumer groups. People witnessed, over the last few years, a democratization of Luxury, 
which will be discussed further in later epigraphs.

MAIN FOCUS OF THE CHAPTER

Issues, Controversies, Problems

1. Luxury Goods Consumer

When providing a context for the Luxury Good and the consumer behavior it is necessary to keep in 
mind the Luxury Goods Industry strategy: in the creation of the Luxury Good one combines the best 
designs, best materials, best packaging and best merchandising (Ko & Megehee, 2012). The Luxury is 
out of the ordinary, the Luxury Brands aim to produce astonishment, to transmit an ideology of beauty 
(Dion & Arnould, 2011).

The consumer of Luxury Goods will be seduced, and is going to suffer from Buchanan’s syndrome. 
Buchanan is the surname of Daisy, the woman with whom Gatsby is in love, the protagonist of the 
novel The Great Gatsby. This syndrome alludes to an extreme aesthetic sensitivity to Luxury, it refers 
to a scene of the novel in which Gatsby invites Daisy over to his Palace. During the visit, he opens his 
wardrobe and shows her his extensive collection of different colored shirts. Daisy starts crying saying: 
“I’ve never seen such beautiful shirts”.

It is obvious: attractive prices will not be the determinant for the consumer of Luxury Goods. On the 
contrary, Luxury Goods belong to the category of Veblen’s Goods, those whose demand is proportional 
to their price.

The Luxury Goods consumer behavior will be associated with their characteristics and determined by 
what the consumer seeks with their purchase: to strengthen emotional ties, to find a symbol for personal 
and social identity, to express oneself, to boost status, to project an image, to improve self-esteem (Truong 
& McColl, 2011), to offset loneliness, to live experiences (Atwall & Williams, 2009), to satisfy whims 
and cravings, to gift to oneself, to increase pleasure or hedonic search (Hagtvedt & Patrick, 2009). The 
Luxury Good is the fruit of desire and will be purchased assiduously (Okonkwo, 2007). Behind the con-
sumption of a Good and a Luxury Brand the search of self-congruence with the individual’s self-image 
will prevail, an element which will determine loyalty (Liu, Li, Mizerski & Soh, 2012).

The Luxury Goods consumer behavior could likely be explained in a context which prioritizes ma-
terialism: the importance of possessions considered as a symbol of success and buying in pursuit of 
happiness (Richins & Dawson, 1992). Nevertheless, Luxury consumption should not only be understood 
from the conspicuous consumption and materialism, as part of a highly pejorative concept. Other desires 
could exist: to forget about oneself, to relax and find oneself (Campuzano, 2003). The Luxury is also 
associated with activities for personal enrichment and improvement of quality of life.
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Fernandez Moya (2012) mentions ten motivations for acquiring Luxury Goods: uniqueness (distinctive 
image versus common goods), conformity (because the goods are consumed by people who belong to 
a relevant group), self esteem, hedonism, utilitarianism (provides useful benefits), materialism, legacy 
(intention of leaving it to someone after death), investment, habit or loyalty and variety seeking.

Silverstein and Fiske (2003) define four consumer emotional groups which could easily explain the 
behavior of the Luxury Goods consumer: first “to take care of oneself”, those who want to gift to one-
self due to an excessive work situation and lack of time, second “to explore”, those who are in search 
of experiences which serve as a challenge in order to define oneself for themselves and for others, third 
“to connect” focus on personal relations, and the “individual style” in which sophistication prevails, to 
demonstrate success and express personal values and individualism.

2. Global Models of Consumer Behavior for the Case of Luxury Goods Consumption

For a few years now the study of consumer behavior has been approached with a multidisciplinary approach 
in which there are many social sciences included: economy, sociology, psychology or anthropology help 
to light the way towards understanding the consumer. On the other hand, the market research techniques, 
from the simpler theories (for instance, observation), to the more traditional ones (such as focus group, 
in-depth interviews or surveys), to the more complex (all those derived from neuroscience) or those which 
aid in the understanding of a mediatized consumer from a virtual environment (netnography, “on-line 
ethnography”), they are combined in order to analyze the individual. A large part of market research 
done is aimed at the consumer (García Ferrer, 2012). Many people consider that consumer knowledge 
and understanding, as well as other aspects, are the company’s main competitive advantage (Alonso 
& Grande, 2004). The global models of consumer behavior (Howard & Sheth, 1969; Engel Blackwell 
& Kollat, 1968; Nicosia, 1970) try to depict reality from a multidisciplinary perspective. Alonso and 
Grande (2004) implement their own development parting from these models, classifying the variables 
that influence the consumer behavior in external and internal.

A. External Variables of Consumer Behavior

The external variables or unrelated conditioning (Ruiz de Maya and Grande, 2013) will be the demo-
graphic and economic environment, culture, social stratification and the reference groups (Dubois, B., 
& Duquesne, P., 1993). With reference to economic environment, an economist could explain demand 
of a Luxury Good in terms of elasticity, notwithstanding, the consumption of such goods are not easily 
explained using only economic factors. Certainly, income level is a necessary condition but not enough 
to explain the purchase (Dubois & Duquesque, 1993). One thing is certain, the success of a Luxury 
Good includes the fact that the consumer perceive enough added value in such a way that it compensates 
the high-price paid, especially in economic recession periods (Tynan, McKechnie & Chhuon, 2010).

In connection with demographic aspects, the population composition in respect to age, gender, edu-
cational level or occupation could be decisive for understanding the Luxury Goods consumer.

Regarding gender, Stokburger-Sauer and Teichmann (2013) determine that women have a more posi-
tive attitude towards Luxury Brands and are more receptive to its singularity (uniqueness), hedonic and 
status value. Differentiating by genders, equal behaviors will not be found in relation to the emotional 
meaning that the consumer seeks in the purchase: women are much more emotional and their feeling 
of envy is stronger than men’s, regarding the possession of products which could contribute to beauty 
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enhancement and improvement of self-esteem (Habimana & Masse, 2000). There are even scientific 
investigations (Wang & Griskevicius, 2014) which indicate that women compete with other women 
through the conspicuous consumption, protecting themselves from possible threats to their relationships 
(therefore, a matter of jealousy). Men are possibly more susceptible to the Luxury Technology Market. 
However, research suggests that technology companies with a focus on design, are more accepted among 
women with a clear influence, direct or indirect, in buying decision process.

Regarding age, education and occupation, the Luxury Market has experienced the emergence of new 
sectors such as the case of ‘dink’ (dual income, no kids) whose purchase is much more individualistic 
and aspirational, they are hedonists and seek personal well-being, or are the segment of youth with high 
education, access to a first-time job and the absence of family responsibilities, which have become an 
emerging segment of these goods.

Regarding cultural patterns, these also have an impact on Luxury consumption in cultures which 
promote the conspicuous consumption. In the case of Chinese culture, for instance, there is a great 
predisposition to acquire highly innovative technology such as the wearable computer. In the Chinese 
market the Luxury Market expectations are very high, they travel a lot and also have access to Luxury 
Goods via the Internet. On more than one occasion the Luxury Goods research has focused on the Chi-
nese client (Li, Li & Kambele, 2012).

Western cultures have traditionally defined the Luxury Goods consumer as those who likes to show 
great opulence, this category is common for the Western world. In the Socialist Chinese Market, the 
centralized power formally rejects the creation of individual wealth and the consumer adopts a smart 
and more subtle approach, living in luxury in a more intimate and discreet way, far from any eccentric-
ity (Zhan & He, 2012).

Research shows that the country of origin is fundamental in determining the evaluation criteria for 
consumers and their perception of the Luxury Good (Ko & Megehee, 2012). The conception of Luxury 
varies according to culture, history and religion. The more elaborate, ostentatious French Luxury had 
its roots in the catholic religion, the more discreet and minimalist American Luxury is associated with 
the protestant culture.

Democratization of Luxury, or the trend of “Mass Luxury”, is not unrelated to the phenomenon of 
demographic factors, which reveals how middle-class and high-class consumers are willing to pay a 
surcharge for acquiring a series of products which provide an emotional compensation (Colombo & 
Castrillón, 2010). Nonetheless, despite this phenomenon, reality also says that a Luxury Goods loses 
prestige if stops being only attainable for a few people.

In line with this, consumption of a Luxury Good is an expression of social status in order to differ-
entiate social class. A high social class constitutes the quintessential segment of Luxury Goods market.

Within reference groups one favors the desire of emulation or imitation and the feelings of envy and 
being envied. Luxury Goods play an important role in these desires and feelings. The opinions of refer-
ence groups contribute to the creation of the individual’s image. Finally, inside a group it is common 
that individuals consume the same goods and brands. The Luxury brands help to define segments of 
consumers who share values, beliefs, personality traits and lifestyles.

B. Internal Variables of Consumer Behavior

The internal variables refer to cognitive faculties and one’s personality, their feedback about their experi-
ences: perception, learning and memory, personality and lifestyle and attitudes. (Truong, 2010).
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Perception is in charge of capturing, selecting and assessing the stimuli that originates from the ex-
terior. An individual’s perception could be radically different if we are talking about a charismatic and 
well-know brand against one which is not. Positioning of different Luxury Brands will be a reflection 
of a perceived reality.

Wiedmann, Hennings and Siebels (2007) analyze four dimensions (Dimensions of Luxury Value 
Perception) in relation to the process of consumer perception of Luxury Goods: financial value (price 
willing to pay), functional value (refers to utilities: usability values, quality values and uniqueness val-
ues), individual value (materialism hedonic and self-identity value) and social value (conspicuousness 
and prestige value).

The purchasing process establishes a learning process that determines the feelings and attitudes 
towards a good and its selection. The sum of what is learned stays in the individual’s mind thanks to 
their memory. If the satisfaction of a Luxury Brand has appropriate levels, the consumer behavior will 
maintain stable and therefore loyal.

Personality traits of individuals will indicate their preferences towards the Luxury Goods and their 
favorite brands. If one works with a personality model like Big Five, it will not be difficult to find differ-
ences regarding the different personality dimensions among the consumers of different Luxury Brands. 
The Luxury Brands themselves define their target segments based on personality traits.

Regarding personality, the research has focused on personifying brands and even retail stores (AAker, 
1997; D’Astous & Levesque, 2003). In the case of a Luxury Brand, the extent in which individuals ex-
press themselves through the goods they purchase measures personality, in terms of adjectives of human 
personality it could be helpful to identify the subtle differences among brands.

Lifestyle will show those areas of life that are important for the individual, what they like to do, 
like to buy or invest their free time in. Through a classification such as VALS (Values, Attitudes and 
Lifestyles developed by SRI International) it would be possible to identify the characteristics of Luxury 
Goods consumers.

Attitudes are defined as a positive or negative feeling towards a good and are modified over time. 
Some studies segment the Luxury Goods consumers according to their attitude. Dubois, Czellar and 
Laurent (2005) define three segments based on an attitude scale of 33 items. Therefore defining the 
presence of three attitudes: elitist, who considers Luxury Goods to be only for a select few, democratic, 
who believes in an accessible Luxury which is not reserved for a minority, and distant, people who show 
no interest on Luxury.

In relation with the change of attitudes, over the last few years, there has been a change in the middle-
class consumers, who began seeing Luxury as something plausible and less distant.

A new consumer profile has re-emerged (Truong, McColl & Kitchen, 2009) described as “masstige” 
(from ‘mass’ and ‘prestige’), consumption of highly priced, though not prohibitive, Luxury Goods. 
Masstige is a terminology used in the book “Trading Up: The Transforming Power of New Luxury” 
(Silverstein, Fiske & Butman, 2008).

Big Luxury companies have noticed the influence of this new business model, which made “fighter 
brands” or “combat brands” flourish, second brands created by the big Luxury Brands which are more 
affordable and open to the public. Along with Outlets these fighting brands transmit an aura of Luxury 
to the middle-class for an affordable price.
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3. Buying Decision Process

In contrast to conventional goods, the buying decision process for a Luxury Good will not arise from 
a functional need but rather an emotional need, in order to satisfy a desire. The process of searching 
for information and evaluating alternatives it will be crucial brands follow the positioning strategy as 
well as what reference groups consume. The point of sale (physical or virtual) will be key in the buying 
decision process.

After post-purchase evaluation, the wealth of experiences and the satisfaction of desires will define 
the achievement of the customer retention and loyalty processes.

4. The Role of Emotions in the Luxury Goods Purchase: 
The Power of Emotional Communication

Today, the role of neurosciences is unstoppable, being one of its main focuses in the analysis of emo-
tions. The Descartes’ somatic marker hypothesis is key, defined as the bodily changes that reflect an 
emotional state of the individual. It is “changes in vegetative, muscular, neuroendocrine and neuro-
physiological systems, which could provide unconscious signals that precede, facilitate and contribute 
to decision making”. On the contrary, the absence of, alteration and weakening of the somatic markers 
lead to inappropriate and disadvantageous decision making (Martínez Selva, Sanchez Navarro, Becharra 
& Román, 2006, pp 411).

The influence of emotions in the purchase of Luxury Goods is very great and determining far above 
the rationality that could exist during the purchase of a necessity good. The Luxury Goods point of sales 
and the communications strategies will continuously appeal to emotions and not exclusively to positive 
ones. Within the negative emotions, envy, has a great effect on the Luxury Goods purchase and it is used 
on many occasions as an advertising appeal.

Furthermore today’s marketing highlights the sensory dimension over the emotional dimension: in 
fact Luxury food offers a sensory, olfactory, gustatory and even tactile experiences. Later on oncoming 
epigraphs when the role of point of sales is analyzed there will be a reference to sensory retail strategies.

5. Envy and Social Comparison in Luxury Goods Consumer Behavior

A study of social comparison and envy is conducted based on the search of Veblen’s conspicuous con-
sumption theory. This economist defined these terms in his work the theory of the leisure class (1899). 
Behind the ostentation lies the desire of creating envy and showing a higher social status.

The Luxury Goods’ buying decision processes are highly influenced by social comparison processes 
with individual’s of higher success whom they would like to imitate. Certain brands are identified as 
symbol of such success (Mande, Petrova & Cialdini, 2006). From the social comparison processes emerge, 
from the frustration, feelings of envy. Envy is a negative emotion, a feeling that one considers to have a 
clear influence on the buying behavior and on the desire for possession (it could even explain behavior 
based on brands), but which has not specially addressed in marketing literature. Unlike envy which has 
been analyzed a lot in the field of Psychology as a social emotion (triggered in the context of social 
comparison).Envy’s painful nature is associated with anxiety, depression and low self-esteem. Envy is 
felt over aspects related with what one considers as relevant domain of life for the individual (Smith, 
2004; Parrot & Smith, 1993): that is to say something really important to them and where one considers 
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it inferior for another. Along with its treatment in psychology it has being pointed out the difficulty of 
measuring envy by its shameful character and low social desirability (that hinders the recognition of it 
from the individual). The malignant envy has been differentiated, this generates very hostile feelings, 
and the benign envy, triggers a desire of emulation. Equally envy has been differentiated as a stable 
personality trait (more pathologic) and envy episodic (motivated by a specific and more related situa-
tion with any that all individuals could feel at a given time). In the field of marketing, and particularly 
for the Luxury Goods purchase, the feeling of envy interests in all aspects, though perhaps benign envy 
should stand out accompanying the desire to imitate the other (for instance, buying the same Luxury 
Brand that the other has) and that which is provoked by a particular situation (referring to an exceptional 
state and not to a personality trait). In many occasions these particular situations refer very to the buying 
decisions of the envied person.

For marketing, one of the most explicit references to envy is made by Belk (1984). The author con-
nects this emotion to another construct much more analyzed: materialism. Belk creates a scale to measure 
constructs related to materialism considering three dimensions: possessiveness, non-generosity, and 
envy. In particular, the subscale of envy is composed by eight items, some of which make an implicit 
reference to Luxury alluding to very rich people and those who can buy all that they want. Instruments 
for measuring materialism in Belk’s subsequent work (Richins & Dawson, 1992), despite acknowledg-
ing the relation between materialism and envy, does not include an exclusive format for it. Regarding 
materialism, it indicates that it maintains a close relationship to luxury consumption as shown by scale 
items which were used to measure it.

Belk (2011) analyzes the concept of envy relating it with marketing, conspicuous consumption and 
Luxury Buying. He even establishes a classification of the envious consumer differentiating from benign, 
malignant and mixed envy. He notes that benign envy is the engine of consumption.

Van de Ven, Zeelenberg and Pieters (2011) notes that envy has a direct effect on the increase of 
purchases, indicating and demonstrating from different experiments that benign envy induce paying a 
higher price for Goods.

Luxury Brands elicit envy, one envies and is envied through its possession.
Currently, the author of this chapter has adapted two tools to measure envy. This includes both envy 

as a stable personality trait and episodic envy, which can be felt by anyone after a situation that causes 
it. It is being analyzed how both types of envy influence purchasing decisions, and a clear connection 
with this negative emotion has been found. In future research, in the field of neurobiology, facial elec-
tromyography and evoked potentials will be applied as a brain measure, in order to analyze the influence 
of envy on decision-making.

6. The Role of the Retail Store on the Luxury Goods’ Consumer 
Attitude: Atmosphere and Personality of the Store

The choice of distribution channel will be key in the Luxury Good’s buying decision process. Its contri-
bution to the experiential dimension in the Luxury Good consumption will be highly relevant.

Despite the predominant role of the physical point of sale, the virtual channels on Luxury Brands 
distribution has taken center stage. Luxury consumption on the Internet is increasing.

The retail store constitutes a key stimulus for the individual’s perception. The result of this percep-
tion process will be a key answer inside the buying process. It is known that positioning and the product 
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image could be modified according to the type of store which is selling them. This is evident in any 
product category, but for Luxury Goods it is even more decisive.

The Luxury Goods Consumer will not find their satisfaction only in the product itself, but in their 
desires, emotions, search for pleasure and aspirations will extend to the event of “going shopping”, an 
act that will be accompanied by a great quantity of sensory stimuli which the point of sales will provide 
(music, smell, chance of seeing and touching the product, opportunity of enjoying a given environment, 
the possibility of interacting with the sales rep, ...). Walk down a commercial street dedicated to Luxury 
Brands it is assumed that coming into contact with the most emblematic places of cities satisfies not 
only the desire to shop, but also gets the individual closer to the world of architecture, culture, history 
and art. For this reason, the sensory stimuli are not exclusively produce in the retail store.

The physical marketing channel is a fundamental axis for the consumption and buying experience, 
and allows one to be in contact with the real atmosphere of the brand.

The presence of Luxury can be done through their own stores or corners in shopping centers. In 
addition to commercial streets, Luxury shopping centers and Duty-free commercial spaces are added.

On commercial streets dedicated to Luxury, brands have their own retail store and extend the brand 
concept to their own store. In this regard one-brand stores will take extreme care in extending their brand 
image to the window, decoration, furniture and product placement.

The flagship store is a common concept, a powerful communication tool supported on geomarketing 
studies. The flagship brands are located in emblematic locations of big cities, busy streets (both locals and 
tourists) and constitute avant-garde innovation and creative design. The favorite cities are Tokyo, New 
York, Paris and London. The term flagship comes from nautical terminology and was employed for the 
first time in the fashion world to define stores “that can properly represent the brand’s image”. With an 
area of approximately 1500 to 2000 meters, its architecture gets the individual closer to culture, art and 
glamour of refurbished and air conditioned historic buildings. Its interior boasts painstaking decoration, 
and allows one to see the latest collections as well as some past collections and use advanced technol-
ogy such as interactive presentations with augmented reality. More services are offered to their clients 
that increase the experiential and hedonic value in the buying process: private zones, spa, art gallery, 
cafeteria or a restaurant, live music, exhibitions, fashion shows, talks or tastings, among others. As an 
example one could mention an important brand that creates an area for drinking coffee and relaxing in 
its flagship based on the memories recalled by its own designer around the smell of coffee and experi-
ences with family and friends. In conclusion, all that contributes to magnifying the perceived Luxury 
by the client. The power of communication and stimulus of a flagship is so high that even brands used 
the restoration works of these stores as promotional marketing of the brand.

Pop-up stores (de Lassus & Freire, 2014): are stores of ephemeral nature which open short-term, they 
are also trendy in the Luxury Market. They are considered not only a retail store, but a show, something 
special and eccentric. It allows for the transmission of the brand image with a low risk investment and 
low costs. Their temporary locations are usually emblematic seeking a strong influx of people.

Both flagship stores and pop up stores are commercial formats which are recognized in the distribu-
tion of luxury goods. These terms are used by managers and experts and information about them can be 
found on the web, which shows us several examples of this kind of establishments.

As with the concept of brand personality, the store personality, especially Luxury, is liable to be 
measured by giving a subtle methodology to identify differences among different companies. In the 
case of the Luxury Retail Store it would be possible to adapt a tool for measuring the store personality 
(García Ferrer & García 2013) to the specific case of Luxury.
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7. A Luxury Goods Costumer Analysis from the Neuroscience 
Approach: Neuromarketing and Neurobiology of Beauty

Neuromarketing has revolutionized the traditional world of market research through subject analysis and 
their emotions through their brain and physiological responses to stimuli. The decision processes and 
the role of emotion on it is studied using powerful neuroscience techniques (evoked potential, magnetic 
resonance imaging, facial electromyography and other physiological measures of peripheral character). 
Luxury Goods’ buying decision process is susceptible to being analyzed using these techniques.

In addition, it is possible to discuss about the neurobiology of beauty. Current marketing tries to 
excite and stimulate the senses. Marketing strategies are closely related to beauty. A communication 
campaign could measure their reply from neuroaesthetics, similar to what is done with a filmmaking, 
an advertising poster, packaging, all the iconographic elements of a brand, the decoration of a retail 
store, their own product, all that is wished to be considered as beautiful by the consumer, with a similar 
reaction to what it feels like when admiring a piece of art.

Individuals search for beauty in the all their surroundings and try to achieve, obtain and enjoy it. 
It is a continuous search, both in the definition of their own-self, and their surroundings, it becomes a 
constant recreation.

As stated before, the search for beauty is closely linked to the strategic objectives from a marketing 
action. If in the case that a conventional product pursues beauty in its packaging, in the iconographic 
aspects of the brand, the atmosphere and decoration of the retail store or in an advertising poster (which 
is still considered an artistic expression), to a greater extent this will happen for a Luxury Good. Luxury 
Brands set a close relationship with the world of art and culture. Nobody can deny the artistic value of 
a jewel, but this can be extended to other Luxury Goods, for example fashion, where the aura of top 
creative directors and designers make their collections into art, sometimes even exhibited in museums.

Regarding neurobiology of beauty or neuroaesthetics, some authors (del Blanco, 2012) establish the 
concept of beautiful brands and their psychological effects on the consumer: an increase in optimism, 
strengthening of self-control and self-esteem, the capacity to tolerate frustration and the impact on hap-
piness. This author uses the example of women’s shoe shopping (making references to Luxury Brands) 
noting it as a product historically associated as a reflection or indicator of social class.. The purchase 
of shoes, which in some cases could be addictive, allows women to recreate fantasies immersed in a 
paradise of their own imagination. Something as simple as heels and the consequent increase of height 
is related to power and status. It has been shown that with the purchase of shoes produces a woman’s 
brain secretes dopamine which consequently improves mood, an area in the prefrontal cortex of the brain 
is activated and even generates a small dose of adrenaline, something similar happens to the collector 
when he acquires a unique piece. Finally, the author states that the brain “is structured to associate the 
feet with sex” because “the area of the brain that communicates with the genitals is next to the one which 
coordinates the feet”. This neurological link determines, from words of Del Blanco (2012, pp 68), “a 
certain implicit eroticism”.

Semir Seki is the pioneer of neuroaesthetics. In his studies he measures the subject’s neuronal re-
sponses to different stimuli such as paints or photos and analyzes the areas of neuronal activity that have 
increased as result of perceiving beauty (Kawabata & Zeki, 2004). Another research pioneer in this field 
was the neurologist Vilayanur S. Ramachandran.
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SOLUTIONS AND RECOMMENDATIONS

The consumer behavior is a complex issue determined by a large amount of variables. In the case of Luxury 
Goods it is necessary to establish differences with regard to the consumption of a conventional product.

The Luxury Goods consumer behavior should start with the description of the characteristics these 
types of goods that allow for an understanding of the economic concept of “Luxury Good”, especially in 
respect to functional attributes, motivations and wants of its buyers. The emotional component (includ-
ing negative emotions such as envy), the hedonic effect, the search for status and social recognition, the 
reinforcement of self-esteem or experiential dimension will be some of the aspects to consider.

The Luxury Consumer study should be addressed from a multidisciplinary perspective and from the 
adaptation of global behavior models.

In the study of Luxury consumer behavior the application of conventional and modern market re-
search techniques are recommended: to the traditional in-depth interview, focus group, to the survey or 
observation one can add the relatively new netnography (on-line ethnography) or the more sophisticated 
neuromarketing techniques. Nor should it be forgotten, in this regard, the contribution of neurosciences 
for the study of emotions, as well as the aesthetic dimension (application of neurobiology of beauty).

FUTURE RESEARCH DIRECTIONS

The future lines of investigation about the study of consumer behavior and all the aspects dealt in this 
chapter are many. One of them could be the measurement of envy and its influence on the Luxury Goods 
buying decision process. For this it will be necessary to have an instrument or survey which helps to dif-
ferentiate envious people from non-envious people to then submit them to laboratory tests where it can 
be determined their brain activity and physiological responses to decision processes: evoked potential, 
magnetic resonance imaging, facial electromyography, skin conductance or heartbeat could be some of 
these methods. It is thought that the brain’s reward system, dopamine and certain areas of the prefrontal 
cerebral cortex participate in the decision making process.

Other future direction for the Luxury Goods’ consumer behavior would be in relation to beauty and 
neuroaesthetics analyzing the neuronal responses to the perception of Luxury Goods as if they were 
works of art.

In regard to more traditional lines of investigation, many of them addressed by the researchers men-
tioned along this chapter, is important that these lines find continuation: study of perceptions, attitudes, 
brand personality and retail store personality, cultural differences, demographic differences, study of 
trends related with Luxury (such as materialism or hedonism), Luxury Clients segmentation based on 
psychographic variables, and so on. It is possible to say that all these have a long path.

CONCLUSION

Throughout the chapter different academic contributions to the consumer behavior and attitudes analysis 
have been analyzed. The perspective has been based on the singularity of Luxury Goods and a global 
consumer behavior model to establish differences opposite to conventional consumption. The internal 
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and external variables that determine the behavior has been described, affecting the buying process. 
Significant attention was given to emotions and, particularly, to envy, typified by social comparison 
processes. A special focus on the Luxury Retail Store as communication axis and key element for the 
buying experience. Finally, future trends for investigation have been described from neuromarketing 
and neurobiology of beauty.
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KEY TERMS AND DEFINITIONS

Buying Decision Process: Stages in the process of searching for and the acquisition of a given good.
Emotions: Affective state that creates a somatic response (bodily changes) and affects the individual’s 

decision making processes.
Envy: Social emotion of shameful character and low social desirability. On its benign dimension has 

been tested a great effect on the purchase of goods.
Neurobiology of Beauty: Measuring of the individual’s neuronal responses to beauty.
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Neuromarketing: Use of neurosciences and their methods for marketing and in particular to the 
study of emotions.

Self-Concept: The individual’s belief about himself or herself, also including the perceived image 
that other people have about himself or herself.

Social Comparison: Process through which the individual compares him or herself with others in 
aspects that belong to relevant domains of life.

Symbol of Identity: Refers to a product that allows the individual to express one-self.

This research was previously published in Global Marketing Strategies for the Promotion of Luxury Goods edited by Fabrizio 
Mosca and Rosalia Gallo, pages 29-45, copyright year 2016 by Business Science Reference (an imprint of IGI Global).
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ABSTRACT

With a boom in digital marketing and the luxury sector in India, research in both the segments have 
become crucial for mining insights that guide consumer buying behaviour. However, both these con-
structs are comparatively new and have not been researched much. Hence, research in this field will help 
marketers across the corporate and academic sectors to understand deeper insights about consumer 
decision making process. This research will help in understanding how different vehicles of digital com-
munication impact consumer behavior processes in the luxury brand apparel segment. The data for this 
research has been collected using an online questionnaire from respondents across India. Hence, this 
chapter will enable the readers in identifying which digital vehicles are most suitable for the different 
stages of the consumer behaviour process when marketing to luxury consumers; identifying the rank-
ing of digital vehicles during consumer buying behaviour process; and analyzing the impact of various 
digital communications at different stages of the consumer behaviour process.

INTRODUCTION

Digital media is all pervasive today. Social Computing is not a fad. Nor is it something that will pass 
you on your company by. Gradually, social computing will impact almost every role, at every kind of 
company, in all parts of the world (Mayfield, 2008). Thus, digital communications cannot be overlooked. 
It has become a part and parcel of people’s life.
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On the other hand, the world is becoming a global village. With the advent of foreign direct invest-
ment, more and more luxury brands are entering India. Marketing and promotion of these brands to 
appropriate target audience via the right channel becomes all the more crucial in the era of cut throat 
competition. The main focus of this paper will be to establish a link between the different forms of digital 
communication and consumer behavior processes to market luxury brands efficiently.

Contemporary report on the ‘Top 10 Consumer Trends of 2011’, by Euromonitor placed the online 
world on the first rank. Internet usage has been on the rise ever since it has set its foot. This has led to 
a whole new world of marketing opportunities for retail sector in general and luxury brands in specific.

From the above graph, it is evident that internet retailing is on the rise. Brands present on this sphere 
gain leverage over their competitors. Not just this, the report also highlights the growth aspects of luxury 
goods in emerging markets. The data clearly shows that India has topped the list with a real growth 
percentage of 25.2%. Along with this India is also witnessing digital growth. With the rise in mobile 
subscribers and data usage a lot of media spends today is happening on mobile marketing. It makes 
it all the more important for brands to understand the different channels and ways of communications 
available for consumer engagement.

The following table depicts the growth in the market share of online personal luxury goods (Apparels, 
accessories, hard luxury, beauty and others). It has witnessed a growth of about 22% over the last 12 years.

Under the personal goods category, it can be seen that accessories and apparels hold a large part of 
the market. With the expanding horizons of marketing, these segments are likely to undergo more growth 
and transformation. In a report by consultancy up, the top 20 luxury companies have been identified 
basis their market capitalization. LVMH tops the list with a value of almost €84 billion followed by 
Richmond with a value of about €44 billion and Hérmes at €32 billion.

Figure 1. Annual real growth of Internet Retailing and Internet Users by region: 2010-2011
(Euromonitor Report, Top 10 consumer trends for 2011)
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REVIEW OF RELATED RESEARCHES

This literature review briefly exhibits the existing literature on digital communication, luxury brands and 
consumer purchase behavior as general concepts. Brief definitions of some important concepts and con-
nections with different theories and ideas about the importance and relevance of digital communication 
for luxury market and the antagonism between luxury and the Internet concepts have been presented.

Figure 2. Luxury goods markets in terms of real growth post-recession: 2010-2011
(Euromonitor Report, Top 10 consumer trends for 2011)

Figure 3. Online personal luxury goods market: 2003-2015 (€ billions) (Bain & Company, n.d.)
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THEORETICAL FRAMEWORK

Communication Models

Communication can be defined as the exchange of messages or information by speaking, writing or 
semiotics using a medium. To understand digital communication better two communication models can 
be taken up: Berlo’s communication model and the --Cybernetic model.

Berlo’s Communication Model

David Berlo in 1960 postulated the SMCR (S-sender, M-message, C-channel, R-receiver) model of com-
munication. The model emphases on the individual components of the communication process along 
with elements like encoding and decoding. The four components of the communication process which 
this model focuses on are further bifurcated into several other factors:

S-Sender

The sender is the one who thinks of a message and communicated (sends) it to the receiver, and hence 
is the source of the original message. In case of digital communications, brands conceive and create 
of messages for their target audience. The following factors are related to the sender of the message as 
well as the receiver of the message:

Table 1. 
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• Communication Skills: Having effective communication skills increases the efficiency and im-
pact of the message transmitted. Skills like speaking, writing, presenting, reading, listening, etc 
enhances the whole communication processes.

• Attitude: Attitude of both the sender and receiver affects the message. The sender’s attitude to-
wards self, the receiver and the environment have a huge impact on the effectiveness of the com-
munication processes.

• Knowledge: Content of a message is very important. If there isn’t enough knowledge about the 
subject of the message, content might lose out on its richness and meaningfulness.

• Social Systems: Having an understanding of values, beliefs, laws, rules, religion and many other 
factors affect the way a message is communicated. Keeping these in mind help is maintaining the 
attention and interest of the receiver.

• Culture: Culture differences are of crucial importance. What is acceptable in one culture might 
be completely offensive in another; hence understanding of cultures is extremely important in case 
of message creation and communication.

M-Message

A message represents substance sent by the sender to the receiver. It can take up the form of voice, video, 
audio, text or any other media. The factors affecting message are:

Figure 4. Berlo’s Model of Communication
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• Content: This refers to main matter of the message. The whole message from beginning to end 
can amounts as the content of the message.

• Elements: These support the content in the message and can be in the form of gestures, signs, 
languages, etc.

• Treatment: It can be defined as the way in which a message is communicated to the receiver. It 
has a bearing on the feedback by given by the receiver too.

• Structure: The way a message has been arranged and structured impacts its effectiveness. Flow 
and direction leads to a better understanding of the message.

• Code: Code can be defined as the form in which a message has been communicated. It can be in 
the form of language, video, text, etc.

C-Channel

The medium used to transmit a message is known as the channel. In case of mass communication technical 
machines like internet, mobile, etc., can be used as a channel. However, in case of general communica-
tion, the 5 senses of human beings are known as the channel of communication flow.

• Hearing: The messages are heard by the receiver. Telephonic messages or audio advertisements.
• Seeing: Messages are perceived through seeing just non-verbal communications and semiotics.
• Touching: A lot of non-verbal communication happen by touching, for example a handshake.
• Smelling: Information can be collected by smelling.
• Tasting: Taste can also be used a channel to send information.

R-Receiver

A receiver is the one to whom a message is sent and directed. The model manifests that the thinking 
pattern along with all other factors mentioned above must be in sync to the sender message for effective 
communication to take place. The message however may not have the intended effect if the receiver 
and sender are not similar. The receiver too like the sender must possess good communication skills 
and factors like:

• Communication skills
• Attitudes
• Knowledge
• Social Systems
• Culture

DIGITAL COMMUNICATION AND BERLO’S MODEL

When designing digital communication, the model is relevant on the brand’s side. The brands need to have 
good communication skills, knowledge and content. Along with this they should have an understanding 
of the receiver of their communication too. Designing a message is not enough today but choosing the 
right channel for the right receiver is crucial. However, the most important criticism of this model is the 
lack of feedback without which it is difficult to gauge the effectiveness of the communication process.
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To fill this gap the Cybernetics models needs to be considered as well, which provides the scope of 
feedback for a communication cycle to occur. It has the following components:

In the cybernetic communication model, the sender creates and encodes a message which is then 
transmitted to the receiver. The receiver then decodes the message to understand its meaning. Based on 
its own understanding of the message, the receiver sends a feedback to the sender of the communication.

This helps the sender understand how affective the communication process had been. Accordingly 
the sender can modify the message to increase its effectiveness.

DIGITAL COMMUNICATION AND CYBERNETIC MODEL

In case of digital communication, receivers respond to communication in the form of likes, shares, con-
versations, word of mouth etc. A positive feedback from customers helps the sender (brands) understand 
how impactful their communication has been.

Conceptual Framework

Social Media

Ancuta (2012) in his research on ‘Impact of Social media’ defines it as an important marketing tool 
when it comes to digital communications. It facilitates interactions and communications between users 
in real time. Some of its unique characteristics are:

• Participation: One of the biggest examples is that of content co-creation. Users are highly active 
and contribute continuously to share knowledge, provide feedback, reviews and ratings, etc.

• Openness: Unlike traditional media, topics are freely and widely discussed on social media

Figure 5. Cybernetic communication model
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• Conversation: Here is where reciprocal communication takes place. People reciprocate in form 
of information and feedbacks

• Community: People with common interests and hobbies come together to form groups and 
communities

• Connectedness: Users can stay in constant touch with one other as well as brands.

Social Media Websites

Social Media websites are divided into various segments depending their uses. The following are its 
classification:

Social Networks

With constant change and advancement in technology, the way people interact and connect is changing. 
This opportunity is grasped by Social network sites. Users on such sites can interact between each other 
by sharing various types of content and information. The platform allows its users to own and maintain 
a web based profile as well as to stay connected with friends and family.

Following are a few components of the social media landscape:

• Facebook: The Game Changer

Being launched in the year 2004, today it has become world’s most popular social networking site. 
It has become part of people’s daily life with an array of apps that it has to offer in its kitty.

• Twitter

This comes under the lean social media platform where messages can be more personalized for 
groups of consumers. Real time information network can be established by engaging consumers with 
latest stories, ideas, opinions, views, news, etc.

• Blogs

Blogs are simply personal journals made available on a digital platform. They are generally based 
on particular themes (Personal, political, business, brand owned, etc) and vary from websites on the 
following aspects like Tone, topics, links and trackbacks, comments and subscriptions.

• Desktop and Mobile Apps

Applications can be defined as software designed for some specific function and customized for a 
particular platform.

With mobile becoming a part and parcel of people’s lives, a lot of brands are entering the sphere of 
mobile apps to enhance consumer engagement.
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• Search and Display Ads

Search engines act like intermediaries between users and brands. Product, function, application, etc., 
can be searched for to gather information and to connect to a brand.

Display Ads on the other hand provide users with advertisements on the digital screen directing them 
towards a brand or transactional page.

CONSUMER BUYER DECISION PROCESS

According to Kotler and Keller (2009), the consumer buying decision process consists of 5 stages: Stage 
one is need recognition where the consumer recognizes a problem or need for something. Stage two is 
the process of information search where the consumer wants to bank upon all the data available relevant 
to its purchase decision. This stage is followed by an evaluation of alternatives where consumer hunts for 
choices. It is an important stage as marketers might lose potential customer to competitors at this stage. 
Marketers need to study buyers as well as competitors to gain leverage. The fourth stage is the purchase 
decision about the brand to be purchased. The consumer after weighing all purchase criteria and alterna-
tives choose the most suitable option. The fifth and the last stage is the post purchase behavior where 
consumers evaluate their experience with the product/ service and form an opinion about the brand. This 
either leads to repurchase and loyalty in the long run or a hunt for another brand.

CONSUMER BUYING BEHAVIOUR AND DIGITAL COMMUNICATION

This concept can be understood better with the help of Uses and Gratification theory. Xueming Lou 
(2002) in his research talks about application of the Uses and Gratification theory in the Web media. 
Psychologists Herta Herzog, (1944) coined the term “gratifications” with respect to the dimensions of 
usage satisfaction of the radio audiences. The theorists extended this model to various other media like 
television and electronic bulletins. “The Uses & Gratification research has been quite fruitful in under-
standing consumers’ motivations and concerns for using various media such as radio, TV, and electronic 
bulletins” (Herzog, 1944)

Figure 6. Stages of consumer buying decision process (Adapted from Kottler & Kettler, 2009)
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This theory involves several constructs. “The most important and robust dimensions of uses and 
gratification theory includes entertainment, informativeness, and irritation” (Chen and Wells 1999, 
Eighmey and McCord 1998, Eighmey 1997, Herzog 1944, Korgaonkar and Wolin 1999, Plummer 1971, 
Rubin 1994). The three important factors are as follows:

• Entertainment: This construct refers to the amount of fun and entertainment media users derive 
from the web media (Eighmey and McCord 1998, Eighmey 1997). The research in this field has 
demonstrated that the value in media entertainment is concentrated in escapism, hedonistic plea-
sure, aesthetic enjoyment, or emotional release (McQuail 1983).

• Informativeness: “The informativeness construct deals with the ability of the Web to provide 
users with resourceful and helpful information” (Chen and Wells 1999, Ducoffe 1995). With con-
cerns like ‘time’ and ‘space’ in the virtual world, the full potential of the web to provide consum-
ers with instant and insightful content remains untapped.

• Irritation: This construct defines the extent up to which the Web is messy and irritating to surfers 
(Eighmey& McCord, 1998). In the e-advertising context, Ducoffe (1996) postulated that irritating 
banner ads might give way to human anxiety, distract consumers’ attentions, and dilute human 
experiences.

Basis this theory, it can be understood that how important a role web media plays at each stage of 
consumer purchase behavior. Understanding the motivating factors at each stage and in case of each 
platform is important assist the consumer in their purchase decisions. Insights into what goes right with 
consumers and what goes wrong will help marketers design effective communication.

Luxury and Luxury Brands

The concept of luxury is complex, as it is subjective and primarily built on consumer perceptions, as 
the meaning of luxury is determined by personal and interpersonal motives (Vanern& Johnson 2004).

Thus, the predominant management orientation of luxury brand research along with the key values 
luxury brands address rely on the consumers’ personal perceptions regarding financial, functional, in-
dividual, and social aspects.

Knowledge Gap

Scanning the current academic literature, it was observed that the topics on Digital Communication Me-
dia, Consumer Behavior processes and Luxury Brands have been well explored and researched through 
the help of in-depth study in isolation. However there has been hardly any study on the topic of how 
digital communication impacts consumer behavior process in the luxury segment. Upon researching a 
gap in the literature, it was realized that a research entitled “The impact of digital communication on 
consumer behavior processes in luxury branding segment in apparel sector” would help to mine insights 
that would be beneficial for academic and corporate world.
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Hypothesis

• H (1): Digital communication channels have a positive impact on the consumer behavior processes.
 ◦ H (1a): Facebook has a positive impact on the consumer buying behavior processes.
 ◦ H (1b): Instagram has a positive impact on the consumer buying behavior processes.
 ◦ H (1c): Twitter has a positive impact on the consumer buying behavior processes.
 ◦ H (1d): Shopping Mobile Applications have a positive impact on the consumer buying be-

havior processes.
 ◦ H (1e): Search engines have a positive impact on the consumer buying behavior processes.

• H2: Digital communication channels have a positive impact on the consumer for identification of 
their need to purchase apparel.

• H3: Digital communication channels have a positive impact on the consumer when they are 
searching for information on apparels and brands

• H4: Digital communication channels have a positive impact on the consumer when they are 
searching for alternatives to a product or brand

• H5: Digital communication channels have a positive impact on the consumer when they are pur-
chasing a product

• H6: Digital communication channels have a positive impact on the consumer when they are shar-
ing feedback and post purchase experience.

RESEARCH DESIGN

Methodology

As far as methodology was concerned, confirmatory quantitative methodology has been undertaken for 
the purpose of this research. The method adopted for this research was survey and the tool was a closed 
ended questionnaire with a 5-point scaling. The questionnaire was piloted among similar cosmopolitan 
respondent and appropriate questionnaire was administered as this research did not take into account 
any standard questionnaire format.

This research focuses on a subjective position hinting that “social phenomena are created from the 
perceptions and consequent actions of social actor” (Saunders, 2009). This is related with the need to 
explore the important digital media platforms that are suitable for luxury brand consumers. In an attempt 
to test the main and additional hypothesis the research makes use of a combined deductive and inductive 
approach. The method adapted in this research is survey of the respondents

Data Collection

Data was collected by circulating an online form to a list of respondents across India.An online close-
ended Questionnaire was administered to the respondents. A combination of Inductive & Deductive 
approach has been adopted for this research.
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Sampling Design

The sampling process was as follows:

1.  Confirmation of respondents ‘s relationship with luxury brands in the apparel sector;
2.  Verification of their awareness with digital media and technology;
3.  Informing them about the purpose of research and usage; and
4.  Clarifying special terms and points related to the questionnaire.

The sampling method included: The questionnaire being sent to a cosmopolitan population of 160 
respondents.

While circulating the online questionnaire following things were considered:

1.  50/50 split between men and women in order to have equal representation
2.  60/40 split between age (To have a mix of youngsters who use more of digital technology and 

people of age 45 +who have more purchasing power)
3.  Time Span: 15 days (08.01.2017-22.01.2017)

Data was collected from 158 respondents to analyze the impact of digital communications (inde-
pendent variable) on consumer behavior processes (dependent variable) in the retail apparel industry 
under the luxury segment.

Method and Coding Applied

For the purpose of the analysis SPSS software was used to conduct a correlational analysis in order to 
understand the relationship between each construct of the independent variable (digital communication) 
and each construct of the dependent variable (consumer behavior process).

Cronbach’s Alpha

Post coding a Cronbach’s alpha test was conducted to measure the reliability of the questionnaire.

Questionnaire

The questionnaire for the purpose of this research was divided into three parts, namely:

• Demographic data of the respondents along with data related to their retail purchase behavior and 
digital communication usage behavior;

• Relationship between different vehicles of digital communication and overall buying process; and
• Relationship between digital communications and different stages of consumer behavior processes.
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FINDINGS AND ANALYSIS

Findings for Section 1: Demographic Data of the Respondents Along With Data Related to Their Retail 
Purchase Behavior and Digital Communication Usage Behavior.

This section helped to understand the background and lifestyle patterns of the respondents involved 
in this research. Results from this section can also be used as basis for further research in the field.

Figure 7 shows that the major chunk of the population lies in the age group of 18-25 years who are both:

1.  Users of digital communication and
2.  Consumers of apparels in the luxury segment

This age group is followed by the age groups 25-35 years, 35-45 years and more than 45 years.
Majority of the respondents are having their own business. This gives insight into the nature of 

consumers of luxury apparels as well as digital communications. This segment is followed by students, 
jobbers and people with other occupations.

Monthly Spending

From this data, it can be ascertained that the respondents spend about Rs.10, 000-1, 00,000 annually on 
luxury brand apparels. This data can help to mine insights as to the wallet share related to digital marketing.

Time Spent

Most of the respondents spend more than 4 hours a day on the internet (combined usage of desktop plus 
internet). This indicates a huge opportunity that can be tapped by the luxury brand apparels who wish 
to use digital communications a way to reach their consumers.

Figure 7. Ages of respondents

 *For a more accurate representation see the electronic version.
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This data clearly reveals that majority of the respondent’s research before buying luxury brand ap-
parel. This trait leaves managers with a huge opportunity to target their customers at this point.

Platforms That Should Be Used More

This data gives way to further research. About half of the respondents believe that luxury brands should 
make more use of ‘Facebook’ as a vehicle for digital communications. Another point to be noted is that 
‘Display Ads’ might appeal the least to Luxury brand consumers. This will help managers in deciding 
the proportion of vehicles to be used in their communications.

Figure 8. Occupations of respondents

Figure 9. Respondents’ approximate spending per year on luxury brand apparels

 *For a more accurate representation see the electronic version.

 *For a more accurate representation see the electronic version.
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Reliability

Scale: All Variables

The alpha coefficient for the 10 items is .821, which suggests that the items have relatively high internal 
consistency. (Given that reliability coefficient of .70 or higher is considered “acceptable” in most social 
science research situations.)

This score signifies that how closely a set of items as a group are related. It is considered to be a 
measure of scale reliability. The value also suggests that the test can be carried elsewhere (apart from 
current area of research) as it validates the test on internal consistency.

Figure 10. Daily total of internet use by respondents (desktop and mobile)

Figure 11. Degree of research completed by respondents prior to purchase of luxury brand apparel

 *For a more accurate representation see the electronic version.

 *For a more accurate representation see the electronic version.
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These statistics helped in deriving the rankings for the different vehicles of digital communication. 
The table clearly reflects that the most important of all have been shopping Mobile applications followed 
by Search Engines, Instagram, Facebook and Twitter in the overall buying process.

The table also helps to analyze the stage of consumer behavior process which is used the most with 
respect to digital communications. From the table above it can be seen that digital communication (inde-
pendent variable) has the strongest connection with the construct ‘For purchasing a product’ followed by 
other constructs namely, ‘Searching information on apparels and brands’, ‘Searching for alternatives to 
a product or brand’, ‘For sharing Feedback and experience post purchase’ and ‘Identification of need to 
purchase an apparel’. This table is interesting to understand that for the mobile device, Apps and search 
engines would be important platforms for the purchase of a product.

Figure 12. Respondents’ desired platforms for increased use by luxury brands

Table 2 Reliability statistics

Cronbach’s Alpha Cronbach’s Alpha Based on 
Standardized Items No. of Items

.821 .826 10

Table 3. Descriptive statistics

Variables Mean SD N

Facebook 
Instagram 
Twitter 
Mobile App 
Search engine 
Need 
Identification 
Alternatives 
Purchase 
Post purchase

2.75 
2.89 
2.06 
3.06 
3.04 
2.41 
3.03 
2.96 
3.08 
2.84

1.226 
1.236 
1.305 
1.036 
1.082 
1.374 
1.197 
1.231 
1.065 
1.265

158 
158 
158 
158 
158 
158 
158 
158 
158 
158



1165

Impact of Digital Communication on Consumer Behaviour Processes in Luxury Branding Segment
 

VEHICLES OF DIGITAL COMMUNICATIONS

Findings

1.  Facebook: About 65% respondents ‘Agree’ to use ‘Facebook’ the most during the process of buy-
ing apparels. This reflects how important a vehicle it is in digital communications and managers 
can leverage it for the benefit of the brand.

2.  Instagram: More than 75% respondents are ‘Agree’ to use ‘Instagram’ for the purpose of buying 
apparels. This indicates the importance of graphic media in digital communications and opportunity 
for Luxury brand managers.

3.  Twitter: About 26% respondents are neutral when it comes to Twitter while 25% disagree to using 
it for the purpose of buying apparels.

4.  Shopping Mobile Applications: About 68% respondents agree to use ‘Shopping Mobile Applications’ 
for their buying purposes. This gives way to exploration in the mobile e-commerce market for the 
luxury apparel segment.

5.  Search Engines: About 67% respondents ‘Agree’ to using Search engines for the purpose of buying 
apparels. This data is viable as it can help brand managers to decode their SEO and SEM strategies.

STAGES OF CONSUMER BEHAVIOR PROCESSES WHERE 
DIGITAL COMMUNICATION IS USED THE MOST

Findings

1.  Identification of Need to Purchase Apparel: About 52% respondents ‘Agree’ to use digital com-
munications for identifying their need to purchase apparel. This indicated how consumers can be 
influenced when marketing a luxury brand.

2.  Searching Information on Apparels and Brands: More than 75% respondents ‘agree’ to using 
digital communications for seeking information on apparels and brands. This indicates that brands 
need to maintain digital presence in order to enter the consideration set of the consumers.

3.  Searching to Alternatives to a Product or Brand: About 75% respondents agree to use digital 
communications while searching for alternatives to a product or brand. This acts an alarm for brand 
managers to be well versed with digital marketing strategies and offerings adopted by competing 
brands.

4.  Purchasing a Product: About 70% respondents agree to use digital communications for the pur-
pose of actually purchasing a product. This is vital for marketers to understand the share of wallet 
that corresponds to digital marketing.

5.  For Sharing Feedback and Experience Post Purchase: About 68% respondents agree to use 
digital communications for sharing their feedback and experience post purchase. This can act an 
important tool in ‘word of mouth’ strategies and ‘testimonials’ in case of organic marketing.
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TESTING THE HYPOTHESIS

As seen in Table 4, it can be said that Facebook (a construct of the independent variable) is most suitable 
for the construct ‘For purchasing a product’ of the dependent variable. This correlation helps in validat-
ing the hypothesis H (1a): Facebook has a positive impact on the consumer buying behavior processes. 
For all the constructs of the dependent variable (consumer behavior processes) Facebook shows a posi-
tive correlation. The next highest score is that of ‘For sharing feedback and experience post purchase’.

As seen in Table 5, it can say that Instagram (a construct of the independent variable) is most suitable 
for the construct ‘‘for sharing feedback and experience post purchase’ of the dependent variable. This 
correlation helps in validating the hypothesis H (1b): Instagram has a positive impact on the consumer 
buying behavior processes. For all the constructs of the dependent variable (consumer behavior processes) 
Instagram shows a positive correlation. The next highest score is that of ‘For purchasing a product’.

As seen in Table 6, it can be said that Twitter (a construct of the independent variable) is most suit-
able for the construct ‘‘Identification of need to purchase an apparel’ of the dependent variable followed 
by ‘Searching for alternatives to a product or brand’. However, there is a negative correlation towards 
‘purchasing a product’. H (1c): Twitter has a positive impact on the consumer buying behavior processes. 
Here the hypothesis will be valid for all dependent variables accept that of ‘purchasing a product’.

As seen in Table 7, it can be said that ‘Shopping Mobile Applications’ (a construct of the independent 
variable) is most suitable for the construct ‘For purchasing a product’ of the dependent variable. Apart 
from this it shows a strong positive correlation with all other constructs of the dependent variable as 
well. This correlation helps in validating the hypothesis H (1d): Shopping Mobile Applications have a 
positive impact on the consumer buying behavior processes.

Table 4. Facebook

Identification of Need Searching 
Information

Searching for 
Alternatives

Purchasing 
Product

Post Purchase 
Experience

[Facebook] Pearson 
Correlation 
Sig. (2-tailed)

.183 

.021
.296 
.000

.184 

.021
.372 
.000

.274 

.000

Table 5. Instagram

Identification of Need Searching 
Information

Searching for 
Alternatives

Purchasing 
Product

Post purchase 
Experience

[Instagram] Pearson 
Correlation 
Sig. (2-tailed)

.223 

.005
.261 
.001

.273 

.001
.302 
.000

.335 

.000

Table 6. Twitter

Identification of 
Need

Searching 
Information

Searching for 
Alternatives

Purchasing 
Product

Post purchase 
Experience

[Twitter] Pearson correlation
Sig. (2-tailed)

.183 

.021
.296 
.000

.184 

.021
.372 
.000

.274 

.000
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As seen in Table 8, it can be said that ‘Search Engines’ (a construct of the independent variable) is 
most suitable for the construct ‘’For purchasing a product’ of the dependent variable. Not just this it also 
shows a strong positive correlation with all other constructs of the dependent variable as well. This cor-
relation helps in validating the hypothesis H (1e): Search engines have a positive impact on the consumer 
buying behavior processes. This construct also shows a strong correlation with other two constructs, 
namely ‘Searching information on apparels and brands’ and ‘For sharing feedback and experience post 
purchase’. This active role of search engines gives way to a lot of scope for further research.

DATA REPRESENTATION IN TABULATION FORM

See Table 9.

CONCLUSION

This research will be extremely useful to the digital marketers and media planners who are custodians 
of luxury apparel brands to effectively get their digital strategies in place so that effective utilization of 
the budget can be done. Academically, this paper would help to bridge the gap in the literature about 

Table 7. Shopping with mobile applications

Identification of 
Need

Searching 
Information

Searching for 
Alternatives

Purchasing 
Product

Post Purchase 
Experience

[Mobile ] Pearson correlation
Sig. (2-tailed)

.306 

.000
.317 
.000

.276 

.000
.446 
.000

.367 

.000

Table 8. Search engines

Identification of 
Need

Searching 
Information

Searching for 
Alternatives

Purchasing 
Product

Post Purchase 
Experience

[Search
engine] Pearson Correlation
Sig. (2-tailed)

.183 

.021
.296 
.000

.184 

.021
.372 
.000

.274 

.000

Table 9. 

Independent Variable Dependent Variable Highest Correlation Figures

Facebook For purchasing a product .372

Instagram For sharing feedback and post purchase .335

Twitter For information search .269

Mobile application For purchasing a product .446

Search Engine For purchasing a product .523
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how specific digital communication media plays a significant role in consumer behavior processes in 
the luxury apparel brands industry.

The trend of digital communications is currently one of the most discussed and influencing topics 
in the day to day reality. Marketers are eager to enter this media but the challenge is to adopt the ap-
propriate strategy for the same especially in the luxury category where the profile and price are both on 
the premium side. With the help of this research, the appropriate relationships between the consumer 
decision making phases and the appropriate choice of digital communication vehicles are identified. The 
research drives its attention towards the luxury brand image when using digital communication vehicles 
as a marketing tool. From the online survey, it has been inferred that digital communications are per-
ceived as a positive marketing tool even in the luxury industry, creating and improving the relationship 
between the luxury brand and the consumers.

This research specifically shows which vehicle of digital communication would be most effective 
at which stages of consumer behavior processes. The responses gave a significant reason to infer that 
digital communication is impacting the overall buying behavior of consumers. From academic points 
of view, it is also giving additional understanding when social media applications like ‘Facebook’, ‘In-
stagram’, etc., are used. Hence this research justifies the objective that there is a significant impact of 
digital communication media vehicles on different processes of consumer decision making journey in 
the luxury apparel segment.

LIMITATIONS

Due to paucity of time and resources, a national survey could not be conducted with larger sample size. 
Only selected digital communication vehicle were chosen and there are chances that other vehicles could 
have also contributed to the process of decision making.

FUTURE RESEARCH DIRECTIONS

This research brings forth a lot of other topics which can be taken as subject matter for future researches. 
Both qualitative as well as quantitative research can be undertaken to analyze and explore the following:

1.  Purchase motivators for luxury consumers.
2.  Key digital influencers.
3.  Key lifestyle attributes and their connection to purchase behavior in the luxury segment.
4.  New vehicles of digital communication for reaching the luxury consumers.
5.  Role of social media in influencing luxury consumers.

As an addition to future research, a more detailed quantitative as well qualitative research can be 
considered to observe and understand the consumers’ behaviour and perceptions regarding the topics 
related to social Media, digital communications and the luxury industry in terms of how demographics 
other than the one researched in this paper would lead to a similar or different strategy altogether.
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ABSTRACT

This article develops and tests a model through multi-sampling comparison by considering city brand 
attractiveness as antecedents of a memorable city brand experience. A memorable city brand experi-
ence is an antecedent of city brand love; and tourist-based city brand equity (TCBE) as a consequence 
of a memorable city brand experience and city brand love. This study examined 169 tourists who came 
to Jakarta and 200 tourists who came to Yogyakarta as respondents respectively. The analysis used in 
this study is the structural equation modeling (SEM) using AMOS 20 as the supporting equipment. The 
results of this study show similar results between samples of Jakarta and Yogyakarta in the components 
of the influence of city brand attractiveness on memorable city brand experience; memorable city brand 
experience on city brand love; and memorable city brand experience on city brand equity. Different 
result between the samples of Jakarta and Yogyakarta is shown in the component of the influence of city 
brand love on tourist based city brand equity.

1. INTRODUCTION

The concept of city branding is a growing issue in Indonesia. Every government in various cities in 
Indonesia tries to introduce tourist destination, city strength, and various other things to attract inves-
tors and tourists. The governments make promotion by creating an image that corresponds to the city. 
The purpose is to attract many investors and tourists (Rothschild, Alon, & Fetscherin, 2012; Zenker & 
Beckmann, 2013). Kotler, Asplund, Rein, and Haider (1999) explain that there are some major targets of 
place marketing, such as, visitors, residents and employees, business and industry, and export markets. 

The Effect of City Brand Love on 
Tourist Based City Brand Equity:

City Branding Study in Indonesia

Elia Ardyan
Sekolah Tinggi Ilmu Ekonomi Surakarta, Indonesia

Ari Susanti
Sekolah Tinggi Ilmu Ekonomi Surakarta, Indonesia



1172

The Effect of City Brand Love on Tourist Based City Brand Equity
 

If the investors and tourists are keen to come to a city, it will benefit the city in term of both material 
and non-material.

There are several researches on city branding done by researchers. There are city branding conducted 
to the cities in Australia (Merrilees, Miller, & Herington, 2009), China (Rothschild et al., 2012; Shuny-
ing, 2013; Zhang & Zhao, 2009; Zhao, 2015), Colombia (Hernandez-Garcia, 2013), Malaysia (Hew, 
Tong, & Goh, 2014), Poland (Glinska & Kilon, 2014), Turin (Vanolo, 2008), Wales (Clifton, 2014), 
Spain (Saez, Perianez, & Mediano, 2013), and Germany (Jarvisalo, 2012; Zenker & Beckmann, 2013). 
In city branding, there is innovation (Merrilees, Miller, & Herington, 2013). There is also a method of 
doing iconic city branding (Jencks, 2005; Riza, Doratli, & Fasli, 2012). The concept of city branding 
is associated to Quality of Life (Riza et al., 2012) in which the quality of life means the satisfaction, 
fulfillment and sense of being alive as the visitors of a spot (Andrews, 2001).

Practically, city branding is done through some methods. City branding is done to show the specificity. 
The specificity is intended to pursue a variety of economic, political, social and psychological purpose 
(Kavaratzis & Ashworth, 2005). Kaplan, Yurt, Guneri, and Kurtulus (2010) explain that the concept of 
place brand is an implementation of marketing strategies which allow the city to be different in a com-
petition through proper placement of their economic, social, political or cultural resources/competencies. 
City branding should concern with how culture and history, economic growth and social development, 
infrastructure and architecture, landscape and environment can be combined into the sold identity which 
can be accepted by everyone ((Zhang & Zhao, 2009). Lindstedt (2015) describes that a method of city 
branding can be done by a campaign for the city, revitalizing buildings that characterize the city and 
integrate these buildings with promotional campaigns. Kavaratzis (2008) sees the importance of using 
a variety of events to conduct city branding.

Basically, to assess the brand of a city or country, there are various measurements made by several 
consultants or appraiser organizations of city or state. There are various techniques for measuring the 
success of city branding, such as the Anholt City Brand Index (Anholt, 2006), Meta-analyzes (Gertner, 
2011; Lucarelli & Berg, 2011), Investor Based Brand Equity (Jacobsen, 2009, 2012). There are also some 
other measurements such as Saffron European City Brand Barometer and Creative City International-
Vitaly Index. The main focus of this study is to assess the brand of the city from the perspective of 
tourists or people who have made several trips to cities in Indonesia. In this study, we focus on the cities 
of Jakarta and Yogyakarta.

The purposes of this study are: (1) to analyze the influence of city brand attractiveness on memorable 
city brand experience, (2) to analyze the influence of memorable city brand experience on city brand 
love, (3) to analyze the influence of memorable city brand experience on tourist based city brand equity, 
and (4) to analyze the influence of city brand love on tourist based city brand equity.

2. LITERATURE REVIEW

2.1. City Brand Attractiveness

The attractiveness of a city becomes an important part in conducting city branding. Investors and tour-
ists always look for something interesting in a city. In view of the investors, the investors will analyze 
investment attractiveness in a city. The city should be friendly and supportive for business environment 
so that it will create job creation, improve the working population and income levels, and encourage 
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investors to invest in their welfare, thus enhancing the economic growth (Snieska & Zykiene, 2015). The 
investors will see whether a city can provide benefits if he invested the money in the city or not. The 
investors will also analyze how many tourists entering to the city. From the perspective of the tourists, 
they will look for attractive tourist destinations, facilities related to travel (e.g. accommodation, center 
for souvenirs, restaurants, etc.), and the accessibility of a city.

Zykiene and Snieska (2011) defines attractiveness as perceptions about the resources owned by the 
city, the city’s ability to manage and use the resources and obtain excellency from other cities. Attractive-
ness also includes the trust to the development of the city. The attractiveness of a city can be seen from 
the quality of the environment, physical infrastructure, demography, unemployment, business sector, 
complete education infrastructure, community, social and health services (Snieska & Zykiene, 2015). De 
Noni, Orsi, and Zanderighi (2014) explain that there are nine things that make a city interesting. Those 
are level of safety, level of tourism supply, the quality of culture, the level of internationalization, quality 
of environment, quality of social services, quality of healthcare, quality of education structures, and qual-
ity of work/job opportunities. Complementary service development (schools, shopping centers, cultural 
facilities, financial organizations) is also needed to improve the attractiveness of a city (Damborsky & 
Rihova, 2009). Some other experts also explain that the estimated production cost of transportation, 
labor, land and salary of workers also make a city attractive (Damborsky & Rihova, 2009; Glebova & 
Khamidullina, 2015; Kinda, 2013).

2.2. Memorable City Brand Experience

Experience becomes an important part that must be managed properly. The concept of experience 
marketing (Schmitt, 1999a, 1999b) appeared due to a change in the business world and was named as 
experience economy (Pine & Gilmore, 1998, 1999, 2011). Experience is very important to touch the 
emotional side of consumers (Bagozzi, Gopinath, & Nyer, 1999; Richins, 1997), not just the functional 
side. Various studies explain that the experience touching the emotional side will be able to improve 
satisfaction (Bigne, Andreu, & Gnoth, 2005; Liljander & Strandvik, 1997; Mano & Oliver, 1993; Oliver, 
1993 1994; Phillips & Baumgartner, 2002; Räikkönen & Honkanen, 2013; Westbrook & Oliver, 1991), 
decision making (D. Kim & Perdue, 2013) and consumers loyalty (Barsky & Nash, 2002; Jeong & Jang, 
2011; White, 2006).

There are only some researches examining specifically on the city brand experience. Dealing with 
something found in a city, a tourist destination, some researchers write tourist experiences (Barnes, 
Mattsson, & Sorensen, 2014; Beeho & Prentice, 1997; Canadian Tourism Commission, 2004; Cetin, 
Akova, & Kaya, 2014; L. Chandralal & F.-R. Valenzuela, 2013; Cheal & Griffin, 2013; Coghlan, 
Buckley, & Weaver, 2012; Cohen, 1979; Massara & Severino, 2013; Osman, Johns, & Lugosi, 2014; 
Ponsonby-Mccabe & Boyle, 2006; Richard & Wilson, 2006; Tan, Kung, & Luh, 2013; Tung & Ritchie, 
2011; Zhou & Fu, 2007). Experience granted to tourists should be the unforgettable one (L. Chandralal 
& F.-R. Valenzuela, 2013; Pizam, 2010).

In this study, memorable city brand experience is defined as the perceptions and responses of consum-
ers due to a variety of events experienced in a city (well connected with tourist sites, facilities, and public 
services in the city) that will not be forgotten in a long period. The dimension of memorable city brand 
experience is adopted from Brakus, Schmitt, and Zarantonello (2009). The dimensions are memorable 
thinking experience, memorable sensing experience, memorable feeling experience, and memorable be-
havior experience. First, memorable thinking experience tends to be associated with a tourist’s experience 
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of cognition or thought during a visit to a city. Second, memorable sensing experience is related to the 
tourists’ sense during a visit to a city. The tourists look at the travel destinations and facilities in the city 
then it will touch the tourists’ sense of hearing. The sense of hearing can be felt when tourists listen to 
the voices that are not rowdy in the city. Third, tourists’ sense of taste can be felt when they taste some 
typical food of the city. Fourth, the sense of touch can be felt for example, when the tourists come to a 
tourist site like a temple. When the tourists touch the temple, this is an experience of the sense of touch. 
The sense of smell can be felt when the tourists do not smell unpleasant smell in the city.

2.3. City Brand Love

Barbara and Ahuvia (2006) explain that the basic concept of the use of love in consumption is initially 
proposed by Shimp and Madden (1988). Shimp and Madden (1988) describe that consumer relationship 
with an object, such as a brand, is based on three main components: linking, yearning, and decision/com-
mitment. Fournier (1998) also explains that consumers have a long-term relationship with a particular 
object or brand through love. Ahuvia (2005) refers to it as an emotional bond and use the term “love 
object”, while Albert, Merunka, and Valette-Florence (2008) call it “felling love toward the object”. 
Batra, Ahuvia, and Bagozzi (2012) and Barbara and Ahuvia (2006) use the term love in the context of 
brand and call it as Brand Love construct.

Some experts try to explain about the constructs of brand love. Brand love is a concept that states the 
relationship between the brand and the consumer (Drennan et al., 2015). Brand love is defined as the de-
gree of emotional bond of consumers which is full of passion and satisfaction with certain brand (Barbara 
& Ahuvia, 2006). Batra et al. (2012) find 10 key components of someone having a love of brands. They 
are exceptional quality, highlighted existential value and meaning, intrinsic rewards, identity, positive 
influence, passion, compatibility, emotional bonds and anticipation of a broken heart, a willingness to 
invest, frequent thinking and use, and long history relationship. Several other researchers explain the 
concept of brand love by referring to the consumers who fall in passionate and emotional love (Whang, 
Jeff, Sahoury, & Zhang, 2004), intimacy, passion, and commitment (Keh, Pang, & Peng, 2007).

The study focuses on city brand love. We define City Brand Love as an emotional bond that is able to 
bring the desire to love a town. This study adopts the dimension of brand love from Barbara and Ahuvia 
(2006). The dimensions are: (1) awesome city brand, (2) city brand love, (3) pure delight city brand, (4) 
passion with city brand, (5) attached with city brand. Love to the city starts after the tourists experience 
visiting the sights in the city. A friendly, clean and qualified city with adequate facilities possibly make 
someone loves the city. Someone who loves a city usually considers traveling to the city in the future 
and it will improve tourists arrival.

2.4. Tourist Based City Brand Equity

In the marketing literature, the relationship of customer with brand can be explained in term of brand 
equity (Wood, 2000). In principle, the concept of brand equity is basically divided into several approaches, 
including customer based (Aaker, 1991; Keller, 1993; Vazquez, del Rio, & Iglesias, 2002), market based 
(Aaker, 1996b), and financial-based brand equity (Anderson, 2011; Carol & Sullivan, 1993). Consumers’ 
approach sees brand equity as the value given by customers based on what they think about the brand, 
as reflected in the dimensions of brand awareness, brand association, perceived quality, brand loyalty 
and other brand assets (Aaker, 1991). Winter (1991) considers brand equity as the additional value of 
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a product/brand. So it can be concluded that consumer approaches focus arises from what consumers 
think about the brand (Aaker, 1991; Keller, 1993; Vazquez et al., 2002) so that consumers can provide 
an assessment of certain brand or product.

Brand equity can be applied in various fields. Some researchers try to apply brand equity, for ex-
ample to improve internet branding (Alexandris, Douka, Papadopoulos, & Kaltsatou, 2008; Gladden & 
Milne, 1999; Gladden, Milne, & Sutton, 1998), bidang pendidikan (Mourad, Ennew, & Kortam, 2011), 
dan B2B (Aaker, 2002; Kalafatis, Remizova, Riley, & Singh, 2012; Keller & Lehmann, 2006). In this 
study, brand equity will be more focused on tourist ratings for city branding. In this study, tourist-based 
brand equity is defined as the value given by tourists based on their opinion about tourist destinations, 
facilities and services of the city. Indicators of tourist-based brand equity is adopted from Aaker (1991), 
including top of mind, unique image, positive perceived quality, and re-visit.

3. HYPOTHESES

3.1. The Influence of City Brand Attractiveness 
on Memorable City Brand Experience

When tourists come to a city, they want to visit various tourist destinations. When tourists see or feel a 
good range of facilities in tourist destinations around the city, this will affect the tourists’ experience of 
the city. In the concept of experiential marketing, the attractive attributes of an object can be a clue that 
enhances the consumers’ experience on the object (Brakus, Schmitt, & Zarantonello, 2009; Schmitt, 
1999a, 1999b, 2009). Bharwani and Jauhari (2013) explain that a factor including physical environment 
becomes an important part in enhancing the guest’s experience. Several other researchers also explain 
how the specific brand attributes will enhance the experience (Bosshart & Macconi, 1998; Rajgopal, 
Venkatachalam, & Kotha, 2001). In the context of city branding, there are several attributes that can 
improve memorable tourist experience. Some of these attributes include: infrastructure (Dwyer & Kim, 
2003; Murphy, Pritchard, & Smith, 2000), value / cost (Driscoll, Lawson, & Niven, 1994; Dwyer & 
Kim, 2003), Local culture (Dwyer & Kim, 2003; Kim, Ritchie, & McCormick, 2012; Kim, Hallab, & 
Kim, 2012), accessibility (Driscoll et al., 1994; Dwyer & Kim, 2003; McKercher, 1998), physiography 
and climate, place attachment (Crouch, 2011; Dwyer & Kim, 2003), entertainment (Ritchie, Crouch, & 
Hudson, 2001), the quality of service, safety / security (Driscoll et al., 1994), hospitality ((Chandralal 
& Valenzuela, 2013), etc. From these explanations, the first hypothesis in this study is:

H1: City brand attractiveness has a positive and significant effect on memorable city brand experience.

3.2. The Influence of Memorable City Brand Experience on City Brand Love

Love has an important role in brand relationship, thus love is a part of the brand relationship (Ahuvia, 
1992, 1993, 2005; Carroll & Ahuvia, 2006). Love is important in a long term relationship between con-
sumer and brand (Fournier, 1998). Brand love is defined as the level of passionate emotional attachment 
which a satisfied consumer has for a particular trade mark (Carroll & Ahuvia, 2006). Several studies have 
described that experience can improve emotional brand attachment (Dunn & Hoegg, 2014). The experience 
can also increase a person’s relationship to the brand or specific objects (Fournier, 1998). In the context 
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of city branding, an experience which is uneasy to be forgotten of the destinations or services within a 
city, will affect tourist’s love to the city. From these explanations, the second hypothesis in this study is:

H2: Memorable City Brand Experience has a positive and significant effect on city brand love.

3.3. The Influence of Memorable City Brand Experience 
on Tourist Based City Brand Equity

Basically, brand equity consists of brand awareness, brand association, perceived quality and brand 
loyalty (Aaker, 1991, 1996a). Some researchers explain that the experience on a particular brand will 
make someone loyal to the brand ((Brakus et al., 2009; Sahin, Zehir, & Kitapci, 2011; Shim, 2012), 
brand awareness and brand association (Berry, 2000). Biedenbach and Marrel (2010) explain that con-
sumer’s experience can increase brand equity. Creating a memorable experience is an important strategy 
that should be developed by the municipality. The heart of the consumer’s experience is the personal 
meeting between himself and the brand/organization (Bharwani & Jauhari, 2013). Experience is ca-
pable in affecting the assessment of a person on a particular object or brand. In connection with tourist 
experience, tourists’ memorable experience will surely provide assessment for the tourist destination. 
Tourists will also continue to remember some impressive destinations. Based on the explanations, the 
third hypothesis in this study is:

H3: Memorable city brand experience has a positive and significant effect on tourist based city brand 
equity.

3.4. The Influence of City Brand Love on Tourist Based City Brand Equity

Brand love is an important construct which can affect the importance of word of mouth and decision 
making (Barbara & Ahuvia, 2006; Batra et al., 2012). Brand love is also able to make people loyal 
(Drennan et al., 2015). Carroll and Ahuvia (2006) explain that love construct developed specifically 
in the brand will contribute to the prediction of desirable consumer behavior (positive word of mouth 
and brand loyalty). The concept of brand love as emotional attachment (Carroll & Ahuvia, 2006) can 
increase customer loyalty (Grisaffe and Nguyen, 2011. Love to the brand will influence the judgment of 
a tourist. Someone who loves a city usually affects the level of tourist arrivals to consider re-traveling to 
the city. The higher one’s love in a brand or a particular object, the higher the brand equity. From these 
explanations, the fourth hypothesis in this study is:

H4: City Brand Love has a positive and significant influence on tourist based city brand equity.

4. RESEARCH METHOD

4.1. Population and Sample

The unit of analysis in this research is the consumer level. To obtain the data, this study used question-
naires distributed to respondents that are considered appropriate to provide information based on their 
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experience. The study population was someone who had made several trips to tourist sites or tastes a 
variety of services both in Jakarta or Yogyakarta. Questionnaires were distributed to 300 tourists who 
visited the city of Jakarta and 300 tourists who visit the city of Yogyakarta. From the total of 600 returned 
questionnaires, only 369 questionnaires have normal data and can be analyzed further (169 respondents 
for Jakarta and 200 respondents for Yogyakarta).

4.2. Definition and Measurement of The Construct

The measurement of questionnaire items in this study used a scale of 1 to 7, where the scale 1 shows 
a strongly disagree and 7 shows a strongly agree. The study used four constructs including: city brand 
attractiveness, memorable city brand experience, brand love, and city brand equity.

4.2.1. City Brand Attractiveness

City brand attractiveness is many factors that make a city interesting in consumer’s perception. The 
dimensions of city brand attractiveness in this research were adopted from Snieska and Zykiene (2015) 
dan De Noni et al. (2014), among which are: (1) quality of health care, (2) quality of social service, (3) 
quality of culture, (4) the level of safety, (5) quality of the environment, (6) level of economic develop-
ment, and (7) quality of education.

4.2.2. Memorable City Brand Experience

Memorable city brand experience is defined as the perceptions and responses of consumers due to a 
variety of events experienced on a city (connected with tourist sites, facilities, and public services in 
the city) that will not be forgotten in a long term. The dimensions of memorable city brand experience 
were adopted from Brakus et al. (2009). The dimensions are memorable thinking experience, memorable 
sensing experience, memorable feeling experience, and memorable behaviour experience.

4.2.3. City Brand Love

City brand love is defined as the level of emotional attachment of tourists which is full of passionate 
and happiness to a particular city. The dimensions of city brand love adopted from Barbara and Ahuvia 
(2006) are: (1) awesome city brand, (2) love city brand, (3) pure delight city brand, (4) passion with city 
brand, (5) attached with city brand.

4.2.4. Tourist Based City Brand Equity

City brand equity is defined as a judgment given by tourists having visited tourist destinations and felt 
services of a city. The dimensions of city brand equity adopted from Aaker (1991) are: (1) top of mind, 
(2) unique image, (3) positive perceived quality, (4) brand loyalty.
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5. RESULTS

This research used SEM to verify research framework and hypotheses, and applied AMOS 20 to obtain 
empirical results. SEM in this study examines two levels of analysis including the measurement model 
and the structural model. The results are shown below.

5.1. The Results of the Measurement Model

One of the conditions to analyze using SEM is the fulfillment of the assumptions of data normality. 
There are two things that are tested in a test of normality including univariate and multivariate normal-
ity. The requirement for data to be said normal is if the value is between -2.58 to 2.58. Table 1 shows 
that in univariate or multivariate, the two samples (Yogyakarta and Jakarta) can be concluded as normal 
because the value is between -2.58 to 2.58.

Validity and reliability measurements are part of measurement models. This study uses composite 
reliability to measure reliability. Requirement for reliable data is when the calculated value should be 
more than 0.6. To test the validity, this study uses loading factor and Average Variance Extracted (AVE). 

Table 1. Univariat and Multivariat Normality Testing Results

Dimension Yogyakarta Jakarta

Awesome City Branding    -2.521    -1.497

Love City Branding    -1.903    -0.923

Pure Delight City Branding    -2.289    -1.29

Passion with City Branding    -1.74    -0.64

Attached with City Branding    -0.936    -0.938

Brand Loyalty    -1.758    -2.203

Positive Perceived Quality    -2.058    -2.002

Unique Image    -2.228    -1.813

Top of Mind    -1.839    -1.276

Memorable Behaviour Experience    -2.048    -1.779

Memorable Feeling Experience    -2,126    -1,753

Memorable Sensing Experience    -1.726    -1.594

Memorable Thinking Experience    -2.048    -1.544

Quality of Health Care    -2.048    -1.992

Quality of Social Service    -1.352    -2.278

Quality of Culture    -1.908    -1.396

Quality of Safety    -1.935    -2.23

Quality of Environment    -1,182    -2.16

Level of Economic Development    -1.42    -1.541

Quality of Education    -2.024    -1.406

Multivariate    -0.113    2.486
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The data is said as valid when the calculated value of factor loading and the AVE should be more than 
0.5. Table 2 shows the calculated value to measure the reliability and validity for both sample of Yog-
yakarta and Jakarta. The results show that all the values in Table 2 are in accordance with the terms of 
reliability and validity, so it can be concluded that the data is valid and reliable.

5.2. The Result of Structural Model

Table 3 shows the results of structural model in this study. All the fit measurements in this study show 
that the average fit model for the sample of Yogyakarta is (NFI = 0.857, IFI= 0.890, TLI = 0.873, CFI 
= 0.889) and Jakarta is (NFI = 0.810, IFI = 0.856, TLI = 0.833, CFI = 0.854). This shows a different 
result between the sample of Yogyakarta and Jakarta.

Table 2. Factor Loading, AVE, and Composite Reliability

VARIABLE AND INDICATORS
YOGYAKARTA JAKARTA

Factor Loading AVE Composite 
Reliability

Factor 
Loading AVE Composite 

Reliability

City Brand Attractiveness 0.528 0.885 0.522 0.883

Quality of Healthcare 0.865 0.825

Quality of Social Service 0.709 0.690

Quality of Culture 0.812 0.837

Level of Safety 0.879 0.854

Quality of Environment 0.873 0.770

Level of Economic Development 0.924 0.851

Quality of Education 0.604 0.583

Memorable City Brand Experience 0.824 0.949 0.798 0.940

Memorable Thinking Experience 0.891 0.885

Memorable Sensing Experience 0.896 0.892

Memorable Sensing Experience 0.918 0.880

Memorable Behaviour Experience 0.925 0.916

City Brand Love 0.827 0.960 0.787 0.948

Awesome City Brand 0.923 0.892

Love City Brand 0.916 0.919

Pure Delight City Brand 0.918 0.861

Passion with City Brand 0.906 0.936

Attached with City Brand 0.884 0.822

Tourist Based Brand Equity 0.808 0.944 0.563 0.829

Top of Mind 0.889 0.544

Unique Image 0.906 0.540

Positive Perceived Quality 0.932 0.910

Re-Visit 0.868 0.914
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For the sample of Yogyakarta, (1) city brand attractiveness has a positive and significant influence 
on memorable city brand experience (B=0.726; p<0.05), so hypothesis 1 is accepted. (2) memorable 
city brand experience has a positive and significant influence on city brand love (B=0.245; p<0.05) so 
it can be concluded that hypothesis 2 is accepted. (3) Memorable city brand experience has a positive 
but not significant influence on City Brand Equity (B=0.144; p=0.058), so hypothesis 3 is rejected. (4) 
City brand love has a positive and significant influence on city brand equity (B = 0.381; p < 0.05), so 
hypothesis 4 is accepted.

For the sample of Jakarta, (1) city brand attractiveness has a positive and significant influence on 
memorable city brand experience (B = 0.717; p < 0.05), so hypothesis 1 is accepted. (2) memorable city 
brand experience has a positive and significant influence on city brand love (B = 0.212; p < 0.05), so 
it can be concluded that hypothesis 2 is accepted. (3) Memorable city brand experience has a positive 
but not significant influence on City Brand Equity (B = 0.06; p = 0.522), so hypothesis 3 is rejected. 
(4) City brand love has a negative but not significant influence on city brand equity (B = -0.137; p < 
0.245), so hypothesis 4 is rejected.

6. DISCUSSION

City branding is one of the important activities carried out by city government in Indonesia. Each city 
strives to have a unique positioning. In this study, the city of Jakarta and Yogyakarta become the focus. 
Jakarta is the capital of Indonesia. To invite tourists and investors to come to Jakarta, the Jakarta city 
government tries to make positioning of the city. In 2004, the city government makes up 9 positioning 
of the city. The positioning are: (1) Jakarta, smile city; (2) Jakarta, feel the pulse, (3) Jakarta, It’s cool 
to be hot, (4) Jakarta, Rhythm of Life, (5) Jakarta, The Spice of Life, (6) Jakarta, Asia’s Hidden Secret, 
(7) Jakarta, It’s Real, (8) Jakarta, there’s more in Jakarta, and (9) Enjoy Jakarta. Even recently years, 
Jakarta made positioning as smart city. Yogyakarta is a town that was once famous as a city of education. 
Since 2001, the city of Yogyakarta has been positioning himself as “Yogyakarta Never Ending Asia.” 
In March 7, 2015, Yogyakarta changed its positioning to Yogyakarta Istimewa (exceptional). Although 
its positioning changed, but the culture and local wisdom are still attached to it.

Table 3. Hypotheses Testing Results

YOGYAKARTA CITY B P

H1: City brand attractiveness→Memorable city brand experience 0.726 <0,001

H2: Memorable city brand experience→ City Brand Love 0.245 <0,001

H3: Memorable city brand experience→ City Brand Equity 0.144 0,058

H4: City Brand Love → City Brand Equity 0.381 <0,001

JAKARTA CITY B P

H1: City brand attractiveness→Memorable city brand experience 0.717 <0,001

H2: Memorable city brand experience→ City Brand Love 0.212 <0,001

H3: Memorable city brand experience→ City Brand Equity 0.06 0.522

H4: City Brand Love → City Brand Equity -0.137 0.245
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The results of this study in Figures 1 and 2 explain that the attractiveness of a city can influence tour-
ists’ memorable experience of a city, either Jakarta or Yogyakarta. Cities should be attractively designed 
such as improving infrastructure, hospitality, transportation, and others (Li, Wu, & Cai, 2008). Cities 
with modern infrastructure and facilities offering various attractions are able to attract not only visitors 
who are interested in traveling and participating in cultural experiences, but also business travelers (Xu 
& Zhang, 2016). Tourists will tend to like an attractive tourist destination. The more attractive tourist 
destination, the more unforgettable experiences the tourists have. Both tourists who come to the city of 
Jakarta and Yogyakarta feel attractive destinations, facilities, and services. This makes the tourists feel 
an unforgettable experience.

This study finds that tourists’ unforgettable experience is not able to make them provide a significant 
assessment to the city. Experience cannot directly affect the value of the brand of a city. Tourist based 
brand equity consists of top of mind, unique image, positive perceived value, and brand loyalty. Unforget-
table experience does not necessarily make the brand of the city become top of mind and unique image, 
as well as having a positive perceived value in the minds of the tourists. A memorable experience does 
not significantly affect loyalty.

Tourists’ memorable experience is able to make them love a city. The results of this study for the 
sample of Jakarta and Yogyakarta show similar condition. Tourists who come to Jakarta and Yogyakarta 
will not only be happy at the tourist destinations, but also love these cities. Love to the city indicates that 
the tourists feel connected with the city of Jakarta and Yogyakarta. Besides, they also have desire, feel 

Figure 1. Hypotheses Testing Results for the Sample of Yogyakarta

Figure 2. Hypotheses Testing Results for the Sample of Jakarta
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fascinated and happy after an unforgettable experience in the cities of Jakarta and Yogyakarta. Barbara 
and Ahuvia (2006) explains that loving the city brand means (1) awesome city brand, (2) love city brand, 
(3) pure delight city brand, (4) passion with city brand, (5) attached with city brand. These things happen 
because someone has an interesting experience.

City brand love for the sample of Yogyakarta city has a positive and significant impact on the assess-
ment of tourists to the city. A person who loves a city brand means there is a very deep feeling between 
him and the brand. The love of a particular brand will greatly affect loyalty (Batra et al., 2012; Carroll 
& Ahuvia, 2006). However, for the sample of Jakarta city, City brand love has a negative influence on 
tourist based brand equity. Jakarta is loved, but not necessarily a tourist will rate well in the city. There 
are several reasons why it happens. (1) Jakarta has some difficult problems which have not been solved 
including traffic jams, floods, and crimes. The Jakarta city administration has already been working 
to overcome it. Jakarta is also known as a “stopover”, that is, many tourists simply make the city as a 
stopover place not as the main purpose of tourist destinations. The Jakarta city administration has at-
tempted to establish positioning to overcome these problems, namely with the tagline “Enjoy Jakarta”. 
It is sought to allow tourists to enjoy Jakarta. Besides, the city government has been working to prevent 
flooding, congestion and crime. (2) Many positioning of Jakarta make people confused about what is 
going to be built in Jakarta. It is different from the positioning of Yogyakarta. Despite the change, there 
is one important element that is inherent in the image of the city of Yogyakarta, those are, local culture 
and wisdom. Overlapping and confusing identity will negatively impact visitor ratings (Zenker, Braun, 
& Petersen, 2017)

7. CONCLUSION

The findings of this research broadly describe that there are some result differences between those two 
sample cities (Yogyakarta and Jakarta). The similarities found in this research show the factors related 
to the visitors’ interest focusing on the quality in gaining the costumers’ positive perceptions on the 
tourism sites, public services, education, and various exciting experiences. In addition, city brand love 
also creates emotional bond that the visitors in both cities feel the presence of loves and various dis-
tinguishing experiences when living in Yogyakarta and Jakarta, including hospitality, cleanliness, and 
facilities. Meanwhile, the differences shown in this research are due to the influence of city brand love 
on the tourist-based city brand equity since it is related to the loyalty of tourists as the visitors on the 
visited cities. The evaluation resulted from the visitors’ perceptions on both cities is related to the deci-
sion making to visit the related cities based on the experiences they may obtain. Yogyakarta shows the 
city with various cultures and local wisdoms, while Jakarta is still considered as the central city as the 
state capital of Indonesia which becomes the central activities of the entire provinces in Indonesia. The 
arising problem is obviously shown by the visiting tourists, including traffic jams, floods, and crimes.

There are two managerial implication in this study: First, City administration should make an appro-
priate positioning for the city. This research finds that involving culture and local wisdom is an important 
part in city branding. City branding with cultural and local wisdom content will make tourist give a good 
assessment to the city. Second, The Jakarta administration needs to pay attention to some problems that 
make tourist like the city but do not give positive assessment to the city. The administration should be 
able to solve the problems of floods, traffic jams, and crime to make tourists’ love give positive assess-
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ment to the city. Third, Yogyakarta city government has put their trust on their local people and visitors 
to own high convenience, familial relationship, and intimacy. It shows the coherence between the basic 
concept on the utilization of efforts to create city branding and those reflected from the brand promotion 
of Yogyakarta to the visitors. Thus, people’s and visitors’ awareness on City Brand Love is created in 
order to develop the brand and knowledge awareness, especially considering to the existence of various 
brands and city identities shown through their familial relationship and hospitality from the created situ-
ations. Fourth, The visitors’ evaluation indicates that those in Jakarta and Yogyakarta, both local and 
non-local visitors depend on the stakeholders of the visitors of the related cities. The arising perception 
is due to the existing of various qualities in each city, such as culture, security, health, and services pro-
vided. Fifth, Socialization is considered necessary to be conducted by the city government in creating 
the people’s knowledge level on city branding to have the similar perception in order to overcome their 
poor knowledge on the city. Thus, poor familial relationship may be communicated or promoted better 
to the national and international people. The city government hopes that with the people’s ownership of 
the same perception, image and needs to perform for the sake of the city life quality improvement may 
result in attractiveness for both domestic and international users of recreation, especially related to the 
culture of the related cities.

The limitation of this study is that the fit model in this study is still in the category of average. It has 
not fulfilled the required cut off. For future research, it is recommended that the selection of sample is 
done more tightly since it is possible that the model is still in the average level due to the respondents.
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ABSTRACT

This chapter investigates how consumers’ brand attitudes are influenced by an advanced form of branded 
entertainment: the Advertiser-Funded Program. Based on prior work on brand placement, hybrid ad-
vertising, and branded entertainment, a model is constructed that captures the interplay of three key 
determinants of brand attitudes: program liking, viewing frequency, and program connectedness. Results 
indicate that liking of the program is transferred to brand attitudes. This effect is complementarily me-
diated by connectedness with the program but not by viewing frequency. The chapter concludes with a 
discussion of implications for theory and practice and provides an overview of potential avenues for 
future research.
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INTRODUCTION

The increasing penetration of digital television and online pay-per-view and streaming services is put-
ting the traditional advertising-funded business model of commercial television under pressure. As 
marketers are looking for new, more effective ways to promote their brands, hybrid advertising formats 
that merge commercial content with media content (e.g., brand placement or branded entertainment) 
are becoming increasingly popular (PQMedia 2012; Verhellen et al. 2013). This trend towards blending 
in the commercial message with editorial or creative content is also reflected by industry reports that 
indicate that the global expenditure on branded entertainment amounted up to $54.58 billion in 2009, 
and is forecasted to grow by a compound rate of 9.2% by 2014 (PQMedia 2010). To produce entertaining 
content that is both appealing to the audience and well-suited for brand integration, many large media 
companies such as ITV (Britain) and production companies such as Endemol (The Netherlands) have 
established an internal branch specialized in branded entertainment content.

Branded entertainment can take many forms, with varying levels of brand integration. Perhaps 
the most state-of-the-art format is the Advertiser Funded Program (AFP), a television program that is 
completely funded by, and built around a specific brand. In an AFP, the brand is part of the program’s 
essence and permeates many aspects of the program content. By creating relevant content around the 
brand, an Advertiser Funded Program offers the opportunity to communicate a clear brand image to 
its target audience in an original way. AFPs vary in the extent to which they connect the brand to the 
plot or the purpose of a program. Most extant academic literature on the subject of mixing commercial 
and editorial content has exclusively focused on simple product placement (e.g., Kamleitner & Jyote 
2013; Russell & Stern 2006). Academic research on more advanced forms of branded entertainment, 
such as the AFP, is currently lacking. In addition, more research is needed that unearths the process of 
how consumers’ brand attitudes are influenced by brand placement in general and AFPs in particular. 
A number of studies have identified context liking (e.g., program liking, Cowley & Barron 2008) and 
viewers’ level of connectedness to media content (Russell et al. 2004b) as important determinants, but 
it is yet to be shown how these factors are intertwined.

Moreover, existing literature mainly consists of forced exposure experiments that take place in an 
artificial laboratory setting (e.g., Cowley & Barron 2008). Although internally valid, these experiments 
may not capture how brand placement and other branded entertainment formats influence viewers’ 
brand attitudes in real-life. Therefore, recent studies have called for more naturalistic research designs 
(Dens et al. 2012). Brands often invest in placements across multiple episodes, or even an entire season 
of an entertainment program. A well-known television example is Volkswagen’s agreement with NBC 
to include its cars in various entertainment programs (Ives 2005). Little is known about the impact of 
advertising in a season-long entertainment show, or how multiple brand integrations spread across dif-
ferent episodes of a program impact brand attitude formation.

To the best of our knowledge, this study is the first to investigate a branded entertainment format of 
higher sophistication than ‘mere’ product placement. Moreover, we conduct a field study on a panel of 
real television viewers that were surveyed one week after the final episode of the program was broadcast. 
This allows us to gauge how watching an Advertiser Funded Program influences consumers’ brand at-
titudes under naturalistic conditions. Lastly, we assess an integrative framework that explains how brand 
attitudes are impacted by an AFP.
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THEORETICAL BACKGROUND AND HYPOTHESES

In order to explain how AFPs can influence viewers’ brand attitudes, we resort to theoretical constructs 
established in prior research on the effects of product placement: program liking (Cowley & Barron, 
2008), and program connectedness (Russell, Norman, & Heckler, 2004a). Additionally, we also investi-
gate the effect of the frequency of exposure to the program. The research model is presented in Figure 1.

Program liking is found to be positively related to attitudes toward brands that are integrated in a 
program (Van Reijmersdal et al. 2007). Similar findings have emerged from research on how the context 
surrounding an advertisement influences attitudes toward the ad and the advertised brand. For instance, 
a study by De Pelsmacker et al. (2002) demonstrates that moods elicited by program content affect how 
consumers respond to commercials in the adherent ad-block. In literature, this process is often referred 
to as ‘affect-transfer’ or the ‘spillover principle’ (De Pelsmacker et al. 2013). It is essentially a form of 
associative learning, whereby a connection is learned between the positive affect and thoughts that are 
aroused by the program content and the advertising brand. Product placements are intrinsically embedded 
in the content of the program or movie. As proposed by Russell (1998), this induces a transformational 
process in which context related feelings and thoughts may spill over to placed brands. When the brand 
is placed in a program that evokes positive affect and positive thoughts, which is often the case (cfr. Fer-
raro & Avery 2000), these may spill over to viewers’ attitudes toward that brand. This process can also 
explain how AFPs impact consumers’ attitudes toward the sponsoring brand. By crafting an entertaining 
program format around the brand, advertisers hope that positive responses to the program will transfer 
to their brand. In sum, we expect that:

Hypothesis 1: Program liking has a positive effect on brand attitude.

Liking a program can trigger the viewer to engage with the program by increasing their level of in-
volvement with the program. This involvement can even lead to the development of para-social relations 
between the viewer and the program. This means that the viewer connects to the program on a personal 
level. Indeed, it is by offering their viewers appealing content that television producers hope to foster an 
enduring connection with the program (Russell et al. 2004a). Although liking can explain how consum-
ers’ enjoyment and engagement with an AFP influences their brand attitudes, there is still a deeper-lying 
dimension of this engagement to be unearthed: connectedness. Connectedness refers to the intensity of the 
relationships that viewers develop with television programs and their characters (Russell et al., 2004a). 
To capture the process of viewers developing para-social relations with a program and its characters/
participants, Russell et al. (2004a) developed the connectedness construct. Connectedness is conceptu-
ally different from liking, as it also measures how viewers model their behavior to that of characters or 
participants of television shows or alter their behavior to reflect the show’s values. Despite the relevance 
of this concept, it has only been explored within the setting of television sitcoms by Russell, Norman and 
Heckler (2004a). In this setting, the viewers’ degree of connectedness was shown to be a major determi-
nant of how people process television entertainment (Russell, Norman and Heckler, 2004b). Moreover, 
Russell et al. (2004a) have demonstrated that connectedness positively impacts attitudes toward brands 
that are placed in the program. Similar to the effects of liking, the impact of connectedness on brand 
attitude can be explained by a carryover of positive attitudinal and, in this case, para-social responses 
toward the program to the placed brand. A connected viewer watches the program because it links to 
his or her personal interests, values, desires, etc. For these viewers, the program is not just likeable or 
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involving, but also significant on a person level. This adds another layer of meaning to the program and 
the viewing experience (McCarty 2004; McCracken 1989). Brands that are embedded in the program 
can thus benefit from viewers’ connectedness because they become part of that viewing experience.

While never empirically validated, we assume that viewers who like the program are more likely to 
develop a higher degree of connectedness. Para-social connections with a program and its characters are 
unlikely to develop when the first general evaluations of the program and how it links to the viewer’s 
personal interests are negative. According to this reasoning it is asserted that viewers’ primary and general 
evaluations of the program will positively impact connectedness. Given the positive effect of connectedness 
on brand attitude, connectedness will mediate the effect of program liking on brand attitude. However, 
program liking may not always lead to connectedness, we only expect partial mediation and a residual 
direct effect of program linking. We thus expect this mediation to be complementary. Complementary 
mediation is established when both the direct and indirect effects of the independent variable are sig-
nificant. In such cases, the indirect effect is thought to complement the direct effect (Zhao et al. 2010).

Hypothesis 2: Connectedness (complementarily) mediates the positive effect of program liking on 
brand attitude.

As aforementioned, the present research captures an entire season of an AFP, which implies that 
viewers may be repeatedly exposed to brand integrations. This particularly applies to viewers who like 
the program, as they are inclined to watch the program more often. According to the two-factor theory, 
repeated exposure to an unfamiliar stimulus prompts positive habituation toward that stimulus as familiar-
ity and comfort with the stimulus increases. Yet, as the number of exposures mounts further, the second 
factor, tedium, exerts a negative influence on affective responses as familiarity gives way to boredom. 
Presumably, the overall favorableness of affective response at a given level of repetition reflects the net 
effect of these two factors, with positive habituation exerting a positive influence on affective response, 
while tedium has a negative influence (Nordhielm 2002). However, in the case of an AFP, the entertaining 
character of the content may prevent tedium from taking effect. AFPs embed the brand in an amusing 
program format, in which the brand often plays an active role. Consequently, repeated exposure to brand 
integrations in well-liked content may induce positive habituation to the brand, resulting in better brand 
attitudes (Nordhielm 2002; Verhellen et al. 2014). In the context of an entire season of an AFP, view-
ing frequency can partly explain the transfer of program liking to brand attitudes. Thus, we expect that:

Hypothesis 3: Viewing frequency (complimentarily) mediates the positive effect of program liking on 
brand attitude.

METHOD

Setting

The program under study is ‘De Designers’, the Flemish version of ‘Project Runway’. De designers was 
a 10-episode branded entertainment fashion designer competition, sponsored by the Belgian fashion 
retailer JBC. Each episode had a duration of 50 minutes, and was broadcast on a popular Belgian com-
mercial television station. The winner of the competition got to design his/her own clothes collection, 
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which would be sold in JBC stores. As such, the brand was an omnipresent and essential part of the 
competition and the program. The brand was also given a lot of visibility throughout the program. Each 
episode contained several brand placements in the form of auditive mentionings, brand logo’s in the 
designers’ workshop, etc. At regular times during the competition, the participants visited JBC designers 
or JBC stores. Lastly, the sponsoring brand was also shown and mentioned in the program’s end credits 
by means of a sponsorship disclaimer.

Procedure and Sample

This study investigates the effects of an AFP by means of a post-test design. Contrary to previous re-
search on hybrid advertising (e.g., Gupta & Lord 1998; Yang & Roskos‐Ewoldsen 2007), the present 
study examines how viewers respond to an entire season of an AFP. Therefore, viewers’ responses to the 
AFP campaign were measured through an online questionnaire one week after the program finale was 
broadcast. The sample (n = 544) was collected by a Belgian market research agency to be representative 
of the program’s audience profile. Only individuals who reported having viewed at least 10 minutes of 
the program were included in the sample. Table 1 provides an overview of the sample’s characteristics.

Measures

The online questionnaire first measured respondents’ viewing frequency of the program (how many 
episodes they had watched, between 1 and 10). All other constructs were measured on 5-point scales. 
Respondents’ liking of the program was measured using the 6-item Likert scale of Cowley and Bar-
ron (2008) (e.g., ‘I really enjoyed watching De Designers’, α = .912). Connectedness was measured by 
means of a 10-item Likert scale based on (Russell et al. 2004a) (e.g., ‘I would like to participate in De 
Designers myself’, α = .888). Afterwards, respondents had to indicate their attitude toward the spon-
sor brand on a 6-item Likert scale based on Sengupta and Johar (2002) (e.g., ‘… is a good brand’, α = 
.968). Finally, age category (]-20yrs], [21 – 30yrs], [31 – 40yrs], [41 – 50yrs], [51 – 60yrs], [+60yrs[) 
and gender were measured.

Figure 1. Research model
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RESULTS

The proposed model was tested using the procedures for mediation analysis suggested by Preacher and 
Hayes (2008). These authors assert that mediation should be assessed through the calculation and signifi-
cance testing of indirect effects. Contrary to the traditional way of testing mediation outlined by Baron 
and Kenny (1986), the procedure of Preacher and Hayes (2008) no longer requires the direct effects to be 
significant in order for mediation to be established. It is argued that in order to properly test mediation, a 
significance test of the indirect effect is required using confidence intervals derived from an asymmetric 
bootstrapped sampling distribution (see Preacher & Hayes 2008 for further discussion). Applying this 
procedure has been facilitated by the development of several computational tools to assist researchers 
in testing mediation hypotheses. For the purpose of this research, Model 6 of the PROCESS macro for 
SPSS was used (Hayes 2008). This approach allows the simultaneous examination of the indirect effect 
of an independent variable on a dependent variable through up to four parallel mediators. As shown in 
Figure 1, our model also includes two statistical control variables: gender and age category. Exploratory 
analyses pointed out that both variables exerted significant effects on the dependent variable brand at-
titude. In order to warrant the reliability of the impact of the independent variables, it was necessary to 
account for the variance in brand attitude caused by these factors. Gender was inserted into the model 
as a dummy variable (0 = male, 1 = female), and age category was indicator coded using the youngest 
age group as a reference category (Aguinis 2003). Brand attitude was significantly higher for female 
respondents than for male respondents (b = .242, t = 2.344, p = .020), and the simple slope effects of 
the age category dummies of [21 – 30yrs], [31 – 40yrs], [41 – 50yrs], [51 – 60yrs] showed significant 
deviations from the reference group (range of b = .302 to .579, p < .05).

Our findings show support for hypothesis 1, as there is a significantly positive impact of program 
liking on brand attitude (b = .148, t = 2.464, p = .014). Statistical significance of the mediation effects 
is assessed by calculating confidence intervals around the effect size at a confidence level of 95%. If 
these confidence intervals do not contain zero, the effect size is considered statistically significant. In 
order to test hypothesis 2, we investigate the indirect effect of program liking on brand attitude through 
connectedness. Our findings show that the effect of liking is complementarily mediated (Zhao et al. 
2010) by connectedness (b = .115, bootstrapped confidence interval: .045; .196). Hypothesis 2 is thus 

Table 1. Overview of the sample’s distribution across age and gender

Gender

Age category Male Female Total

-20 yrs. 12 (15.2%) 119 (25.6%) 131 (24.1%)

21 – 30 yrs. 35 (44.3%) 193 (41.5%) 228 (41.9%)

31 – 40 yrs. 12 (15.2%) 81 (17.4%) 93 (17.1%)

41 – 50 yrs. 14 (17.7%) 54 (11.6%) 68 (12.5%)

51 – 60 yrs. 4 (5.1%) 14 (3.0%) 18 (3.3%)

+ 60 yrs. 9 (6%) 6 (1.1%) 15 (2.1%)

Total 86 458 544 (100%)
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supported. Contrary to our expectations, our analysis of hypothesis 3 shows that, although program lik-
ing positively impacts viewing frequency (b = 1.761, p < .001), this effect is not transferred to brand 
attitude (b = -.045, bootstrapped confidence interval: -.108; .016).

DISCUSSION

Although the effects of program liking and connectedness on brand attitude have been studied before 
(Russell et al. 2004a), this study is the first to show how these variables actually relate to one another in 
the formation of brand attitudes throughout an entire season of an AFP. The present study demonstrates 
that offering consumers entertaining content in the form of an AFP can positively influence their at-
titude toward the sponsoring brand. Moreover, our results indicate that an important part of this effect 
is explained by connectedness. Indeed, viewers who like the program develop a higher degree of para-
social connectedness with the program and its participants. Connectedness in turn had a positive effect 
on brand attitudes, thus partially transferring the effect of program liking on brand attitude. This is in 
accordance with the findings of Russell et al. (2004a), who also found a positive effect of connectedness 
on brand attitude. Contrary to what was expected, the results did not evidence mediation of program 
liking to brand attitudes by viewing frequency. Even though program liking has a positive influence on 
viewing frequency, this positive effect is not transferred to brand attitude. These findings suggests that 
increased viewing of the AFP is not enough to form brand attitudes as a result of program liking. When 
simultaneously considering the mediation of program liking by viewing frequency and connectedness, 
it becomes apparent that only a deeper rooted para-social connectedness with the program explains in 
part how positive program related affect is transferred to the sponsoring brand. In other words, it is vital 
for an AFP to offer its target audience entertaining content that they can relate to on a personal level. 
Although program liking also increases viewing frequency, this concept does not reflect a viewer’s per-
sonal relationship with the program. Viewers who connect to the program are also more attentive towards 
behaviors, paraphernalia and environments within the program, and are more open towards behavioral 
and attitudinal influencing on behalf of the program (Russell et al. 2004b; Russell & Puto 1999). When 
this is accomplished, the positive liking for the program and the para-social connectedness of viewers 
with the program are transferred to the program’s sponsor.

MANAGERIAL IMPLICATIONS

Advertisers investing in advanced integration of their brand in entertainment content, such as an Advertiser 
Funded Program, should pay particular attention to the content and how it is perceived and experienced 
by its target group. Branded entertainment content does not improve brand attitudes unless it is positively 
perceived by viewers, and when it finds the right links to connect with the viewers’ personal interests. 
Although our research shows that a format that focuses strongly on the sponsoring brand can improve 
brand attitudes, this only applies when the content is also valuable to the viewers. Advertising and mar-
keting managers should thus primarily focus on producing good targeted content that is both likeable 
and able to generate viewer connectedness. When involved in the production of branded entertainment 
content, advertising practitioners should not focus narrowly on the promotion of their brands, but on the 
meaningful integration of their brand in a context that is relevant to watch for their target audience. It 



1198

How Branded Entertainment Shapes Consumers’ Brand Attitudes
 

is evident that before venturing into these types of investments, a thorough understanding of the target 
group’s potential interest in the topic of the program and how it relates to their personal environment and 
lifestyle is needed. However, as illustrated by the study findings, when executed properly and targeted 
towards the right people an AFP can have a positive impact on consumers’ brand attitudes.

A hindrance for hybrid advertising in general and AFP’s in particular is the reluctance of producers 
and creative professionals to mix their content with commercial content (Balasubramanian et al. 2006; 
Russell & Belch 2005). Their concern is that the commercial content will harm the integrity of their 
production and devaluate their quality. The present research indicates that even an extremely advanced 
form of hybrid advertising, an AFP, is generally well received (M = 3.46). When consumers’ evalua-
tions of the program are positive, they are also more inclined to watch more episodes, and connect to 
the program on a personal basis. Such findings reveal that blending commercial content with editorial 
content is not necessarily associated with deterioration in consumers’ valuation of the program. This 
resonates with prior findings on consumers’ attitudes toward the practice of product placement. Gould et 
al. (2000), for instance, evidenced that perceptions on the acceptability of product placement are generally 
positive. Brand integration is thus not necessarily negatively perceived by the audience. These arguments 
can mitigate the concerns of producers and creative professionals involved in the production of AFP’s.

LIMITATIONS AND FUTURE RESEARCH DIRECTIONS

The present study has a number of limitations that imply some interesting directions for future research. 
A first limitation is the specific topic of the AFP. Although integrated in an entertaining format, the 
program revolves around fashion and, more specifically, the design aspect. It is likely that such pro-
gram only appeal to a niche of the general audience that has a special interest in fashion. An attempt 
to minimize the biasing effect of a special interest in fashion was undertaken by incorporating age and 
gender as statistical controls in the mediation model. But even when controlling for these factors, the 
generalizability of the study’s findings could be limited to special interest programs only. Therefore, 
future research on the AFP format should focus on entertainment programs with a broader focus that 
appeal to larger audiences.

Recent research on product placement and other forms of branded entertainment has pointed out 
that the activation of consumers’ persuasion knowledge is also an important determinant of how they 
respond to the integration of the brand (Van Reijmersdal et al. 2012; Verhellen et al. 2014; Waiguny et 
al. 2010). Persuasion knowledge refers to the consumer’s intuitive knowledge of and evaluation of per-
suasive practices (Friestad & Wright 1994). When this knowledge is activated, and consumers become 
aware that they are being persuaded, a negative evaluation of the applied persuasive technique can result 
in skeptical responses toward the persuasive agent (i.e., the brand). As the present research does not 
include a measure of persuasion knowledge, it is up to future researchers to shed light on the role of this 
concept in the context of advertiser funded programming.

Future research efforts should also look into new forms of branded entertainment that are emerging 
on social media platforms. For instance, a recent study of Verhellen et al. (2013) examines the impact 
of brand placement in user-generated content videos placed on YouTube. Likewise, in their attempts 
to engage consumers, many brands are investing in the creation of brand-related online entertainment 
content that is passed on to consumers through social media brand pages. These types of branded en-
tertainment are relatively new and poorly understood. There are many opportunities for future research 
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in this direction. For example, there is very little research on the impact of message characteristics of 
online content on consumer behavior and attitude formation. In order to comprehend online consumer 
behavior, like sharing the message through social media, or creating eWom, these research questions 
should be addressed.
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KEY TERMS AND DEFINITIONS

Advertiser Funded Program: A form of branded entertainment whereby the production costs of 
a television program are partly or completely covered by (a) commercial partner(s) in exchange for 
integration of the partner’s brand(s).

Affect Transfer: The psychological mechanism that describes the learning process in which program 
induced affect generalizes to specific elements within that program (i.e., brands).

Branded Entertainment: Refers to media products that are a blend of commercial (branded) content 
with editorial content that is entertainment oriented.

Connectedness: A psychological construct that refers to the extent to which a viewer of a television 
program develops para-social relations with the program or specific elements within the program (e.g., 
characters or participants).

Mediation: Refers to the process by which the relationship between an independent and a dependent 
variable is explained by one or multiple intermediary explanatory variables.

Product Placement: The paid integration of products or brands in media products.

This research was previously published in Engaging Consumers through Branded Entertainment and Convergent Media edited 
by Jose Marti Parreno, Carla Ruiz Mafe, and Lisa Scribner, pages 189-201, copyright year 2015 by Business Science Refer-
ence (an imprint of IGI Global).
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ABSTRACT

TV series and movies which have become one of the most effective media tools, has a fairly determina-
tive power on perceptions, opinions, reactions, and behaviours. The effect of movies and TV series on 
destination advertising can be appeared as informing, offering a perspective for the spectator, creating 
an image and directing the image. The places where the film is located in or the places that are told in 
the film take place relatedly in the spectators’ minds. Accordingly, a destination can obtain an image 
and become a brand by presenting in a film or locating in a film. In that sense, this part is important in 
terms of analysing the role of TV series and movies on promotion of country and building a destination 
image, stressing that the power should be used to create an image about the region where is located or 
told in the film or to change the current image in individuals’ minds by destinations efficiently. This part 
mainly inclines on these points and the subject will be analysed profoundly.

BRAND AND IMAGE NOTION

Brand Notion

Brand notion can provide great profits to establishments if it is coordinated accurately, though it is a 
process hard to build up (Karabıyık, 2008, p. 2). It is obvious that a powerful brand means a higher 
market share, higher sales and profit. The basic point in order to reach the targeted benefits is to create 
a strong brand (Uztuğ, 2003, p. 21).
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Brand is a sign put on the products by the establishment exposed put in order for the particular services 
to be recognized during advertising (Meral, 2011, p. 51). American Marketing Association (2014) defines 
the brand as name, symbol, term, sign, figure or combination of these used for describing products or 
services and to be recognized among rivals.

Born in 20th century, brand notion which appeared as a result of mass production in packaging the 
products such as rice, flour, soap sold in bulk by local shops. In the second half of the 1900’s, businesses 
began to announce their new inventions in mass markets through advertisements. These advertising ef-
forts made the individuals recognize the brand as a new notion as well as offering them a new lifestyle. 
Thereafter, individuals began to recognize the products with their brands while meeting their needs. The 
products sold in local shops created their brand image through celebrities’ typecastings in order to put 
forth their differences (Naomi, 2002, p. 29). Brand has begun to have a role for both the producers and 
the consumers. While the brand plays significant roles for determining the source of product, evaluat-
ing the responsibility of producers, risk&cost minimization and the relationship between consumer and 
producer from the point of consumer, it also plays a part as a means of tracing, picking up and protecting 
the originality of products, a quality indicator for satisfied costumer, a tool for presenting the product 
and a source for financial returns from the point of producer (Keller, 2008, p. 7).

When it is considered as a point that affects the elements of brand marketing mix, it can be seen that 
brand management process is a much bigger component of activities that include the process of improving 
new product and service as well. Designing a new product or service, improving and creating a brand is 
a very important process that provides firms to keep afloat. Accordingly, the process has to be managed 
effectively in order to gain and keep the customer (Selvi, 2007, p. 83).

Image Notion

Image notion can be defined as personal judgements created as mental description of individual’s general 
impression, emotion, belief and the knowledge about an object or destination (Baloglu and McCleary, 
1999, p. 870). In a simpler expression, image is the knowledge, impression, prejudice or opinion of a 
person or a group about a place or a product (Tolungüç, 1999, p. 62).

The experiences people had in the past, their education, psychological states at that moment and 
the cultures in which they live cause an object, an event or a person to be evaluated and perceived in a 
different way. Within this framework, image is evaluated as the reflection of something real in a per-
son’s mind. The reflection that cannot be controlled completely, can be estimated and it is possible to 
generalize this estimation. For this reason, producers spend a considerable effort to control the image 
(Yıldız, 2002, p. 7).

Brand Image Notion

Activities held for persuasion and introduction of new products were performed in advertising until the 
mid-20th century. Also, by bringing the monotype production in mass production, businesses needed to 
differentiate their products and they strived to create a brand image besides introducing new products 
through advertising. Brand image has been associated with consumers’ psychological satisfaction through 
the abstract benefits. Accordingly, brand image covers the satisfaction and loyalty of costumers’ as well 
(Corstijens & Lal, 2000, p. 287).
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In general, image involves the customers’ opinions about the abstract features of brand rather than 
functional features. In other words, the features that satisfy the psychological and social needs of costum-
ers build up the content of image. Image is the aggregate of associations. Therefore, associations created 
for different abstract fields constitute the image by means of the links developed between them. These 
evokers can be formed as; directly as a result of consumer experience from advertisement, news that 
public relations originated from and what the consumers hear from the reference group (Öneren, 2013, 
p. 78). While image clarifies the abstract features of a brand, brand image is an overall picture in the 
consumers’ minds and it is shaped by the comments that consumers make on the grounds of rationality 
and emotionality. Brand image is affected by the factors which are under or beyond the control of the 
firm. While the activities intended for communication are under control of the firm, communication 
between costumers, consumers’ own observation, knowledge, judgement and experience are the factors 
that cannot be controlled (O’Shaughnessy, 1995, p. 326).

Because destinations have smilar specialities with each other and present concrete products as well 
as abstract ones, competition between destinations emerge through images. The main aim of position-
ing strategy is to strengthen the existing positive image and creating positive image instead of negative 
image about destinations. The destination with the most positive image yields the highest satisfaction 
to tourists, consequently, The higher positive destination image, the higher chance of being elected 
(Baloglu & Mangaloglu, 2001, p. 2).

DESTINATION BRAND

Destination means the place visited. Destination is the basic component offering the sources for tour-
ism supply, activities and other products. Destination undertakes the basic function to activate tourism 
potential and to provide contribution to many fields, notably economic aspects for the countries. Also 
identified as the place where the travelling people stay temporarily, destination can be a continent, a 
village or even a street. For example Mediterranean Region is a destination, just as the casinos in Las 
Vegas can be described as a destination, too (Atay, 2003; quoted in: İçöz, 2013).

Branding in tourism is seen in the form of branding the bussineses with a direct or indirect relation-
ship to tourism or branding the products of these businesses, rather than destination branding. It has 
not been put emphasis on the branding of destinations which have offered service for many years. Yet, 
branding some famous city destinations showed that tourism destination can also be branded and the 
studies into the issue have commenced (İçöz, 2013: p. 66).

Destination branding can be defined as the process of making the destination to offer extra attrac-
tions. In today’s world as a consequence of global competition among the destinations, it has become 
obligatory for destinations to develop new talents in order to stand in this competitive environment. In 
this regard, many destinations are in a struggle to change, especially, the negative image that they have 
or to create a new image (Rainisto, 2003, p. 12). Destinations perfrom such activites as creating a strong 
identity, taking account of particular population, arranging the sources of the city in order to meet the 
needs and wishes of tourists by developing sophisticated marketing strategies instead of temporary eco-
nomic campaigns (Ilgüner and Asplund, 2011, p. 46). While destinations are trying to be different and 
attract attention with branding efforts, on the other hand, they adopt non-related buildings, big shopping 
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malls and similar buildings during touristic arrengements (Özdemir, 2008, p. 115). Contrary to this, 
in developed countries some marketing programs are developed by sizable investments. At this point, 
they make the branding efforts as planned by, especially, the use of the trends related to place branding 
considered feasible to implement (Apaydın, 2011, p. 27).

TV SERIES AND MOVIE INDUCED TOURISM

TV series and movies play a role in popular culture and can affect many people all over the world. 
Furthermore, while TV series and movies have more audience, the impact on destination images can 
increase as well (Kim and Richardson, 2003, p. 217). Film-induced tourism is identified as the tour-
ist visit as a result of interest that is created with the presentation of a destination on TV or at cinema 
(Hudson and Ritchie, 2006a, p: 395). With a simpler expression, film and TV series tourism has the 
feature to offer something for everyone in big and various markets. In this regard, upon the approval of 
tourism organization approve, they use TV series and movies so as to start marketing campaigns for the 
destinations (Piggott, Morgan & Pritchard 2004, p. 178; O’Connor, Flanagan & Gilbert, 2008, p. 423).

For the activities which are formed by the effect of TV series and movies, the most accurate knowl-
edge could be gained through the questionnaires administered on tourists in order to keep statistics. 
Since gaining the data takes a long time and effort, generally questionnaires are not preferred. But the 
observations and easy-to-implement questionnaires that show the effects of films are accepted as clues. 
For example, according to a survey of Thomson Holiday; 80 percent of British people are tend to go to 
the destinations which they watch at cinema and one out of every five loves to go the places where their 
favourite films were shot (Yanmaz, 2011, p. 115).

Hudson and Ritchie (2006b) offer a conceptual framework in order to understand film tourism (Figure 
1). At the centre of the model, there are tourists who visit the target that generates motivation by the way 
of pushing and pulling. Besides tourists’ motivation, there are three factors that can affect their choices. 
These are categorized as marketing activities of the destination, factors related to film and the qualities 
of destination. Film tourism can cause both the negative and positive effects and can affect the qualities 
of destination with a feedback cycle (see Figure 1).

Film tourism contributes to the protection and development of the region by providing economical 
and environmental benefits. In addition to this, it can double the benefits by multiplier effect (Busby 
& Klug, 2001, p 329). As The Economist (1998) suggests for many local governments and tourism au-
thorities try to persuade the Hollywood filmmakers to shoot TV series and movies in their region. Only 
in California, the annual economic capacity that the film industry has is more than $20 billion (Kim, 
Agrusa, Lee & Chon, 2007, p. 1344). Efforts of Hollywood as a private sector to decrease the cost of 
movies by making association with different sectors outline the understanding of mutual benefit by mak-
ing mutual partnership via tourism. For example, US are fairly successful at preparing guidebooks. So 
what the state has to in order to make a film is explained in the booklets and it succeeded in attracting 
filmmakers to the region. These guidebooks cover historical and natural attractions, accommodation, 
transportation, food&beverage facilities (Yücel, 1998, pp.31-32).
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THE EFFECT OF TV SERIES AND MOVIES ON THE 
BRAND AND IMAGE OF DESTINATION

TV series and movies have a fairly significant power on perceptions, opinions, reactions, and behaviours. 
Through this power, as well as being a part of life, they affect the destination advertising positively or 
negatively by informing about the places mentioned in a film. The effect of movies and TV series on 
destination advertising can appear as informing, offering a perspective for the spectator, creating an image 
and directing the image. The places where the film is shot take place in connection with the spectators’ 
minds. Accordingly, a destination can obtain an image and become a brand in a film. In that sense, this 
part is important in terms of analysing the role of TV series and movies on promotion of country and 
building a destination image, stressing that the power should be used to create an image about the region 
mentioned in the film or to change the current image in individuals’ minds.

Phelps (1986) has made the notion “secondary destination image “a current issue and this image has 
been formed by various information sources. Since films and TV series are the main information sources 
at this point, they can be highly effective for especially forming the secondary image, for “main image” 
emerges after the visitation (Stepchenkova & Morrison, 2008, p. 549). In this regard, the movies and 
TV series can offer significant opportunities for the destinations which want to have a positive image in 
consumers’ minds and differentiate in a positive way (Hudson & Ritchie, 2006a, p 377).

Today, more than a hundred million consumers can be reached through a mid-budget movie, cinema, 
VCD, DVD and TV. Likewise, TV series can reach a large audience as well (Hudson & Ritchie, 2006b, p. 
257). Movies and TV series have become a basic tool that can penetrate into individuals’ worlds swiftly 
and change people’s perception, affect people’s opinion, enable them to have an attitude with the power 
to create an image about people, locations etc. (Busby & Klug, 2001, p. 317).

Figure 1. Conceptual framework to understand film tourism
Source: Hudson and Ritchie, 2006b, p. 258.
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Among the different alternatives of visual media, television is one of the most effective and popular 
tools from the point of drawing the people’s attention. Many people tend to spend times, except for 
labour and school, by watching television. Multichannel TV broadcasting (cable TV, satellite broad-
casting) is developing and increasingly becoming widespread. Television does not only confine itself 
to informing about what in the world is going on but also gains importance with sport, home shopping, 
foreign languages, religious and travel programmes. Comparing a more popular TV series with other 
TV programmes correspondingly with the watching rate among friends, family and neighbours, it has 
been setting the agenda and subject of conversations and making the people addicted to their stories and 
actors (Kim, et al, 2007, p. 1340). Furthermore, it must be pointed out if the movies do not have an extra 
attraction, TV series generally have longer-term influences (O’Connor, Flanagan & Gilbert, 2008, p. 423)

Other interesting and attracting benefits of TV series and movies can appear after the movie stars have 
returned to their countries. Travelling the region, country, city after people have watched the movies is 
named as the dynamism of film-induced tourism (Kim, et al, 2007, p. 1340).

Visual communication devices can affect the individuals’ perception about what is fashionable, attrac-
tive and worth. When the behaviours’ of actors, the features of the characters and the subjects of movies 
and TV series (romanticism, violent, comedy, etc.) show an analogy among the features that the audi-
ence like, the audience put themselves in the movie stars’ shoes and identify themselves with the actors 
(Kim, et al, 2007, p. 1344). Therefore, TV series and movies have an effective power on the individuals 
of society. Thanks to this power, TV series and movies have become a marketing communication tool 
by way of product placement. Placing the destinations as a product into the movies differentiates them 
among their rivals and arouses a long-time interest by contributing to creating a positive image. Movies, 
by means of making the destination familiar to audience as a product, have been inducing the potential 
market in the direction of travelling the destination. This kind of marketing effort can contribute to cre-
ating a destination brand in future. Contrary to the traditional way of promotion, being showed on the 
screen as a destination allows to get more visitors (Saltık, Coşar & Kozak, 2010, p. 41).

Newspaper & TV news and popular culture elements (movies, TV series and written works) can 
provide lasting knowledge in a short period of time. Compared with the traditional advertising activities, 
people pay more attention to the information that they believe as objective and independent. Moreover, 
the news and comments of visual & printed media and popular culture elements such as TV series highly 
influence daily life and have penetrated into the marketing. For this reason, the descriptions related to 
the destinations in popular culture elements such as news bulletin, movies and TV series can change the 
destination image quickly and dramatically. The marketing supervisors who realize that the movies and 
TV series increase the awareness of location and affect the decisions work together increasingly with 
the producers in order to provide the destinations to host the movies and TV series (Kim & Richardson, 
2003, p. 217).

When viewed from the point of destination marketing, Kim and Richardson’s (2003) findings have 
demonstrated that the content of a film can be effective at creating the related destination image posi-
tively or negatively. Hankinson (2004) has indicated that the choices of visitors depend on the degree of 
positive image that the destinations have. In other words, the more the positivity of destination image 
increases, the more possibility of preference will increase. A part of movie shot in a destination has an 
impact on the destination image just like the product placement in an attempt to influence the audience 
attitude toward a brand. Since the destination image affects tourists’ behaviour, the destination has to 
differentiate among the opponents and has to be located in a condition that attracts the tourists (Yılmaz 
& Yolal, 2008, p. 177).
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The Positive Effect of TV Series and Movies on 
the Brand and Image of Destination

TV series and movie induced tourism activities have become a more and more attractive issue. In addi-
tion, it contributes to the number of tourist and tourism receipts (Şahbaz & Kılıçlar, 2009 p. 31). There 
are many examples in which the TV series and movies affect the tourism demand positively. Hudson and 
Ritchie (2006a) reports this effect with a table (Table 1). Some examples are handled in detail as well.

Table 1. Movie or TV series tourism impacts

Movie or TV Series Location Impact on Visitor Numbers or Tourist Revenue

Braveheart Wallace Monument, Scotland 300% increase in visitors year after release

Heartbeat Goathland, North Yorkshire, England Three times the number of normal visitors in 1991

Deliverance Rayburn County, Georgia 20,000 film tourists a year Gross revenues $2 to 3m

Dances with Wolves Fort Hayes, Kansas 25% increase compared with 7% for previous 4 years

Close Encounters of the Third Kind Devils Tower, Wyoming 75% increase in 1975 20% visit now because of the film

Thelma and Louise Arches National Monument in Moab, Utah 19.1% increase in 1991

Field of Dreams Iowa 35,000 visits in 1991 Steady increase every year

Dallas Southfork Ranch, Dallas 500,000 visitors per year

The Lord of the Rings New Zealand 10% increase every year 1998 to 2003 from UK

Steel Magnolias Louisiana 48% increase year after release

Last of the Mohicans Chimney Rock Park, North Carolina 25% increase year after release

The Fugitive Dillsboro, North Carolina 11% increase year after release

Little Women Orchard House, Concord, Massachusetts 65% increase year after release

Bull Durham Durham, North Carolina 25% increase in attendance year after release

Harry Potter Various locations in U.K. All locations saw an increase of 50% or more

Mission: Impossible 2 National parks in Sydney 200% increase in 2000

Gorillas in the Mist Rwanda 20% increase in 1998

Crocodile Dundee Australia 20.5% increase in U.S. visitors 1981 to 1988

The Beach Thailand 22% increase in youth market in 2000

All Creatures Great and Small Yorkshire Dales Generated £5m for Yorkshire Dales

To the Manor Born Cricket St Thomas, Leisure Park, England 37% increase between 1978 to 1980

Middlemarch Stamford, Lincolnshire, England 27% increase in 1994

Four Weddings and a Funeral The Crown Hotel, Amersham, England Fully booked for at least 3 years

Mrs. Brown Osborne House, Isle of Wight, U.K. 25% increase

Notting Hill Kenwood House, England 10% increase in 1 month

Saving Private Ryan Normandy, France 40% increase in American tourists

Sense and Sensibility Saltram House, England 39% increase

Pride and Prejudice Lyme Park in Cheshire, UK 150% increase in visitors

Cheers Location in Boston $7m in unpaid promotional advertising each year

Miami Vice Miami 150% increase in German visitors 1985 to 1988

Forrest Gump Savannah, Georgia 7% increase in tourism

Troy Canakkale, Turkey 73% increase in tourism

Captain Corelli’s Mandolin Cephalonia, Greece 50% increase over 3 years

Source: Hudson and Ritchie, 2006a, p. 389.
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The Lord of the Rings film series by Peter Jackson, which started in 1999 and finished with the third 
and final part, is the best example that shows, by means of cinema, tourism can be created out of nothing. 
Before the film, while New Zealand was a distant part of the world that nobody knows. However, after 
the film, it is not a distant country any more from the aspects of both sentimental and the access with 
the help of scheduling special flights and touristic tours. As Reha Erus mentioned “The world does not 
see New Zealand just as a British colony or Anzac country any more. Nowadays the country is known 
as the land of The Lord of the Rings’ director, Peter Jackson.” (Yanmaz, 2011, p. 116)

In their studies to determine the effect of Korean TV series on Japanese tourists, Kim et al. (2007) 
showed that TV series can be accepted as a tool for improving the image of Korean tourism besides the 
economic effects. In the TV series Winter Sonata, Nami Island, located in Gangwon city, is depicted 
as a place where the headliners spend their time enjoyably and Yongpyong, the service area which is 
in the same city, has become an appealing winter tourism destination through the TV series. Between 
January and February in 2005, weekly charter flights were scheduled from Osaka especially in order 
to visit YongPyong. In 2004, with the effect of the TV series Winter Sonata, the number of tourist to 
Gangwon from Japan, China and Taiwan has reached 1.435.000 by increasing 40% compared with 2003. 
At the end of 2004, in Monata Fest, organized in a small city of Japan for one and a half month, more 
than 700.000 visitors attended and earned $21.7 millon. Within this context, it can be said that the TV 
series has an exceptional importance to create the brand image of destination for the region Gangwon, 
Korea. But at this point what should not be ignored is to work to sustain the gained image when the 
effect of TV series ends.

Hudson and Ritchie (2006b), handled the movie Captain Corelli’s Mandolin as an example that affect 
the destination image. The movie, which was adapted into screenplay in 2001 from the book written by 
Louis de Bernieres in 1992, was shot in the island Cephalonia, Greece. Such stars as Nicolas Cage and 
Penelope Cruz in the movie made the advertising of the island to the peak. The movie was shot consid-
erably in a Semite town and throughout the filming, great majority of the town turned into a movie set. 
Although the movie couldn’t attain success, it positively affected the tourism of island both during and 
after the filming. Introducing the Cephalonia landscapes and Greek lifestyle in the movie has a great 
contribution to this as well. During the movie shooting, all the bed capacity was full and many people 
visited the town to watch the film. A 15-20% increase was recorded in the amount of tourist to island 
after the film was released. Thanks to the smartly built movie set, the tourists who were expecting to see 
a city like Venice were disappointed when they encountered the city which was ruined by the earthquakes 
that occurred in 1953. However, the tourist influx has continued to the island especially from England. 
Addition to this, during the movie shooting many domestic tourists from Greece travelled to the island 
in order to see the movie stars. Greek authorities attribute the positive effect of the movie on tourism to 
introducing the landscapes well in the film, offering the local products, demostrating the local resident 
as warm and sincere. On the other hand, arranging the tours of many European travel agent to the island 
special for the film and the film frames used in the agent’s web site can be given as an example for the 
positive effect.

In her study, Nuroğlu (2003) explains how the Turkish TV series create a destination image/brand 
in nearby geography and how affect tourism. The study explains the effects of TV series broadcasted 
in Turkey on the tourism activities from Middle East to The Balkans with statistical information. For 
instance, with the effect of the TV series named “Gümüş”, in the first six months of 2008 it was ob-
served 56% increase at the number of tourists who come to Turkey from Arab countries notably from 
Israel and since 2011 the mansion in which the TV series was shot has been visited by 30.000 tourists 



1212

The Role of Movies/TV Series in Building Country/City/Destination Brands
 

by paying 50 dollars for entry fee. When a Jordanian travel agent featured the mansion into their tours, 
20-25% increase was observed in the registrations. Many Turkish TV series broadcasted in The Balkans 
(“Fatmagül’ün Suçu Ne”, “Hanımın Çiftliği”, “Muhteşem Yüzyıl”, “Ezel”, “Dudaktan Kalbe” etc.) 
have caused Balkanic travel agents to include movie sets into their tours. For the TV series “Muhteşem 
Yüzyıl”, with the most rating in Bosnia-Herzegovina in 2012 and 2013, a competition was arranged by 
OBN TV in order to find similar people of the main characters of the TV series and the winners were 
offered an İstanbul tour. It can be said that the Turkish TV series broadcasted in Balkan and Middle East 
countries, with the common culture in history, Ottoman historical heritage and beautiful lanscapes of 
İstanbul increase the interest and leave a big impression on people. In a study into the effect of Turkish 
TV series on travel decision in The Middle East and Balkan countries, it is concluded that the TV series 
are effective on the 31% of the tourists in travel decision making process. As Nuroğlu (2003) quoted, 
Kimmelman (2003) states about the issue: “With the help of small screen, Turkey has begun to create 
an impact area in a wide geography from Morocco to Iraq at the dinner tables, in living rooms even 
bedrooms that USA cannot imagine.” Even the TV series are so effective on people that especially the 
people from Arab geography come to Turkey in order to have a moustache and beard implant like the 
characters in TV series (The Guardian, 2012). So with the effect of films, a new tourism trend (Mous-
tache Tourism) is revealed in Turkey.

England is a destination which takes the film tourism into another dimension. Thanks to Harry Potter 
series shot in England and watched by millions of people around the world, after the film was released in 
2001 it happened more than 50% increases in the number of visitors in England. VisitBritain which saw 
the effect the film created made a map of many destinations which the film was shot in. The map includes 
the fields such as; the imaginary Platform at Kings Cross station of London9 ¾, Alnwick Castle, Lacock 
Abbey, Gloucester Cathedral which was used as Hogwarts school of witchcraft and wizardy, London 
Zoo, Goathland village used as Hogsmeade station. Additions to this, there were 32 touristic centers 
of attraction which involves mysticism and magic with 7 different themes (Roesch 2009, p. 34). It was 
seen an increase in the number of tourist with the effect of the film. For instance, while the Gloucester 
Cathedral visitors increased 50% after the film was released, 120% increase was observed in the number 
of visitors to Alnwick Castle (Olsberg, 2007, p. 78). Although some districts which were seen in the film 
were not involved into Harry Potter tours, it has a pretty big effect for destination branding of London.

The Negative Effect of TV Series and Movies on 
the Brand and Image of Destination

TV series and movies can affect the destination brand/image negatively as much as they affect positively. 
Sometimes the TV series or movies which are shot in order to create a destination image can not show 
the expected result. The TV series and movies which affect the destination image/brand negatively and 
can not reach success are handled in this part.

A country may have a bad undeservedly. For example, the movie named “Midnight Express” which 
was shot years ago affected the image of the country tragically by describing Turkey as a human rights 
violator country (Kotler and Gertner, 2002, p. 254). The movie introduced Turkey to the world as “a police 
state where human rights violations are at the highest level.” In the film “The Accidental Spy” which is 
a newer movie and Jackie Chan played the leading role, some scenes depicted Turkey as a Middle East 
country. These movies support the “barbarian, bigot, rude, uncivilized Turk” image which has existed 
in the minds of western world ever and push Turkey into the background in the minds of foreigners. 
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The microlevel promotion efforts of a lower destination brand can be useful to correct the mistaken im-
age in foreigners’ mind who watched those movies but has never been to Turkey. This destination can 
create an attraction force with intense communication efforts whereby the differences are put forward. 
While providing the visitors with holiday opportunities, another opportunity can be created in order to 
turn their opinions into positive about the country and reform the negative image (Yavuz, 2007, p. 12).

Frost (2006), obviously expressed that the movie Ned Kelly in Australia adresses to tourists. Actu-
ally the film Ned Kelly, which narrates the life of an Australian bandit, is not a good choice in tourism 
context. Ned Kelly, which became a matter of debate even in Australia, was a part of 1956 Melbourne 
Olympics but had been banned by the authorities until 2001 Sydney Olympics. Despite the worries, 
there were expectations that the film, released in 2003, would draw international tourists. Although the 
filmmakers, government and tourism industry were hoping a success like Braveheart, the film could not 
have the expected success. Ned Kelly, expected to be an international story like Robin Hood, Billy Kid 
and Jesse James, could not achieve to go beyond the borders of Australia. According to Frost (2006), 
Ned Kelly, discussed for 120 years and regarded as a cultural heritage for Australia, could not be suc-
cessful in creating a new destination image but supported the existing outlook.

The example of Harry Potter could not have the same effect for every destination in which the film 
was shot. Ancient Goathland Station used as Hogwarts Station in Harry Potter films cannot use the name 
“Harry Potter” directly since the film company has a say in maaping issues. Because of the copyrights 
limitation by Warner Brothers, the film company, while souvenirs cannot be found in the district, the 
destination can attend the “Wizards and Witches Day” which celebrates the wizardy elements of Harry 
Potter once a year (Beeton 2005, p. 95-103).

The movie The Net 2.0 tells an interesting story experienced by an American computer expert as a 
result of getting an offer from İstanbul and coming Turkey. An international crime ring replaces Hope 
Cassidy with someone and assigns an identity of guilt to Hope. In the scenes of Hope escaping from 
police (Wikipedia, The Net 2.0), historical and natural beauties of İstanbul are emphasized continuously. 
Even if the movie was thought that it would affect the destination positively, the film had no success 
for the destination. It can be said that except for a couple of names, denigrating the local people and the 
lines of the leading actress “I can’t wait to get out of this city and go home” caused the failure.

Iran is a country which is reproached mostly about the films affecting the destinations negatively. 
Irani with no a good image in the international arena, is complained about especially in the films such 
as; “Argo”, “300” and “Not without My Daughter”. Denigration of Iran in the films such as, “Not With-
out My Daughter”, which tells the escape of an American woman with her daughter and marriage to an 
Iranian man and having to live in Iran (Wikipedia, Kızım Olmadan Asla), “300” which is about the war 
between ancient Persian Empire and The Spartans, “Argo” which tells the rescue story of 6 American 
diplomats who escaped to Canadian Embassy during The Iranian Islamic Revolution in 1979, cause 
the negative image to get worse about Iran (Wikipedia, Argo). Especially the Iranian soldiers shown as 
creatures in the movie “300” had reactions by Iranian Government and therefore Iranian Administira-
tion consulted to United Nations Educational, Scientific, an Cultural Organization (UNESCO). Besides, 
Iranian Administration decided to consult for “Argo” and similar films.

In the documentary film “Vol Special”, it is told the tragedy of immigrants who have been retained 
for months in Switzerland on account of the fact that they are illegal immigrants although they did not 
commit a crime. With the permission of Switzerland Government, the film, shot by getting the permis-
sions of prisoners and the personnel, it was handled the rigid policy which Switzerland Government 
apply on the immigrants. Although Switzerland Government, which gave permission to shoot a docu-
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mentary film and did not apply any censorship, portrayed “a democratic country image”, the film became 
a matter of debate in Switzerland and in many countries after the film was released and the immigrant 
policy of Switzerland Government got a lot of criticism (Habertürk, 2014). From this point of view, it 
is possible to say that the film can affect negatively the brand of Switzerland as “Democratic Country”, 
which Switzerland already has. The request by the right-wing authorities to ban the film on the ground 
that it harms the image of the country supports this idea.

CONCLUSION

Analyzing the examples of film tourism, it is observed that this kind of tourism has big effects on the 
destination brand/image both negatively and positively. It is obviously seen that TV series and movies 
play an active role on the shopping decisions of people. Like in the example of “Braveheart”, movies and 
TV series can increase the touristic activities towards destination up to 300%. Or like the other example 
“Lord of the Rings” series, a regular increase can be gained in the number tourists. Besides, while the 
freedom theme made the destination to gain the brand as “the land of free people”, New Zeland, which 
was known as the country of The Anzacs, was branded as “the land of Peter Jackson” after the film. 
On the other hand, creating a negative image is a matter of subject because of the TV series or movies 
that denigrates the destinations. At this point, since branding of the destinations would be so hard, it is 
necessary that the administrators support the movies or TV series which can rearrange the destination 
brand or create a new destination brand.
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KEY TERMS AND DEFINITIONS

Brand and Image of Destination: Destination branding can be defined as the process of being gained 
additional attractions to relevant destination.

Building Brands: To build a strong brand, the right knowledge structures must exist in the minds 
of actual or prospective customers.

Movie: A movie is a story or event recorded by a camera as a set of moving images and shown in a 
theater or on television; a motion picture.

Movie Induced Tourism: Movie Induced Tourism is identified as tourist visits as a result of being 
created interest with the presentation of a destination on TV or at cinema.

The Effect of TV Series/Movies: TV series/Movies can induce viewers to travel by the physical 
properties and their associated theme, storylines, events and actors, shaping the audience’ feelings, emo-
tion and attitudes towards places.

TV Series: TV series are full length films which are shown in sections on television.

This research was previously published in Strategic Place Branding Methodologies and Theory for Tourist Attraction edited by 
Ahmet Bayraktar and Can Uslay, pages 269-282, copyright year 2017 by Business Science Reference (an imprint of IGI Global).

https://tr.wikipedia.org/wiki/Operasyon:_Argo
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ABSTRACT

The purpose of this study is to identify factors affecting adoption of Internet advertising in advertising 
agencies. The paper provides preliminary insights into why ad agencies are reluctant to recommend 
Internet advertising to their clients. A theoretical framework was developed by scrutinizing the body of 
literature. The gathered date was verified by 294 academic and practical experts in the field of market-
ing and advertising. In pursuing this goal, a questionnaire was designed to validate factors affecting the 
adoption of Internet advertising. Results indicate that 18 variables in the form of three key factors, namely 
“technical knowledge of account manager,” “e-commerce readiness of country” and “agencies’ ability 
of Internet adoption” affect adoption of Internet advertising in ad agencies. It was found that e-commerce 
readiness of a country is the critical factor in adopting internet advertising in ad agencies. This is the 
first study which addresses the adoption of Internet advertising in ad agencies. This study reports that 
while government does not provide infrastructure required for the advancement of e-commerce (readi-
ness), the ad agencies still will recommend previous ad channels to their clients.

1. INTRODUCTION

Richards and Curran (2002), in a valuable study, argue that “Advertising is a paid, mediated form of 
communication from an identifiable source, designed to persuade the receiver to take some action now or 
in the future” (p. 74). Regarding Internet advertising, Hanafizadeh and Behboudi (2012) define Internet 
advertising as “an Internet-based process through which advertisers communicate, interact with, and 
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persuade online users in order to position a brand, which allows a company to promote both consumer 
awareness and preference in a customized and personalized way, and to decrease the time needed to 
make a buying decision” (Hanafizadeh and Behboudi, 2012, p. 22). By scrutinizing the internet adver-
tising definition, it would be uncovered that meeting this goal is not easily reachable for businesses, 
and depends on using different techniques and methods which in turn, involve third-party companies 
known as advertising agencies. The Association of Advertising Agencies of America (AAAA) defines 
advertising agency as “an independent business organization composed of creative and business people 
who develop, prepare and place advertising media for sellers seeking to find customers for their goods 
and services” (quoted in Moeran, 1996, p. 21).

However, the advancements in Internet-based technologies lead to the emergence of a new wave of 
communications and interactions around the world. Internet is the only incorporator of shopping features 
including the ordering route of a product, the route of payment and the route of delivering the selected 
product which makes it imperative to consider as business choice (Hanafizadeh and Behboudi, 2012). 
Internet has become a popular advertising platform because marketers found that the Internet has greater 
flexibility and control over advertising content (Ducoffe, 1996). In addition, estimates show that the 
number of registered websites reached 200 million in 2011 (itproportal.com, 2011), and the number of 
Internet users throughout the world was about 2.405 billion, 1 billion of whom belong to Asia (Internet-
worldstats.com, 2013). Moreover, the number of Iranian users at the end of the third quarter of 2013 was 
about 42 million, ranking first in the Middle East and fourth in Asia. These statistics indicate that Iran is 
an appropriate place for studying the Internet and its application as a channel for distributing information.

At present, the role of ad agencies in designing and managing advertising on the web has been high-
lighted. The preliminary goal of ad agencies is firstly designing various formats of advertisements in a 
manner that could attract users’ attention and secondly, pulling them into marketer’s website (the biggest 
format of internet advertising) to give more chance to marketer to display complete information about 
the brand and firm’s other features. The development of affiliating networks, social media marketing, 
and other mechanisms is also rooted in the motivation to make a funnel to navigate users to marketer’s 
website. This may present different kinds of difficulties for those ad agencies that have only worked on 
designing offline advertisements (outdoor, TV, radio, newspaper and so forth). According to official 
statistics of the Ministry of Culture and Islamic Guidance (2013), there are only 1886 active ad agen-
cies in Tehran, the capital of Iran, which did not still educate to work truly on the Internet. This means 
that some ad agencies involved in designing outdoor, TV and radio advertisements, now are accepting 
projects in the field of internet advertising without getting having experience in this sector. Working 
in this area without having enough technical knowledge leads to reluctance of the clients in submitting 
online campaigns. Hence, this study intends to study factors affecting adoption of Internet advertising 
among ad agencies in Iran.

2. LITERATURE REVIEW

Most of the previous studies conducted in the area of internet advertising primarily reflect the general 
attitude toward Internet ads (Ducoffe, 1996; Previte, 1998; Scholsser et al., 1999), different formats of 
Internet advertising (Burns and Lutz, 2006; Hanafizadeh and Behboudi, 2013), effectiveness and percep-
tions of internet advertising (Briggs, Hollis, 1997), Internet advertising avoidance (Cho and Cheon, 2004), 
and interaction (Ko et al., 2005). Some the other studies, like Li and Leckenby (2004) investigated the 
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relationship between the content of a website, and Internet advertising; while Sundar and Kalyanaraman 
(2004) investigated the effects of animated banners’ speed and found fast-animations to be more attractive.

Undoubtedly, understanding organization profit and readiness are basic factors of technology adoption 
(Jacovou et al., 1985). Adoption of Information Technology (IT) is an issue which has been addressed 
repeatedly in previous studies (Agarwal et al., 1991; Leonard-Barton, 1992; Leonard- Barton and Sinha 
1993). However, Palvia (1996) believes that there is still lack of studies on IT adoption among SMEs. 
Adoption of e-commerce technologies has been influenced by many factors. According to commercial 
agency, the most important of these factors is profit, and others are government’s obligation, economic 
situation, technological infrastructures, geographical condition, sociocultural situation, public aware-
ness, and foreign impacts (Kurnia, 2006; Olatokun and Kebonye, 2010). Since a large part of Internet 
advertising is considered as a subset of e-commerce, a kind of homogeneity is observed in the adoption 
of both concepts which is evident in the literature. The content analysis of the literature is presented in 
the following section.

Adoption of Internet-based technologies in organizations is the one of the issues related to Internet 
advertising adoption in ad agencies, and by exploring the factors affecting success of this issue, one can 
identify the factors influencing Internet advertising adoption. Hence, in this section the studies on adop-
tion of Internet-based technologies are reported. OECD (1998) reported that lack of awareness, lack of 
trust, concern about lack of human resources and skills, expenses of launching and pricing problems, 
and concern about security are the most important barriers of e-commerce in small organizations. Subse-
quently, two studies in the same year yielded two different results; Thong (1999) reported that competi-
tion has very little effect on adoption of new technologies in small organizations, while Premkumar and 
Roberts (1999) argued that pressure of competition is very influential in adoption of new technologies.

Ihlstrum and Nilsson (2005) focusing on previous studies, introduced the barriers of e-business 
adoption in small organizations as lack of awareness, lack of trust, lack of technical resources, adver-
tisement, financial problems, concern about security, interference of communication channels, concern 
about losing personal contact, and reluctance to more development (Hanafizadeh and Rezaee, 2008). 
Also, according to Filiatrault and Huy (2006), adoption of new technologies may require change in the 
working manner and behavior of the staff, their expertise, level of performance, and development of 
their knowledge on e-commerce. Bellaaj et al. (2008) comment that external pressure on the part of 
competitors, customers, commercial partners, media, and the public can make firms adopt new technical 
innovations, because suppliers and customers can exert direct or indirect pressures on small organizations 
for adoption of e-commerce. In addition, the Association of Malaysian Producers identified 3 factors 
as the main causes of problems of using IT in small organizations. These factors are lack of awareness 
about the importance of IT in small organizations, low distribution of the use of IT in small organiza-
tions, and lack of an appropriate competitive model about the use of new technology in IT (Thurasamy, 
2009). Finally, according to Olatokun and Kebonye (2010), the reasons of e-commerce adoption in small 
organizations are customer / supplier pressure, competitive advantage, market size, nature of business, 
intra-organizational innovation, bandwagon effects, and technical knowledge.

In sum, the main goal of Internet advertising is influencing shopping habits and changing consump-
tion patterns toward advertised goods and services (Heiligtag and Xua, 2007). In this regard, Cartellieri 
et al. (1997) introduced five potential goals of Internet advertising as following:

1.  Delivering Content or Direct Response: The user is navigated to the advertising website by a 
click and is provided with complementary information about advertised product or service;
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2.  Enabling Transaction: Navigation of the user to commercial website can lead to sale;
3.  Shaping Attitude: An Internet ad in line with the trade mark of the firm can increase customers’ 

awareness of the trade mark;
4.  Soliciting Respond: Internet ad can help generation of new information about users and provide 

interactive communications;
5.  Encouraging Retention: An Internet ad can work as a message about a product or service.

These goals have been confirmed by other studies, as well (Heiligtag and Xua, 2007). The first study 
on Internet advertising adoption was conducted by Heiligtag and Xua (2007) in Australia. In this study, 8 
variables were identified as factors affecting adoption of Internet advertising, namely, relative advantage, 
compatibility, operation expenses, complexity, organization size, senior management support, organi-
zational innovation, and interaction with customer. In 2012, the first study to identify factors affecting 
Internet advertising adoption was conducted. In this study, seven variables were found to be effective in 
adopting internet advertising as development of e-commerce, internet publishers, government obligation, 
user type, product type, ad agencies, and readiness of SMEs (Hanafizadeh et al., 2012). Considering the 
situation, a preliminary study in the area of Internet advertising adoption in ad agencies to investigate it 
seems deeply necessary, particularly in Iran. Because Internet advertising is a new issue in this country 
and still no appropriate pattern about way of adoption, use, and application is offered in ad agencies.

3. THEORETICAL FRAMEWORK

3.1. Agencies’ Capability of Internet Adoption

“Agencies’ capability of internet adoption” is the first issue related to Internet advertising adoption in ad 
agencies. Mehrtens et al. (2001) argue that three factors affect Internet adoption in organizations, that 
is, awareness from benefits, organizational readiness (financial and technical readiness) and external 
pressure (from rivals and commercials firms). Moreover, website adoption happens through the follow-
ing stages: 1) Presence or creation of a static website; 2) Portal or interactive website; 3) Integration 
of transactions; and 4) enterprise integration (a complete website) (Rao et al., 2003). Furthermore, one 
of the barriers of Internet adoption is lack of internal expertise (Thong and Yap, 1995) (Tagliavini and 
Antonelli, 2001). In line with those factors, Dholakia and Ksherti (2003) state that five variables (firm 
size, self-efficacy, prior technology use, perceived competitive pressure and past media use) affect the 
adoption of internet in organizations. These facts show that the more an ad agency improves its capability 
in these factors, the more it is supposed to adopt Internet-based processes. For example, Hanafizadeh et 
al., (2012) state that in ad agencies, tracing the customer behavior, ad knowledge, and lead generations 
play an outstanding role. It is believed that the “Agencies’ capability of internet adoption” is one of the 
key factors in adopting internet advertising in ad agencies. Hence, the following hypothesis developed 
to examine this idea:

Hypothesis 1: “Agencies’ capability of internet adoption” affects the adoption of internet advertising 
in ad agencies.
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3.2. E-Commerce Development

A country’s development in e-commerce is a key point in any internet based activity. Ad agencies as a 
new entrance into internet businesses need to consider the level and depth of e-commerce growth in new 
environment. Finding the variables forming the development and un-development of e-commerce will help 
ad agencies in evaluating their environment truly. In this regard, four variables of internal environment, 
external environment, process, and content should be considered for e-commerce development (Wars 
and Caldeira, 2002). In line with this study, Darch and Lucas (2002) believe the barriers of launching 
e-commerce can be put in five categories of expenses, awareness from the nature of e-commerce, lack of 
necessary skills for administering e-commerce, lack of awareness from the ways of offering e-commerce 
services, lack of time for training. These factors are also mentioned in other studies, for example; Al-Qirim 
(2004) suggests a 4-part classification including technological, organizational, managerial/ possessive, 
and environmental variables for e-commerce adoption. In line with this study, a study was conducted in 
Asian South-West by Purcell and Toland (2004) arguing that the main barriers of e-commerce adoption 
in Asian South-West are poor communication infrastructures (distance communications), low aware-
ness from benefits of e-commerce, expenses, poor electricity supply, education and development, and 
budgeting at national level. Considering the key factors mentioned in previous studies, it can be argued 
that adopting internet advertising in ad agencies somewhat depends on degree to which e-commerce has 
been developed in a country. In other words, e-commerce adoption or development among the actors of 
online markets will result in more demand to use internet advertising among them, and it will increase 
the query to submit online campaigns to ad agencies. On the basis of this assumption, the following 
hypothesis was developed to test the role of level of e-commerce development on internet advertising 
adoption:

Hypothesis 2: The development of e-commerce has a positive impact on internet advertising adoption 
in ad agencies.

3.3. Technical Knowledge of Account Managers

Internet advertising is affected by seven factors including creativity, integration of the home page, ac-
count manager, lead generations, direct post, communication management, and supportive advertise-
ment (Behboudi et al., 2012). In the advertising industry, all daily and purposeful affairs depend upon 
the capability of account manager. Since internet advertising has its own specific features, and differs 
from environmental advertising, it requires specific knowledge and capability. Managers aware from the 
online processes can be effective in developing more appropriate ads. Account managers who cannot 
communicate with lead generation companies, or use online analyses such as Google analytics, would 
certainly work poorly in facilitating the sale of economic agencies referring to them. In such situation, 
the willingness of agency to use environmental ads or other media increases. Companies which teaching 
the ways of using internet (Hanafizadeh et al., 2012) are very influential in this area and can promote 
account managers who are currently inefficient. Hence, to test the role of account managers in the adop-
tion of internet ads, the following hypothesis was formulated:

Hypothesis 3: Technical knowledge of account managers affect the adoption on internet advertising by 
advertising agencies.
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3.4. The Key Variables and Research Model

Table 1 and Figure 1 present the main indices and research model of the present study based on the 
literature and theoretical framework of the study.

4. RESEARCH METHODOLOGY

In this study, a mixed, deductive-inductive method was used to identify the effect of factors confirmed 
by international researchers, on the one hand, and investigate the applicability of these features from 
the viewpoint of Iranian researchers and experts. In this study, a content analysis of previous studies 
conducted in the area of internet advertising adoption was performed based on which, three groups of 
factors confirmed by researchers were identified. Content analysis method has been confirmed in many 
studies and is considered as one of the tools of theoretical framework (Kassarian, 1977; Kolbe and 
Burnett, 1991; Okazaki et al., 2002).

Table 1. Factors affecting Internet advertising adoption in ad agencies

Extracting the Key Variables from Theoretical Framework

1. Agencies’ capability of internet adoption

Creativity Behboudi et al., 2012; Smith and Yang, 2004

Lead generation Behboudi et al., 2012; Hanafizadeh and Behboudi, 2012

Presence or creation of a static website Rao et al., 2003; Kalakota and Robinson, 2001

Portal or interactive website Rao et al., 2003; Kalakota and Robinson, 2001

Integration of transactions Rao et al., 2003; Chesher and Skok, 2000

enterprise integration Rao et al., 2003

senior management support Heiligtag and Xua, 2007; Alexander et al., 2003

firm size Dholakia and Kshetri, 2004; Heiligtag and Xua, 2007

prior technology use Dholakia and Kshetri, 2004; Gatignon and Robertson, 1991

2. E-commerce development

Communication infrastructure Hanafizadeh et al., 2012; Purcell and Toland, 2004

financial infrastructure Hanafizadeh et al., 2012; Purcell and Toland, 2004

pricing and payment structure Hanafizadeh et al., 2012; Olatokun and Kebonye, 2010

Supporting infrastructure Hanafizadeh et al., 2012

technology infrastructure Hanafizadeh et al., 2012; Olatokun and Kebonye, 2010

Past media use Dholakia and Kshetri, 2004; Evans, 2008

3. Technical knowledge of account managers

Lack of familiarity with online processes Hanafizadeh et al., 2012; developed by author

Lack of familiarity with intermediary’s companies Hanafizadeh et al., 2012; developed by author

Lack of training companies Hanafizadeh et al., 2012; developed by author
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4.1. Questionnaire Development

The questionnaire used in this study was a self-administered one. It was designed in likert format from 
very important to very unimportant. Each of the variables were presented as a question and administered 
to university experts and business owners so that their accuracy can be investigated in the area of Iranian 
businesses. The questionnaire was administered in print. From 294 questionnaires sent to experts, 223 
were completed and returned and the response rate was 76%. The data collection process was started 
in the middle of Jan 2012 until the end of Jul 2013. In this questionnaire, using content analysis, the 
key indices of the study were extracted and collected. For example, the index of “telecommunication 
infrastructures” was extracted from Behboudi et al. (2012) and necessary changes were made in them 
(other indices are presented in the table). To identify the appropriate sample, an operational definition 
of the expert was proposed as following: 1) To be an instructor, assistant professor, associate professor, 
or a professor in one of the fields related to IT, business management, e-commerce, and computer; 2) To 
have at least one published paper in the area of Internet marketing, e-business, and internet advertising; 
3) To be one of the owners of successful business in Iran. 4) To be active in internet advertising agencies 
or companies. In this paper, t-students test was performed with µ≥3 for all variables. The critical value 
in the test was -1.65 with α-1 degree of freedom. Hence, it can be concluded that the research statistics 
more than this critical value or close to zero were acceptable. The results are presented in Table 1.

Figure 1. Factors affecting adoption on Internet advertising in advertising agencies
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4.2. Reliability and Validity

To estimate the validity and reliability in this study, body of literature and pretest methods were used. 
Since most of the key features of this study were extracted from previous studies, the study sought to 
determine if the results obtained in this study confirms them or not. In fact, the reliance on the literature 
and use of experts’ view for evaluating the questionnaire confirm its content validity. Then, using pretest 
method, the initial questionnaire was administered among 30 experts. The questionnaire was a 5-scale 
Likert format. Some questions were ambiguous for the respondents because of the novelty of their con-
cepts (e.g. lead generations). The ambiguities were resolved by offering operational definitions. Also, 
to investigate the reliability of the questionnaire, Cronbach’s alpha was used. The alpha coefficient was 
0.76, referring to high reliability of the questionnaire (the alpha has been reported for all constructs). 
Thus, it was indicated that the questions enjoy a good internal consistency, i.e. all questions measure a 
common construct.

5. RESULTS

Three formulated constructs of “Internet adoption capacity of the agency,” “growth of e-commerce,” and 
“technical knowledge of account managers” were tested. In order to test the significance of hypotheses 
in this study, t-student test was employed. The results indicated that all three hypotheses are significant 
and have direct effect on the adoption of internet advertising in advertising agencies. The variable of 
electronic growth has the highest t-value and hence, is the most important factor in the adoption of in-
ternet advertising in advertising agencies (Table 2 shows the key statistics of the study).

6. DISCUSSION AND CONCLUSION

The aim of the present study was identifying factors affecting the adoption of internet advertising by 
advertising agencies. To this end, the literature of internet advertising was reviewed and the effective 
factors were identified and formulated as three variables of Internet adoption capacity of the agency,” 
“growth of e-commerce,” and “technical knowledge of account managers”. An experts’ questionnaire 
was developed and administered to test the validity of the hypotheses. The results revealed that the vari-
able of the growth of e-commerce is the main factor in the adoption of internet advertising. In general, 
the findings of the present study have three main dimensions. First, this is the first study to propose the 
primary insights about the adoption of internet advertising in advertising agencies. Second, reliance upon 
the literature and conduction of the study in Iran which, according to international reports, with over 
55% impact factor, is one of the most appropriate countries for studying the use of internet doubles the 
significance of this study. Third, this study presents three constructs explaining the adoption of internet 
advertising in advertising agencies.

The findings of this study indicate that the first effective variable is the growth of e-commerce with 
t-value of 38.1. In this construct, the feature of “presence of appropriate technological infrastructure” 
is more important relative to other features. Also, the features of “presence of appropriate telecom-
munication infrastructure,” “development of appropriate pricing and payment structure,” “present of 
appropriate financial infrastructure,” “presence of support infrastructure,” and “use of previous media” 



1226

Factors Affecting Internet Advertising Adoption in Ad Agencies
 

are respectively important. This means that existence of e-commerce infrastructures play an important 
role in the adoption of internet advertising by advertising agencies. It also states that to take a new step 
in the area of e-commerce using internet technology, Iran needs more development in the infrastructures 
of e-commerce. The infrastructure of appropriate technology is the main challenge of Iran in the develop-
ment of e-commerce. In this regard, special attention must be paid to the invalidity of users’ IPs and lack 
of appropriate bandwidths. When an economic agency is unable to identify an IP address and model its 
behavior, its tracking activities are really useless. Then, the willingness of agencies to use internet ad-
vertising decreases. Also, law bandwidth does not make it possible to sell and download digital products 
and the government must consider this issue to achieve an acceptable norm for technology infrastructure.

The second effective variable is technical knowledge of account managers with 35.5 t-value. In this 
construct, the feature of lack of companies offering training about internet advertising activities is of 

Table 2. The key statistics

Hypotheses N Mean Critical 
Value Statistics Decision Cronbach α

1. Agencies’ capability of 
internet adoption 294 3.84 -1.65 32.793 Supported

.76

Creativity 294 4.50 -1.65 56.205 Supported

Lead generation 293 4.08 -1.65 31.536 Supported

Presence or creation of a 
static website 294 3.45 -1.65 20.113 Supported

Portal or interactive website 294 4.40 -1.65 47.124 Supported

Integration of transactions 294 3.80 -1.65 33.230 Supported

firm size and enterprise 
integration 293 3.08 -1.65 21.354 Supported

prior technology use 294 3.83 -1.65 25.995 Supported

senior management support 294 3.58 -1.65 26.792 Supported

2. E-commerce 
development 294 4.24 -1.65 38.100 Supported

.74

Communication 
infrastructure 294 4.33 -1.65 39.424 Supported

financial infrastructure 294 4.28 -1.65 37.779 Supported

pricing and payment 
structure 294 4.25 -1.65 38.013 Supported

technology infrastructure 294 4.45 -1.65 47.143 Supported

Supporting infrastructure 294 4.28 -1.65 33.130 Supported

Past media use 294 3.68 -1.65 23.936 Supported

3. Technical knowledge of 
account managers 294 4.22 -1.65 35.585 Supported

.71
Lack of familiarity with 
online processes 294 4.38 -1.65 37.376 Supported

Lack of familiarity with 
intermediary’s companies 294 4.05 -1.65 29.254 Supported

Lack of training companies 294 4.25 -1.65 40.127 Supported
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more importance in relation to other features like awareness of account manager from the process of 
internet advertising, and lack of familiarity with internet intermediaries. These results reveal that lack 
of companies offering training about internet advertising activities to account managers affect the for-
mation of internet advertising in Iran. Considering the sample of this study which is in part constituted 
of advertising agencies, the importance of that lack of companies offering training about internet ad-
vertising activities refers to the fact that the main problem of advertising agencies in the adoption and 
use of internet advertising is lack of knowledge among account managers. Therefore, establishment and 
development of such companies and expansion of knowledge among account managers can increase the 
knowledge and awareness of the mangers, and therefore, the inclination and demand of the agency for 
designing and creating internet ads. Hence, the government and related sectors must expand and promote 
the companies offering training about internet advertising activities to account managers.

The third variable is internet adoption capacity of the agency (t-value = 32.7). In this construct, the 
feature of creativity in the websites compared to features like having an interactive portal or website, 
integrating transactions, existence of lead generations, senior manager support, the degree of using pre-
vious technologies, the volume of organization activities, and having a static website has more effect on 
the adoption of internet advertising in advertising agencies. The findings of this section are in line with 
Behboudi et al. (2012), showing that creativity in the website plays a more effective role in the adoption 
of internet advertising in Iranian advertising agencies. The digital nature of internet advertising makes 
it possible to create and use more creativity compared to offline advertising. Finally, the findings of this 
study indicate that by offering creative services to economic agencies, the advertising agencies would 
be able to contribute significantly to the life of this industry.

7. LIMITATIONS OF THE STUDY

Although this study offers deep insights into the adoption of internet advertising by advertising agen-
cies, and is the first study to be conducted in the Middle East about the adoption of internet advertising 
by advertising agencies, it is not without limitations. One of the limitations relate to sampling which is 
limited to Iran. Generalization of the findings to other countries of the region must be done with great 
care. Another limitation of this study is that adoption of internet advertising by advertising agencies was 
not experimentally testes, and the condition after the test was not reported. This must be considered in 
future studies. Hence, it is necessary to conduct an experimental research in this area.

REFERENCES

Agarwal, R., Higgins, C. A., & Tanniru, M. (1991). Technology diffusion in a centralized MIS environ-
ment. Information & Management, 20(1), 61–70. doi:10.1016/0378-7206(91)90028-Z

Al-Qirim, N.A.Y. (2004). A Framework for Electronic Commerce Research in Small to Medium-Sized 
Enterprises. In N.A.Y. Al-Qirim (Ed.), Electronic Commerce in Small to Medium-Sized Enterprises: 
Frameworks, Issues and Implications (pp. 1–16). Hershey, PA: Idea Group Publishing. doi:10.4018/978-
1-59140-146-9.ch001



1228

Factors Affecting Internet Advertising Adoption in Ad Agencies
 

Alexander, C., Pearson, J. M., & Crosby, L. (2004). The Transition to E-Commerce: A Case Study of a 
Rural-Based Travel Agency. Journal of Internet Commerce, 2(1), 49–63. doi:10.1300/J179v02n01_05

Behboudi, M., Heidarzadeh Hanzaee, K., Abedini Koshksaray, A., Jalilvand Shirkhani Tabar, M., & 
Taheri, Z. (2012, February). A Review of the Activities of Advertising Agencies in Online World. In-
ternational Journal of Marketing Studies, 4(1), 138–149. doi:10.5539/ijms.v4n1p138

Bellaaj, M., Bernard, P., Pecquet, P., & Plaisent, M. (2008). Organisational, environmental, and techno-
logical factors relating to benefits of website adoption. International Journal of Global Business, 1(1), 
44–64.

Brousseau, E. (2003). E-Commerce in France: Did Early Adoption Prevent its Development? The In-
formation Society, 19(1), 45–57. doi:10.1080/01972240309473

Caldeira, M. M., & Ward, J. M. (2002). Understanding the Successful Adoption and Use of IS/IT in 
SMEs: An Explanation from Portuguese Manufacturing Industries. Information Systems Journal, 12(2), 
121–152. doi:10.1046/j.1365-2575.2002.00119.x

Cartellieri, C., Parsons, A., Rao, V., & Zeisser, M. (1997). The real impact of Internet advertising. The 
McKinsey Quarterly, 3, 44–63.

Chu, F. G. (1996). Strategy Analysis of Advertising Rational Appeals Strategy. J. Adv. Public Relat., 
8, 1–26.

Darch, H., & Lucas, T. (2002). Training as an E-Commerce Enabler. Journal of Workplace Learning, 
14(4), 148–155. doi:10.1108/13665620210427276

Dholakia, R. R., & Kshetri, N. (2004). Factors Impacting the Adoption of the Internet among SMEs. 
Small Business Economics, 23(4), 311–322. doi:10.1023/B:SBEJ.0000032036.90353.1f

Elahi, Sh., & Hassanzadeh, A. R. (2009). A framework for evaluating electronic commerce adoption 
in Iranian companies. International Journal of Information Management, 29(1), 27–36. doi:10.1016/j.
ijinfomgt.2008.04.009

Evans, D. (2008, September). The Economics of the Online Advertising Industry. Review of Network 
Economics, 7(3), 1–46. doi:10.2202/1446-9022.1154

Filiatrault, P., & Huy, L.V. (2006). The Adoption of E-commerce in SMEs in Vietnam: A Study of Us-
ers and Prospectors.

Gatignon, H., & Robertson, T. S. (2004). A Propositional Inventory for New Diffusion Research. In 
H. H. Kassarjian & T. S. Robertson (Eds.), Perspectives in Consumer Behavior (4th ed., pp. 461–487). 
New Jersey: Prentice Hall.

Hanafizadeh, P., & Behboudi, M. (2012). Online Advertising and Promotion; Modern Technologies for 
Marketing. Hershey, PA: IGI-Global. doi:10.4018/978-1-4666-0885-6

Hanafizadeh, P., & Behboudi, M. (2012). Internet advertising; New Opportunity for Promotion (1st ed.). 
Tehran, Iran: Termeh Publication.



1229

Factors Affecting Internet Advertising Adoption in Ad Agencies
 

Hanafizadeh, P., Behboudi, M., Ahadi, F., & Ghaderi Varkani, F. (2012). Internet advertis-
ing adoption: A structural equation model for Iranian SMEs. Internet Research, 22(4), 499–526. 
doi:10.1108/10662241211251015

Hanafizadeh,P., & Rezaei, M. (2010). Electronic Commerce; Definitions, Barriers and solutions. Tehran. 
Iran: Termeh Publication.

Heidarzadeh, K., Behboudi, M., & Ardakani, A. (2011). What Right Website Model, RWM Selecting 
Appropriate Online Publisher for Advertisement. Journal of marketing Management.

Heiligtag, J., & Xua, J. (2007). Testing a Model of Online Advertising Adoption: An Australian Study. 
Proceedings of the 13th Asia Pacific Management Conference, Melbourne, Australia, pp. 171-178.

Ihlstrum, C., & Nilsson, M. (2001). Size Does Matter: SMEs Special Barriers in Adopting E-Business. 
Collecter.

Interactive Advertising Bureau. (2012). Internet Advertising Revenue Report. Retrieved from http://
www.iad.net

internetworldstats.com. (2001). Retrieved from http://www.internetworldstats.com/

Internetworldstats.com. (2011, July 24). Internet Users & Population Statistics for 35 countries and 
regions in Asia. Retrieved from http://www.internetworldstats.com/stats3.htm

Internetworldstats.com. (2012, October 19). Internet Users & Population Statistics for 35 countries and 
regions in Asia. Retrieved from http://www.internetworldstats.com/stats3.htm

Internetworldstats.com. (2013). Internet World Stats, Usage and Population Statistica. Retrieved from 
http://www.internetworldstats.com/stats5.htm

Jacovou, C. L., Benbasat, I., & Dexter, A. (1985). Electronic data interchange and small or anizations: 
Adoption and impact of technology. Management Information Systems Quarterly, 19(4), 465–485.

Kassarian, H. J. (1977). Content analysis in consumer research. The Journal of Consumer Research, 
4(1), 8–18. doi:10.1086/208674

Kaynerk, E., Tatoglu, E., & Kula, V. (2005). An Analysis of the Factors Affecting the Adoption of 
Electronic Commerce By SMEs: Evidence from an Emerging Market. International Marketing Review, 
22(6), 623–640. doi:10.1108/02651330510630258

Kolbe, R. H., & Burnett, M. S. (1991). Content-Analysis research: An examination of applications 
with directives for improving research reliability and objectivity. The Journal of Consumer Research, 
18(September), 243–250. doi:10.1086/209256

Kurnia, S. (2006). E-Commerce Adoption in Developing Countries: an Indonesia Study. The University 
of Melbourne, Australia.

Leonard-Barton, D. (1992). Core capabilities and core rigidities: A paradox in managing new product 
development. Strategic Management Journal, 13(S1Suppl. 1), 25–111. doi:10.1002mj.4250131009

http://www.iad.net
http://www.iad.net
http://www.internetworldstats.com/
http://www.internetworldstats.com/stats3.htm
http://www.internetworldstats.com/stats3.htm
http://www.internetworldstats.com/stats5.htm


1230

Factors Affecting Internet Advertising Adoption in Ad Agencies
 

Leonard-Barton, D., & Sinha, D. K. (1993). Developer-user interaction and user satisfaction in internal 
technology transfer. Academy of Management Journal, 36(5), 39–125. doi:10.2307/256649

Mehrtens, J., Cragg, P. B., & Mills, A. M. (2001). A model of Internet adoption by SMEs. Information 
& Management, 39(3), 165–176. doi:10.1016/S0378-7206(01)00086-6

Ministry of Culture and Islamic Guidance. (2013). The number of Iranian ad agencies. Retrieved from 
http://tehran.farhang.gov.ir/fa/mojavezha/tablighat

Moeran, B. (1996). A Japanese Advertising Agency: An Anthropology of Media and Markets (p. 21). 
Honolulu: University of Hawaii Press.

Okazaki, S., & Rivas, J. A. (2002). A content analysis of multinationals Web communication strategies: 
Cross-cultural research framework pre-testing. Internet Research. Electronic Network and Applications 
Policy, 12(5), 380–390. doi:10.1108/10662240210447137

Olatokun, W., & Kebonye, M. (2010). E -Commerce Technology Adoption by SMEs in Botswana. 
International Journal of Emerging Technologies and Society, 8(1), 42–56.

Palvia, P. (1996). A model and instrument for measuring small business user satisfaction with informa-
tion technology. Information & Management, 31(3), 151–163. doi:10.1016/S0378-7206(96)01069-5

Premkumar, G., & Roberts, M. (1999). Adoption of new information technologies in rural small busi-
nesses. International Journal of Management Sciences, 27, 467–484.

Purcell, F., & Toland, J. (2004). Electronic Commerce for the South Pacific: A Review of E-Readiness. 
Electronic Commerce Research, 4(3), 241–262. doi:10.1023/B:ELEC.0000027982.96505.c6

Rao, S. S., Metts, G., & Monge, C. M. (2003). Electronic commerce development in small and medium 
sized enterprise:A stage model and its implication. Business Process Management Journal, 9(1), 11–32. 
doi:10.1108/14637150310461378

Shen, F. (2002). Banner advertisement pricing, measurement, and pretesting practices: Perspectives 
from interactive agencies. Journal of Advertising, 31(3), 59–67. doi:10.1080/00913367.2002.10673676

Smith, R. E., & Yang, X. (2004). Toward a General Theory of Creativity in Advertising: The Role of 
Divergence. Marketing Theory, 4(1/2), 31–58. doi:10.1177/1470593104044086

Tagliavini, M., Ravarini, A., & Antonelli, A. (2001). An Evaluation Model for Electronic Commerce Activi-
ties within SMEs. Information Technology Management, 2(2), 211–230. doi:10.1023/A:1011417703063

Teo, T. S. H., & Tan, M. (1998). An empirical study of adopters and non-adopters of the Internet in 
Singapore. Information & Management, 34(6), 339–345. doi:10.1016/S0378-7206(98)00068-8

Thong, J. Y. L. (1999). An integrated model of information systems adoption in small businesses. Journal 
of Management Information Systems, 15(4), 187–214. doi:10.1080/07421222.1999.11518227

Thong, J. Y. L., & Yap, C. S. (1995). CEO characteristics, organizational characteristics and informa-
tion technology adoption in small businesses. Omega. International Journal of Management Sciences, 
23(4), 429–442.

http://tehran.farhang.gov.ir/fa/mojavezha/tablighat


1231

Factors Affecting Internet Advertising Adoption in Ad Agencies
 

Thurasamy, R., Mohamad, O., Omar, A., & Marimuthu, M. (2009). Technology Adoption among Small 
and Medium Enterprises (SME’s): A Research Agenda. World Academy of Science, Engineering and 
Technology, 53.

Weisman, R. (2006, February 12). Virtual ads pose real threat to traditional media. Boston Globe.

Wu, C. (2004). A readiness model for adopting Web services. The Journal of Enterprise Information 
Management, 17(5), 361–371. doi:10.1108/17410390410560991

Wymer, S. A., & Elizabeth, A. R. (2005). Factor Influencing e- commerce Adoption and use by Small 
and Medium Businesses. Electronic Markets, 15(14), 438–453. doi:10.1080/10196780500303151

Zulki, I.Z. (2001). Factors related to information technology implementation in the Malaysian Ministry 
of Education Polytechnics [Doctoral Dissertation]. Faculty of the Virginia Polytechnic Institute and 
State University.

This research was previously published in the International Journal of Innovation in the Digital Economy (IJIDE), 8(4); edited 
by Ionica Oncioiu, pages 18-29, copyright year 2017 by IGI Publishing (an imprint of IGI Global).



1232

Copyright © 2019, IGI Global. Copying or distributing in print or electronic forms without written permission of IGI Global is prohibited.

Chapter  66

DOI: 10.4018/978-1-5225-7116-2.ch066

ABSTRACT

This document aims to show how teachers can make their mark in the territory through the appropri-
ate use of their personal brand and geomarketing techniques, with the example of the author, and how 
this methodology can be transferred to students in their connection with the professional world. It is a 
process of structuring and decentralization of personal branding in the territory, linking physical space 
with online space and where geography acquires a new integral dimension through SoLoMo methodol-
ogy (Social, Local, and Mobile).

INTRODUCTION

The Internet has revolutionized our lives; all aspects of our daily lives have been incorporated into this 
information and communication space. Education is one of the most sensitive sectors to these changes: 
on the one hand for the possibilities offered to teachers on an educational level and on the other hand 
because students are continuously connected and have access to information like never before. Teachers 
no longer issue unidirectional information and their dominant position in the classroom must involve 
teaching the students to search for information and to use critical judgement to select that which is 
relevant, thus finding themselves closer to the students, working bidirectionally, in a collaborative, ac-
companying position.

On the other hand, the territory has transcended borders and is no longer merely physical, but unites 
the physical and the online in one through the SoLoMo concept: we live in a world connected by social 
networks, we communicate from a specific place thanks to our mobile devices. Geo-positioning is of 
vital importance, since it indicates the location from where we communicate and unites this physical 
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space with online space, becoming a communication tool between both. Therefore, geo-positioning will 
help us to use localized data as a key strategic variable to work with large volumes of data, which has 
become known as “big data”.

Finally, the possibilities each individual has to develop actions and communicate on the internet has 
led to the development of “Personal Branding”; a step beyond the Curriculum Vitae, where each person’s 
work leaves a mark which serves to show their skills, both dynamically and in real time, as if it were a 
living, breathing résumé. To quote Risto Mejide “Any proper name is a brand. The products are your 
works. And what you say, your campaigns” (Mejide, 2014).

Therefore this document aims to show how teachers can make their mark in the territory through 
appropriate use of their personal brand and geomarketing techniques, with the example of the author 
himself, through a six-step approach and diverse online geolocalization tools, in addition to indicators 
which allow us to measure the results.

For them it works on two levels linked to technology and where the teacher’s geopositioning becomes 
the nexus of union between them both, generating information in the territory and communicating it 
through various social geopositioning tools such as Facebook Places, Google My Business, Foursquare 
and Yelp: New Technologies of Information and Communication (TICs), people, who thanks to social 
networks generate conversations on the internet and creative collaborative projects and New Technologies 
of Geographical Information (TIGs), space, which generate geopositioned information on the internet.

The text does not make reference to academic websites such as Academia.edu, Research Gate or 
Mendeley, since it is understood that they are part of “classic” university communication, transferred 
to a digital environment, and are therefore complementary tools but different to those analysed here.

In the example, the author’s own activity transcends the offices of the University to leave their mark 
or their personal brand on other areas: whether giving a lecture, a course or going on a field trip outing 
and recording it through check-ins or posting it implies that they are making all the territory their com-
munication space and their workspace, making their mark, generating a subjective map of their activity 
which allows them to be interrelated both on a physical and digital level with the surrounding environ-
ment and to pass on their knowledge in various settings.

We must bear in mind that information distribution nowadays is part of the “long tail” (Anderson, 
2008) and therefore communication tools cater to segmented groups of demand: the use of each tool is 
aimed at a very specific group of users. The same event, such as a conference, reported in various tools 
(Facebook, Twitter, Instagram, Youtube, etc) has a huge scope but is highly targeted, so efficiency is 
optimal. All this, while taking into account that there must be a specific strategy which defines targets, 
customer segments, communication tools and measurement indicators.

Therefore, this article talks about a new education in a new liquid environment, to use the words of 
Z.Bauman (2003), where teachers have an obligation to be at the forefront, to communicate with future 
professionals learning with us, in this global classroom which is the interconnected world of the Internet.

PREVIOUS CONCEPTS

Internet, Education, and Learning

The Internet has revolutionized our lives and without doubt has revolutionized education. Over 25 years 
ago, Isaac Asimov (Asimov, 1988) warned, in a completely visionary way, that computers would be con-
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nected to each other and would bring about a change in the way we learn. We come from a traditional 
background where a teacher offers students a range of content, often unidirectionally, where the teacher 
was the source of knowledge and the students had to learn from them. Knowledge was not compared 
but protected, and all this generated élites who had control over it.

However, everyone is different, and therefore all students are different. The theory of multiple intel-
ligences indicates that there are different types of intelligence and we cannot pass judgement on only 
one of them, or, in other words: “if you judge a fish by its ability to climb trees, it will live its whole life 
believing it is useless” (Megias, 2014). The emergence of the Internet allows a complete change in the 
way knowledge is transmitted; going from understanding it as a structured product to its concept as a 
managed service, as indicated by Genís Roca (2014): to go from an analogue product to a digital product 
and from there to a digital service.

Indeed, there has been a change in society which is reaching education: this, as Z. Bauman (2003) 
says, has become liquid and solid old structures are being surpassed by an increasingly rapidly-changing 
world, with a high dose of uncertainty. With this scenario, when in the classroom, students are able to 
compare the information given them on their laptops and mobile phones. If they need information, they 
have access to it in real time and from anywhere, but, in addition, when they leave the classroom they 
receive so many impacts are that they return with much more information.

In addition, education is approaching the “just in time” industrial concept (Yasuhiro, 1996), in as such 
that contents cannot be produced in a Fordist way, but each content must be adapted to an increasingly 
segmented market, that is to say consumers grouped by common interests. MOOCs or free university 
courses appear, Youtube becomes a channel for collaborative learning, Google Plus Hangouts are in real 
time, etc... In other words, the distribution of educational content has diversified into the “long tail” and 
nowadays the student has many ways to learn away from the traditional.

Therefore the teacher has the obligation to train themselves in order to better comprehend this new 
situation and adapt to it, so that they may offer their knowledge but with new tools and new approaches, 
bringing everyone closer to this new reality. It is no longer about accumulating knowledge, but rather of 
how to manage it, to know where this information may be found and to provide students with the tools 
to find what they are searching for, and to use their critical capacity to evaluate whether this provides 
them with what they were looking for.

This fact is not without problems that must be addressed: the loss of privacy, which involves having 
a very clear separation (or not) between the personal and professional environment; lack of time, which 
may be compensated with proper social media management, incorporating it into daily routines as part of 
one’s daily work; lack of abilities and skills, involving continuous training by teachers; and the possibil-
ity that teachers refuse to perform these tasks, implying that mechanisms must be established governing 
their use, such as, for example, rewarding it, as is the case with indexation in specialized journals.

We are shifting from so-called formal learning to social learning, where the key is based on the 
connectivity of people and the capacity to share information, creating a collective global intelligence 
(Plasencia, 2015). One of the best examples is Wikipedia, a global collaborative encyclopaedia, made 
in an open, participative way (Plasencia, 2015) or Openstreetmap, a world map created by users with 
cartographic information and open data which is shared and changed (Moore, E & Garzón, C; 2010). To 
quote Enrique Dans, “You are what you share” (Dans, 2014); we are social beings and sharing becomes 
the key to the transmission of knowledge and development today.
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A good example of this new way to collaborate and train is the Training Department at Alicante 
Provincial Council (Spain), where they are developing very interesting innovation projects in public 
administration (Latorre, 2015).

Social, Local, and Mobile: Geomarketing and Big Data

The SoLoMo Manifesto indicates that for some years we have found ourselves in a social environment, 
where we share local information on social networks through mobile devices (Reed, 2011). However, 
in addition, this concept is evolving towards SoCoMo, where the local element is surpassed by the con-
textual element, that is to say, that the significance is given not only due to the location where things 
happen, but for the special context of where they happen (Buhalis, 2015).

It was Tim Bernerss Lee who said “Data is the raw material of the twenty-first century” (Beltrán, 
2014), that is to say, the significance of data which invades everything in volumen, variety, speed and 
value, in what has become known as “big data” (Invattur, 2015). The importance is not as much in ob-
taining data, but in the capacity to select, organize and, above all, interpret it.

Moreover, these data are generated in a specific space and therefore the location and information are 
linked. Geomarketing (Chasco, 2003) is the way to manage these spatial data to take decisions and to 
better manage projects.

These data are generated by people, and they are generated in space, and the tools which allow them 
to do so are the new technologies. Therefore we find two independent aspects which are at the same 
time interdependent:

1.  Technologies of Geographical Information (TIG), spatial analysis tools which show the territory 
in which we move, where information is generated objectively and quantitatively.

2.  Technologies of Information and Communication (TIC), communication tools which show us the 
people who generate objective and quantitative information.

The use of new technologies by teachers is the basis of this document, as by using it they are able 
to make their mark on the Internet and share their knowledge, wherever they may be, with whoever is 
interested. However, this requires you to have a strong personal branding which sets you apart from the 
rest and which gives added value.

PERSONAL BRANDING

In this new era, anyone can become a personal brand. It is said that “there is no profession of the future, 
but there is a professional of the future” (Chicheri, 2012). Personal branding implies that people are 
very important and provides added value to organizations in which they work or with which they col-
laborate (Pérez Ortega, 2012).

The teacher must not only be an educational employee, but must also be recognized as a specialist in 
the matters they dominate. The qualitative change is that this acknowledgement surpasses the limits of 
the scientific community in which they moved and must go on to become a social recognition through 
the work they share on the internet on social networks (Alcántara, 2015).
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Therefore, when we talk about personal branding on the internet, we are speaking about positioning 
and visibility, at this moment. This is identified by appearing among the first results in Google - not only 
with the name of the teaching professional, but also with key terms or words in which they specialize.

In the case of the author of this article, he has worked on his personal brand by moving his profession 
as a geographer to the Internet, that is to say, trying to shift the analysis and methodology of this science 
to a new environment such as the Internet.

A fundamental aspect is to generate quality original knowledge. That is to say, in the medium term 
what works on the Internet is to generate knowledge and to transmit it. Therefore we may speak about 
two aspects: the format in which knowledge is available - which may be in the form of text, but also 
photography, video, audio, documents or maps; and secondly how it is transmitted by networks, distin-
guishing whether they are general or specific networks, or whether they are networks that are specialized 
depending on the type of format.

An example can be had through a conference: a teacher specialized in geopositioning and tourism 
offers a lecture on it, in a specific space, such as a city congress centre. From here we can use a time 
criterion to analyze the use of personal branding:

Before the conference, the author can generate content by way of a summary of the conference and 
this content can be created in video format, with a brief statement of how it will be, accompanied by an 
article on their blog where they will discuss this invitation. This content is transmitted to their followers 
on their social networks such as Facebook chat, Twitter, Google Plus and LinkedIn, as well as specific 
groups who may be interested in attending the conference or obtaining information from it.

During the conference the author will perform a check-in on Swarm, (formerly Foursquare), indicating 
that they are at the Congress Hall to give a lecture and sharing their location on Twitter and Facebook. 
They could also prepare a PDF with the conference and hang it on Slideshare, scheduling a few tweets 
through Hootsuite to be tweeted every 15 minutes, announcing that it is now available with the links. 
People viewing this content know that they can consume this knowledge in real time and, most impor-
tantly, viralize the content by sharing it in turn with their followers.

Furthermore, this conference could be transmitted by streaming or even with a Google Plus Hangout, 
so it could be viewed in real time anywhere in the world. Nowadays it could even be transmitted via 
Twitter using the Periscope tool.

Equally interesting it is to generate a specific hashtag on the event to work as a structuring and unify-
ing element for the whole conference so that people can learn about the event through it. This would be 
available for consultation via the Google search engine and Facebook, Twitter, Google Plus, Linkedin 
and Instagram.

In this way, what the speaker is doing is diversifying the sources of knowledge distribution. It is no 
longer a question of using only attendance, but to offer their event through all possible channels, openly, 
to reach a wider audience, segmented in turn depending on their use of social tools.

After the conference, the speaker may share knowledge through another article on their blog, upload-
ing a video of the conference to Youtube (in the case of Google Hangouts this is done automatically), 
converting the audio to an mp3 format in order to upload it to podcast platforms such as Ivoox or iTunes, 
etc. All this work should be duly labelled using keywords (in this case geo-positioning, social networks, 
tourism, etc) and shared in common conversation channels and in specialized groups for each topic area.
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Therefore we can show how this new liquid reality actually works and how teachers and speakers 
can adapt to it and become integrated into its environment through their personal brand which, well 
managed, may lead them to leave their mark on the Internet by using the promotion possibilities which 
geomarketing has to offer.

THE CENTRAL ISSUE

The problem is the adaptation to a new medium in which the teacher must be the first to know in order 
to later transmit it to their students and must do so under these premises:

The importance of sharing: “You are what you share”: the old formula of knowledge accumulation is 
no longer useful today - knowledge must be shared, because by doing so it improves with contributions 
from others and becomes larger and more alive. To do this, we must transform the concept of “copy-
right” to that of “copy is right”, provided the original source of that knowledge is cited and contributes 
added value.

Generate conversations: As the Cluetrain Manifesto said “The market is conversations” (Levine, 
2009) and in this global era, conversations occur at any time and through very different media. The fact 
that we converse in social media enables us to communicate with other people and share this previously 
cited knowledge. We are social beings and conversation is one of the ways we communicate.

Measure everything: One of the advantages of the Internet is that everything can be measured. We 
have tools which allow us find out who has seen or shared our publications and their social profile. “What 
cannot be measured cannot be improved” (Herce, 2012), but in order to do this, we will also need to 
know which indicators and metrics to use to obtain these measurements.

Continuous assessment: In a phase of continuous beta, the speed with which information is gener-
ated and shared today has led us to speak of “infoxication” (Cornella, 1999), a sort of poisoning brought 
about by information overload. To manage it, we must keep abreast of what is happening, but above all 
be able to select the most relevant information in order to keep up with everything happening in our area. 
Everything changes and we will therefore miss the boat if we are not updated continuously.

SOLUTIONS

The Aims and the Methodology

The solution lies in generating a methodology which is transferable to other cases where geomarketing 
tools allow the teacher to promote their personal branding and leave their mark on the territory of the 
internet.

After years of research and experimentation, the author has developed their own methodology which 
allows any professional to use geomarketing over six chronological steps based on the proposed objectives.

1.  Positioning: The first objective proposed is positioning, that is to say to indicate the position in 
space of the company or person. Here there are two proposed scenarios:
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a.  In the event of having a physical location where an occupation is performed, (University 
training centre, research centre, etc.), it is to be registered on different platforms, so that it 
appears in the most widely used online map. At this time it should be registered in three major 
platforms:
i.  Google Maps: The most widely used map at this time, owned by communications giant 

Google and which also acts as a search engine for geo-positioning information.
ii.  Bing Maps: Very similar to the previous but dependent on Microsoft, which has its own 

search engine (Bing) and its own maps.
iii.  Here: As a mapping provider, it has acquired importance by being the basis of the maps 

for the Facebook social network.

There is another platform which is currently under review: Apple Maps. Although a resounding 
failure on its initial release, it must not be forgotten that it is dependent on a leading company in other 
areas of communication and must therefore be taken into account.

For all these platforms there is a way to register places through the use of the business version or 
“places” with a very similar method: it is looked for on the map, if it appears then it may be claimed in 
order to manage it, and if it does not appear, it may be registered for management.

The result is that we have control of our information centre on the Internet and from there we can 
manage all the objectives which follow.

b.  In the event of not having a physical location or the possibility of managing the location, for 
example, such as in the author’s case, who works for the University of Valencia but moves 
all over the country giving courses and conferences, the work methodology is different.

Social geo-positioning tools allow you to check-in or to say where in the territory a person is to be 
located at all times, and to share this information with their followers and on other social networks.

It is therefore a good way to “make your mark” on the territory, that is to say, to indicate each time 
you visit a location where specific training is to be given and even to use a specific hashtag to serve as 
the fundamental brand structure, sharing it on social networks, making for an even greater scope.

It is a strategy of territorial structuring strategy through personal branding. It does not have a single 
physical location but as many locations as the teacher chooses to visit, and so the effect is not only 
greater in quantity but also in quality, multiplying the impact exponentially every time a teaching project 
is developed at a location.

2.  Information: All social tools offer the possibility to contribute information about a business or 
our person, but not all possible information is completed in all cases, missing the opportunity to 
make ourselves known. There are several basic elements:
a.  Name: The name of the organization or the person, which, if possible, must be the same in 

all social networks.
b.  Photograph: If an organization, the logo, and if a person, their face or similar picture, which 

shows their real image.
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c.  Description: You must be able to describe in approximately 140 characters what the business 
or professional does and what objective they have.

d.  Contact: If offered the possibility of including the email address, telephone number or website, 
it is important to do so, so that you may be contacted.

3.  Participation: Communication is the key, and this is based on conversations. Therefore, every time 
an activity takes place, it must be shared in addition to offering valuable original content on specific 
aspects. This will get people involved in this content, who will then in turn share and comment on 
this, eventually creating a user community around a specific topic.

Participation is achieved with a continuous dynamization of content and day to day consistency that 
makes the professional be present in the particular field of knowledge.

4.  Size: This refers to the number of followers a professional has on social media. The fact they en-
courage participation on specific topics of interest makes people want to follow them and therefore 
their number of followers increases.

It is important to achieve an “engagement”, namely an emotional closeness with the user, something 
that generates an interest in them following you. To have many followers is pointless and detrimental to 
your personal branding if you do not interact with them.

5.  Reputation: This refers to the opinion followers have of the brand and has two similar variables 
on all social media:
a.  Scoring: Often expressed graphically by five stars where the user values the brand from 1 

to 5 in order of importance. This is a quantitative and somewhat objective assessment as it 
allows comparison with others and shows the value given it by users.

b.  Opinion: Often expressed in text form, this is where the user explains what they think of the 
brand using comments. This is a qualitative and subjective assessment which may be basically 
positive, negative or neutral.

Online reputation is a core element nowadays, taking the traditional reputation of the scientific 
community over the years from being more closed and segmented to a reputation open to everyone on 
the internet, generating much more quickly and therefore having a much faster and much more incisive 
impact on teaching

Moreover, reputation directly affects the sales process, namely social comments are very much taken 
into account by users and condition them when making a decision on the consumption of a particular 
product or service. A positive reputation on a course may increase the demand for a teacher, whereas a 
negative reputation may mean the opposite.

6.  Positioning: It refers to the presence of teacher information on the first page of Google search 
results.

In the past, for a business to be considered important it had to be on a main street in a big city, or a 
teacher had to be in a recognized department at a prestigious university. Nowadays things have changed 
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and this main street is called Google and the most important thing is to be well positioned. This posi-
tioning is given in three ways:

a.  Naturally: Generating quality original content which users value by linking them or commenting 
on them.

b.  Artificially: Paying for advertising which allows us to appear prominently as an “advertisement”.
c.  In a geolocated way: showing where the activity is performed, which appears with a symbol of a 

marker or on a map.

The use of these strategies must receive proper consideration. Advertising can be paid for in order 
to appear on Google in the short term, but in the medium term the best strategy is to be positioned and 
geolocated by brand content (Maciá, 2011).

One very important aspect is that the use of diverse social media allows the brand to have an internet 
presence with multiple entries, with all entries even appearing on the first results page, giving us our 
own control over brand information online.

The result of using geomarketing tools with this methodology allows the promotion and marketing 
of teaching services on the Internet and therefore enhances their status.

Social Tools

Social media are tools we use to communicate with each other on the internet. There are many types 
and these may be grouped in many different ways, but in this case I will make a personal and practical 
division according to the use which is given to them:

Conversation Tools: These are the tools which we use to speak to each other. The main ones are cur-
rently Facebook, Twitter, Google Plus and Linkedin, each different from the other but with one common 
denominator: the possibility of generating a content which has a short duration in time and where we 
may follow people or people may follow us in order to consume that content.

Tools contents: These are tools which generate content in a specific format and can last longer in time, 
as these tools serve in turn as content stores. In the case of audiovisual content (Youtube and Vimeo), 
photographs (Instagram and Pinterest), podcasts (Ivoox and Soundcloud) in pdf or similar (Slideshare 
and Issuu) or blogs in text format (Wordpress, Tumblr and Blogspot), although these final tools have 
the power to allow the above formats.

Geopositioning tools: These are tools for viewing maps (Google Maps, Bing maps or Nokia Here) 
and tools which allow you to share information from a location (Facebook Places, Google Local, Four-
square y Yelp).

In the case of this document, the main tools which allow for the use of social geomarketing are these 
last ones, as they have some similar components which make them comparable:

1.  There is a personal profile and a page and/or place, although the latter is the relevant criterion.
2.  The possibility to create a place socially on the internet, namely without being the manager or 

administrator of the business.
3.  The possibility to manage the business account reclaiming the business.



1241

The Use of Geomarketing to Promote Personal Branding
 

4.  There are internal usage statistics to analyze the behaviour of users based on their location.
5.  Location of a business or resources at a particular address.
6.  Possibility to generate comments about a location, opinions which involve sharing a subjective 

perception of the location.
7.  Possibility to generate scores about a location which involves sharing an objective perception of 

the location based on a star ratings system.
8.  Possibility to perform online advertising campaigns based on location.

Social Dynamization

One of the main aspects when using these tools is the ability to dynamize them correctly and this requires 
four steps in chronological order:

Generate information: There must be something to say about wherever. For example, a conference a 
guest speaker is to offer at a university or the day to day events from the workplace itself.

Post it: The speaker will complete a check-in at the time of giving the conference and can share it on 
social media, in addition to sharing the conference so that everyone may have access to it. It is impor-
tant to note the possibility offered by social media to post the same information on different platforms, 
depending on the different formats worked with.

• Dynamize It: Posting content is not enough; the key is to dynamize it. One has to know where to 
post this information and to be proactive when it comes to engaging users. In this regard, the use 
of segmented groups on social networks offers very good results as they generate considerable 
engagement.

• Measure It: Once these actions have been performed, the teacher should be able to measure the 
consequences of their actions and assess whether they have been useful in achieving proposed 
objectives.

From this point, feedback is made on the process and it returns to the beginning. Performance mea-
surement provides data to improve future projects or to consolidate actions which have worked well.

MEASURING THE TOOLS

“What cannot be measured cannot be improved”. Under the previously expressed maxim, it is essential to 
reiterate the need to take the importance of obtaining and interpreting data into account. The advantage 
of using these tools is that all of them have their own statistical usage data, to a greater or lesser extent, 
so that we can analyze how, when and where they are used, continuously evaluating the outcome in 
order to optimize online communication and these channels, thereby improving efficiency and meeting 
proposed objectives.

However, it is not enough to have only the data for each tool, because what is actually adding value 
is the analysis as a whole based on the methodology we have outlined above. The realization of a matrix 
as a control panel is therefore proposed, where both sets of variables may be analyzed:

On the one hand the objectives to be fulfilled, namely location, information, size, participation, 
reputation and positioning.
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On the other hand the tools to analyze: Google Local, Facebook Places, Foursquare and Yelp.
The data to be measured are:

• Location: measured depending on whether it is located on the map (1) or if it is not (0). Information 
measured depending on whether it has complete information (2) or incomplete information (1).

• Size: measured by the number of “likes” or followers.
• Participation: measured by interactions with followers.
• Reputation: measured by scoring (five stars) and opinions (also called reviews, tips or comments)
• Positioning: measured by the position of the brand on the first Google page.

From here on, a column should be added indicating the objectives to be achieved and then as many 
columns as there are measurements you are to perform periodically.

In this case we are talking about social geopositioning tools, although this control panel enables the 
addition of as many measuring tools as you desire (Twitter, Pinterest, Instagram, Youtube, etc).

Faced with the problem of infoxication or attending to too many social media at the same time, there 
is no perfect method beyond common sense. That is to say, one should only use those that we are able 
to effectively maintain, and that the model is as flexible or as “liquid” as possible, i.e., to effectively 
change depending on the needs of each moment.

FUTURE TREND

The evolution of all these aspects is going to be increasingly faster and requires a different analysis effort 
and understanding. We can no longer base ourselves on strategic methodologies such as business plans, 
because they do not address current problems; we are unable to predict the medium term and therefore we 
need agile methodologies. In this sense, Micro-innovation, the Canvas Model, Empathy Model, Design 
Thinking and Lean Startup (Sobejano, 2015) offer a much more appropriate way to confront reality and 
must be incorporated into a teacher’s day to day activity.

Moreover, new gadgets will appear, such as augmented reality glasses, smart watches, interconnected 
bracelets, flexible screens, the use of the body as a tool, nanotechnology, etc, but it must not be forgotten 
that these are tools and therefore simply require a computer adaptation or product. The human element 
continues to be the key.

The human element becomes increasingly important, not only in the concept of engagement but also 
in the vision of teaching from the demand point of view, to understand the student as a customer and 
put ourselves in their place (empathize) and use it as the core of the marketing strategy. It is essential to 
avoid technocratic and marketer-related trends which turn us into mere algorithm data and we must put 
the human and anthropocentric element at the heart of any actions.

Finally, we must understand the territory as a communication platform where each and every person 
acts as a communication node and the edges are messages posted and shared on the internet. Collabora-
tive elements are key factors in its development. Now more than ever, we operate holistically in a global 
network. The Internet of things is directly related to the territory through smart cities which manage 
this data on a global scale (big data).
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CONCLUSION

One of the most important aspects is the speed at which change takes place in the social, local and mobile 
world. “It’s not about being the best, but about being different” and we must provide some added value. 
In the case of teaching, I consider there to be three fundamental elements:

Real time: To be constantly informed and updated on what is happening in our specific areas of 
knowledge to be a reference in our field by mastering material in terms of updating knowledge. It is 
no longer about writing extensive articles for scientific magazines but rather a steady flow of shorter 
articles to be shared on our blog.

Local element: We are informed of what happens globally by news agencies, but information which 
happens near us is generated locally and then shared with the world. When it comes to providing train-
ing, it is important to have local data with examples to empathize with users and show them that we 
have made the effort to learn about local reality.

Sharing: Although we have already mentioned this aspect before, the importance of sharing knowl-
edge without fear and, in turn, of using other shared knowledge for learning, always quoting the original 
source, improves collective intelligence as the basis of internet content.
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ABSTRACT

Organizations are realizing the importance of social media and social networking sites as a communica-
tion channel for their brands. Startups, which are new small ventures, face many challenges to prosper in 
today’s fast-paced economy. This research focuses on the challenge of building brand advocacy against 
the start-ups’ low brand awareness and limited financing capabilities. Brand advocacy is defined as the 
extent to which consumers recommend the brand to their community. It is mainly characterized by high 
brand loyalty and strong positive electronic word of mouth. This research aims to explore the drivers 
of brand advocacy on social media in case of startups. The results of the will serve as the input for the 
second phase which follows a quantitative approach in which a survey will be undertaken to determine 
first, the relationship between the variables validated in the first phase and brand advocacy mediated 
by brand loyalty and electronic word of mouth, and second, test for demographics differences in this 
relationship.

INTRODUCTION

Branding has been a topic of interest for many academics as well as practitioners as early as 1964 (Bas-
tos and Levy, 2012). In an attempt to simplify and yet provide a conclusive view, this research regards 
it as the mental and emotional attributes associated with the brand (Rowley, 2009; Jones and Bonevac, 
2013; Bastos and Levy, 2013; Simmons, 2007). Branding is essential to organizations and consumers 
as it can save the time and effort related to the information search process of the brands’ key benefits 
and attributes (Rowley, 2009; Luo et al., 2013).
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Social media has and is still revolutionizing how organizations are reaching out to their consumers. It 
is now cheaper, easier, and more interactive for both organizations and consumers alike to communicate 
together efficiently and effectively. A specific implication of social media is that it also facilitates the 
diffusion of new brands. Research has found out that consumers often search their social media networks 
for information about brands and so information about new brands on social media helps decrease the 
uncertainty associated with purchasing new brands.

However, organizations now are no longer the sole shaper of the brands on social media where 
consumers’ feedback also plays an extremely crucial role in it. Research has found out that consumers’ 
feedback is one of the key influencers of consumers’ brand evaluation and purchase decision. This is 
due to the fact that it usually draws on consumers’ actual experience with the brand and so is perceived 
as non-commercial as and more credible than marketing messages disseminated by organizations.

That in turn paved away for brand advocacy. Brand advocates have been defined as consumers who 
are passionate about the brand and are actively recommending it to other targeted consumers. Brand ad-
vocacy is composed of two main constructs, which are high attitudinal brand loyalty and strong positive 
electronic word of mouth. To illustrate, consumers with high attitudinal loyalty have profound interest 
in the brand emotionally and cognitively, and have the intention to purchase the brand. Secondly, the 
action of actively recommending the brand by spreading positive word of mouth about it is the essence 
of brand advocacy and has been regarded as a key growth indicator of brands.

Nonetheless, startups are still challenged to diffuse their product to their target market on social media. 
Startups are new ventures that are usually challenged by limited financing and lack of brand. Although 
social media as highlighted offers an opportunity for organizations in general, including start-ups, to 
reach their target market, the limited financing challenge hinders startups capabilities to effectively brand 
their products. Thus this research aims to build on previous literature to develop a model of the driv-
ers of brand advocacy on social media. That shall help startups to brand themselves around the drivers 
more efficiently. Accordingly, this research aims to answer the question: what are the drivers of brand 
advocacy of startups on social media?

LITERATURE REVIEW

Brands act as a shortcut for consumers about the brands’ key features and have been shown to greatly 
influence consumers’ brand evaluation and purchase decisions. This research focuses on brand loyalty 
as a main construct and five sub-components of it on social media.

Brand Loyalty

Brand loyalty is defined as consumers’ “deeply held commitment to repurchase or repatronize a preferred 
product consistently in the future” (Oliver, 1999, p.34). It enables organizations to create entry barri-
ers, enhance brand commitment, and ultimately increase sales through repurchase behavior (Alam and 
Yassin, 2010; Chaudhurri and Holbrook, 2001). Previous literature has shown that there is a positive 
relationship between brand loyalty and brand advocacy, along with a positive relationship with word of 
mouth where consumers with positive commitment towards the brand are likely to recommend the brand 
to other consumers and advocate for the brand (Roy et al., 2014; Hawkins and Vel, 2013; Samson, 2010).
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Brand loyalty is divided into attitudinal brand loyalty and behavioural brand loyalty. The model pro-
posed by Dick and Basu (1994) explains the attitudinal component of brand loyalty which represents 
consumers’ willingness to repurchase the product. Attitudinal loyalty encompasses three stages, namely, 
cognitive, affective, and conative (Dick and Basu, 1994). It is important to note that attitudinal loyalty 
does not necessarily lead to a repurchase decision (Worthington, 2010). Thus, Oliver (1999) further added 
the behavioral loyalty component which is also referred to as action loyalty, representing the action of 
repurchase itself. Nevertheless, some researchers argue that the act of repurchasing the product might 
not be a reliable indication of brand loyalty as it can be attributed to other situational factors such as lack 
of substitutes or high switching costs (Kabiraj and Shanmugan, 2011). Consequently, brand loyalty in 
the context of brand advocacy is explained by attitudinal loyalty, that is to say, consumers’ attitude that 
would trigger positive word of mouth (Hawkins and Vel, 2013).

Firstly, cognitive loyalty is the first and least effective type of loyalty, which mainly results from 
information about the brand (Oliver, 1999; Worthington et al., 2010). At this stage, consumers gain 
extensive knowledge about the product features and characteristics (Matthews et al., 2004). Cognitive 
loyalty stems from consumers’ evaluation of the brand based on the information they gathered against 
the expected value of the brand (Blut et al., 2007). The second type of loyalty is affective loyalty which 
is the yield of emotional attachment to the brand (Matzler et al., 2011; Worthington et al., 2010). Affec-
tive loyalty is consumers’ positive attitude towards the brand that evokes positive emotions (Matthews 
et al., 2004). Blut et al. (2007) argues that affective loyalty stems from the satisfaction yielded when the 
performance expectations made during the cognitive stage are met when the brand is purchased. Last but 
not least, conative loyalty, which is the third loyalty stage, basically represents the desire to repurchase 
the brand (Blut et al., 2007; Kabiraj and Shanmugan, 2011). Oliver (1999) describes this stage resulting 
from repeated positive emotions towards the brand that trigger the intention to repurchase the brand.

DRIVERS OF BRAND LOYALTY

Building on previous literature, this research focuses on the following drivers of brand loyalty and how 
they relate to brand advocacy: brand awareness, brand image, perceived value, brand community, and 
brand trust.

Brand Awareness

Brand awareness represents consumers’ recognition of the brand and is usually measured by how strong 
consumers can recall the brand, its symbol, and features (Conardie et al., 2014, Matthews et al., 2014; 
Nguyen et al., 2010). The more the consumer is exposed to the band, the higher the frequency of brand 
recall and thus the more probable that the brand will be among consumers’ choice set (Crespo-Almendros 
and Del Barrio-García, 2014; Gatautis and Kazakevičiūtė2, 2012; Barreda et al., 2013). In social media 
networks where information is abundant, free, and easily-accessible, brands are competing to provide 
more information and have more exposure to their target consumers to improve their brand recall and 
reduce the uncertainty associated with new brands (Crespo-Almendros and Del Barrio-García, 2014; 
Tsimonis and Dimitriadis, 2014; Wolny and Mueller, 2013).
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Moreover, research has shown that brand awareness is positively correlated with brand loyalty in 
general (Nguyen et al., 2010; Khan and Mahmood, 2012) and cognitive loyalty in specific (Matthews 
et al., 2014). Therefore, the following is hypothesized:

H1: Brand awareness is positively correlated with brand advocacy mediated by brand loyalty.

Brand Image

Brand image refers to consumers’ perception of the brand (Bivaninien, 2007). It helps consumers’ gain 
basic information about the brand and is increasingly important when consumers have not consumed the 
brand before (Chen and Myagmarsuren, 2011). In social media context, information is more abundant, 
widely accessible and easily-transferred. Therefore, social media exposes consumers to more informa-
tion about the brand and, equally important, other consumers’ perception of the brand (Jin, 2012; Hung 
and Li, 2007; Naylor et al., 2012. This exposure makes the brand image more of a joint product of the 
organization and consumers (Bruhn et al., 2012; Chung and Ahn, 2013; Matthews et al., 2014).

In addition, Nienstedt et al. (2012) argues that the more similar the brand is to consumers’ personality, 
the higher the consumers’ loyalty to the brand. Supported by previous research; it has been shown that 
brand image is positively correlated with brand loyalty (Chen and Myagmarsuren, 2011; Bivaninien, 
2007). Therefore, the following is hypothesized:

H2: Brand image is positively correlated with brand advocacy mediated by brand loyalty.

Perceived Value

Perceived value is defined as consumers’ assessment of the brand attributes and key benefits, and their 
importance to consumers (Nguyen et al., 2010; Zeithami, 1988). It is derived from consumers’ assessment 
of all the resources needed to consume a brand whether monetary or non-monetary resources, against 
the benefits incurred (Chang et al., 2009; Wang, 2010). In the digital age where there is abundance of 
information about substitutes, consumers’ can easily switch to another brand as long as it offers them 
more benefits, that is to say, a higher perceived value (Chang et al., 2009; Wang, 2010). Similarly, the 
more difficult it is for the users’ to find the information they need, the higher the cost consumers perceive 
to consume the brand and so the lower the perceived value is (Simmons, 2007; Pearson et al., 2012; Lin 
and Lee, 2012).

Previous research has shown positive correlations between perceived value and purchase intention 
(Chang et al., 2009), word of mouth (Wolny and Mueller, 2013), and brand loyalty (Pearson et al., 2012), 
namely affective loyalty (Matthews et al., 2014). Therefore, the following is hypothesized:

H3: Perceived value is positively correlated with brand advocacy mediated by brand loyalty.

Brand Community

One of the early definitions of brand community was developed by Muniz and O’Guinn (2001) where 
brand community is defined as “a specialized, non-geographically bound community, based on a struc-
tured set of social relationships among admirers of a brand” (p.412). Brand communities play a very 
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important role to both consumers and brands. Interactions between users in a brand community provide 
users with valuable information about the brand and help shape the brand image (Zhang et al., 2015; Yeh 
and Choi, 2011; Thompson and Sinha, 2008). Research has shown that brand community has an impact 
on consumers’ identification with the brand and with other consumers within the brand community 
(Matzler et al., 2011; Yeh and Choi, 2011; Naylor et al., 2012), brand affect (Lin and Lee, 2012), brand 
loyalty (Thompson and Sinha, 2008) as well as fostering brand advocacy (Stokburger -Sauer, 2010). 
Therefore, the following is hypothesized:

H4: Brand community is positively correlated with brand advocacy mediated by brand loyalty.

Brand Trust

Brand trust has been defined as consumers’ confidence in the brand to satisfy its core function (Chaud-
huri and Hoibrook, 2001). Casalo et al. (2007) have further conceptualized brand trust to be supported 
by three beliefs, which are competence, honesty, and benevolence. To illustrate, competence refers to 
consumers’ perception of the brand knowledge and its ability to fulfill consumers’ needs; honesty refers 
to the brand’s sincerity and its ability to fulfill its promises; and finally benevolence is the belief that 
the brand will place consumers’ welfare at the core of its operations (Casalo et al., 2007; Chaudhuri 
and Hoibrook, 2001; Lin and Lee, 2012). In the online social media context, brand trust is increasingly 
important since consumers’ can easily access information about brands through social media networks 
and thus they can build their perception about the reliability of the brand, that is to say, brand trust, 
more easily (Bart et al., 2005; Nielson, 2012). Alam and Yassin (2010) and Hajli (2014) have shown 
that recommendations from other consumers positively affect consumers’ perception of the brand and 
their tendency to trust it.

It is important to note that the importance of brand trust prevails when there is high uncertainty, 
that is to say, when the consumer lacks sufficient information to make a decision. Therefore, a trusted 
brand supports consumers’ decision and helps decrease the uncertainty (Chaudhuri and Hoibrook, 2001; 
Lin and Lee, 2012; Casalo et al., 2007). Furthermore, previous literature has found that brand trust is 
an important antecedent of brand loyalty, namely, cognitive loyalty, brand commitment, and purchase 
intentions (Matzler et al., 2011; Casalo et al., 2007; Chaudhuri and Hoibrook, 2001; Alam and Yassin, 
2010). Therefore, the following is hypothesized:

H5: Brand trust is positively correlated with brand advocacy mediated by brand loyalty.

Electronic Word of Mouth (eWOM)

Word of mouth (WOM) has been defined as the sharing of an opinion about a brand from one person 
to another that is usually perceived as non-commercial (Abrantes et al., 2013). It has been shown that 
WOM is more effective in affecting the image of the brand and triggering purchase decisions compared 
to traditional communication channels (Graham and Havlena, 2007). Keller (2007) argued that WOM 
can be considered the most important source of information about the brand for consumers since it is 
perceived as honest and more trustworthy (Wolny and Mueller, 2013). Within the social media context, 
the definition of electronic word of mouth (eWOM) is extended to include non-verbal cues related to 
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social media networks such as liking the fan page of the brand on Facebook, retweeting a statement by 
the brand and such (Wolny and Mueller, 2013).

One form of eWOM is user-generated content (UCG) which has been shown to have a great impact 
on consumers’ brand evaluation process (Jin, 2012; Graham and Havlena, 2007). It is defined as mate-
rial shared on the internet by end users of a brand (Christodoulides et al., 2012). Social media networks 
present an opportunity for marketers to closely monitor UCG to understand consumers and nurture brand 
advocacy (Keller, 2007; Graham and Hayelena, 2007).

DRIVERS OF eWOM

The drivers of eWOM are derived from the model proposed by Christodoulides et al. (2012), which 
describes the basic motives to engage in UCG and eWOM. This research focuses on community and 
self-concept as drivers of eWOM.

Community

The community driver relates to the power of brand communities to trigger eWOM (Christodoulides et 
al., 2012). Social media networks paved the way for consumers to interact with their close community of 
friends and family as well as with other brand consumers who are not familiar with one another (Abran-
tes et al., 2013). Such interactions in turn posed three main motivations for community-based eWOM, 
which are community identification, concern for others, and the need for social interactions (Wolny and 
Mueller, 2013; Lovett et al.; 2007, Alexandrov et al., 2013; Yeh and Choi, 2011).

Firstly, self-identification with the community and members within the community positively in-
fluences brand loyalty of consumers’ within the community (Zhang et al., 2015) and is likely to foster 
eWOM about the brand (Christodoulides et al., 2012; Thompson and Sinha, 2008; Akrimi and Khemak-
hem, 2012; Yeh and Choi, 2011). Secondly, concern to help others drives consumers to spread eWOM 
on social media to help other consumers who lack sufficient knowledge about the brand and thus they 
help others make better purchase decisions (Akrimi and Khemakhem, 2012; Wolny and Mueller, 2013). 
Lastly, consumers engage in eWOM within a community to satisfy the need for social interaction by 
engaging in conversations and thus socializing with other consumers who share similar interest in the 
brand (Abrantes et al., 2013; Lovett et al., 2013). Wolny and Mueller (2013) argue that socializing with 
other brand consumers and getting to know new people from such interaction have a positive impact on 
eWOM on social media networks. Based on the above, the following is hypothesized:

H6: Community is positively correlated with brand advocacy mediated by eWOM.

Self-Concept

The self-concept driver of eWOM focuses on the internal egotistical motivation of sharing informa-
tion about brands (Lovett et al., 2013). Research has shown that self-concept have a stronger impact 
on eWOM compared to community (Christodoulides et al., 2012). The self-concept construct has been 
studied based on two main motivations which are self-expression and self-enhancement (Lovett et al. 
2013; Wolny and Mueller, 2013).
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By taking a closer look, self-expression relates to one’s desire to express his/her own experience 
and thoughts about the brand (Christodoulides et al., 2012). Consumers share their knowledge because 
they find pleasure in the process of sharing their own expertise (Akrimi and Khemakhem, 2012), and 
also because they like to assume a position of expertise, and so sharing their knowledge and receiving 
gratitude for being knowledgeable is motivational for them to engage in eWOM (Christodoulides et al., 
2012; Akrimi and Khemakhem, 2012).

Furthermore, the second motivation of self-concept is self-enhancement. Self-enhancement is a 
type of self-expression that mainly targets enhancing one’s self-image among other consumers and the 
community rather than enjoying in the mere pleasure of sharing expertise (Wolny and Mueller, 2013). 
Lovett et al. (2013) argues that one of the factors is expressing uniqueness and signaling social status. 
In other words, by engaging in eWOM about a differentiated or a luxury brand, consumers are signaling 
to other consumers their image whether their uniqueness, if it is a highly differentiated brand, or their 
social status, if it is a luxury brand. So based on the above, the following is hypothesized:

H7: Self-concept is positively correlated with brand advocacy mediated by eWOM.

Brand Advocacy

Brand advocacy has been defined as the extent to which consumers actively recommend a brand to 
other consumers (Kemp et al., 2012). Roy et al. (2014) defines brand advocates as consumers who are 
passionate about the brand and are actively recommending the brand to other targeted consumers. Thus, 
brand advocates are characterized with high attitudinal brand loyalty and positive WOM (Reichheld, 
2003; Hawkins and Vel, 2013). Attitudinal loyalty, which depicts consumers’ true loyalty towards the 
brand, is a more relevant component of brand advocacy than behavioral loyalty, which, as highlighted 
earlier, can occur under other situational factors without having intrinsic interest in the brand (Hawkins 
and Vel, 2013). Furthermore, the action of recommending the brand to potential consumers, which is 
the essence of brand advocacy, is in itself a demonstration of positive WOM (Hawkins and Vel, 2013; 
Kemp et al., 2012). Reichheld (2003) argues that brand loyalty leads to WOM where loyal consumers 
are more likely to put their reputation at stake for the brand by recommending it to other potential con-
sumers compared to non-loyal consumers.

Brand advocacy is extremely important for its power to influence potential consumers’ purchase deci-
sions and thus to positively impact sales and branding efforts (Alam and Yassin, 2010). Recommenda-
tions from other consumers have been shown to have a greater impact on the purchase decision (Wolny 
and Mueller, 2013; Hung and Li, 2007; Keller, 2010). Research has also shown that brand advocates 
can raise awareness about a brand, help reach out to potential consumers, and decrease acquisition costs 
where brand advocates market brands without any monetary return from the brand (Reichheld, 2003; 
Alam and Yassin, 2010), Lastly, brand advocacy has been regarded as a growth indicator for brands 
(Keller, 2010; Reichheld, 2003).

Startups are new ventures that have been shown lack of corporate branding, a drawback which has 
been shown to greatly affect their success (Rode and Vallaster, 2005; Bresciani and Eppler, 2010). Ad-
ditionally, startups have limited resources whether money, branding expertise, or time, compared to other 
large firms, which in turn hinders their ability to brand their business and attract consumers (Bresciani and 
Eppler, 2010). Dekinder and Kohli (2008) argue that startups usually face “liability of newness” where 
potential consumers lack sufficient knowledge about the brand, resulting in high uncertainty level, which 
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in turn decreases their purchase intentions. Although social media offer an interactive communication 
channel with potential consumers, it is yet challenging for startups to attract potential consumers without 
branding their business (Bresciani and Eppler, 2010; Barreda et al., 2013). Therefore, establishing a 
brand and nurturing brand advocacy can help startups diffuse their more easily to potential consumers 
on social media networks (Thompson and Sinha, 2008; Bresciani and Eppler, 2010).

METHODOLOGY

Firstly, the research design and conceptual framework are highlighted, and then the sampling design is 
described, illustrating the sample size and sampling technique used. In addition, the instruments used 
in the questionnaire are explained with the reliability of each instrument. Finally, procedures for data 
collection and analysis are explained.

Research Design and Conceptual Framework

The study is carried out using a quantitative approach to explore the drivers of brand advocacy on so-
cial media mediated by brand loyalty and electronic word of mouth in order to derive an answer to the 
research question under study: What are the drivers of brand advocacy for startups on social media?

It is important to note that brand advocacy has been measured in previous literature using WOM, so 
the model has been altered as in Figure 1 so that the relationship between the drivers of brand loyalty and 
eWOM is investigated meditated by brand loyalty, and the relationship between the drivers of eWOM 
and eWOM is investigated directly.

Figure 1. Conceptual framework
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Sample Design

The population under study is social media users, focusing on the segment of young adults between 18 
years and 45 years. The study focused on young adults since they represent the majority of the social 
media users according to Nielson (2012). The study disregarded users below 18 years due to their lack 
of disposable income.

A sample of 470 users is selected using a non-probability convenience sampling technique. The 
sample size was decided upon based on previous literature where previous literature measuring similar 
relationships used samples between 200 to 400 participants. The participants were contacted mainly 
through their emails and through Facebook; they were asked to participate in the study by responding 
to the questionnaire. In addition, two universities, namely, the German University in Cairo and Cairo 
University, have been visited to gather data from university students and staff.

Out of 470 users approached, 384 returned the questionnaire showing a response rate of 80%. The 
research focused on three startups so that the respondents can report on their experience with the startup. 
Out of the 384 respondents, 308 users met the selection criteria. After accounting for missing values, 
the sample finally encompassed 266 complete responses.

Instruments

Firstly, the respondent was asked to choose one startup of the following startups: Bey2ollak, elmenus, 
and Quora.com. The research focused on these startups specifically since they all offer free information 
services to users. The startups however differed in scope, where Bey2ollak offers information on traffic, 
elmenus offers information about restaurants, and Quora.com is basically a question and answer platform.

The questionnaire encompassed 38 statements measuring the variables under study on a five-point 
Likert scale, where the respondents were asked to report on their agreement on each statement with a 
scale ranging from Strongly Disagree to Strongly Agree. The questionnaire was developed using in-
struments that were used in previous literature. Finally, the questionnaire inquired about demographic 
information, namely, age, gender, education level, and employment.

Brand awareness was measured using four statements adopted from Yoo et al. (2009).Perceived value 
was measured using four statements adopted from Bart et al. (2005). Besides, Brand community was 
measured using four statements adopted from Hurr et al. (2011). Brand image was also measured using 
four statements adopted by Bivainien (2007). Brand Trust was measured using four statements adopted 
from Bart et al. (2005). Brand loyalty was measured using the attitudinal loyalty components, namely, 
affective, cognitive and conative brand loyalty. Brand Loyalty was measured using nine statements, three 
statements for each component. The instrument was adopted from Li and Patrik (2008). On the other 
hand, the drivers of eWOM were measured using four statements each, adopted from Christodoulides et 
al. (2012). Finally, electronic word of mouth was measured using four statements adopted from Wolny 
nd Mueller (2013).

Previously-used instruments have been used to ensure their validity. Furthermore, the researcher has 
carried out a pilot test on 30 respondents prior to distributing the final questionnaire to the sample to 
test for the reliability of the instruments within this research context. The instruments’ reliability was 
assessed using Cronbach’s alpha. The table below summarizes the results of the reliability analysis.
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Procedures

The pilot test was distributed on a sample of 30 participants based on convenience sampling. The pilot 
group’s feedback on the questionnaire was taken into consideration in rephrasing some statements. In 
addition, using Cronbach’s alpha, reliability analysis was conducted to ensure that the instruments used 
were reliable within the research context. Afterwards, the questionnaire was distributed to the sample. 
First, the participants were contacted through their e-mails and Facebook accounts. At first, 200 emails 
were sent to various users, which returned 92 valid responses. Afterwards, additional 85 emails were 
sent to other Facebook users targeting groups on Facebook, which returned 20 valid responses. Finally, 
the researcher made two visits to the German University in Cairo and Cairo University to distribute the 
questionnaire to university students and staff. The university visits returned 40 valid responses. Data 
collection started mid May 2014 and was finished by late June 2014. Afterwards, data was compiled 
and incomplete responses were discarded resulting in a total of 266 complete valid responses. Data was 
then entered into SPSS and AMOS for analysis.

ANALYSIS AND RESULTS

Based on the methodology previously highlighted, data collected were analyzed using SPSS for descrip-
tive and correlation statistics, and AMOS for structural equation modeling to derive an answer to the 
research question. This section is divided into three main sub-sections. First, the “Descriptive Statistics” 
section documents the descriptive statistics of the sample used. Second, the “Correlation Analysis” 
section reports on the results of the analysis undertaken to test the relationships between the drivers of 
brand advocacy and eWOM. Finally, “Structural Equation Modeling” section explains the fitness of the 
conceptual model proposed in the previous section was.

Descriptive Analysis

First, the respondents were asked to choose one startup to report on their experience with it. Out of the 
266 responses, 84 respondents chose elmenus representing 31.6% of the sample six respondents chose 

Table 1. Instruments reliability analysis

Variable Cronbach’s Alpha (Pilot Test) Cronbach’s Alpha (Sample)

Brand Awareness 0.800 0.736

Perceived Value 0.770 0.766

Brand Community 0.835 0.745

Brand Image 0.588 0.633

Brand Trust 0.901 0.867

Brand Loyalty 0.821 0.850

Self Concept 0.850 0.733

Community 0.556 0.567

eWOM 0.841 0.796
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Quora.com representing 2% of the sample, and 176 respondents chose Bey2ollak. In addition, the sample 
had more females than males with the females representing 63.9% of the sample (N=170) as opposed 
to males who represent 36.1% of1 the sample (N=96).

Moreover, the sample’s age category was distributed among five age brackets where 29.3% (N=78) 
were between 18-22 years, 43.6% (N=116) were between 23-27 years representing the mode of the 
sample, 19.5% (N=28-32) were between 28-32 years, 4.5% (N=12) were between 33-37 years and finally 
3% (N=8) were above 38 years. In concurrence, 25.6% of the sample were university students (N=68), 
54.1% had a bachelor degree (N=144) and finally 20% had a post-graduate degree (N=54). Last but not 
least, 136 respondents had a frequency of more than 3 hours per day representing 51.1% of the sample, 
with the rest 49.9% was divided as 7.55% consuming less than 1 hour (N=20), 18% consuming between 
1-2 hours per day (N=48), 23.3% consuming between 2-3 hours per day (N=61).

Correlation Analysis

In order to investigate the first relationship between the drivers of brand loyalty and eWOM mediated 
by brand loyalty, four analyses were undertaken; namely: correlation analysis between drivers of brand 
loyalty and eWOM (a), correlation analysis between the drivers of brand loyalty and brand loyalty (b), 
correlation analysis between brand loyalty and eWOM (c), and finally multiple regression with the driv-
ers of brand loyalty and brand loyalty predicting eWOM.

By analyzing the relationship between the drivers of brand loyalty and eWOM, it is found out that 
there is a positive significant relationship between the drivers of loyalty and eWOM varying in strength. 
To elaborate, there is a moderate significant relationship between brand awareness and eWOM, with a 
correlation coefficient of 0.46 and a significance level of 0.000. Similarly, there is a moderate significant 
relationship between perceived value and eWOM, with a correlation coefficient of 0.598 and a signifi-
cance level of 0.000. There is a slightly stronger relationship between brand image and eWOM, with 
a correlation coefficient of 0.649 and a significance level of 0.000. The strongest correlation is found 
between brand community and eWOM, where the correlation coefficient is 0.693 with a significance 
level of 0.000 as well. Lastly, brand trust had also a moderate significant relationship with eWOM, 
showing correlation coefficients of 0.603 with a significance level of 0.000.

It is important to note that the independent variables had significant positive relationships between 
each other, where the strongest correlation has been found between brand trust and perceived value (r 
=0.841), followed by brand trust and brand image (r =0.767), and finally brand image and perceived value 
(r =0.727). In addition, a slightly weaker yet moderate significant relationship was found between brand 
trust and brand awareness (r =0.688), then perceived value and brand awareness (r =0.67), and finally 
brand community and brand image (r =0.622). Adding to this, there was also a moderate significant 
relationship between brand community and brand trust (r =0.613), and brand community and perceived 

Figure 2. Correlation analysis between the drivers of brand loyalty and eWOM mediated by brand loyalty
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value (r =0.612). Lastly, there was a weaker moderate significant relationship between brand awareness 
and brand community (r =0.473) and brand awareness and brand image (r =0.438).

The second correlation analysis is carried out between the independent variables and the mediating 
variable; that is to say, between the drivers of brand loyalty and brand loyalty. There are positive signifi-
cant relationships between each of the drivers of brand loyalty and brand loyalty. By taking a closer look, 
there was a strong relationship between perceived value and brand loyalty with a correlation coefficient 
of 0.821 and a significance level of 0.000, followed by a strong positive significant relationship between 
brand trust and brand loyalty with a correlation coefficient of 0.817 and a significance level of 0.000. 
In addition, there is a positive strong significant relationship between brand image and brand loyalty, 
with a correlation coefficient of 0.778 and a significance level of 0.000. In addition, there is a moderate 
positive significant relationship between brand trust and brand loyalty, with a correlation coefficient 
of 0.594 and a significance level of 0.000. Lastly, brand awareness has a moderate positive significant 
relationship with brand loyalty, with a correlation coefficient of 0.573 and a significance level of 0.000.

Additionally, the relationship between brand loyalty and eWOM is a positive moderate significant 
relationship with a correlation coefficient of 0.65 and a significance level of 0.000.

The previous analyses show a significant relationship between the dependent variable and the inde-
pendent variable, and the mediating variable, along with the relationship between the mediating vari-
able and the dependent variable. This in turn supports the mediating effect of the brand loyalty on the 
relationship between the independent variables and eWOM. So, a multiple regression is conducted to 
predict eWOM using the independent variables and brand loyalty. Results show a strong positive cor-
relation between the independent variables and eWOM, with a correlation coefficient of 0.766 and a 
significance level of 0.000. The relationship has an r-squared of 0.586, which shows that 58.6% of the 
variability in eWOM was due to the variability in the independent variables and brand loyalty, with a 
significance level of 0.000.

The regression analysis also shows that there is a significant regression between eWOM and brand 
image, brand community, and brand loyalty. Brand community shows the highest weight in predicting 
eWOM, with a beta coefficient of 0.401 and a significance level of 0.000; followed by brand loyalty, 
with a beta coefficient of 0.257 and a significance level of 0.032; and finally brand image, with a beta 
coefficient of 0.223 and a significance level of 0.036.

Finally, a correlation analysis was conducted between the drivers of eWOM, namely, self-concept and 
community, and eWOM Results indicate a positive moderate significant correlation. To elaborate, the r 
coefficient of the correlation between eWOM and self-concept is 0.666, with a significance level of 0.000, 
which shows a positive moderate significant correlation. Similarly, community shows a moderate cor-
relation with eWOM although it is slightly weaker than the correlation between eWOM and self-concept, 
with a correlation coefficient of 0.534 and a significance level of 0.000. Last but not least, community 
and self-concept have a strong positive significant correlation with a correlation coefficient of 0.725.

Structural Equation Modeling

In order to answer the research question, it is important to derive an order of the drivers of brand advo-
cacy on social media, and so a path analysis is undertaken.
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Proposed Model

Firstly, the estimates are summarized in Table 2. Results show insignificant relationships between brand 
community and brand loyalty, brand awareness and brand loyalty, and finally community and eWOM. 
Results show strong correlation between brand value and brand loyalty, followed by brand image and 
brand loyalty. Besides, brand trust has a moderate correlation with brand loyalty, and similarly self-
expression and eWOM. Finally, brand loyalty has a weak correlation with eWOM.

Secondly, the proposed model has shown a poor model fit with the model fit indices summarized in 
the table below with the minimum discrepancy (CMIN) of 25.7, root mean square residual (RMR) of 
7.54, and adjusted goodness of fit (AGFI) of 0.029, normed fit index (NFI) of 0.295, and RMSEA of 
0.4323. Also the modification indices have shown co-variances and suggested relationships between the 
variables. Consequently, the researcher modified the model and ran the analysis again.

Adjusted Model

A second analysis was undertaken putting into consideration the co-variances between the independent 
variables. The regression weights show similar results to the previous analysis with insignificant relation-
ships between brand community and brand loyalty, brand awareness and brand loyalty, and community 
and eWOM.

Moving forward to the model fit indices; the adjusted model has shown a better yet still a poor model 
fit. The table below summarizes the model fit indices. The analysis has shown a minimum discrepancy 
(CMIN) of 4.839, root mean square residual (RMR) of 0.626, and adjusted goodness of fit (AGFI) of 
0.656, normed fit index (NFI) of 0.967, and RMSEA of 0.171. By looking into the modification indi-
ces, there was suggestion correlations between community sharing and brand loyalty, between brand 
community and electronic word of mouth, and finally between brand awareness and electronic word of 
mouth. Supported by the lack of significance between community sharing and electronic word of mouth, 
between brand community and brand loyalty, and between brand awareness and brand community, the 
model has been modified with the suggested correlations and the analysis was run again.

Table 2. Regression weights of the proposed model

Correlation Estimate S.E. C.R. P

TBL <--- VL .746 .086 8.687 ***

TBL <--- TR .525 .082 6.416 ***

TBL <--- MG .652 .097 6.737 ***

TBL <--- BC .044 .086 .515 .607

TBL <--- AW .007 .084 .078 .938

WM <--- TBL .230 .044 5.280 ***

WM <--- SE .442 .064 6.947 ***

WM <--- CS .156 .114 1.377 .168
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Final Model

Since the suggested correlations coincided with the insignificant correlations in the model with the 
model fit indices showing poor model fit, the model was adjusted to account for the suggested correla-
tions and was run again.

Similar to the previous two runs, there are insignificant relationships between relationships between 
brand awareness and brand loyalty, brand community and brand loyalty, and community and eWOM. On 
the other hand, there was a strong positive correlation between perceived value and brand loyalty with 
an estimate of 0.742. There was a moderate positive correlation between brand trust and brand loyalty, 
with a regression estimate of 0.610, followed by a positive moderate correlation between community 
and brand loyalty, with a regression estimate of 0.440. Similarly, there was a moderate positive correla-
tion between brand image and brand loyalty, with an estimate of 0.437. Nevertheless, there were weak 
positive correlations between self-expression and electronic word of mouth with an estimate of 0.319, 
followed by a weak positive correlation between brand community and electronic word of mouth with 
an estimate of 0.265, and also a weak positive correlation between brand awareness and electronic word 
of mouth, with an estimate of 0.189. Finally, the weakest regression was found between brand loyalty 
and electronic word of mouth, with an estimate of 0.123. Table 3 summarizes the regression weights 
of this model.

Furthermore, this model shows a good model fit according to the model fit indices. The analysis 
has shown a minimum discrepancy (CMIN) of 0.782, root mean square residual (RMR) of 0.094, and 
adjusted goodness of fit (AGFI) of 0.942, normed fit index (NFI) of 0.998, and RMSEA of 0.001. All 
the indices support a good model fit.

The model in Figure 3 illustrates the final model after illuminating the insignificant correlations.
So in order to derive an answer to the research question “What are the drivers of brand advocacy on 

social media for startups?”, it is important to highlight the findings of the standardized regression weights 
to find out the weight of each independent variable in predicting the dependent variable. Perceived value 

Table 3. The regression weights of model 2 (group number 1 - default model)

Correlation Estimate S.E. C.R. P

TBL <--- VL .742 .165 4.499 ***

TBL <--- TR .610 .178 3.428 ***

TBL <--- MG .437 .173 2.533 .011

TBL <--- BC -.216 .135 -1.605 .108

TBL <--- AW .113 .123 .916 .360

TBL <--- CS .440 .234 1.878 .060

TBL <--- SE .210 .135 1.555 .120

WM <--- TBL .123 .043 2.850 .004

WM <--- SE .319 .098 3.244 .001

WM <--- CS .221 .164 1.348 .178

WM <--- BC .265 .094 2.806 .005

WM <--- AW .189 .081 2.314 .021
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shows the highest regression weight in predicting brand loyalty with a standardized estimate of 0.365, 
followed by brand trust in also predicting brand loyalty with a standardized estimate of 0.335, followed 
by self-expression in predicting eWOM with an estimate of 0.347. Moving forward, brand community 
shows less weight in predicting eWOM, with an estimate of 0.258, followed by brand loyalty in predicting 
eWOM, with a standardized estimate of 0.239. Lastly, community has a standardized estimate of 0.141 
in predicting brand loyalty, and in the end is brand awareness in predicting eWOM with a standardized 
estimate of 0.137. Table 4 summarizes the results of the standardized regression weights of the final model.

Figure 3. Final model after illuminating insignificant correlations

Table 4. Standardized regression weights of the final model

Correlation Estimate

TBL <--- VL .365

TBL <--- TR .335

TBL <--- MG .186

TBL <--- CS .141

WM <--- TBL .239

WM <--- SE .347

WM <--- AW .137

WM <--- BC .258
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The research was undertaken to test the following hypotheses:

H1: Brand awareness is positively correlated with brand advocacy mediated by brand loyalty.
H2: Brand image is positively correlated with brand advocacy mediated by brand loyalty.
H3: Perceived value is positively correlated with brand advocacy mediated by brand loyalty.
H4: Brand community is positively correlated with brand advocacy mediated by brand loyalty.
H5: Brand trust is positively correlated with brand advocacy mediated by brand loyalty.
H6: Community is positively correlated with brand advocacy mediated by eWOM.
H7: Self-Concept is positively correlated with brand advocacy mediated by eWOM.

Based on the results highlighted above, hypotheses 1, 4 and 6 are rejected, and hypotheses 2, 3, 5, 
7 are accepted.

Differences among Demographic Groups

It is of interest to test whether there are significant differences among the demographics groups. Test for 
difference was conducted using AMOS. Firstly, testing for difference among males and females, there 
was a significant difference in the relationships between brand image and brand loyalty, community and 
brand loyalty, and brand awareness and eWOM. The relationship between brand image and brand loyalty 
was stronger for males (0.736) compared to females (r =0.05). Alternatively, the relationship between 
community and brand loyalty was much stronger for females (r =0.934) than males (r =0.121). Finally, 
the relationship between brand awareness and eWOM was positive and weak for males (r =0.389) as 
opposed to negative and very weak for females (r =-0.03).

Furthermore, the research differentiates between students (school and university students) and graduates 
(bachelor and post-graduate degrees). Results indicate there is a significant difference in the relationship 
between brand loyalty and eWOM, where students demonstrate a stronger correlation between the two 
variables (r =0.370) than graduates (r =0.04). Also, there is a significant difference in the relationship 
between self-concept and eWOM, where in the graduates groups, the relationship is positive and moder-
ate (r =0.451), whereas in the students group, it is negative and weak (r =-0.013).

In addition, frequency of using social media has been divided into two main groups of heavy users 
(more than 3 hours daily) and light users (less than 3 hours daily). Results show that there is no signifi-
cance difference among groups of different frequencies of using social media. Similarly, the research 
conducted the test and differentiated groups based on the startups chosem and results confirm no sig-
nificant differences between the groups.

DISCUSSION

With the increasing importance of social media networks as a marketing communication channel, this 
research was carried out with the objective to find out the drivers of brand advocacy on social media for 
startups. The data gathered was analyzed using SPSS and AMOS, and the results shed light on the key 
drivers of brand advocacy on social media.

Firstly, results show a higher percentage of females than males, which coincides with the general 
distribution of gender on social networks (Guimaraes, 2014). In a similar vein, results were not evenly 
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distributed between the three startups, where bey2ollak has shown the highest frequency, followed by 
elmenus, and finally Quora.

According to Nielson (2012), users with high usage of social media spend more than 3 hours on 
social media networks. The sample encompassed almost equal presentation of high usage rate (51.1%) 
and low usage rate (48.9%). Finally, participants whose age was between 23 and 27 years dominated the 
sample, representing 43.6% of the sample, followed by the 18-22 age group (29.3%), and then the 28-
32 age group representing (19.5%), and finally the age groups 33-37 and above 38, which represented 
7.5% of the sample.

Moving forward to the research question of this study, this study was carried out with the objective 
of answering the question “What are the drivers of brand advocacy on social media for startup busi-
nesses? Using structural equation modeling, the results help prioritize the key drivers of brand advocacy 
on social media.

In congruence with previous literature, brand loyalty mediated the relationship between perceived 
value, brand trust and brand image, and brand advocacy. Firstly, previous research has shown that there 
is a positive relationship between perceived value and brand loyalty (Pearson et al., 2012), whereas the 
higher the perceived value of the brand, the higher the brand loyalty. This study confirms the relation-
ship between perceived value and brand advocacy mediated by brand loyalty, where there is a positive 
strong significant relationship supported by the correlation analysis. In the social media age, there is 
abundance of information about brands, which also entails information about brand substitutes. This 
abundance of information about brands and substitutes in turn affects consumers’ switching behavior, 
where it is argued that consumers are more likely to switch to a brand with a higher perceived value, 
while holding switching costs constant (Blut et al., 2007; Chang et al., 2009; Wang, 2010). In its rela-
tion to brand advocacy, it has been found out that perceived value had the strongest correlation with 
brand advocacy among all the drivers discussed in this study, supported by AMOS analysis. This, in 
consequence, implies that the higher the perceived value of the brand, the more likely consumers are 
to develop brand advocacy. Therefore, hypothesis 3 is accepted, proving that there is a positive strong 
correlation between perceived value and brand advocacy mediated by brand loyalty.

In addition, it has been shown that brand trust also has a positive strong significant relationship with 
brand advocacy which is mediated by brand loyalty as shown in AMOS analysis. Previous research has 
argued that the role of brand trust is extremely important in cases of high uncertainty where there is no 
sufficient information about the brand. Recommendations from consumers and information made publicly 
available about the brand help build brand trust at this stage and drive brand advocacy (Chaudhuri and 
Hoibrook, 2001; Lin and Lee, 2012; Casalo et al., 2007). Startups lack sufficient awareness and thus it 
can be deduced that brand trust can play an important role in driving brand advocacy. AMOS analysis 
reported that brand trust is the third strongest driver for brand advocacy, where the higher the brand trust 
is, the more likely the consumer is to develop advocacy towards the brand. Consequently, hypothesis 5 
is accepted, proving that there is a positive strong correlation between brand trust and brand advocacy 
mediated by brand loyalty.

Moreover, brand image was the fifth strongest driver of brand advocacy on social media, as supported 
by AMOS analysis. The correlation analysis also documents a strong positive significant relationship 
between brand image and brand advocacy mediated by brand loyalty. Previous research has documented 
the importance of brand image in consumer purchase decision where brand image helps consumers 
identify with the brand where the more similar the brand is to the consumer’s personality, the more 
likely the consumer is to purchase the brand and develop loyalty towards it (Nienstedt et al., 2012). 
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This is important in social media context as consumers are likely to consume brands that reflect their 
personalities, where the consumption can be as simple as the mere act of “like” of the brand’s page on 
social media network to actively recommending the brand to their communities. Also, brand image can 
act as a shortcut to help consumers gain basic knowledge about a new brand (Chen and Myagmarsuren, 
2011), thus making it important for the startups where the more appealing brand image, the more likely 
the consumer is to identify with the brand, and thus the more likely the consumer is to develop brand 
advocacy. Accordingly, hypothesis 2 is accepted, proving that there is a positive strong correlation be-
tween brand image and brand advocacy mediated by brand loyalty.

Also in congruence with previous literature, self-concept is positively correlated with brand advocacy. 
To illustrate, consumers with self-concept motivation are likely to engage in eWOM for self-expression 
and self-enhancement motives, which mainly entails consumers’ need to express uniqueness and exper-
tise by projecting their own opinions and brand experiences on the social media networks (Akrimi and 
Khemakhem, 2012; Alexandrov et al., 2013). In addition, brand advocacy is measured by the intensity 
of positive eWOM and so consumers with high self-concept are likely to become brand advocates. Also, 
startups, being characterized by having low brand awareness, present an opportunity for high self-concept 
consumers to project their uniqueness and expertise about new brands, assuming a position of power. In 
addition, the gratitude received from other consumers and their communities thrive their self-expression 
and self-enhancement motives. As a result, the higher the consumers score on self-concept, the more 
likely they are to develop brand advocacy. Accordingly, hypothesis 7 is accepted, proving that there is a 
positive strong correlation between self-concept and brand advocacy mediated by eWOM.

On the other hand, results show that brand loyalty does not mediate the relationship between brand 
awareness and brand advocacy or between brand community and brand advocacy. Although, brand 
awareness and brand community show a significant positive moderate correlation with brand advocacy, 
with correlation coefficients of 0.573 and 0.591, respectively, the results of SEM reveal that brand loy-
alty does not have a mediating effect on the relationship where brand awareness and brand community 
directly affect eWOM.

To start with, brand community has a positive strong significant correlation with brand advocacy, 
where the correlation analysis shows that 48% of the changes in brand advocacy is attributed to changes 
to brand community. This in turn supports AMOS results that show that brand community is the fourth 
strongest driver of brand advocacy on social media. By reviewing previous literature, it has been argued 
that brand community has a direct relationship to eWOM in general (Yeh and Choi, 2011), and brand 
advocacy in specific (Stokburger -Sauer, 2010). To illustrate, identification with brand community and 
interactions with other consumers within the community have been shown to have a positive impact 
on eWOM regardless of brand loyalty (Yeh and Choi, 2011), where brand community fosters a sense 
of belonging to the brand that further triggers advocating the brand as a sign of belonging to the com-
munity (Stokburger -Sauer, 2010; Thompson and Sinha, 2008). This implies that the stronger the brand 
community is, the more likely the consumer is to develop brand advocacy. Therefore, hypothesis 4 is 
rejected, and so brand community is positively correlated with brand advocacy without the mediating 
effect of brand loyalty.

Secondly, brand awareness has a positive moderate significant correlation with brand advocacy sup-
ported by the correlation analysis. Wolny and Mueller (2013) argued that brand awareness in the context 
of social media networks can trigger eWOM and brand advocacy, where consumers’ awareness about 
brands facilitated by the ease of use of social media networks and wide accessibility of information on 
social media networks can foster eWOM. AMOS analysis show brand awareness to have the weakest link 
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to brand advocacy. This in turn implies that brand awareness is not as important as the other drivers in 
predicting brand advocacy, where the mere awareness about a brand is not powerful enough to develop 
brand advocates. As a result, hypothesis 1 is rejected and so brand awareness is positively correlated 
with brand advocacy without the mediating effect of brand loyalty.

Finally, unlike the proposed model, brand loyalty mediates the relationship between community and 
brand advocacy. Community, which represents consumers’ motive to spread eWOM about the brand out 
of concern for others and the need for social interactions, is proposed as one of the drivers of eWOM 
(Christodoulides et al., 2012). However, results show the brand loyalty mediated this relationship, which 
is supported by Zhang et al. (2015). Zhang et al. (2015) has shown that consumers’ identification with 
the community has a positive impact on brand loyalty, which in turn fosters eWOM. It can be deduced 
that consumers tend to spread positive eWOM about brands that they are loyal to. In other words, they 
are more likely to help other consumers to purchase a brand they are loyal to, and similarly their need 
for social interaction around a brand of interest is more likely to be about a brand that they are loyal 
to. Accordingly, hypothesis 6 is rejected, thus community is positively correlated with brand advocacy 
mediated by brand loyalty.

Last but not least, the research question of this study was aiming to find out the drivers of brand 
advocacy on social media for startups. In terms of importance, the results indicate that perceived value 
has the greatest weight in predicting brand advocacy followed by brand trust, self-concept, brand com-
munity, brand image, community, and finally brand awareness.

CONCLUSION

One of the current challenges facing organizations in general and startups in specific is the development 
of brand advocates, who are consumers with high attitudinal brand loyalty and strong positive eWOM. 
Research has shown that brand advocacy is a key growth predictor where advocates facilitate product 
diffusion through the target market. Since there has been scarcity in literature with regard to advocacy, 
this research offers an insight into the key drivers of brand advocacy on social media, especially for 
startup businesses. Based on the drivers of brand loyalty and eWOM, this research investigated the 
correlation between these drivers and brand advocacy. The results identified the key drivers of brand 
advocacy on social media with a ranking of these drivers to guide the branding activities of startups and 
organization in general.

RECOMMENDATIONS AND FUTURE RESEARCH

This research offers a consumers’ perspective into the drivers of brand advocacy on social media for 
startups. The results offer guidance for organizations in general and startups in specific on how to utilize 
social media to develop brand advocates. The results show that perceived value was ranked the strongest 
in driving brand advocacy which in turn emphasizes the importance of providing more benefits and 
diminishing the costs associated with consuming the brand. So that when consumers perceive the value 
of brand to be high, they are more likely to advocate it and spread positive WOM about it. Similarly, the 
higher the brand trust, the more likely consumers are to develop brand advocacy, where a trusted brand 
proves to be competent and eliminates the perceived risk associated with new brands, which is the case 
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for startups. Moreover, self-concept was found out to be the third strongest driver, which implies that 
startups should focus on consumers who score high on self-concept and provide benefits that supports 
their need for self-recognition and self-expression to convert them into advocates.

Future research can duplicate the research model while doing a comparative analysis between large 
organizations and startup businesses in order to examine if the drivers will differ based on the organization 
size. Another point is that this research disregarded participants below 18 years old due to their lack of 
disposable income. However, some recent research suggests that the age group 16-20 years constitutes 
the biggest segment of social media users. So it shall be insightful to explore the drivers of brand advo-
cacy for younger age groups. Additionally, future research can investigate the impact of in-kind rewards, 
whether monetary or non-monetary, in developing brand advocates and compare the results to the other 
drivers that are based on psychological rewards as highlighted in this research.

LIMITATIONS

The study has a number of limitations. First of all, the research was only able to tackle 5 drivers of brand 
loyalty and 2 drivers of eWOM, though the literature reports on further much more drivers. Also, the data 
gathering phase showed a low response rate from participants, where out of 470 approached, the sample 
had 266 complete relevant responses. It is important to highlight though that this was partly caused by 
participants’ lack of awareness of the startups chosen, where some participants reported that they were 
not able to complete the questionnaire due to their lack of knowledge about the startups. Additionally, 
two of the measures used in this study had a relatively low Cronbach alpha of 0.6. However, due to the 
scarcity of literature of brand advocacy on social media context, there was also lack of substitute for the 
measure combined by the time limitation to construct a new instrument for the two constructs. Finally, 
as with convenience sampling, the results cannot be generalized.
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ABSTRACT

Social media operates in the online environment, and the challenge is to enhance the end-user experi-
ence. The chapter asserts that the consumer experience and behaviour in the online (e.g. e-commerce) 
and offline environments have some commonality with social media. Building a successful brand online 
is a prerequisite for success, but fundamental to trusting brand beliefs is the ability to create trust and 
by extension commitment. The trust-commitment relationship is fundamental to brand building and to 
influence end-user intentional behaviour. This relationship is enhanced by physical means (website design 
[aesthetics], website functionality [privacy and security]); although these are important factors alone, 
they do not guarantee a pleasant online experience. Online firms like social media need to create social 
interaction on the website to communicate affective involvement. Online effectiveness leads to positive 
behavioural intention and continual repeat usage via attitudinal formation.

INTRODUCTION

When environmental conditions are uncertain the impact on the brand is unpredictable. This is even 
more important for strong brands, however, they are also used as a defence mechanism in challenging 
environments to reduce the competitive threat and maintain profitability. Brands embody the consum-
ers’ identity due to the cultural nature of modern-day consumers (Da Silva & Alwi, 2008; Elliot & 
Wattanasuwan, 1998). To overcome uncertainty in brand activities (offline and online) including brand 
strategies organisations need to approach branding strategically. Consequently, organisations need to 
understand the uniqueness of the brand and how it distinguishes from the competitors. When products 
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are similar consumers are more interested in the brand and simply defining and telling is not sufficient 
and the organisation must consider the environmental dimension and increasing competition (Carbonara 
& Caiazza, 2010; Gray, 1995). Product closeness intrigues the consumers about the organisations’ brands 
and is a power opportunity for the organisations to develop a compelling story (leading to a competitive 
advantage) now that consumers’ interest is aroused. Understanding the nature of the environment and 
the competitive threat are approaches to deal with challenging markets, but do online brands behave 
in a similar manner? Brands reflect the organisations and are culturally embedded in the values and 
beliefs of the organisation. Suggesting that brand orientation is part of the organisational management 
(Clatworthy, 2012; Simoes & Dibb, 2001). Are online brands embedded in the organisation or is a dif-
ferent approach required for them? This paper applies established brand trust models and concepts for 
the offline and online environments to social media. Morgan and Hunt (1994) developed a brand trust 
model for the offline environment, Mukherjee and Nath (2007) adapted the model for the online envi-
ronment. However, they did not examine the social media environment. The gap identified is the focus 
of this paper, which is an area of growing importance.

THEORETICAL PERSPECTIVE

Brand Concepts

The brand literature suggests that brand meaning is defined and driven by the firm, which gives rise to 
the idea of brand concept. Brand meaning is derived from the needs and wants of the consumers. It thus 
serves to differentiate brands and position them in the marketplace (Park et al., 1986). Riezebos, (2003) 
define two types of brand concepts ‘expressive’ and ‘functional’. Expressive brands are appropriate for 
products that are associated with self-image such as luxury brands. Functional brands are associated by 
the consumers as problem solvers. The idea of brand meaning suggests that brands have a personality and 
by extension a brand image and brand identity (Aaker, 1996; Dobni & Zinkhan, 1990), A developed and 
strong brand personality is an factor in the decision-making process of consumers (Kaplan et al., 2010). 
However, brand names do change (Royal Mail to Consignia) and questions the justification attached to 
brands (Griff Round & Roper, 2012). The purpose of branding can be categorised as an identifier (Farqu-
har, 1989), secondly, it can reduce the complexity of the purchase decision (Jacoby et al., 1977). Thirdly, 
it identifies to consumers the quality (Jacoby et al., 1971; Kapferer, 2004) and finally, brands reduce the 
level risk to consumers (Aaker, 1991). Brands do change over time and challenges the requirement for 
the similarity between brands. This may have implications for online and offline brands and whether they 
have to be similar or tailored to the environment. Research by Griff Round and Roper (2012) suggest 
that consumers do perceive attributes from the brand name; namely ‘rational’, ‘relationship’, ‘habitual’ 
and ‘symbolic’ functions. Brand personality (Aaker, 1996) is more than a brand name and just changing 
it will not affect the brand personality. The symbolic nature of brands is determined by consumers and 
not the corporation. Firms select brand names to promote inherent associations that they want and use 
marketing activities to reinforce them (Lee & Hsu 2010; Keller, 2003). The above statement implies that 
brand names are flexible and the corporations can change them if marketing activities are implemented 
to reinforce the brand meaning. Thus the brand name itself is not important, but the association by the 
consumers has significant implications for the brand. There is increasing acceptance of the organisa-
tional influence in brand economic value (Knox & Bickerton, 2003). Dowling (1993) further suggest 
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that organisational culture is an additional construct to be considered for brand purposes, besides brand 
image, brand personality and brand identity (Aaker, 1996; Dobni & Zinkhan, 1990). Consumers play 
an important role in the symbolic determination of brands (Keller, 2003) and the strength of the brand 
credibility influences consumers’ attitude. Credibility decides the believability of the brand and manifests 
itself in trustworthiness and expertise (Erdem & Swait, 2004). The favourability of the brand engenders 
a positive towards the brand and affective responses towards a brand make influence the purchase deci-
sion. Empirical evidence has shown that consumers are driven by emotion to buy and consume (Kemp 
& Kopp, 2011). Brand commitment is the desire for consumers to maintain a positive relationship with 
the brand (Moorman et al., 1992). Marketing communications enhances brand commitment (Jae Wook et 
al., 2008) and repeat purchase behaviour can lead to repeat purchase (Fullerton, 2003). Consumers may 
make repeat purchase decisions, because the brand meaning represents their self-image or self-concepts 
(Escalas, 2004). The next section will discuss online environment and trust.

Online Environment and Trust

Trust is an important factor in any purchase no matter if the environment is offline or online. It is thus 
helpful to investigate the role and important of this attribute in consumer purchase (Salo & Karjaluoto, 
2007). McKnight et al. (2002) suggest that trust is an important factor in the online environment, because 
it allows consumers to deal with uncertainty. They are two bases for trust namely competency-based 
trust and intentional-based trust. In the online environment competency-based trust is a significant fac-
tor to encourage consumers to participate in online purchases and depends on the ability of the website 
is able to process transactions securely. When it comes to intentional-trust consumers believe that the 
firm is honest. How this plays out in the online environment is interesting, because most transactions 
are anonymous (Salo & Karjaluoto, 2007).

Trust is important to firms because, it reduces costs, improves efficiencies, increases flexibility and 
support long-term market planning (Chen & Dhillon, 2003; Nooteboom, 2003). Boeyen and Moses (2003) 
argues that trust can be catergorise into third-party trust and direct trust. Direct trust originates from 
the relationship between the two parties. However, third-party trust is developed between parties that 
do not know each other. This is relevant to the online environment, because transactions are completed 
by technology and there is no personal interaction. Nooteboom (2003) argue trust is not unlimited and 
parties could increase trust with one party at the expense of other parties. Salo and Karjaluoto, (2007) 
speculate that end-users may have different levels of trust dependent on the communication channels 
being utilised and the conditions.

Firms today have realised the benefit of e-commerce and use it in a variety of activities. The most 
complaint from online consumers is that products and services are not as good as promised. Unlike the 
offline environment offline end-users are not able to touch, feel, or try the product they are purchasing 
(Salo & Karjaluoto, 2007; Lee & Turban, 2001). Another, reason why online purchase is risky is that 
the vendor is not seen or may be unknown. Customers also run the risk of the product quality being 
questionable, but it could be the wrong product (Pavlou, 2003). Consequently, in the online environment 
it is more challenging to build intentional trust than in the offline mode. Despite many uncertainties in 
computer-mediated e-commerce end-users still willing to spend time and money on online transactions. 
A reason for this is that they are willing to trust the online firm’s ability to deliver the right products or 
services at the right quality. The literature is consistent in claiming that trust is an important factor in 
online businesses (Salo & Karjaluoto, 2007).
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Salo & Kajaluoto (2007) suggests that the most important aspect of trust for web-based businesses 
is between human beings and machines. There is general agreement that trust plays an important role 
in the online world and helps to mitigate uncertainty of the online environment (Koufaris & Hampton-
Sosa, 2004; (Lee & Turban, 2001) and helps them to participate in online activities (Salo & Karjaluoto, 
2007). When end-users trust the parties they are dealing with they are more likely to believe they will 
receive long-term benefits and will thus co-operate with them ((Morgan and Hunt, 1994).

Trust has behavioural implication, which need to be considered. When the basis to form an attitude 
that is conducive to building trust is limited Kong and Hung (2006) suggests that the peripheral route 
(based on the Elaboration Likelihood Model and suggest emotion plays an important role). The factors 
they rely on include company’s reputation, website quality, dispositional trust (depends on the situa-
tions and persons) and their perception of normality and structural assurance. Prolong contact with the 
e-vendor may lead to greater trust, but is dependent on web site quality, ability of the vendor, honesty 
and kindness. Thus these factors may become more important in the central route and lead to rational 
analysis. The impact of web site quality is the most important factor in engendering trust (Salo & Ka-
jaluoto (2007); Kim & Tadisina (2005).

External and internal factors affect the level of trust in the online environment. External factor range 
from consumer characteristics and the nature of the product or service. Internal factors include end-user 
prior experience, the web vendor’s trustworthiness, and reputation (Salo & Karjaluoto, 2007). First 
consideration are the external categories that affect trust in the web environment.

External factors are those factors that influence the formation of trusting beliefs, which influence the 
willingness to visit a web site and the continuation of using the service. External factors indirectly affect 
relate to the online service and internal factors directly affect the online service (Salo & Karjaluoto, 
2007). Trusting beliefs are partially formed or are partially- influenced by factors beyond the online en-
vironment itself and is based on prior experience of the product or services, which is a similar model to 
attitude formation (Fishbein & Ajzen, 1975). Consumer characteristics include background information 
(demonstrations and pychographics on the product or service) and are strong determinants of consumer 
trust beliefs. Product and service factors that may influence online trust beliefs include size, functionality, 
complexity and involvement level. Purchasing a new car requires a different decision-making process 
to that of the purchase of a music CD. Because the decision-making process for the products are differ-
ent then the trust beliefs will also differ ((Salo & Karjaluoto, 2007). A study suggested that brand and 
company had a more significant impact on consumer trusting beliefs than consumer characteristics or 
web site related factors (Shao et al., 2005). In the offline environment cultural and market characteristics 
are frequently associated with geographical locations. Cultural differences associated with trust include 
different perception of products and services and marketers use marketing communications to address 
this (Smith et al., 2004; Bachmann, 2001). Geographical effect on trustworthiness of a company could 
be based on the collectivist culture i.e. group decision-making and word-of-mouth communication. 
However, in other countries the culture could be the individualist approach and the decision-making 
process is individualistic as stronger consideration is given to facts and figures (Hofstede, 2001). Word-
of-mouth recommendations from friends, colleagues, family members and peers are strong determinants 
of personal trust (Welter & Kautonen, 2005). In the online environment a good way to improve trust is the 
use of feedback mechanisms (Mukherjee & Nath, 2007; Dellarocas, 2003). Chinese consumers typically 
avoid uncertainty due to their uncertainty avoidance (high) culture and do not make risky purchases of 
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products or services whereas US consumers have a low uncertainty avoidance culture and will buy on 
impulse (Kacen & Lee, 2002). This section has considered the external factors that affect trusting beliefs 
in the online environment and now the internal factors need discussing.

Stated previously, internal factors range from web design to past experience with the web vendor 
and reputational brand. Trust in e-retailers is related to the formation of trusting beliefs. Trust develop 
in the online environment when the system is easy to use and is useful. Training is common for online 
services and can be delivered online or offline. (Mukherjee & Nath, 2007). Trusted third parties can build 
trustworthiness so that end-users are more willing to give away personal information and interact with 
the web site (Durkan et al., 2003). Privacy protection is an important factor in the formation of trusting 
beliefs. Online users are more aware of privacy issues (use of their personal information in the online 
transaction) than experience ones (Schoenbachler & Gordon, 2002; Hoffman et al., 1999). The building 
of trust in the online environment is vital and support it by publishing privacy policy (Cranor, 1998).

There are also gender implications to trusting beliefs in the online environment. Relatively few papers 
have sought to investigate this area (Kolsaker & Payne, 2002). Sheehan (1999) postulates that there are 
gender-related differences in web-based systems, males use online communications to do task-oriented 
activities and females use it to build relationships and sustain them. Women also appear to be more 
concerned about personal privacy (e.g. unsolicited emails) and are more cautious of online shopping. 
Females are more concerned about the following than males: confidentiality and privacy; security of 
payment; online banking; using web sites that are outside of their country, without a statement on pri-
vacy. Publication of the privacy and security policy on the web site is the deciding factor if women will 
use a web site (GVU, 1998). Results from Kolsaker and Payne (2002) research suggests that trust is a 
compelling requirement for online activities and consumers remain concerned about elements that are 
trust-related. The gender differences about security of payments were similar and both genders showed 
concern for online security payments. Based on these findings there is no gender differences relating 
to online security payments. A high level of concern was found in relation to confidentiality of infor-
mation, but there was no significant differences between genders. Although e-commerce has grown in 
popularity, there is still a high concern for confidentiality of information that is supplied online. Despite 
of the perceived risks consumers are still willing to use e-commerce sites, growth in online activities 
continues unabated. The return and refunds (integrity of the e-tailer) on goods purchased online is an 
area of concern for both sexes. There is no perceivable difference between the sexes on this issue. Once 
again there is no gender differences relating to e-tailer integrity. The findings from Kolsaker and Payne 
(2002) do not support the assertion that women use online activities to build relationships and sustain 
them, while men use online systems for task-oriented communication (Sheehan, 1999). However, it 
does suggest that there is a high level of concern for security and privacy; e-tailer integrity and payment 
security with both genders and there are no gender differences in respect to these factors.

Conclusion

Trust is a significant factor online, because it reduces the level of uncertainty and thus risk (Salo & 
Karjaluoto, 2007; McKnight et al., 2002). Trust is normally derived from direct relationships, but can 
originate from third party arrangements (Boeyen & Moses (2003). Trust is reduced if the e-supplier 
does not deliver the ‘right’ product or it falls below expectations. However, despite the risks consumers 
are willing participants in the online world (Salo & Karjaluoto, 2007).
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Internal and external factors affect trust. Examples of internal factors include end-user prior experi-
ence and the web vendor reputation. External factors are not direct contributors to behavioural intentions 
and examples are type of product or service to consumers’ characteristics (Salo & Karjaluoto, 2007).

There are no specific evidence according to (Kolsaker & Payne, 2002) that there are gender differ-
ences in relation to online activities, but they found that both genders have the same level of concerns 
in relation to aspects of online activities.

Offline and Online Branding

The use of a brand offline and online appears to be a powerful strategy, because established offline 
brands can be leveraged online (Bravo, Iversen, & Pina, 2011). The meaning of a brand is driven by the 
consumers (Keller, 2003) and transferring a brand used offline to an online environment may require 
investing before taking that step. One would need to check for consistency between the offline and on-
line environments. Web 2.0 branding is one terminology for online branding and is developed from the 
principles that the online brand communities are part of the brand; the physical and virtual interface and 
their relationship to the online and offline environments; and the state of the information and how it is 
distributed to the consumers (Mairinger, 2008). The implication of Mairinger (2008) analysis is that it 
is more challenging to influence the consumers about their brand, because the influencers are somewhat 
beyond their control. The role of online environment is thus to distribute and share information (Muzel-
lec, Lynn, & Lamkin, 2012). In order to differentiate a brand online is it important to build higher brand 
equity than brands operating offline (Rubinstein and Griffiths, 2001). Signalling theory suggest that 
reputation is a badge of quality, which will enhance brand image (Wernerfelt, 1988). Logically, one would 
expect a similar phenomenon to occur for online situations. Brand equity is likely to be transferred from 
the offline to the online environments according to Harvin (2000). Similar conclusions were arrived at 
by Horpu et al (2008) that experiences offline impact consumers’ perception online. A spillover effect 
takes place between online and offline environments, with brand extension functionality transferring 
from the offline to the online. Emotional and commitment aspects of brand extensions are transferred 
from the online to the offline. Managers need to consider the emotional and commitments of an online 
brand extension that they wish to transfer offline (Bravo, Iversen, & Pina, 2011).

According to the literature trust is a very important factor for successful online transactions (Eastlick et 
al., 2006). An important aspect of brand relationship is the variables trust, satisfaction and loyalty, which 
are indicators of the future buyer behaviour, brand success and long-term business relationship (Horpu 
et al, 2008; Busacca & Castaldo, 2003). Trust in an offline brand will engender a similar level of trust 
for online brands, if the offline retailer is the owner of the online site (Chaudhuri & Holbrook, 2001). 
Consumers that trust a particular brand are more likely to be loyal and are willing to pay a premium price 
and spread positive messages about the brand, which they will share with new product categories that are 
linked to the brand (Busacca & Castaldo, 2003). Trust is a key component of value that a strong brand 
gives to consumers (Berry, 2000). Brand trust generates positive attitudes towards that increase brand 
loyalty (Brusseau et al, 2013; Morgan & Hunt, 1994). Online satisfaction for a website has a positive 
outcome for online trust and supported the assertion that it will lead to positive outcomes for website 
loyalty. Consequently, only brand satisfaction and brand loyalty were related to website satisfaction. An 
important lesson is that consumers use brands online and offline to build trust, satisfaction and loyalty 
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and strong brands should be nutured, because strong offline brands support online brands (Doyle, 2002), 
Horpu et al, 2008). A strong brand will make companies less vulnerable to competitors’ threats and they 
will increase market share as brand loyalty increases (Delgado-Ballester & Munuera-Aleman, 2005; 
Chaudhuri & Holbrook, 2001). Consumers experiencing the online environment trust can be a vital fac-
tor in the decision-making process and is an influencer in the perceived risk of the transaction such as 
financial and product risk etc. (Winch & Joyce, 2006). Trust in an offline retailer can reduce the perceived 
risk of online transactions (Li & Zhang, 2002). Perhaps consumers shopping online are more confident 
of offline retailers and by extension their brand. Vice versa online shoppers that do not have confidence 
in the offline retailer is less likely to be positive about shopping on their website (Hahn & Kim, 2009). 
Park and Stoel (2005) findings suggest that there is a strong connection between brand familiarity and 
the willingness of consumers to shop online. Consumers’ trust becomes uncertain if personal details 
are requested (Hahn & Kim, 2009; Chaudhuri & Holbrook, 2001). Trust in offline stores strengthens 
consumer confidence in using the internet for shopping and confidence in using the offline stores website 
to search for information. The issue is to convert online browsing to online purchasing and maintaining 
trust in the offline and online environments are key requirements. Smooth transactions from offline to 
online and from online to offline require a multi-channel retailing strategy (Kim & Hahn, 2009). Trust 
can be transferred from one item to another unfamiliar item so long as the general environment is look 
upon as trustworthy (Stewart, 2003). Offline images of retailers affect the online attitude towards the 
retailer and the social network of the consumers are factors that influence online attitude to the retailer 
(Kwon & Lennon, 2009; Kim, et al., 2009). Pre-existing offline trust is not a predictor of online con-
tinual usage (Al-hawari & Mouakket, 2012), which contradicts the literature by Piercy, (2012), but is 
supported by (Hahn & Kim, 2009) which states that there is no direct relationship between offline trust 
and customers’ intention, but there is an indirect relationship via perceived confidence. The implications 
are that pre-existing offline trust does not ensure airline customers will continue to use online services or 
use it to encourage continual usage of online services. Other factors are at play such as the requirement 
for personal information (Hahn & Kim, 2009; Chaudhuri & Holbrook, 2001) and offline image (Hahn 
& Kim, 2009). Word-of-mouth is an important factor in the continual use of online airline services and 
appears to be more important than pre-existing trust of offline services (Hahn & Kim, 2009). There are 
different levels of trusting beliefs or trusting behaviour or intentions when consumers are faced with dif-
ferent or unfamiliar communication channels or changing conditions. Online transactions are increasing, 
but there is still a degree of uncertainty experienced by online consumers. Although they have concerns 
one factor that can overcome these concerns is that they trust the online retailer to deliver the goods or 
services in good quality (Salo & Karjoluoto, 2007). Another aspect of trust is based on the application 
of the Elaboration Likelihood Model (ELM) (Petty & Cacioppo, 1986), which is adapted by Kong and 
Hung (2006) to explain attitudinal trust and came to the conclusion that motivation and ability are fac-
tors as to how people form attitudinal trust through the peripheral and central routes in the model. The 
online retailer’s ability to generate motivation and ability at the different stages of the online activities 
are important drivers of consumers’ online attitude at the initial stages of the online experience as well 
as online trust. However, motivation and ability do not always correlate with attitudinal trust, because 
consumers may have limited exposure to online activities. Another approach to build trust in the online 
environment is the use of third parties. This takes the form of well-known brands in the offline world 
(Durkan et al., 2003). In conclusion, it is vital that online retailers enhance trust by promulgating prin-
ciples on how personal information is used (Cranor, 1998).
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Conclusion

Branding is a powerful tool in the online and offline environment and leveraging an offline brand online 
is a powerful strategy (Bravo, Iversen, & Pina, 2011; Rubinstein and Griffiths, 2001). Using an online 
brand to influence is more challenging, because of the remoteness between the parties. Offline behav-
iour influences online behaviour, so powerful experiences offline will have positive impact of online 
experiences and perception Horpu et al (2008).

Trust is transferable from the offline brand to the online brand if the retailer of the offline off site 
is also going to own the web site (Chaudhuri & Holbrook, 2001). Trust is essential for building equity, 
consumer confidence, reduce perceived risk (minimising uncertainty), lead to consumer loyalty (Kim & 
Hahn, 2009; Winch & Joyce, 2006; Morgan & Hunt, 1994). However, requesting personal information 
and the offline image can damage trust (Hahn & Kim, 2009; Chaudhuri & Holbrook, 2001). Openness 
on how personal data is used will go a long way in the improvement of trust online (Cranor, 1998).

Trust Models in Online and Offline Environments

Morgan and Hunt (1994) states that commitment is an important factor in transactional relationships 
and is a complement to trust. Moorman et al. (1992) defined commitment relationship as a desire to 
maintain a valued relationship over time. Trust is directly related to commitment relationship and as trust 
increases the commitment relationship will also increase (Mukherjee & Nath, 2007).

Mukherjee and Nath, (2007) suggests that the five principle antecedents of trust are as follows:

1.  Shared values;
2.  Communication;
3.  Opportunistic behaviour;
4.  Privacy; and
5.  Security

These antecedents hold true for the offline environment, but are they all applicable to online environ-
ment or are is there a partial fit. An understanding of these antecedents are required before progressing 
further.

Security and privacy are very important factors for transactions in the online environment compared 
to traditional channels (Hoffman et al., 1999). Privacy is the most significant factor for consumer trust 
(Mukherjee & Nath, 2007). Hoffman et al. (1999) from their research states that the importance of on-
line security cannot be over stated and include financial and non-financial issues. Mukherjee and Nath, 
(2007), additionally make clear that online consumers expect privacy policy to be clearly visible and that 
information the policy must include the prohibition of the selling of personal information or divulging 
it without their consent. Online consumers expect to be able to opt out selling of personal information 
or from unsolicited information requests e.g. emails.

Making a purchase online require the system to be secure and is a key mediator in making a purchase 
online, and consider authentication as a measure of trustworthiness (Bart et al., 2005). Security has proved 
to the second most important factor in the online consumers using an online retailer and is a significant 
determinant of online trust. Consumers are very concerned with the manipulation of technology that 
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enables the spillage of credit card information and websites that have been subject to hacking attacks. 
The latest security features will increase trust of the website (Mukherjee & Nath, 2007).

Morgan and Hunt (1994) framework for the antecedents of trust and commitment did not include 
security. In the offline environment trust is based on the consumer – seller relationship and evolve over 
time. A positive relationship is reinforced by the seller’s honesty, reliability and integrity. The online 
environment is different from the offline, because the online environment is constructed on technology 
and not physical interaction between the buyer and seller (Mukherjee & Nath, 2007). Commitment and 
trust towards a website is dependent on the perception of the website and how it meets expectations on 
integrity, dependability and how well it delivers against promises (Bart et al., 2005). There is a positive 
relationship between trust and security.

Shared values are beliefs that people have in common with behaviours, policies, and goals that they 
consider important or un-important., appropriate or inappropriate or right or wrong (Morgan and Hunt, 
1994). Ethics underpins the antecedent of shared values. Morgan and Hunt, (1994) link ethical behaviour 
with shared values and unethical behaviour undermines shared values. Mukherjee and Nath, (2007) sug-
gests that in the online environment there is a higher reliance on the perception of shared values and this 
perception will lead to greater trust. Shared values are a significant determinant of trust. It builds bonds, 
create a sense of belonging or association, and builds long-term relationships. This is true for the offline 
and online environment. E-tailer websites that requires detail personal information especially financial 
must have robust privacy policy and is crucial for online shopping. In summary there is a positive rela-
tionship between privacy and trust. Shared values leads to increase commitment from online customers. 
Online consumers are looking for a sense of association with the online retailer. Closeness to the online 
retailer is supported by share values, which can lead to trust. Shared values are constructed based on an 
ethical context (Morgan & Hunt, 1994) and retailers will need to encourage a culture rooted in ethics to 
give traction to positive shared values in the buyer – seller relationship.

Information that is shared formally or informally in a timely and meaningful manner is one definition 
of communication (Anderson & Narus, 1990). According to (Etgar, 1979) communication engender 
trust and is thus able to resolve disputes, and ambiguities. It is also said to provide accurate information 
on processing of orders, aligning expectations and perceptions. Several researchers have used commu-
nication as an antecedent of trust (Mukherjee & Nath, 2007; Morgan & Hunt, 1994). Communication 
can be considered to multi-components. These are openness; quality of information; and quality of 
response (Mukherjee & Nath, 2007; Mukherjee & Nath, 2003). Information distortion or asymmetry 
are important factors in customer trust, when using the internet. Furthermore, online consumers cannot 
gauge the tangible and intangible features that are indicators of quality, because they cannot touch or 
feel the products. Thus they are not able to assess the quality of the product before purchase and under 
this condition customers will lack trust (Lee & Turban, 2001; Ba, 2001). Distortion of information and 
self-interest are the concepts defining opportunistic behaviour (Williamson, 1975; Mukherjee & Nath, 
2003). When customers shop online they assess the likelihood of opportunistic behaviour by the e-vendor, 
because there is a greater risk for this to occur giving rise to reduced level of trust (Lee & Turban, 2001; 
Clay & Strauss, 2000). Under conditions of risk and uncertainty the integrity of the online retailer is 
very important in securing trust in the online environment (Mukherjee & Nath, 2007). They go on to 
suggest in the online environment when shoppers believe opportunistic behaviour is possible, because 
of the perception of the e-tailer there is a reduction in customer trust. Furthermore, their advice is that 
retailer must ensure the dissemination of authentic information. What retailers promise and what they 
deliver impact the level of customer trust and retailers need to deliver on their promises and use disclaim-
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ers that are appropriate and deal with customers fairly build a perception that opportunistic behaviour 
is decreasing. Opportunistic behaviour leads to a decrease in customer trust in the online environment 
and offline purchases.

Openness is an important aspect of good business sense that builds trust (Huemer, 1998). Mukher-
jee and Nath, (2007) postulates that communication and openness mediate trust and is specific to the 
individuals in the relationship. Gefen and Straub (2001) found from their research that man-machine 
communication interfaces have characteristics of social presence, these are vitally important in building 
online trust. They suggest that social presence have attributes such as openness, authenticity of informa-
tion, speed of response (and frequency of response), relevance of information, quality of information 
(authenticity, relevance and completeness), and ability to provide feedback to the online retailer. There is 
a positive relationship between trust and communication (Mukherjee & Nath, 2007; Morgan and Hunt, 
1994). This relationship holds true for the online and offline environments. Communication plays a criti-
cal role in online activities and building trust. Customers expect a high quality of response, openness in 
communications, feedback and speed of response from the e-tailer. Above all responding and dealing 
with customer complaints effectively and providing real-time information to order fulfilment are critical 
to online communications (Mukherjee & Nath, 2007). The authors make the additional points that online 
communication is a two-way process, then a personalised and customised dialogue is helpful, positive, 
easy, pleasant, useful and timely can go a long way to build customer trust.

Morgan and Hunt, (1994) findings in regard to relationship commitment varied in comparison with 
Mukherjee and Nath, (2007) research on relationship commitment. Relationship benefits and commit-
ment was not positive in the Morgan Hunt (1994) framework. However, Mukherjee and Nath (2007) 
found there is a positive relationship especially with benefits that include personalisation of the service 
and loyalty rewards. They found a positive relationship between relationship commitment and benefits. 
Continuing with the comparison between the Morgan and Hunt (1994) and Mukherjee and Nath (2007) 
models. Morgan and Hunt (1994) found a positive relationship between relationship termination costs 
and relationship commitment, but Mukherjee and Nath (2007) did not. The other relationships are not 
in the Morgan and Hunt (1994) model, but are in the Mukherjee and Nath (2007) model. They found a 
positive relationship between trust and behavioural intentions and also a positive relationship between 
commitment and behavioural intentions.

Normally, termination costs lead to the continuation of the relationship and increase commitment 
(Mukherjee & Nath, 2007). There is the possibility that termination costs are lower in the online environ-
ment for less competitive websites and another website is just a mouse click away (Danaher et al., 2003). 
There is a significant relationship between trust and commitment in the online environment between 
behavioural intentions. Trust and commitment have a positive effect on behavioural intentions. Online 
shoppers using a website that they have positive experiences would expect to make positive recommenda-
tions to others. There is a positive relationship between trust, commitment and word-of-mouth. Trusting 
customers will consider buying from a website, and thus an intention to purchase is positive. High level 
of trust and commitment will enhance customer interaction with the website (Mukherjee & Nath, 2007).

Conclusion

Retailers operating in the online environment should note the trust and commitment is an important 
factor behavioural intentions especially in the intention to purchase. Unless, consumer trust websites 
they are unlikely to use them or recommend them to others and thus will have a significant impact on 
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the performance of a retailer. Promoting confidence in the website by the use of celebrity endorsement 
and the application of advanced technological features such as encryption for credit card transaction 
(Mukherjee & Nath, 2007).

Where the perception is that the website is secure, then online consumers are likely to provide personal 
information. Consequently, the integrity of the retailer is an important mediator of the trust- commit-
ment relationship in the online environment (Mukherjee & Nath, 2007; Bart et al., 2005). Related to 
security is the issue of privacy. Firms involved in recent violation in security and privacy include Sony 
and Snapchat. Customer expect privacy policy to be explicit and that retailer behave in accordance of 
the policy. The policy should include selling of personal information, which should be only at the behest 
of the consumers, so that they have the ability to opt-out. The distortion of information or that is not 
symmetrical are aspects of the privacy policy consumers would expect retailers to address (Mukherjee 
& Nath, 2007; Mukherjee & Nath, 2003; Hoffman et al., 1999; Williamson, 1975). Shared values un-
derpin ethical behaviour and is a determinant of trust. It builds bonds, create a sense of belonging or 
association, and builds long-term relationships (Mukherjee & Nath, 2007).

Communication between online consumers and the e-tailer is an important variable in the trust-com-
mitment relationship and this is also true for the offline environment (Mukherjee & Nath 2007; Morgan 
and Hunt, 1994). Factors that affect communication are openness, opportunistic behaviour, quality of 
information, and quality of response (Mukherjee & Nath, 2007; Mukherjee & Nath, 2003). Openness 
in communication is sensible and essential for business success and strengths the trust-commitment 
relationship. Communication and openness mediate in the trust-commitment relationship (Mukherjee 
& Nath, (2007); Huemer, 1998). Social interaction is a fundamental aspect of communication, but in 
the online world this is more difficult to create. How can retailer create a social presence on the net? 
They need to responsive to customer queries, have a feedback mechanism for consumers, the dialogue 
between the retailer and the consumer should be positive and dealing with customers speedily and in 
real-time Gefen and Straub (2001; Mukherjee & Nath, 2007).

Finally, personalisation of an online service i.e. online benefits strengthen commitment and corre-
spondingly loyalty. Positive experience with websites lead to positive outcomes and these include word-
of-mouth recommendation. Positive outcomes from the online experience will lead to a continuation of 
the consumer- vendor relationship (Mukherjee & Nath, 2007).

Trust and Brands

In the e-tailing environment brands communicate important information and beliefs of brand trust have 
found to influence behaviour such as loyalty (Chaudhuri & Holbrook, 2001). Beliefs about the brand’s 
integrity influences intention to purchase (Delgado-Ballester et al. 2003). Dowling and Staelin (1994) 
found that product risk and uncertainty are mediated by the brand and the online environment percep-
tion of risk and uncertainty is linked to product type; performance variability; newness of the product; 
low levels of bad experiences with the product type; lack of information about the product type; and the 
inability to touch or inspect the product (Lee & Lee, 2005).

Becerra and Korgaonkar (2009) suggest that product trust beliefs are mediated by brand trust beliefs, 
because of the brand attributes. Additionally, brand trust beliefs may vary with product trust beliefs and 
thus online intentions. This is an expansion of Dowling and Staelin (1994) postulation. Becerra and Ko-
rgaonkar (2009) found that the importance of brand trust beliefs is a significant factor and thus mitigates 
the effect of product trust beliefs. Brand trust beliefs influence online environment by facilitating the 
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intention to purchase and brand trust beliefs also influence the intention to provide more information. In 
conclusion, the influence of brand trust beliefs is the deciding factor as well as vendor trust beliefs in the 
intention to purchase in the online environment. It appears that in the online and offline environments 
brand trust beliefs are significant in the consumer intention to purchase process.

Vendor trust beliefs appear to influence consumers’ online intentions (Gefen & Heart, 2006), and the 
willingness of consumers to supply personal information to complete the online transaction (McKnight 
et al., 2002). The effect of vendor trust beliefs on the purchase intention in the online environment ap-
pear to be high when brand trust beliefs are high as oppose to low. Brand or brand trust beliefs do not 
appear to influence the willingness of consumers to supply personal information and only the vendor 
trust beliefs on purchase intention vary with brand trust beliefs. Furthermore, product brand trust beliefs 
uncertainty revolves around the brand e.g. integrity. However, for services consumers are more concerned 
with uncertainties relating to vendor trust beliefs capability e.g. competence. Furthermore, brand trust 
beliefs are more important than vendor trust beliefs capability for services and influence if the online 
transaction will take place (Becerra & Korgaonkar, 2009).

Product brand beliefs influence vendor trust beliefs Lee and Lee (2005). Also product brand beliefs 
are mediated by brand trust beliefs and vendor trust beliefs influence consumer online purchase changes 
with brand trust beliefs. There is no evidence that product trust beliefs effect the willingness to supply 
information. However, (Becerra & Korgaonkar, 2009) work suggest that vendor trust beliefs and high 
product trust beliefs do not influence intentions in the online environment. Thus vendor trust beliefs and 
product trust beliefs interaction is not significant.

It would appear that perceived uncertainty in the online environment is greater than in the offline 
environment. Online transactions must provide greater benefits or lower costs than offline (Teo and Yu, 
2005). E-tailers selling online products should improve their brand offering and ensure all the brands 
are from reputable firms. They must also provide information that accentuates the positive aspects of 
the brands to build vendor trust beliefs (Becerra & Korgaonkar, 2009). According to Becerra and Korga-
onkar, (2009) previous brand shopping experience is not important and contradicts Shim et al.’s (2001) 
findings. Overall, e-tailers need to understand the influence of brand trust beliefs, vendor trust beliefs 
and product trust beliefs on consumers’ intention in the online environment.

Conclusion

Brands are an important tool to communicate the promise and expectations of a product or service and 
they can influence behaviour (Chaudhuri & Holbrook, 2001). They are inherent risks using the online 
environment such as security and privacy and a brand can mitigate these risks Dowling and Staelin 
(1994). Not only do end-user consider brand trust beliefs, but they also consider product trust beliefs. 
The brand trust beliefs varies according to the product trust beliefs and can thus influence online inten-
tions Becerra and Korgaonkar (2009). However, brand trust beliefs are more important than product 
trust beliefs and override the decision-making process online. If brand trust beliefs are positive then 
purchase intention will also be positive.

Vendor trust beliefs are a significant factor in online intentional behaviour and will influence if the 
online end-user is willing to leave personal details (Gefen & Heart, 2006; McKnight et al., 2002). How-
ever, product trust beliefs influence vendor trust beliefs, but brand trust beliefs are more important than 
vendor trust beliefs (Becerra & Korgaonkar, 2009). Because the online environment is more uncertain 
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than the online environment, consumer require or at least perceive more benefits can be derived from 
using the web site (Teo & Yu, 2005).

Buying Environmental and Brand Decision-Making

The online buying environment consists of three predictive characteristics according to Caruana, (2002) 
convenience, web appearance and entertainment. Online consumers are e-satisfied is dependent on website 
features such as the organisation (Zeithaml et al., 2002). The appearance has to be helpful so that logos 
and backgrounds facilitate the consumers in the ease of searching and also a pleasurable experience 
(Kim, Kim, & Kandampully, 2008; Hise & Szymanski, 2000). When it came to entertainment music, 
flash-introduction and animation are negative indicators on consumers’ e-satisfaction (Kim, Kim, & 
Kandampully, 2008). It would appear that for high involvement products music is a distractor, but is a 
positive factor for low involvement products (Kim, Kim, & Kandampully, 2008; Park & Young, 1986). 
In offline shopping atmospherics influence shopping behaviour positively by inducing positive emotions 
(Donovan & Rossiter, 1982). However, online shopping environments are smaller theatre of experience 
and cannot be perceived by using all senses available in the offline environment (Childers et al., 2001). 
Offline concepts are unable to systematically facilitate understanding of the online environment and 
thus the overall experience (Demangeot & Broderick, 2006).

Studies suggest that there is a relationship between environmental stimuli facilitates social interaction 
and influence purchase behaviour (Animesh et al., 2011); Arnett et al., 2003). The stimulus organism 
response model (SOR) model states that emotional responses to the environment govern the relationship 
between the environment and the consumer’s behaviour (Mehrabian & Russell, 1980s). Online stimuli 
in the environment influences the emotional state of consumers such as music, logos and colour (Kim, 
Kim, & Kandampully, 2008; Hise & Szymanski, 2000; Huang, 2011). One influencer of the online envi-
ronment is interactivity and is the degree of control online participants has in a communication process 
over the exchange (Hoffman & Novak, 1996). Interactivity is not influenced by time or distance and is 
direct communications between consumers or individuals (Blattberg & Deighton 1991). Interactivity 
gives individuals active control and manages the interactivity process (Lowry et al., 2006). The degree of 
control of information and facilitation of the communication process is much greater than in the offline 
environment. Interactivity in the offline environment is controlled by the firm and to a lesser degree 
by consumers. However, customers that are in communications with firms increase their control and 
power over the information gathering process (Hoffman & Novak, 1996). Jiang et al. (2010) suggest 
that interactivity in the online environment depends on the level of website involvement (functional and 
expressive). Involvement refer to the emotional feeling of consumers towards a product or service and 
is a motivational state and affect consumers’ attention and understanding, also their behaviour such as 
shopping or consumption (Celsi & Olson, 1988). A shopping experience is specific and is influenced 
by consumers’ expectations of the shopping activities, goals and motivations (Demangeot & Broderick, 
2006). Recent research has extended involvement to the online environment and confirmed that involve-
ment extends to the offline environment and involvement has a mediating process on purchase intention 
(Manganari et al., 2011). However, website involvement has a longer-term and direct influence on shop-
ping behaviour (Jiang et al. (2010). Website involvement is more stable and experience-based as it is 
determined by personal interactivity and remains unchanged even with situational changes (Wang et al., 
2009). Affective involvement is more important than cognitive involvement for online purchase intention 
and is consistent with previous research (Huang, 2012; Jiang et al., 2010; Vakratsas & Ambler, 1999). 
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These results are similar for offline environments. Reciprocal communications and social identity both 
influenced the affective involvement. The social interaction in online games and two-way communica-
tions i.e. notice of new products are important contributors to affective involvement and social identity 
produced a beneficial outcome on cognitive involvement (Huang, 2012).

Flow is the overall sensation of total involvement in an activity (Csikszentmihalyi, 1988). In the online 
environment research has focused on how to make the web experience compelling and exciting (Huang, 
2012). Flow is associated with enjoyment and concentration and enjoyment consistently influencing 
online behaviour (Novak et al., 2000). Because flow is associated with an enjoyable experience it is 
not unexpected that online users to experience positive emotions (Huang, 2003; Guo & Barnes, 2009). 
Studies has supported flow is positively related to intention to purchase and also to repeat purchase in 
the use of the web and online shopping (Koufaris, 2002; Siekpe, 2005). Participants that enjoy their 
experience in the online environment are more likely to spend time and money in the purchase of online 
goods (Huang, 2012). The results from research by Huang, (2012) supported the importance of flow and 
that the factors that influence flow are reciprocal communications, social identity, affective involvement 
and cognitive involvement. Social identity had the greatest impact on flow.

Aesthetics is the sites visual attributes and include the visual appeal and is connected to fonts, colour, 
graphics and images etc. (Demangeot & Broderick, 2006). It has many names “web appearance” (Kim & 
Stoel, 2004), “experience” (Barnes & Vidgen, 2002), “visual appeal” (Loiacono et al., 2002), “aesthetic 
design” (Yoo & Donthu, 2001), or “atmospheric qualities” (Wolfinbarger & Gilly, 2003). Aesthetics 
identified above are cues that are peripheral to the shopping experience (Demangeot & Broderick, 2006). 
“Innovativeness” relate to design features (Loiacono et al.’s, 2002), “legibility” and “complexity” are 
characteristics relating to distinctiveness and variety of the elements in the design (Rosen & Purinton, 
2004) respectively. The aesthetics dimension is similar to the atmospheric element that is studied offline 
(Turley & Milliman, 2000). Peripheral cues and atmospheric elements are “passive” interaction with the 
environment and the consumer “receives” these cues due to being exposed to them. A “low context” or 
peripheral cues can confuse consumers, but an online environment that they are familiar with in a familiar 
setting helps them achieve their shopping goals (Demangeot & Broderick, 2006). Visual impact reflects 
the consumers’ perception of the online environment, even when the website is essentially the products, 
but in electronic form. It would appear that the visual impact is treated separately from the products (ibid).

Social identity is a factor in online reaction to the product environment and decision-making. Kelman 
(1986) suggested three aspects of social identity internalisation, compliance and identification. Compli-
ance is a powerful factor, because it involves reference to family and friends etc. These relationships can 
be instrumental in changing behaviour for new online shoppers. However, identification and compli-
ance are important influencers for existing buyers (Cheung & Lee, 2010). Shoppers’ self-esteem and 
commitment to the group are characteristics of social identity (Kwon and Wen, 2009). Social identity 
occurs when people can assimilate the characteristics of the organisation (Dutton et al, 1994). People 
will remain with a group or seek new groups, if positive social identity values continue to be exhibited 
(Tajfel, 1972). Social identity is closely related to the interactions between consumers and business which 
gives rise to the idea of social interaction or interpersonal connections Interaction is the connection 
between two or more people or psychological cognitive connection (Huang, 2012). Elmers et al (1999) 
identified three components of social identity of cognitive social identity, affective social identity and 
evaluative social identity. Affective relate to the emotional attachment to the online environment and 
cognitive social identity relate to how the person identifies themselves within the online group. Evalua-
tive social identity is how the person evaluates their self-worth in the online group. Huang, (2012) found 
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that affective involvement is more important than cognitive involvement in purchase decision online 
and the results are similar for offline purchase decision. This links to affective social identity, whilst 
cognitive social identify lacked positive correlation. How stimuli can influence affective involvement 
and affective social identity is important in understanding the online environment and the design of 
the online platform and feature need to be supportive of the affective attributes. Affective involvement 
strengthening is by personalisation of messages, announcement of new products and online customer’s 
survey after the purchase of the online product.

Conclusion

Stimuli in the environment stimulate social interaction and influence purchase behaviour (Animesh et 
al., 2011). In the online environment the web site behave similar to atmospherics in the offline world 
and influences consumer behaviour (Donovan & Rossiter, 1982). In conclusion, the look and feel of 
the web site influences the perception of the web site and thus the behaviour of the end-users. Factors 
that influence web site behaviour are interactivity, flow, aesthetics, and social identity (Demangeot and 
Broderick, 2006; Novak et al., 2000; Hoffman and Novak, 1996; Kelman 1986). The level of involve-
ment on the web site is key in the consumer brand decision-making process, especially when it leads to 
personalisation (Huang, (2012). Online affectiveness is thus the emotional involvement of consumers 
with the web site.

IMPLICATIONS FOR MANAGEMENT

Social media can learn many lessons from online and offline services. The analysis has suggested that 
consumers associate brands with trustworthiness and is a mechanism to differentiate products and ser-
vices (Park et al, 1986). This is true for both the online and offline environments and applies to social 
media just as much. Building a brand takes a life-time and is always a work in progress. Social media 
organisations need to establish their brand quickly and effectively and this requires not only the needs and 
wants of their users, but ensuring they deliver those and use tangible and intangible properties to support 
and facilitate their brand. Consumers are concern with privacy and security and this is an important way 
social media organisations can differentiate themselves (Mukherjee & Nath, 2007; Kolsaker & Payne 
2002). Government pressure has made social media organisations more aware of the issue of security 
and privacy, but this should have been an obvious area of differentiation and how robustness of security 
and privacy will assist in the building of their brand and also creating trusting beliefs in the brands. The 
literature also suggest that brands need to develop a brand personality and thus a brand image (Aaker, 
1996; Dobni & Zinkhan, 1990), which effectively is what the brand stands for. However, consumers play 
a significant role in the development of brands and play a dominant role in consumer decision-making 
(Kaplan et al, 2008) and thus social media brands need to evolve not just based on the organisations’ 
wishes, but by including a coherent dialogue with their users. Inclusion of users’ opinions and wishes 
will strengthen the brand considerably and improve credibility (Keller, 2003). These are all factors that 
drive the ability of brands to differentiate from competitor brands. Social media is a young market and 
building brand awareness and brand image are extremely valuable attributes to aid users buy-in and help 
them to negotiate uncertain environments (newness and usefulness of the service) (Aaker, 1991). Unless, 
social media organisations can leverage their brand effectively i.e. to gain a competitive advantage by 
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the brand’s expertise and trustworthiness (Erdem & Swait, 2004), can they ever be profitable or are they 
going to be a loss leader for more compelling services? Branding process works best when the emotional 
experience dominates. It lead to continual use of the product or service and leads to brand commitment 
and aids the sustainability of the brand (Fullerton, 2003; Moorman et al., 1992).

Trust is an important characteristic required for the online environment and it helps consumers deal 
with uncertainty (Salo & Karjaluoto, 2007; McKnight et al. 2002). Trust reduces cost, improve efficiency 
and flexibility and is a significant benefit to social media firms (Chen & Dhillon, 2003; Nooteboom, 
2003). Trust has behavioural implication and the reputation of the social media firm is an important 
driver of trust. Users are willing to go online despite the problems (privacy and security) and this is 
because they assume the firm will deliver the ‘right’ product i.e. it will meet the specifications stated. 
It is more challenging to build intentional trust in the online environment than offline (Salo & Kar-
jaluoto, 2007). A clear declaration on the privacy and security policy is clear and transparent approach 
to building trust and also the ability to leave feedback (Mukherjee & Nath, 2007; Mukherjee & Nath, 
2003; Hoffman et al., 1999; Williamson, 1975). Social media organisations need to clearly demonstrate 
to their end-users that they have a trusting culture (shared values) and implement features and functions 
that are clearly supportive of these shared values. Emotional connection to shared values will only come 
once the physical aspects are embedded in the web site. Ultimately, social media firms need to get the 
end-users emotionally hooked so that they become repeat purchasers. Before this can be achieved the 
online physical environment must be right i.e. meet the expectations of the end-users. Social media 
organisations need to recognise the role of internal and external factors in building trust and consider 
gender differences may exist. Research by Kolsaker and Payne, (2002) have not shown any significant 
genders differences, such as males use the online environment for task-oriented activities and females 
for building relationships, but that does not mean gender differences does not exist. Personalisation of 
the online environment for end-users is a strong way to build trust and support the emotional bonding 
that induces repeat behaviour (Mukherjee & Nath, 2007). Understanding the different requirements for 
male and female end-users, is a contributing factor in personalisation.

Stated previously, reputation is a measure of trust, but the issue is building a reputation in an online 
environment. This is particularly challenging given that end-users are operating in a virtual world. The 
web site is a guide to the reputation of the social media e-tailer. Factors associated with web sites are 
flow, aesthetics, and social identity. The ability to build relationships in the online environment is sig-
nificant especially affective involvement is more important than cognitive involvement Huang, (2012). 
Social identity occurs when end-users can associate with characteristics of the social media firm and is 
similar to share values concept. Affective involvement is strengthened by personalisation such as mes-
sages or product announcement (ibid). Trust appear to be a fundamental requirement to mediate in the 
online environment that has a degree of uncertainty. The literature suggest that reputation in the offline 
and online environment is heavily dependent on reputation. End-users find it more difficult to gauge 
reputation in the online world, which is not unexpected. It is easier to build online trust if the brand 
has an offline presence, but this is not normally the case for social media (Doyle, 2002; Horpu et al, 
2008). Operating in the virtual world presents its own unique challenges, but reputation is a key factor in 
building trust. Social media firms need to enhance their reputation using affective involvement and thus 
develop an emotional relationship with their end-users. Essentially, the environment must act as a stimuli 
if end-users are going to make online decisions, such as purchase or a proclivity to purchase (Animesh 
et al., 2011; Arnett et al., 2003). It is necessary for the online environment evokes emotion if consumer 
decision-making is to take place. End-users must be able to form a relationship that is emotion-centric.
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The analysis has establish that social media like any online service need to build trust. However, 
before trust can develop relationship commitment is a fundamental component of trust. How can social 
media firms build commitment that ultimately lead to trust? Relationship commitment lead to charac-
teristics such as loyalty and loyalty is derived from attitudinal formation. There is a positive outcome 
for relationship commitment and benefits and intentional behaviour online (Mukherjee & Nath, 2007). 
An understanding of the benefits social media end-users need and want is an approach to enhance social 
interaction and also build trust. Personalisation is a key approach that appears in the literature (Mukherjee 
& Nath, 2007) that end-users would consider a significant benefit. Personalisation range from update 
material to feedback opportunities and openness in communication. These are base requirements for 
social media organisations to operate successfully.

FUTURE RESEARCH AND LIMITATIONS

This study is based on a review of the literature and requires an empirical study to assess the similarities 
and differences of social media with offline and online environments. The impact of gender on behav-
ioural intention in the use of social media does not appear to be widely covered (Kolsaker & Payne 2002; 
Sheehan 1999). Confirmation is required using empirical research on the nature of brand trust in the 
social media environment and does the models on trust (Mukherjee & Nath, 2007; Morgan & Hunt, 1994) 
apply in the same manner as in the online environment and does the models need refining or amending.

CONCLUSION

Social media operates in the online environment and need to acknowledge the challenges this offer. 
Online environment presents many unique challenges for end-users and is judged to be uncertain and 
difficult to navigate. Social media need to reduce the uncertainty and ease the navigational issues. This 
paper gives them advice on how they can operate in the web world successfully and develop a brand that 
differentiate them from competitors that is sustainable, require online affectiveness.
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Brand: Unique identifier that helps to differentiate a product or service.
Environmental Uncertainty: Mechanism to mediate risks in environments (online or offline).
Models on Trust: A representative framework of factors that are associated with creating a trusting 

environment.
Online Affectiveness: Creating an emotional connection between end-users and the Web site.
Trust: A relationship between individuals or between an individual and an organisation.
Trust in the Online Environment: How trust is formed and developed in the online environment.
Web Site Trust Characteristics: Attributes that helps to develop trust in consumers in the online 

environment.
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ABSTRACT

With the rapidly changing times and technology, more and more companies are moving towards brand 
extensions to acquire a competitive advantage. There are various factors enhancing brand equity while 
extending the brand into new categories like brand awareness, personality, lifestyle, relationship with 
the consumers, cultural differences among consumers and demographics. Demographic of a brand is the 
most important personality characteristic which leads to most easily extractable variables like gender, age 
and class. Gender plays a significant role in shaping the brand personality of a brand and its subsequent 
variants. (Levy, 1959). This chapter relies on the relationship between gender based brand personality 
and brand equity drawn from the study titled “The effect of Brand Gender on Brand Equity”. (Lieven, 
2014). This research paper concludes that brand androgyny (masculinity or femininity of the brand) 
was negatively related to brand associations i.e., brand equity is not influenced by gender associations 
related to the brand or the product category. So, this chapter explores whether there is a relationship 
between gender and different variants of the brand. Also, should advertisers design gender focused mes-
sages for the different brand variants. The methodology chosen for this research is quantitative in nature. 
The independent variable in this research is gender and the dependent variable is brand variance. This 
research paper shows that there is no impact of brand variants on gender. Advertisements need to be 
designed in a manner that target both males and females psychologically rather that demographically 
especially gender based.
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INTRODUCTION

Leveraging the equity of a strong brand to launch extended products is a strategy mostly followed by 
Fast-moving consumer goods (FMCG) companies. This chapter relies on the relationship between gen-
der based brand personality and brand equity drawn from the study titled “The effect of Brand Gender 
on Brand Equity” (Lieven, 2014). It takes into consideration the relationship between the masculine or 
feminine brand personality and its effect on Brand equity of the brand. The research paper concludes that 
brand androgyny (masculinity or femininity of the brand) was negatively related to brand associations 
i.e., brand equity is not influenced by gender associations related to the brand or the product category. 
So, this chapter explores the future scope of research whether there is a relationship between gender and 
different variants of the brand. Also, should advertisers design gender focused messages for the different 
brand variants. For this study, the paper has considered 4 toothpaste brands (Colgate, Pepsodent, Oral–B, 
Dabur) and two TOMA parameters (germ–free teeth and whitening of teeth) to understand the impact 
of brand equity variables on the TOMA parameters.

Since its inception, brands have served the role of differentiating apart from providing legal protection 
from copying. A brand in its simplest form is a mark of differentiation. The marketing communication 
scenario is changing rapidly with the increase in the role of technology and so has increased the importance 
of branding. On the contrary, there is very little awareness and understanding of designing appropriate 
branding strategies to survive in the modern competitive environment decisions. The development and 
market introduction of new products and brands is an important activity for firms seeking to maintain 
their competitive advantage in the market. Accelerated product life cycles, increased competition, and 
increasing diversity in customer needs have further enhanced the role of new product introduction How-
ever, entering new markets is an increasingly risky financial proposition of firms, particularly those in 
the customer goods area, given the high rate of product failure. Brand extensions whether related or 
unrelated to the original product category is profitable because the expenses incurred on advertising 
and promotion is comparatively low.

Personality of a brand is one of the drivers towards building a strong equity for the brand. It affects 
the equity of the variants of the strong brand too. Consumers assign human traits to brands and then 
assess them on the basis of the personality traits they have. Personality traits influence brand related 
outcomes such as brand loyalty. Since gender is a very important demographic factor affecting consumer 
behaviour, a study of gender specific personality traits and its relationship with brand equity of the dif-
ferent variants of the brand becomes equally important.

REVIEW OF LITERATURE

Consumers have always been the judge and jury of brand communication. The way the brand com-
munication influences the way consumers interprets and ultimately decides the course of action of the 
consumers. From the past, people have been analysing a brand in three ways-rational, emotional and 
behavioural. Even in the early days, when a brand communicated about the rational benefits, people 
would build emotional and behavioural associations though they did not have a dominant and significant 
impact on the consumer’s perception about the brand. With time, people began to make their decisions 
more on personal emotional associations, brands moved to own emotions but it created a great challenge 
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for the companies to differentiate from their competitors. So, where do brands go next? The next level of 
brand communication emerged to be emoti-behavioural campaigns, combining the emotional area with 
the relatively untapped behavioural one. Till now, companies need to understand the behavioural aspects 
of consumers if they wish to differentiate in today’s time. Emotions do trigger a positive association 
with the brand but the differentiation lies in the top-of-mind recall for certain brands by the consumers.

Brands create value for customers thereby resulting in more revenue for the company. So, if they are 
evaluated continuously, they can perform better. So, measuring equity of a brand on different dimensions 
with time is an indicator of the growth or decline of a brand. Product market measures brand’s market 
performance, most commonly being the price premium (David, 1991)

followed by market share (Holbrook, 2001) or revenue premium to define brand equity (Ailawadi, 
2003). These measures quantify the performance resulting from brand name but many a times often refers 
to hypothetical situations and difficulties in data collection and analysis. Financial measures analyze the 
brand as a financial asset thereby assigning a financial value to the brand. So, it can quantify the future 
cash value associated with the brand (Ailawadi, 2003).

Analysing the different approached mentioned above shows that brand equity is a multidimensional 
concept showing a combination of managerial, financial and consumer based concepts. The equity of 
a brand is analysed effectively from the consumer’s perspective.The strength of a brand depends on the 
learning and knowledge about the brand acquired by the consumers. The advantage of using this model 
is that it enables the company to strategically analyse as to how their marketing programs enhance the 
value of their brands. Customer-Based brand equity can be defined as “the differential effect that brand 
knowledge has on consumer response to the marketing of that brand” (Keller, 1993). Brand Knowl-
edge comprises of brand awareness and brand image. Brand awareness relates to consumer’s ability to 
recognise or recall the brand. In a broader perspective, it is the depth and breadth of a brand. The depth 
highlights the ability of the brand to be recognised or recalled by consumers and the breadth refers to 
the variety of purchase and consumption situations in which the brand comes to mind (Keller, 1993). A 
brand having a strong awareness has got high chances of being in the consideration set of the consum-
ers. While talking about low involvement categories, a high level of brand awareness may be sufficient 
alone for brand choice (Keller, 1993).

Earlier, all the marketing efforts were directed to derive a utilitarian or functional benefit for the brand 
in a particular specific category. But with the advent of years, the brand and its benefits are nurtured as 
one that can be applied to across a number of categories (Court, 1999).

Three distinct advantages to stretching a brand (Taylor, 2002) are:

• Consumer Knowledge: The consumer knowledge with regards to the brand already exists so 
extending to other categories becomes easier.

• Consumer Trust: Strong brand carries with it the immense consumer trust it has developed.
• Lower Cost: Less expenditure on advertising and promotion encompasses decrease in costs as-

sociated with the variant.

One more benefit of brand extensions is that the initial awareness of the original brand helps consum-
ers in accepting the variant. (Swaminathan, 2001). So, the probability of increase of sales is higher. And 
this surely gives the variants an edge over new products looking into the decreasing product life cycle of 
products in today’s time. Intense competition in a number of FMCG categories with new products being 
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launched so frequently is making the marked very competitive and an initial awareness about the brand 
increases the likelihood of acceptability for the variant among consumers. (Lane, 2006).

The following factors enhance brand equity as given by Carlson and Johannsen.

Brand Context Distance

A greater context distance makes the brand image clearer as product features apply to all categories.

Lifestyle

Consumers define themselves by the lifestyle of their brands because they become an important platform 
for portraying the lifestyle they follow.

Brand Awareness

A higher level of brand awareness among consumers leads to building strong consumer associations 
with the extended brand. Fit is about the similarity between the brand image of original brand with the 
extended one. A high level of fit ensures an increased ate of transferability and increased chances of 
future extensions.

Personality

A trustworthy brand is perceived as bearing a favorable personality, which automatically strengthens the 
brand image and thus the brand equity.

Relationship

If the image of the consumer and the brand matches, the consumer’s intention to buy the brand increases.

Differences in Culture and Its Effect on Brand Variant Evaluation

Monga and Roedder (2007) found that differences in culture among consumers affect the way their evalu-
ate extensions. Consumers from eastern culture evaluate brand extensions more favorably as compared 
to that from Western culture.

With the fast changing demographic roles, increased feminism and more of men adopting non-
traditional roles, researchers are targeting upcoming gender market segments (Tuncay, 2005). But, no 
research till now has been done to study the evaluation of the extended brands by different gender types. 
This research paper tries to study the impact of brand variance on the gender type. It explores a platform 
as to how gender identities may differ in terms of their evaluation of brand variance.

Impact of Gender Based Personality Traits on Brand Variant Evaluation

Demographic of a brand is the most important personality characteristic which leads to most easily 
extractable variables like gender, age and class. Gender is described as one of the most basic dimen-
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sion with the symbolic meaning of a brand. Thus, Gender plays a significant role in shaping the brand 
personality of a brand and its subsequent variants (Levy, 1959).

Oral Care Industry in India

India’s oral hygiene market is one of the most dynamic and fastest growing FMCG industries. Currently, 
India’s oral hygiene market is dominated by the toothpaste category followed by toothbrush mainly includ-
ing manual and electric ones. Mouthwashes, dental floss, teeth whitening products and other advanced 
oral care products are at an early stage in India targeting to urban consumers only.

In India, the oral care sector is divided into five product categories-toothpaste, toothpowder, mouth-
wash, other oral care products such an India, which includes dental flosses and oral chewing gum. The 
industry showed CAGR of 14.4% from 2008 to 2013 and is expected to grow at the CAGR of 13.9% 
from 2013-2018 (Indian Oral Care Industry Outlook, 2018 & 2015). A number of factors have contrib-
uted to this tremendous growth over the last five years. Some of the significant ones are increase in the 
spending power of people on oral care products due to growing awareness about oral hygiene, sizeable 
increase in population and increased disposable incomes. The industry has also witnessed progressive 
growth in organised retailing leading to proliferation of oral care products especially in urban areas. 
Even in rural areas, people are shifting from toothpowder to toothpaste and mouthwash (Indian Oral 
Care Industry Outlook, 2018 & 2015). The industry has witnessed various trends and innovations such 
as shift from toothpowder to toothpaste, demand for value-added toothpaste such as gels, gum care and 
teeth whitening toothpaste and mouthwash. There is also a shift towards toothpastes containing herbs 
or vitamins & minerals.

Figure 1. BRICS Oral care market value forecast (US $ Billion), Y-o-Y growth (5), 2014-2020
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India can be considered to be an attractive market for oral care products and looking into the huge 
potential it offers, there are high growth opportunities in the premiumerization of oral care solutions 
especially in the toothpaste category. With the entry of global players, it makes India a more attractive 
destination for internationalization of toothpaste category.

Looking into the huge potential of premierisation of global brands in India as highlighted in the 
literature review, four global brands have been taken: Colgate, Pepsodent, Oral-B and Dabur Red for 
study. The reason for taking these four brands is to stratify them in the premium segment and take two 
national and two international brands. The choice was also done based on the market segmentation of 
the toothpaste brand as shown in figure 2.

Knowledge Gap

But the review ends with a knowledge gap showing the lack of research done in toothpaste category 
with respect to the relationship between brand equity of variants of toothpaste brands and gender. Look-
ing into the scope of this low involvement category highlighted in the review and the changing trends 
towards premiumization of toothpaste brands, our research in this area is going to add significance to 
the research done till now and aid the global companies in designating effective advertising strategies 
to address the gender related personality traits in toothpaste brand variant brands in India.

Hypothesis

From the knowledge gap, the following hypothesis can be tested:

H0: There is no impact of brand variance on gender

Figure 2. Market segmentation of toothpaste brands
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RESEARCH DESIGN

Methodology

The methodology chosen for this research is quantitative in nature. The independent variable in this 
research is gender and the dependent variable is brand variance. The method used is this research is the 
survey method. The tool used in this research is the closed-ended questionnaire. Likert scaling has been 
used in the questionnaire. Multiple questionnaires were developed and pilot test was done to understand 
which questionnaire scale would work best for this research. The final questionnaire with appropriate 
scaling was developed and administered to 380 respondents. 310 correct responses were gathered on 
which chi-square test was performed in SPSS 16.0 to understand the impact of brand variance on gender. 
Reliability and validity of the results were taken into account.

Data Collection Plan

For the data collection, the populations taken in this research are the youth. The sample taken for this 
research are the youth residing in Pune. The sampling unit in this research is the youth between the ages 
of 18-24. Stratified random sampling was done in order to remove any biases present in the sample. 
Questionnaires were both administered online as well as through face-to-face interaction. For the online 
questionnaires, two reminder mails were sent to the respondents. The questionnaires yielded a success 
response of 10%. Filled questionnaires were scrutinized and any missing values were deleted. The coding 
of the data was done on SPSS and the findings were reported. Chi-square test was applied on the data.

FINDINGS

The following are the findings out of the survey done (Table 1, Table 2, and Table 3).

ANALYSIS

This research paper shows that there is no impact of brand variants on gender. Both males and females 
perceive variants in the same manner. With changing times and cultural dimensions, the fine line between 
masculine and feminine is diminishing and so is the way the brands and its variants ere perceived by 

Table 1. Relationship Between the independent and dependent variable through various correlations

Value Asymp. Std Errora Approx T b Approx Sig.

Interval by interval Pearson’s correlation -.041 .049 -.846 .398c

Ordinal by ordinal Spearman correlation -.030 .049 -.605 .545 c

N of valid cases 418

a. Not assuming the null hypothesis
b. Using asymptotic standard error assuming the null hypothesis
c. Based on normal approximation
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both males and female sin the past. For all the brands of toothpaste taken, there is no impact of brand 
variance on gender. With the advent of millennial youth, the way consumers whether males or females 
perceive has nothing to do with their gender. Both perceive variants in the same manner.

CONCLUSION

The results of this research paper have got a lot of managerial implications. Companies need to target 
both males and females in the same manner. Ads need to be designed in a manner that targets both 
psychologically rather that demographically especially gender based. The variants should highlight 
the features and benefits of the brand and rely more on the brand equity of the parent brand rather than 
designing more gender specific ads.

LIMITATIONS

Due to the paucity of time and resources, this study is limited to millennial youth in Pune and could not 
be made pan-India in nature. The setting of the research, due to location transportation problems was 
limited to a couple of localities in Pune only.

Table 2. Chi-square test

Value df Asymp. Sig (2- Sided)

Pearson Chi-Square 3.622a 4 .460

Likelihood Ratio 3.699 4 .453

Linear-by-linear Association .716 1 .397

No. of Valid Cases 418

a. Not assuming the null hypothesis

Table 3. Correlation between specific independent variable and dependent variable

Gender Colgate Pepsodent Dabur Oral B

Colgate Pearson Correlation 
Sig (2 tail)

-.041 
.398 - .501** 

.000
-.049 
.320

-.089 
.069

Pepsodent Pearson Correlation
Sig (2 tail)

-.027 
.588 - - -.013 

.790
-.048 
.325

Dabur Pearson Correlation
Sig (2 tail)

.005 

.920 - - - .239** 
.000

Oral B Pearson Correlation
Sig (2 tail)

-.028 
.573 - - - -

**correlation is significant at 0.01 level (2-tailed)
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FUTURE RESEARCH DIRECTIONS

The research could be used as a platform to study how the different other forms of brand extensions like 
co-branding or ingredient branding or brand extension in unrelated categories can impact gender. Also, 
different age-group respondents could be interviewed to find a commonality, if possible among the groups.
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ABSTRACT

This chapter promotes the concept of employer branding (EB) as special kind of value management be-
ing part of strategic human resources management (SHRM) and including elements of cyber security. 
Employees’ and organization’s shared values (EVPs) bring opportunity to create common sense of iden-
tity, which prevents potentially aversive behavior towards company’s reputation. Chapter’s background 
positions EB and EVP in process of SHRM, introduces the view of EB as architectural frame for core 
organizational values, and describes popular Internet tools of EB. The background is closed by descrip-
tions of common Internet threats, their implications to overall organization’s information security, as well 
as useful Internet security systems. Chapter concludes with recommendations regarding enhancing EB 
by better controlling company’s information security. As a new research area is proposed sub-discipline 
of cyber security in management, with special dedication to SHRM.

INTRODUCTION

Organizations operating on a current competitive market are assessed not only through products or ser-
vices, but also, increasingly, through their image as an employer – so called employer’s brand (Botha 
et al, 2011). When public image of a company is highly rated on the market, the company is perceived 
as an attractive place to work and becomes the employer of choice for employees. Employer branding 
(EB) is an intentional human capital development strategy and important part of overall human resources 
management in company (Minchington, 2013). Demographic changes and deepening shortages between 
supply and demand on labor market causes that companies around the globe try to attract and retain 
talents - best employees. EB is here considered the accurate hr tool to recruit new talents and to bind 
most effective, creative and engaged workers. However, the question arises:
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Is EB adequately used by different stakeholders of organizations’ to achieve planned aims?
When we plan EB, first we need to define core organizational values which in a best way exemplify 

company’s Employer’s Value Proposition (EVP). EVP must be attractive for future or current cowork-
ers both in a mental sense, as the best result of cognitive benchmarking of different job offers, as well 
as in an emotional sense (i.e. it is perceived as authentic, unique, positively challenging, exciting, etc.). 
EVP should be wide enough to attract sufficiently big scope of different individuals, but at the same 
time - has to be precisely described to be easily distinguished from similar proposals of competitors. 
And it is a really challenging task for hr departments when it is very hard to control the communica-
tion and behavior of own employees, including their activities on open social networks. Hierarchically, 
EB as an element of hr strategy is subordinated to overall company’s HRM policy. This policy should 
involve basic humanistic values including truth, trust, transparency, loyalty, etc. However, any officially 
promoted values will not be shared in an organization if there is perceived disagreement between theory 
and practice. Only people can decide whether they want to internalize some work content in form of 
shared organizational values or not. Thus, value management (VM) should be the basis for successful 
EB strategy, and the same - definition of company’s EVP - delivers the argumentation for her VM.

EB represents also marketing and public relation tool aimed at promoting the company as an attrac-
tive and good work place for current and future employees. Its aim is to show the company as a socially 
responsible business for a wide range of different stakeholders. Marketing is an intentional activity to 
sell something on the market – and in case of EB – to sell the job place(s). This pragmatic aspect puts 
EB strategy into kind of a conflict: on the one hand EB loudly says about values, and on the other hand 
– strives for its own benefits. This ethically “double-bind” situation locates EB activities at problematic 
position in a space of all hr processes. Present, future and former employees of the company carefully 
observe EB’s promotion and collect their own opinions and conclusions about it. They can keep these 
opinions to themselves, or can share them with others - doing it directly (face-to face), or by using dif-
ferent distant communicators. Especially, the latter channel spreads information very fast and widely. 
Internet and social networks are today the main communication tools and EB’s efficiency mainly de-
pends on a responsible usage of Information Communication Technology (ICT) and social networks. 
Employer branding, so carefully developed by organizations, can be easily compromised by unconcerned 
or hostile Internet activity of different stakeholders (both internal and external), including current and 
former employees, unsatisfied customers, and competitors.

The notion of employer brand serves, in authors’ opinion, as a platform to discuss main pros and 
cons of using the Internet in the process of implementation of employer branding strategy. Their aim 
is to summarize the results of the recent academic literature regarding employer brand by using cyber 
security perspective for analyzing the overall efficiency of employer branding in contemporary digital 
times. The list of possible e-threats and risks of careless (or even hostile) use of social media and Inter-
net serves as the argumentation for including organizational internal information security policy into 
general EB strategy.

BACKGROUND

Scientists mostly trace the foundations of employer branding in aspects of organizational behavior (OB) 
such as the concept of psychological contract and customer relationship management (Beaumont & 
Graeme, 2003, p. 7; Dunmore, 2002, p. 195; Rosethorn, 2009, p. 4). Reviewing literature, the first im-
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pression is employer branding encompasses almost everything human resource management (HRM) in 
organization is expected to handle with (Edwards, 2010; Figurska & Matuska, 2013). More recent views, 
especially those interpreting data collected from global surveys, locate employer brand as closely related 
to strategic management (Minchington, 2013, pp. 2–3) and with strategic human resource management 
(SHRM). In a frame of the latter one we can enumerate at least three key areas of SHRM strictly con-
nected with employer branding: talent, value and competence management. The idea of this chapter is 
to consider possible links between value management and employer brand with the explanation of the 
role of responsible using of Internet in (and through) the company. Although a number of scholars in 
the fields of management, marketing, and psychology have contributed to different interpretations and 
perspectives of EB, it is still hard to find works binding the issues of employer brand and Internet security.

Employer Brand and Employer Branding Concepts

Organizations oriented on gaining business success and striving for innovation aim to attract and retain 
most effective employees – “talents” (Michaels et al., 2001), and EB is the way to gain it. Employer 
brand, seen from the perspective of employees, simply means an employer of choice. It can be assumed 
that the more expressive, better employer brand the organization possesses, the more attractive place 
to work for employees it is. Employer brand of specific organization obviously is determined by many 
factors including: attractiveness of the sector, company’s reputation, quality of products and service, 
location, work environment, pay, economic conditions, employee benefits, people and culture, work/
life balance and corporate social responsibility (Kelly Services, 2013).Looking at the concept’s origin, 
employer brand notion first was introduced in 1990s in works of Ambler and Barrow (1996, p. 187), 
who described it as “the package of functional, economic, and psychological benefits provided by em-
ployment, and identified with the employing company.” Since that time, employer branding has mostly 
been referred both to human resources management and to marketing, which mutually derive from their 
work. In a line with above, employer branding usually is defined as “the process of building an identifi-
able and unique employer identity, and the employer brand as a concept of the firm that differentiates it 
from its competitors” (Backhaus & Tikoo, 2004).

Depending on at which stakeholders the initiatives in the field of employer branding are addressed, 
EB is divided into internal and external (Bigram SA.,2013a, Bigram SA.,2013b). Internal employer 
branding communicates to existing and leaving employees and is implemented by means of benefits 
and development/outplacement programs of corporate culture. Companies should keep in mind that 
employed workers are their first opinion leaders and ambassadors. Current and former employees 
largely create reputation of the company in the environment. External employer branding is addressed 
at future employees: professionals, graduates and other stakeholders. This kind of EB is implemented 
via public relation and marketing means, including: ICT channels, co-operation with opinion-leading 
media, image-enhancing recruitment projects, etc. Summing up, the main objective of EB is to build 
positive internal and public image of the organization as a good place to work, as well as to observe and 
adequately respond to trends emerging on the labor market. Employer brand is a planned result of the 
special kind of managerial intentional activity - employer branding. However, in literature both notions: 
employer brand and employer branding are often used interchangeably.

Most popular definitions of both notions are presented in Table 1.
Comparing diversity of definitions of employer brand existing already in literature, we can conclude 

that they are dominated by organizational behavior (OB) concepts explaining employees’ perception, emo-
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tions, motifs, way of thinking, decisions, etc. All of it suggests that employer brand focuses on individual 
level of organizational participation mechanisms (point of view of particular employees). In relation to 
conceptualization of employer branding, we realize managerial perspective. An employer branding is 
perceived as one of management processes addressed at human resources - both those already employed, 
as well as at those potentially ready to join the organization. Thus, employer branding strategies include 
different group organizational participation mechanisms and are focused more on organization’s per-
spective. The cross analysis of the definitions listed above discovers some elements in common such as: 
target groups, objectives of employer branding and communiqué transmitted in the process of shaping 
the brand of the employer. The interpretation done from organizational behavior (OB) perspective also 
helps to recognize mutual links between employees’ perception and employer branding image (Duk-
erich & Carter, 2000). Employee’s personal perception determines the psychological contract between 
a particular employee (potential or already engaged with company) and an employer, and tracks his/her 
employment/de-recruitment decision (Wellin 2013, p. 33). Explaining mutual relations of both notions: 
employer brand and employer branding, it is necessary to mention specific type of reinforcement: the 
more coherent the efforts of organization directed on employer branding are – the stronger (which means: 
more recognizable by stakeholders) employer brand is. Because of above reasons, the regular feed-back 
within organization (both from employer branding and from current HR processes) is simply necessary.

According to some authors, the common field for the employer brand and employer branding is 
the sense of identity in the organization shared by different groups of stakeholders. Identity of the or-
ganization “… refers broadly to what members perceive, feel and think about their organizations. It is 
assumed to be a collective, commonly shared understanding of the organization’s distinctive values and 
characteristics” (Hatch & Schultz, 2007, p. 327). Identity can be also defined as a symbolic, collective 
interpretation of employees about what the organization is and what it wants to be. To be successful on 

Table 1. Employer brand and Employer branding definitions. Source: elaboration on basis of literature

Employer Brand - An Employee Perspective Employer Branding - An Organization’s Perspective

“… the two-way deal between an organization and its people – the 
reason they choose to join and the reasons they choose – and are 
permitted – to stay” (Rosethorn, 2009)

“Development and communication of an organization’s culture as 
an employer in the marketplace. It is the package of functional, 
economic and psychological benefits provided by employment and 
identified with the employing company” (Ambler & Barrow, 1996)

“… a set of attributes that make an organization distinctive and 
attractive to those people who will feel an affinity with it and 
deliver their best performance within it.” (CIPD, 2006)

“A targeted long term strategy to manage awareness and 
perceptions of employees, potential employees and related 
stakeholders with regards to a particular firm” (Sullivan, 2004)

“… the image of the organization as a great place to work in the 
minds of current employees and key stakeholders in the external 
market (active and passive candidates, clients, customers and other 
key stakeholders)” (SHRM, 2008)

“A process of building an identifiable and unique identity of the 
employer” (Backhaus & Tikoo, 2004)

“A complex concept based on various intangible factors, including 
perception, image versus identity, and the ability to differentiate 
between them” (Randstad, 2013)

“The efforts of the organization in communicating internal 
and external stakeholders of what makes it both desirable and 
distinctive employer” (Jenner & Taylor, 2008, p. 7)

“A sum of the key qualities current and prospective employees 
identify with organization as an employer, such as: economic 
(compensation and benefits), functional (e.g. learning new skills) 
or psychological (e.g. sense of identity and status)” (Mosley, 2009, 
p. 4)

“Attracting talented people to the organization and ensuring 
that both existing and potential employees will identify with 
the company (its brand, mission) and deliver the desired by the 
company results” (Martin, 2008, p. 19)
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the way to build common identity of employees and the organization, the following things are required: 
definition, implementing and internalization of the same (or at least similar) values; the same on the 
side of the company and the employees.

And this is the real challenge for the employer branding strategy.

EB and Value Management: EVP

As we have assumed above, the basis for employer brand and employer branding strategy is sharing 
organizational (of corporation) and personal (of employees’) values which promise to build the common 
sense of the organizational identity. The first step to prepare EB strategy for the company is to identify 
its specific corporate values (i.e. EVP - Employer Value Proposition). These values will help to answer 
the question of why the person, considering the new employment place, should not only just choose a 
given organization, but also convince those already employed that it is worth staying in a current job 
place. In other words, EVP provides a reason to believe it makes sense to work for the company. The 
most popular way of checking determinants of company’s EB is to make regular analysis of attributes 
that attract and/or retain talents in the company via benchmarking to similar organizations (Hieronimus 
at al., 2005, p.13). This can be perceived as the process of mapping values. The key role of values in EB 
is indicated by for example K. Backhaus and S. Tikoo, assuming it is a three-step process (Backhous & 
Tikoo, 2004, pp. 502–503):

1.  Creation of an Employer Brand: Represents a specific employee value proposition, which is to 
communicate what the organization has to offer to employees;

2.  External Marketing of Employer Brand: The company directs the message to the labor market 
– for candidates, recruitment agencies and other target groups;

3.  Internal Marketing: The aim is to develop human resources, which will adhere to the values and 
pursue the objectives set by the organization.

Also, Nigel Wright Consultancy when describing EB external strategy focuses on five key values to 
the potential applicant (Nigel Wright Recruitment, 2013, p. 6):

• Interest Value: The extent to which an individual is attracted to an employer that provides an 
exciting work environment, has fresh work practices, and makes use of its employees’ creativity;

• Social Value: The extent to which an individual is attracted to an employer that provides a work-
ing environment that is fun, happy, and provides a supportive team atmosphere;

• Economic Value: The extent to which an individual is attracted to an employer that provides 
above average salary, an attractive overall compensation package, job security and promotion 
opportunities;

• Development Value: The extent to which an individual is attracted to an employer that provides 
recognition, self-worth, and confidence coupled with career-enhancing experiences and a base for 
future employability;

• Application Value: The extent to which the employer provides an opportunity for the employee 
to apply what they have learned and to develop others in a customer orientated and humanitarian 
environment.
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• Trying to identify EB success factors we come back once again to the values. According to Menor 
(2010) to attract and retain most “talented” employees we have to provide:

• Balanced Work and Personal Life: Work-life balance is becoming more and more important for 
building employees’ loyalty and results in higher level of their retention;

• Competitive Compensation Package: To make employees feel appropriately and fairly paid for 
the work they do, HR specialists should investigate what other organizations offer their employees 
in terms of salary and benefits, as well as in terms of compensation package and benefits for the 
particular position;

• Treat Each Employee with Respect and as an Individual: Each employee expects respect and 
recognition of the team member’s contribution in the success of the organization;

• Positive Work Environment: The best way to build positive work environment and retain the 
best employees in the company is to make it as easy as possible for people to do their jobs;

• Eradicate Favoritism: Favoring certain employees causes dissatisfaction among team members, 
decreases their morale and productivity, which is reflected in the finance results of the company. 
Therefore equal treatment of all employees and avoiding favoritism is essential for the retention of 
key employees in the organization;

• Communication and Availability: Active listening to employees and clear communication of 
expectations, goals and rules to be followed, gives them honest feedback and helps to feel recog-
nized and important;

• Employee Empowerment: Employees who have a sense of responsibility and ownership, and 
whose ideas are often recognized, feel important to the organization, work harder, complain less 
and are willing to stay in this company for longer;

• Placing the Right Talent for the Right Job: Employees should be placed in the environment 
that can be truly useful, making the world around them a better place for all stakeholders of their 
organizations;

• Celebrate Successes and Make the Workplace Fun: Sharing small successes with employees is 
a great way of making the workplace fun;

• Workplace Flexibility: It is hard to manage workplace flexibility (which means giving employees 
the option to work flexible hours) therefore flexibility policy should be well defined and imple-
mented accordingly.

Analyzing statements made above, it can be concluded that majority of authors focuses on an ex-
ternal EB trying to identify values which potentially will be appreciated by jobseekers. To attract new 
talents through exposition of desirable (from the point of view of the candidates) values is the aim of 
successful recruitment. However, it is necessary to remark that personal values are passing the evolution 
together with assimilating new cultural trends, generation’s priorities, business impacts, etc. That’s why 
it is necessary to observe trends on external labor market and understand changes in workforce priori-
ties. Already recruited talents will be checking their own expectations with the reality and comparing 
the employer with the offers of competitive companies. Employees evaluate company’s organizational 
culture, managing style, preferred communication manners, information flow, attractiveness of wages 
and benefits, working conditions, career perspectives, etc. They collect their observations and share 
conclusions with the surrounding. Because of it, it is necessary to take care about current employees 
via studying their work satisfaction levels and opinions about the company. For overall efficiency of 
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HRM processes it is recommended to measure employees personal values, to differentiate, understand 
them and to compare them with corporate values systematically (Kelly et al., 2005; Stahl et al., 2012).

Thus, internal EB should be more articulated in the activities of strategic HRM and the proportion 
of attention which is focused on external and internal EB should be at least equal.

EB in Frame of Strategic Human Resources Management

The observations collected in recent global reports (for example Employer Brand International, Minch-
ington 2013) suggest EB has crucial strategic value for total company’s success, as it attracts, recruits 
and binds talents - the employees with the most desired competencies, who promise innovation. Here we 
have to explain the notions of “competence” and “competency”, which are commonly used to evaluate 
the chances for good (best) performance in an organization, and are indirectly connected with employer 
brand. Although both terms in HRM dictionaries usually have basically the same meaning, it is worth 
signalizing the main differences between them:

• Competence (pl: competencies): Is understood as employees’ worthy performance, is a function 
of the ratio of valuable accomplishments to effective behavior (Gilbert 1996, p. 17). This term is 
usually used to describe individual /team level of performance;

• Competency: Are those human characteristics: knowledge, skills, mindsets, thought patterns, 
motives, values - that used singularly, or in various combinations, result in a successful perfor-
mance of the whole organization (Dubois 1998, p.5). This term, also named “core competency,” is 
the matter analyzed usually on corporate level, and determines whether company is able to reach 
the brand of its products/ services, as well as – an employer brand.

Employees’ competence and corporate competency meet at general organization’s performance as 
their common goal is to enhance company’s market competitive position. They both are controlled by 
“competence management” - a central strategy of overall HRM in a company. Attracting most desired 
competencies within company promises success of EB strategy. But, employees’ competence has to fit 
company’s vision of organizational culture represented by incorporated values, including those exem-
plified in company’s mission, as so called “core values”. Therefore, “competence management” should 
be accompanied by “value management”. During selection of candidates attention should be paid not 
only to recruiting best abilities and skills (talents), but also to choosing best motivations to take the 
job. And just motivation, as behavioral component of competence (observable as attitude demonstrated 
at work) is mostly determined by specific personal values. Positive verification of work motifs of the 
candidate represents the most complicated part of successful recruitment. This is also the final test for 
the efficiency of external EB. Recruited employee’s competence should fit company’s competency. Au-
thors of the chapter consider it as an essence of the mission of employer brand. Employer branding has 
also reciprocal positive psychological and sociological impact on organizational culture and increases 
employees’ satisfaction and morale.

Searching for common base of competence and employer branding, once again we conclude values 
contributing in organizational culture (see Figure 1).

The holistic approach to employer brand offers the concept of strategic human resources management 
(SHRM), or human capital management (HCM), which sees workers of organizations as potential to cre-
ate value (Hesketh, 2014). According to this approach: “Human capital management in the organization 
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is based on the optimal investing in the people and their resources gradually emerging fields where they 
can identify their own values, as consistent with the core strategy of the organization and its accompany-
ing business model”(Hesketh 2014, p. 31). Employees are kind of capital, which respectively invested 
in the organization creates value on a similar basis as financial capital. The common task of company’s 
services is to evaluate this impact in numbers, to describe how much money the company saves via own 
employer branding activities. The relationship among flow rate of employees, financial performance 
and the market value has been already well verified in many studies (review of Xiang et al, 2012). They 
prove economic sense of employer branding. Similarly, the connection of employee’s satisfaction and 
customers’ satisfaction proves that employer branding positively influences customer’s service level 
and customer satisfaction. Via this, the economic value of the company is also secondary reinforced.

All of it changes the look at the integration of overall business strategy and human resources manage-
ment strategy and explains why the latter one grows to the level of the company’s key strategy. In line 
with such an interpretation there is also the assumption that efficiency of EB is determined by value 
management process which should be included into SHRM.

The concept of SHRM perceives staff as a resource of organization which have to be protected 
from exploitation and to be invested in their development. Popular strategies of HRM, however, are 
unfortunately mostly reactive, which means - they are focused mainly on monitoring changes of staff 
resources and run to take an appropriate response from those changes. Therefore, employer branding, 
as a tool of SHRM, has the task to save company from danger like for example the lack of demanded 
overall competency, and acts towards attracting new talents. In this approach EB is focused mostly only 
on one HRM process: recruitment/selection of candidates. However, regular task of HRM is also to look 
after employees during the time of their employment in the company. Thus, hr programs like: system 
of remuneration, plans of development, quality work or work-life balance - should collect data prov-
ing good EB. It is worth noticing that “competency gap”, both already happened, or predicted in close 
future, frequently is caused by voluntary departure of talented staff. This suggests EB should regularly 
inspect satisfaction and try to enhance motivation of employees, and it explains also why activities of 
EB should be part of general pro-active SHRM.

Figure 1 Employer branding based on competence management and value management
Source: own elaboration.
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This means that EB should not only react to already happened situation, but first – predict future 
probable problems. One of crucial problems is to understand how low level of employees’ engagement 
can be solved via EB. In the latest presentation prepared by Deloitte Consultancy “New model for talent 
management Agenda for 2015” it is stated: “Employee engagement is your employer brand” (Bershin, 
2014), and that current talents at work are not looking for career, but for experience. It means “a talent” 
plans to stay with the company as long as it delivers the valuable for him/her professional experience. 
Later - he/ she is ready to leave the company and look for a better work place. Data obtained in recent 
Gallup Report are alarming: “The state of the global workplace shows that only 13% of global workforce 
is “highly engaged,” 63% “disengaged,” and 24% “actively non-engaged” during working (Gallup Report, 
2013, p. 12). Engagement in work is an important part of corporate competency and consists of the sum 
of adequate work attitude of particular employees’. Here we are not talking about the qualification or 
skills of workforce, but about their behavior - motivation.

The question arises: Why talents selected by companies so carefully, are not enough engaged in 
working?

The answer, according to Josh Bershin from Deloitte, lies in critical ratings of key intra-organizational 
fields, given by employees.

On a scale from 1 to 5 the average evaluations given by employees were the following (Bershin 2015): 
senior leadership - 2,8; own career opportunities - 2,9; company culture - 3,1; work-life balance - 3,2. 
Similar observation, done by Glassdoor research on cc 20 000 respondents) shows that: “only 54% of 
employees would recommend the company to a friend”; “in the high-technology industry, two-thirds of 
all workers believe they could find a better job in less than 60 days if they only took the time to look” 
(Dice, 2014).

The conclusion of Josh Bershin is that organizations definitely should change their HRM approach. 
They can’t any longer be focused on traditional issues like: “employees’ performance management”, but 
should start to think how to build the new kind of organization - “an irresistible organization”, which 
people simply will not want to leave. He explains: “The employee-work contract has changed: people are 
operating more like free agents than in the past. In short, the balance of power has shifted from employer 
to employee, forcing business leaders to learn how to build an organization that engages employees as 
sensitive, passionate, creative contributors” (Bershin, 2015, p. 148).

Referring all above to the EB strategy, it can be stated it is high time to revise traditional offer based 
on the vision of attractive “career path” and offer something much more – the commitment, self- de-
velopment, cooperation, shared sense of identity, common values, etc. Only if people themselves want 
to stay with an organization, will they probably also be loyal to it and will spread its good reputation 
in surroundings. If they feel disappointed, frustrated, or harmed – they can easily act against the com-
pany’s image. It is their free will to do it, and they want - they have an availability to do it. The power 
of Internet brings one of easy tools.

Internet as the Main Tool of EB

Companies have public image whether they care about it, or not. And even if they seriously work for 
employer brand, their effort does not always bring desirable results.

Today Google collects all formal and informal information about companies, both the information 
which is put on the site as company’s EB operations being part of SHRM, as well as the information sent 
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individually by its employees. The brand is intentionally created by HR specialists, who use variety of 
online tools for their external and internal EB, but it is also shaped by the activity of many non - func-
tional people: employees, ex-employees, customers, etc.

Using Internet tools in a responsible way is the obligation of HR department workers, especially 
recruiters and public relation officers. Nowadays e-recruitment has become a natural process in SHRM 
and plays first role in external EB. Technologies supporting recruitment not only optimize costs, ensure 
speed and accuracy of the selection, but also make recruitment process more attractive to candidates. 
Also, many activities on the field of internal EB commonly use Internet potential.

The most fruitful EB tool currently are considered social media which have demonstrated spectacular 
growth over the last five years: from 14% of use in 2009 - to 58% of use in 2014 (Minchington 2014). 
The actions undertaken to enhance EB according to the last Employer Branding Global Trends Study 
Report (Minchington, 2014) are ranked (from most to less frequent) in a following way:

• Social media are 58% of all EB activities; career website development - 56%; recruitment adver-
tising/ employer marketing- 52%; recruitment branding – 45%; developing EB strategy – 39%; 
defining EVP’s -39%; employee referral program – 36%; current employee research – 35%; em-
ployer brand positioning – 29%; audit of current employer brand – 24%; retention initiatives- 23%; 
mobile career sites – 21%; focus groups with current employees – 19%; employer brand forums 
with external stakeholders are 15% of all EB activities.

Above data confirm that more sophisticated Internet skills are today a key part of hr officers’ com-
petencies. But they also confirm that external EB constantly stays dominant in a spectrum of all EB 
activities. Activities addressed at potential candidates from external labor market are located on higher 
positions comparing to initiatives addressed at the current employees. But just the latter ones, includ-
ing: referral program, current employee research, retention initiatives, focus groups with employees, 
etc., seem to be crucial in preventing possible defamatory messages about reputation of the company.

Managers have to be aware of the growth of digitalization of their own workforce. It requires, espe-
cially hr managers, to rethink organizational structures, ways of influence and control. This is the reason 
the individual Internet activity of currently employed people should be (more or less) monitored and 
controlled by hr departments.

An important hr task is also to provide employees’ with adequate skills for safe Internet use. Another 
new task for hr is to take care about implementation of the efficient preventive IT system defending 
different kinds of aversive behavior, both from outside of the company, and from the inside. The issue 
of Internet security in context of EB should be considered in relation to current employees first. We can 
try to avoid potential “wastes” of EB, although we can’t control workers’ behavior in Internet totally.

However, what to do with Internet activity of ex-employees’ addressed at company’s EB?
The “post–exit” activity of de-recruited people is critical to organization’s brand and reputation, and 

these people widely use potential of Internet against their former workplaces.
Here it is worth mentioning a relatively new and fast popularized Internet platform – so called “user-

generated content” (UGC). UGS is defined as “Any form of content such as blogs, wikis, discussion 
forums, posts, chats, tweets, podcasts, digital images, video, audio files, advertisements and other forms 
of media that was created by users of an online system or service, often made available via social media 
websites” (Chua et al, 2014). Examples of globally well recognizable employer’s UGC sites represent: 
Glassdoor, Vault, JobAdvisor, CareerSupport365, and many other. UGCs have the high potential to 
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sway perception and opinion about job places and one of the newest frontiers of them is the anonymous 
ranking of companies. According to data collected by CareerSupport365, out of almost 500 people who 
lost their jobs, it was found that (CareerSupport365, 2013):

• 92% were very likely to visit a job site in the first week they were made redundant or retrenched;
• 91% felt ‘down about themselves’ and attributed their feelings mostly to their displacement;
• 88% of former employees felt more likely to still talk poorly about their employer within 13 weeks 

of losing their job;
• 65% of respondents, aged from 25 to 45, were aware of Glassdoor and or similar sites;
• 85% of those who knew of Glassdoor and or similar sites were likely to visit the sites and rank 

their former employer;
• 90% of employees had not received any outplacement or career transition support upon being laid 

off;
• 89% of those laid off employees said they would have felt ‘much more positive’ towards their em-

ployer had their former employer provided them with outplacement or career transition support;
• 95% of people would have felt ‘far less inclined’ to post adverse comments about their own former 

employers
• 74% of respondents put weight behind most online UGC ratings.

The same source, CareerSupport365 (2013) found a high propensity for disgruntled employees to visit 
UGC platforms with the aim to rank their former employers poorly within a short time of losing their job.

All of it means that employers need to pre-empt how they behave towards all employees, but espe-
cially, what they propose to workers who are planned to be de-recruited in close future. They should 
include the offer of some form of outplacement support to such employees. It may significantly help to 
mitigate the potential media attacks against former employer. Treating employees with dignity, regard-
less of their position in the organization, is not only morally and ethically right, but it is strategic in 
business sense. Employers should remember that anyone has the potential to speak their mind, and it is 
very easy to do via the Internet.

Internet Threats Against Company Reputation

These days the power of the Internet is not to be underestimated and its impact can be visible in all 
areas of business activity, which plays a remarkable role in creating the image of a company. It is hard 
to imagine a company that could function without the support of such a tool as the Internet. It provides 
us with all the essential information, which quite often is the basis to undertake strategic decisions in 
company’s activity. On the one hand the tool that has such a powerful potential can only improve the 
company’s activity and become a source of a number of benefits. On the other hand, there is a negative 
side of the Internet that destroys the company.

Visible from the level of search engines negative contents such as unfavorable opinions or defamatory 
comments are a real threat to a company’s reputation. In the era of common access to games forums, 
social networks as well as opinion-shaping websites, a negative opinion of one disappointed client can 
reach hundreds of people looking for the information on the activity of a given company.

Undoubtedly, belittling the problem of negative contents as well as recognizing the threat too late, 
can be related with significant financial losses, and quite often can lead to the company’s bankruptcy 



1316

Employer Branding and Internet Security
 

(Dąbrowska et al, 2009). New more accessible information technologies are indispensable for the de-
velopment of a company, but at the same time they involve a number of threats. Nowadays, apart from 
traditional forms of reaching a client, for example through advertisements in the media the image of a 
company in the Internet is becoming extremely important. It is connected with inside and outside threats 
of local network. Most typical types of local network outside threats include:

• Cracking into computers of local network in order to gain access passwords;
• Cracking into company’s server and access to company’s data: list of partners, income, business 

plans, projects;
• Cracking into network and disturbing its activity;
• Cracking in order to get the list of e-mail addresses of the company and its partners in order to 

send viruses and spam or spam through e-mails.

Types of local network inside threats are following (Polaczek, 2006):

• Sharing confidential data through a company’s worker via the Internet link;
• Visiting www services with the content not connected to the company’s activity (entertainment, 

pornographic sites, etc.);
• Downloading from the Internet various software that could include viruses or destabilize the work 

of user’s computer. Using such software is not necessarily a threat to a network but can simply be 
illegal.

The factor that destructively influences the condition of small companies and big corporations is 
cyberslacking. The workers find interesting places in the Internet such as IRC channels, discussions 
lists and chats, to which they devote their valuable time within working hours in order to deal with their 
private matters. Overusing the network is visible most often in such areas as: visiting web pages devoted 
to work and hobby, looking for current information, planning holidays and days-off, doing the shopping 
or active participation in discussion lists and chat-rooms.

One of negative effects of cyberslacking is decrease in worker’s efficiency, which contributes to mak-
ing financial losses by an employer. Moreover, cyberslacking can be a threat to protection of company’s 
resources. First of all, it can lead to threat the security of employer’s information systems. If employees 
enter suspicious web pages, they download files of different kinds by the means of Internet search en-
gines, which in turn can lead to infecting the information system of the company with viruses. Since 
the procedure of sending e-mail messages with infected content in the form of attachments is incredibly 
popular, even simple checking the private mail by an employee poses a risk for an employer. Systems 
infected by viruses or spying software are easy goals for cyber criminals.

Hackers’ attacks are the biggest threat for Internet systems, particularly the systems using data, gen-
erating high costs, but they also negatively influence the company’s reputation and discourage clients. A 
successful DoS (denial of service) or DDos (distributed denial of service) attack can damage critical for 
the activity services leading to serious consequences for the company. A DoS type of attack is one of a 
more efficient ways of immobilizing network server. The main goal of such an attack is partly blocking 
the access to certain services for example www or e-mail as well as total immobilization of a server. 
The attack is based on sending in a short time a big number of questions to a network server. The server 
is trying to answer each of the questions, whereas the hacker without waiting for the answer from the 
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server keeps sending the next questions. It leads to the situation in which the server is “flooded” with 
the questions and cannot answer them in time (Kępa et al., 2012). The system is increasingly overloaded 
and when the number of questions exceeds the calculative possibilities of the system what follows is 
its blockade.

However, because of easiness of detecting the perpetrator as well as relatively easy methods of 
protection, it is being improved all the time which results in creating an upgraded version – DdoS. DoS 
takes place in a hacker’s computer, whereas DDoS attack happens in a scattered way, which means from 
many computers at the same time. The computers are situated in different places and their users are not 
aware that they are being involved in an attack for an Internet system. Such a computer is first infected 
with a virus, kind of “Trojan’s horse” or logical bomb which gets activated only when detecting a clear 
signal from an aggressor and begins the process of destruction. Detecting such a virus is relatively hard 
because it either gets activated only at the moment of attack, and afterwards it becomes dormant, or after 
an attack it uninstalls and deletes itself.

Viruses and hackers’ attacks can also lead to leak of information important to the company, often 
confidential, and above all - personal data processed by a company. And it is direct responsibility of 
HRM departments to secure this sensitive kind of data. The leak of information or data can be also the 
result of sending company’s documents via private e-mail or storing them on private data carriers.

And it is employer’s responsibility to be liable for downloading through the Internet illegal files that 
violates intellectual property rights and saving them by employees on the disc of company’s computer. 
Illegal contents of the disc and violating copy rights can result in employer’s being responsible for that 
not only in terms of civil but also criminal liability. Cybercriminals develop their techniques such as 
identity thefts, applying socio-technology developed APT attacks (advanced persistent threats) or dra-
matic DDos-s.

The smaller company’s budget to protect IT is, the easier it may be for a company to become a vic-
tim of a cyber-attack. That is why companies should consider applying DDos protection as an integral 
part of its general IT security policy. It is equally important as the protection against harmful software, 
directed attacks, leak of data and similar threats.

How to Enhance Organizational E-Security

Network is a universal centre of information and knowledge which is important in company’s activity 
and no one needs to be convinced how important security of awaiting threats coming from inside and 
outside of company’s local network is. In order to fight the threats it is not enough to inform employees 
about existing threats orally or in writing.

It is necessary to implement in company’s IT systems special secure programs and solutions, as well 
as to train staff how to use them in a responsible way. Some tools can act independently and need only 
monitoring from side of ITC internal specialists, others – need close cooperation of employees.

The solution to the companies that have a constant access to the Internet is so-called Firewall. The 
task of this blockade is to prevent non-authorized access to the company network from outside as well 
as establish the policy of security of employees’ computers. The security policy to the great extent limits 
the possibility of “harming” the company’s computers by their employees. It is based on allocating the 
authorization to each computer in terms of the access to the Internet, for example blocking the SMTP 
ports different than company’s server. Efficiently used blockade not only supports local systems detect-
ing threats such as anti-viruses, anti-spam etc. but also helps to detect potential threat by registering the 
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number of crack trials into so-called logs. It also reduces by-side effects of an outside attack in a way 
that part of the movement is strictly designed to so-called allowed movement only to trusted services 
and servers.

Also applying the programs to analyze the movement in networks, so-called sniffers, can contribute 
to increasing security. Examples of sniffers are the following:

• Tcpdump: It provides capturing and storing packets;
• Ettercap: A powerful sniffer to capture and analyze movement as well as to make advanced 

attacks;
• Wireshark: Advanced tool to capture and save data in the network;
• Snort: Used by network administrators, it has a wide range of mechanisms of detecting cracks;
• Dsniff: A packet of advanced tools to capture data and make attacks.

It is necessary to mention personal data processing which is an important part of hr processes. Com-
panies are responsible for creation of the overall information security policy and for the formulation of 
instructions how to manage information systems used to process personal data. All companies that process 
any personal data are obliged to act on the basis of the defined law rules1. They have to document all this 
processed kind of data, as well as to deliver all necessary technical and organizational conditions which 
guarantee that devices and information systems used to process personal data are efficient and secure.

This documentation should describe the way of processing personal data as well as technical and or-
ganizational measures providing protection of processed personal data suitable to the threats and category 
of the data being protected. The law regulation usually also includes information on basic technical and 
organizational conditions which devices and information systems used to process personal data should 
follow. The limits, aimed at protecting against leak of personal data, are for example: blocking access 
to some websites, as well as some types of files which should be clearly described in an information 
security policy and should be applied by an employer.

Moreover, employer should create the internal regulation of using the Internet, software and computer 
equipment in a company (Grubicka & Matuska, 2015). He has the right to include in own regulations 
special bans related for example to such issues like:

• Using the Internet, software and equipment for personal reasons;
• Using private e-mail;
• Using private data carriers and installing there business-related files.

However, it has to be emphasized that an employee is here obliged to follow the regulations, as well 
as should be obedient to all existing work regulations.

Another way of reducing cyberslacking is installing in the employees’ computers professional software 
monitoring the movement in the Internet. There is a lot of software on the market; for example on Polish 
market we can find such popular tools as: PC Szpieg, Statlook, SpectorSoft, Oko Szefa, Detektyw - the 
systems of efficiency and information security audit that collect the information on working applications 
and browsed websites.

Employer has the right to control the work of own workforce in order to evaluate its efficiency. It is 
a duty of an employee to be available for an employer within work hours and working for him and in 
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the situations when an employee does not work, but undertakes activities for personal reasons it means 
a violation of respective article of labor law legislation.2 Undertaking controlling activities by an em-
ployer is additionally justified by the responsibility he has for employees’ activities towards the third 
party3(Białas, 2006).

However, in order to monitor employees, certain conditions must be met. First of all, monitoring can 
be introduced only with one aim, for example: employer’s technology security system or preventing such 
employees’ activities that could expose an employer to damage. When implementing monitoring, an 
employer must also meet the conditions of processing personal data defined in the regulation on personal 
data protection. An employer, when applying monitoring, has to inform the employees about that fact 
by including this information in the regulations, verbally or by means of e-mail.

Data transmission security is composed of integrity and confidentiality. Integrity means care about the 
fact that nobody changes the data while transmitting it whereas confidentiality is connected with keeping 
the information in secret so as only the one who should can get familiar with it. The data between web 
application and a client (search engine) are sent in an open text, which makes it possible to overhear it. 
Introducing system of coding (SSL) will prevent not only an unauthorized person from overhearing the 
transmission, but also unauthorized change of the content sent through the network. When there is no 
SSL in company’s IT system, coding a potential cybercriminal can:

• Overhear the transmission and gain the information such as an ID and a password of the person 
logging in, cookies’ content, data content seen on the screen of a system user,

• Change in any way the content of the information sent between a user and a system.

Coding the data transmission has a vital role in e-commerce and should be treated as an investment in 
reputation and clients’ trust (Kępa et al, 2012). The certificate trusted and signed by trusted certification 
centre (CA) tells the clients that the information about the server and more exactly about the company 
as its administrator was checked by an independent subject and that the company is actually the one it 
claims to be. Besides, the company that holds a SSL certificate makes a better image, whereas its site is 
resistant to forgery. The site can be copied, however it is not that easy to forge a reliable SSL certificate. 
The probability that a hacker could pretend to be a trustworthy member of a company and get hold of 
such a certificate is not that high.

In e-commerce systems it is essential to send e-mails to their users. Unfortunately, protecting e-mail 
communication is troublesome. In order to code messages for clients there must be mechanisms serv-
ing coding on both sides, for example: PGP, GPG or mail application that serves certain standard, for 
example: S/MIME in Microsoft Outlook. The necessity to possess certain programs is one thing, but on 
the other hand there is a problem of exchanging coding keys. In case of sending confidential data to a 
client when using e-mail a good solution seems to be to send them in an attachment form as a safe PDF 
file (Kępa et al, 2012). The client can decide on the password to attachments in e-commerce service 
earlier. It cannot be the same password as one uses to log in, though. Passwords should not be stored in 
an open form, whereas the password to protect PDF will have to be stored in such a way as in this case 
it is not possible to use hash. There are free libraries accessible for PHP and PHP classes used to create 
PDF files secured by the password. Under no circumstances should passwords be sent by an e-mail. The 
exception is the situation when the sent password is one of many elements of logging, i.e. when there 
is nothing one can do about it or when one does not possess a token or such a piece of information. If 
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a user forgets the password and wants to retrieve it he should be sent a link to reset or a link to a web 
page where he could generate a new password giving answers to earlier defined questions as well as 
its validity should be limited, for example it should last one day. Here are the examples of using simple 
security protection techniques:

• The programs installed on all the servers in a company are configured in such a way that one can 
reach a suitable level of access control to information systems;

• All the transmission and data gathered on carriers are to be coded;
• Archiving the data twice a day.

The control of access to business information should take into account both the needs of their usage 
while working, as well as security requirements. The number and quantity of IT security systems are 
increasing and also cybercriminals use more and more sophisticated methods. Usually smaller companies, 
which frequently are equipped with relatively weaker and sometimes even outdated security systems, 
become aims of cybercriminals’ attacks. Because of it systems of security should constantly be developed 
in response to new threats (Kifner,1999).

Access to business information, which is the basis of functioning of each company, should be in 
harmony with policy of information security. The document should define the principles of allocating 
specific employees suitable levels of access and information, confidentiality clause or secrecy (Grubicka 
& Matuska, 2012). A good support for traditional IT security system is current monitoring of network 
movement, which in its easiest form enables administrators to capture anomalies and prevent real threats 
more efficiently.

It is worth keeping calm and thinking about consequences and advantages of efficient and legal way 
of doing one’s job. Depending on the way and kind of given content, private activity of an employee 
can influence the strengthening of company’s image, or - it can become a kind of threat for its employer 
branding efforts.

SOLUTIONS AND RECOMMENDATIONS

Recent studies deliver a new set of parameters that is available both to sociologists and economists, which 
might be defined as an input to effective employer branding. These parameters are both organizational, 
as well as technical markers and promote widening of the view on the range of activities which should 
be undertaken by employer branding within strategic human resources management of organizations 
oriented on sustainable development.

Firstly, the scope of EB activities should be focused on value management conducted together with 
competence management. In today’s turbulent times, when it is hard to attract new talents, it is high time 
to concentrate on already employed human resources and treat them as the first source of competitive 
advantage. At least equal attention should be given both to internal and to external EB, and especially 
recommended is not neglecting internal EB activities addressed at staff who is considered to be fired 
in close future.

Secondly, definition of talents has to be perceived in a broader sense – talents are not only fresh gradu-
ates, young and mobile people with not very clearly specified expectations towards employers. Talents 
are also people already working in organizations, although maybe they need investment in developing 
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of their professional competencies. This investment is worthwhile because it promises the coherence of 
personal and corporate values and sharing common identity of organization. Such employees (at least 
in majority) will probably be more engaged in their work and will not be keen to act against company’s 
reputation, thus also its EB activities, have chance to be more effective.

Thirdly, effective EB necessarily needs delivering adequate information security systems, including 
Internet danger prevention. It is in a vital company’s interest in the light of risks posed by Internet aver-
sive activities of staff, especially actions undertaken by dismissed employees feeling sense of grievance 
against their employer, as well as on the side of unsatisfied customers. Cyber security, fast developing 
engineering new branch, provides hard data about real danger coming from Internet and how possible 
it is to protect from it. Today, this technical knowledge is not to be underestimated when we plan to be 
effective with employer branding activities.

That’s why Internet security knowledge and skills (at least on a basic level) should be also demon-
strated by staff of HR departments, not only by IT specialists engaged by companies. Consequently, 
the scope of competencies demanded from HR officers responsible for EB should cover also a set of 
technical skills connected with secure use of Internet. This kind of knowledge and skills has to be also 
obligatory spread among all workers of the company during internal trainings and HR officers should 
monitor and control how employees implement agreed Internet security instructions.

FUTURE RESEARCH DIRECTIONS

Growing complex binds between technology and peoples’ activity imply cyber security is a science which 
should be deeper involved also into management seen as a kind of social research, and obligatory – in 
practical use of hr activities consisting of employer branding.

Recent research explains how intensively over a few recent years Internet activities undertaken as 
external employer branding have grown. Also, the research documenting Internet activities of people on 
UGCs platforms sheds new light on EB strategy. On the other hand, current changes on labor market, 
global mobility of workforce and growth of digitalization demand fresh human resources approaches.

The new human resource management surely has to focus not only on developing theory of human 
capital management, but also on including elements of some engineering new branches such as cyber 
security in management. The latter one should be also addressed at intercultural issues in order to respond 
to more complex communication realities with its most probable conflict areas. Multicultural organiza-
tions have to seek of how to improve overall organizational information security, especially when they 
are aspiring for employer branding.

CONCLUSION

In today’s turbulent times it is very hard to plan efficient pro-active business strategies promising suc-
cess on the market. Organizations acting in a globalizing world, where geographical boundaries are 
becoming increasingly less relevant, are confronted with the fact that social and communication skills of 
the workforce are changing rapidly. They can be used both for favorable and hostile intentions towards 
employer. Thus, also human resources management practices, including employer branding, need re-
definition and implementing new practices and techniques.
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A useful “navigation system” can be value management and competence management executed within 
strategic human resources management (SHRM). Employer branding as part of SHRM tries to deliver 
talents - most competitive asset for organizations. But to build employer brand during commonly observed 
scarcity of talents is not easy, which is why talents for the organization have to be considered not only 
potential, new employees, but first – people already employed. Consequently, external and internal EB 
activities have to be balanced, and investment in development of own staff – should be seen in categories 
of enhancing own competitive assets. As a result of such an approach the sense of the organizational 
identity which proves that corporate values are shared by employees should also grow. And this is why 
value management and competence management refer directly to efficiency of employer branding.

It is also necessary to remember that EB communications are under sustainable verification, both on 
the side of external, as well as internal stakeholders. It is essential to respect the power of Internet. Today 
Internet is a dominant tool of EB and intentionally used promotes good reputation of the organization 
well. But it can be also easily used by different stakeholders as a weapon against this reputation. Because 
of it, the cyber security as the new technical knowledge, is strongly recommended to use to enhance the 
efficiency of organization’s EB activities.
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KEY TERMS AND DEFINITIONS

Advanced Persistent Threat (APT): Is a network attack in which an unauthorized person gains 
access to a network and stays there undetected for a long period of time. The intention of an APT attack 
is usually to steal data of organization.

Competence Management: The main stream of strategic Human Resources Management, the process 
of delivering and to developing staff’s most useful competencies in organization striving to gain high 
performance for a significant period of time.

Cyberslacking: A term describing the increased use of the Internet on company computers by em-
ployees during their work time, but for personal use or entertainment.
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Cybersecurity in Management: The new research and practice field aimed to provide secure IT sys-
tems used for implementation regular tasks connected with management and performed by using Internet.

Denial of Service (Dos): an attempt to make a machine or network resource unavailable to its in-
tended user.

Distributed Denial of Service (DdoS): Form of electronic attack involving multiple computers, 
which send repeated HTTP requests or pings to a server to load it down and render it inaccessible for 
a period of time.

Employer Brand: Achieved positive public and internal image of the organization as a good place 
to work with it, the positive result of employer branding strategy.

Employer Branding: An element of strategic Human Resources Management and Marketing aimed 
to attract and retain employees with most valuable competencies.

Employer Value Proposition (EVP): A set of benefits and offerings provided by an organization to 
employee in return for the input of his/ her competencies used during work performance.

Firewall: Computer, device connecting company local Network with global network (Internet).
Strategic Human Resources Management: Proactive human resource management filling all typical 

HR processes such as staff’s recruitment, development, assessment, remuneration, etc., with the goal to 
maximize mutual benefits for both the employee and employer

Value Management: The part of strategic Human Resources Management focused on recognizing 
and satisfying personal values of employees and customers and matching them with defined corporate 
values. The aim of VM is to achieve desirable balance between the wants and needs of different stake-
holders and the organizational resources needed to satisfy them.

ENDNOTES

1  In case of the Polish law this regulation is described in § 3 of the Regulation No, done by the 
Ministry of Internal Affairs and Administration, dated on April 29. 2004.

2  In Poland: art.22 § 1 of Labor Code.
3  In Poland: art. 120 of Labor Code.

This research was previously published in the Handbook of Research on Human Factors in Contemporary Workforce Develop-
ment edited by Bryan Christiansen and Harish C. Chandan, pages 357-378, copyright year 2017 by Business Science Reference 
(an imprint of IGI Global).
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ABSTRACT

Background literature and market flow data show evidence of an increasingly global art market. In turn, 
the global art market, instead of being a single, defined entity appears to be made of various local and 
diverse art markets. These various markets are progressively converging and integrating thanks to lo-
gistic and communication circuits. Key actors and organizations in the art market (e.g. auction houses 
or leader-dealers) see managers and marketers increasingly encountering cultural diversity alongside 
with economic heterogeneity. This chapter takes into account the not-yet-conceptualized framework of 
the art market in cross-cultural context. In so doing the author specifically identifies divergences and 
convergences concerning consumer behavior and art goods in a global economy. The results support 
the notion that in the current art market cultural diversity influences consumer attitudes. Such evidence 
may have specific managerial implications for practitioners and may stimulate further empirical studies 
to enforce this theoretical claim.

INTRODUCTION

In the last century the entire art trade has deeply evolved and it is still changing. Unfortunately, the art 
market is characterized by a dramatic informational asymmetry and uncertainty (Codignola, 2003) and 
such a feature affects any analysis therein. Basic difficulties are indeed linked to incomplete data and 
figures. Information is not shared by or accessible to one and all on an equal basis because, for example, 
online or dealer sales are not public or, hammered price at an auction may not correspond to the final 
value. Therefore, this study is based both on available market flow data and background literature, 
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considering the limitations of such market information figures. Among all players in the art market, 
this chapter focuses on a number of players which can be viewed as consumers or buyers of artworks. 
Normally, the ‘buyer’ is the one that makes a purchase from the seller and the ‘consumer’ is the one 
that ‘uses’ the product or service (Kotler & Keller, 2012). However, this chapter doesn’t make such a 
distinction. In this way broader categories can be examined, such as auction houses, dealers, collectors, 
investors, and museums. Furthermore, in this categories, a distinction between the final buyer and the 
art seller is highly intricate and sometimes imprecise. In sum, the distinction between sellers and buyers 
would exceed the purpose of this study.

Moreover, in order to examine the influence of cultural values when selecting, buying, and disposing 
of artworks, the framework of ‘consumer behavior’ is most appropriate. Sure enough, such a framework 
contains a sequential process involving different activities that can influence the consumer in a number 
of ways. This process, fits perfectly with the distinctive dynamics of the global art market. In fact, con-
sumer behavior is “the study of individuals, groups or organizations and the process they use to select, 
secure, use and dispose of products, services, experiences or ideas to satisfy needs and the impacts that 
these processes have on the consumer and society” (Hawkins, Best, & Coney, 2011, p. 7).

The art market global growth is considerably persistent, one reason being its reliance on its extraor-
dinary wealth. For instance, the global total turnover for the art auction market was $7.1 billion after the 
first six months of 2014, a billion more than the same period a year earlier and 5.2 billion more than 10 
years earlier (+ 17 percent in one year and +275 percent in a decade). The whole value of the art market, 
including both auction sales and dealers, was estimated in 2013 at $65.7 billion, with a growth of 154 
percent since 2003. Contributing to such prosperity within the art market system, there is a substantial 
amplification in demand both at the high end of the market (where artworks are sold for over $1 mil-
lion) and at the ultra-high end with artworks sold for over $10 million (Artprice, 2014). The high prices 
of contemporary artworks are certainly influenced by the participation of these demand top segments. 
While the United States and the European Union confirm their high trends in buying contemporary art, 
new buyers from the Middle East, Latin America, China, Russia, India, etc. have quickly enlarged de-
mand and started a global competition. In fact, for the first quarter of 2013 Christie’s listed buyers from 
128 countries, 10 percent being new clients (Artprice, 2014). This typology of new buyers perceives an 
auction house such as Christie’s into a recognizable global platform that makes it possible for them to 
become part of the inner circles of reputation and prestige sales.

The new demand shows an extensive variety of profiles, such as investment funds, wealthy private 
collectors, and key dealers at times acting on behalf of a country. In any case, given that in the high-end 
market buyers derive from the world’s wealthiest segments, this chapter mainly considers the top seg-
ment of the demands.

At the same time this study proves that such segments themselves are heterogeneously composed 
because of national and cultural diversities. Moreover, the market supremacy of the contemporary art’s 
segment, which grew in value by 564 percent between 2004 and 2012 (Artnet, 2014), represents one of 
the significant signs of such evolution. The origin of this segment’s preeminence is to be sought once 
again in the various market’s demands. For example, the segment of the collectors has noticeably been 
restructured, both quantitatively and qualitatively. Therefore, the specific framework of the contemporary 
art market it is particularly relevant as a growing global phenomenon on the one side and for its players’ 
cross-cultural nature on the other.

In conjunction with several other consequences, Adam states that such a transformation in art con-
sumption is due to the follow reasons: the impact of emerging economies; the nature and polarization of 
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wealth; the increased interest in art as investment; the overlap between art, fashion, luxury and celebrity; 
and the impact of globalization and the Internet (Adam, 2014, p. 10). In his study Velthuis identifies three 
main trends shaping the contemporary art market: commercialization, globalization, and financialization 
(Velthuis, 2012). Such trends are interrelated and “have produced new regimes of value within the market” 
(p. 18). The present chapter reviews evidence of an increasingly global art market by considering such 
a market as a multifaceted entity made of various local and diverse art markets and consumers. In fact, 
these multiple markets within their consumers are progressively integrating and converging thanks to 
communication and commercial circuits. As a consequence, around the major axes of globalization and 
commercialization (or commoditization) it is possible to identify within the art market the phenomena 
of cultural diversity alongside with economic heterogeneity.

Basically, the market for art goods continues to grow globally. The desire of art goods is increasing 
considerably in emerging markets such as BRICS (Brazil, Russia, India, China, South Africa) and U.A.E. 
(United Arabian Emirates) countries (Adam, 2014; Thompson, 2014; Velthuis, 2012). The economic 
development in these emerging economies is raising the desire for prestige products, status symbols 
and luxury among consumers, causing a significant intensification in their general consumption of 
consumer goods never seen before. Observing the figures and the trends of the art market, art can today 
be effectively evaluated as a luxury product. Some of the relevant features of an artwork are uniqueness 
and high prices; these may help an owner to show his taste, as well as his wealth or status. This creates 
an overlapping effect, a sort of assimilation between notions of ‘symbolic value’ and ‘market/economic 
value’ of an art good. Therefore, observing global and local consumption dynamics, such a consideration 
can lead to some interesting conclusions. In relation to this vibrant expansion of the global art market 
stimulated by the growth of emerging markets, comprehending the motivations of why consumers buy 
art and how consumers’ perceptions of symbolic and market value affect their buying behavior, turns 
out to be relevant for art market practitioners, students and scholars.

To do so, a cross-cultural perspective seems to provide an innovative and stimulating theoretical 
beginning. If we take into account the following: 1) that the global nature of art business is constantly 
increasing; 2) that an art good is somehow evaluable as a luxury good; 3) that no studies have yet used 
the cross-cultural framework to observe the art market, results of cross-national and cross-cultural studies 
dealing with the topic of luxury consumption (Dubois, Czellar, & Laurent, 2005) can be an interesting 
way to start approaching the issue of cultural diversity and art goods consumption.

This chapter focuses on the influence of diverse art value perceptions on art good’s purchase attitudes 
in a cross-national context. Cross-cultural issues are increasingly relevant thanks to the globalization of 
markets (Ghemawat, 2007; Engelen & Brettel, 2011) and the art market has been proven to be directly 
influenced by the globalization phenomena (Codignola, 2006, 2009; Moulin & Quemin, 1993; Quemin, 
2006; Velthuis, 2012). Therefore a cross-cultural framework constitutes a reasonable perspective through 
which to explore the topic. Under such a framework, some aspects of a critical coexistence within the 
art market will be examined. In fact, a coexistence emerges between global (logistic and commercial) 
circuits on the one side and local cultural features on the other side. In summary, the chapter helps to 
identify some relevant features that derive from the multidimensional roles of the art market system 
within art consumption and exchange activities. More precisely, the study investigates, thanks to art 
market literature and available figures of the market, consumer diversity and value perceptions among 
art consumers of several countries. Consumer behavior in conjunction with diverse demand can reveal 
discrepancies and similarities. Therefore, such investigation provides a new setting for practitioners and 
students concerning the influence of art value perceptions.
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The structure of this chapter is as follows. The next section reviews the conceptualization of the art 
market and globalization. The following section outlines the convergences and the divergences within 
the global art market and discuss the implications of cultural diversity in art consumer behavior. Finally, 
the chapter offers future research directions alongside with managerial implications, and conclusions.

APPROACHING TODAY’S ART MARKET

With globalization, new countries have increased their presence in the art market leading to a newly 
distributed visibility. Nevertheless, some scholars have demonstrated that the international art market 
is still composed of a hierarchical configuration dominated by Western countries (Buchholz & Wug-
gening, 2005; Janssen, Kuipers, & Verboord, 2008; Quemin, 2002, 2006). Facts such as the Western 
market supremacy already highlight a perspective in which local features play a role. In the art market 
the different dimensions of the globalization process are stretched transversely across global and local 
connections (Featherstone, 1995; Robertson, 1992; Scott, 1997). These connections are delineated by 
heterogeneous political, financial, economic and cultural flows, linking different geographical areas. 
Contemporarily, they are shaped by transnational homogeneous mediatic flows and cultural goods market 
flows (Appadurai, 1990, 1996; Lizardo, 2008). In fact, concerning the art market, there is evidence of a 
global structure composed of specific commercial circuits which are formed by market players. These 
players are the global reference system (auction houses, fairs, dealers, the Internet, art magazines, etc.) 
for art consumers.

The art market generates and distributes goods of a stronger symbolic than material value (Hirsch, 
1972) so these are esteemed not only for their financial utility as investment goods, but also for their 
intangible, social/artistic features (Bourdieu, 1983; Caves, 2000). Moreover, since each market possesses 
its special meanings and criteria, the art market is then inclined to be physically and culturally localized. 
As a consequence, the global frame of reference for the art market itself is composed of specific local 
markets, each consisting of a complex system of artists, collectors, dealers, critics, museums, etc., which 
systematically interact. Precisely, the fact that the art system is formed by a plurality of markets which 
are physically and culturally localized, explains the usefulness of the theoretical cross-cultural construct. 
Cultural identity and national identity have conventionally been an essential postulation of the majority 
of cross-cultural studies. Therefore, an examination of culture at such levels is useful in order to observe 
the effects of culture on consumer behavior in the current art market.

Thanks to some studies and thanks to market figures and facts, it is easy to observe how specific 
cultures can affect consumers interacting in the art market (Velthuis, 2013). What would constitute and 
represent a deal (social and communication codes, models, etc.) can vary across national cultures. Cul-
ture, in fact, in a market may determine crucial issues such as: at which point a deal between partners is 
appropriately accomplished; which is the suitable unit of exchange; which works of art, which media, or 
which artist, buyers and sellers must exchange. Culture, therefore, influences the process through which 
the art market consumers select their business opportunities as well as the mechanisms through which 
they choose to follow attitudes or norms allowing them to optimize their investments. When one takes 
into account the cross-cultural theoretical perspective, which states that with global expansion ‘distance’ 
still matters (Ghemawat, 2001; Moore & Rugman, 2005), once again such ‘influencing’ phenomenon 
can be seen to vary across national cultures. This chapter indeed observes the influence of culture on 
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art consumption behavior adopting a cross-cultural perspective. To do so, national culture is taken into 
account.

In fact, cross-cultural literature has proven that even if minor theoretical orders such as sub-cultures, 
regional cultures (Smith & Schwartz, 1997), within-country determinants (Schwartz & Ross, 1995), 
dimensions (Hofstede, 2001) and levels of culture exist and may count for particular results, national 
culture can explain variances dramatically more than all these different determinants. Nations therefore 
explain the strongest within-entity (i.e., within-country) homogeneity and the strongest between-entity 
(i.e., between country) heterogeneity in terms of most important values (Trompenaars & Hampden-Turner, 
2004). As a result, national margins are suitable for identifying and analyzing culturally homogeneous 
backgrounds which compose the current art market.

The art market subsists, then, in a highly interconnected environment without being ‘flat’ (Friedman, 
2005). In fact, observing the art market focusing on how national cultures can affect consumer behavior 
can help to go beyond a theoretical scheme which considers the art market as a unique global market. 
Such a scheme possesses too many limitations.

GLOBAL AND LOCAL IMPLICATIONS: CONVERGENCES AND DIVERGENCES

Globalization is broadly perceived as one of the leading drivers of business strategy in the twenty-first 
century. Markets become gradually more integrated, and more organizations from different parts of the 
world are intensifying business processes on a global scale (Gupta, Govindarajan, & Wang, 2008; Peng, 
2009). Scholars and market facts continue to prove that art business is directly influenced by the global-
ization phenomena (Codignola, 2006, 2009; Moulin & Quemin, 1993; Quemin, 2006, Velthuis, 2012). 
Moreover, studies have observed during the last three decades a perpetual dissemination of cross-borders 
circuits of commercialization and consumption within the art world (mega or micro fairs; luxury-spon-
sored exhibitions; clones of iconic-branded museums; private museums; globally-disseminated auction 
houses, etc.), especially, within the contemporary art world. ‘Commoditization’ and ‘globalization’ of 
art are therefore two key concepts when observing the role of cultural diversity in consumer behavior. 
In fact, considering the art market, it is precisely around these two major conceptual references that an 
identification of the cultural diversity phenomena may result easier. More precisely, this will help to 
make a conclusion as to whether the art market’s cultural diversity influences consumer attitudes or not.

The Commercialization and Globalization of the Art Market

Commercialization is one of the main reasons for this radical change in the market, which is particularly 
evident in the contemporary art market. In turn, the commercialization phenomena is influenced by 
globalization and manifestations are evident on the supply side (artists), on the demand side (collectors, 
investors, museums), and on the intermediaries side (dealers, auction houses).

Contemporary artists seem more and more motivated by financial gain and, with the commercial 
sustain of dealers, they construct powerful business and marketing strategies “aligning themselves with 
powerful taste makers, constructing a market for their work and cranking up prices” (Velthuis, 2012, p. 
19). In fact, some artists started to produce works of art adapted to the taste of the new collecting base, 
showing a strong branding expertise integrated by finance experts who do the figures and develop their 
market.
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Taking into account that in consumer perceptions the idea of art as an alternative asset class is gener-
ally recognized and that the number of art funds today is internationally high, the fact that some contem-
porary artists create works within a commoditization logic has to be recognized. Instead of valuing the 
uniqueness and the originality of an artwork, today the demands (especially from emerging economies) 
appreciate the fact that the artwork is multiple or part of a series. In sum, the fact that the art work is 
comparable represents added value (a collector values the fact to possess and display an art work which 
is contemporary displayed in a famous museum). Following this logic, artists tend to produce very 
identifiable and homogeneous (e.g. the size) works of art. Other valuable factors may be public prices 
(when an item is sold and resold at auction) in order to insert the series into indices just like another 
product typology. Another sign of this commercialization of art is to find on the artist’s market adapta-
tion of materials and subjects. Such consideration become particularly evident taking one more time 
into account the segment of buyers from new economies alongside with market figures such as results 
of auctions sales or evidence from exhibitions catalogues (Artprice, 2014). Frequently, foreigners artists 
use camels, Arabian horses, desert landscapes to build up an exhibition in the Middle-East or, Mao and 
Buddha portraits recur during exhibitions, fairs, or auction sales in Hong Kong and Mainland China.

Obviously on the market demand side there is evidence of a commercialization logic as well, especially 
if we consider the new collectors segment who perceive art goods both as a status symbol and as an 
investment. Observing the ARTnews 200 Top Collectors ranking in 2013 and 2014 these new collectors 
have generally earned their fortunes mainly in financial services and investment; luxury goods industry; 
real estate and construction business; and retail (ARTnews, 2013, 2014). Such a segment is qualified by a 
low or inexistent knowledge in art and art history, the need for consultants and art advisors in their buying 
processes, and, generally, social or/and business reasons when selecting art goods and artists (Velthuis, 
2012). In fact, in many of the emerging markets consumers are more pleased to buy tangible assets than 
intangible assets. Therefore an investment purpose become very important especially in countries such 
as China and India. Besides the market dynamics that deal with financial value, a different set of market 
dynamics deal with symbolic value (Graw, 2009). New buyers such as new collectors perceive the art 
world as the emblematic marketplace to be. The contemporary art market, with its fashionable players 
(from celebrity-artists to leader-dealers, to top collectors), is treated by the media as the new mundane 
global playground for the wealthier segment of the world. So in turn, for this consumer segment, dealing 
with art has become necessary. This explains why for a such segment every single purchase in art needs 
to be public, at least identifiable by the art market’s global audience. For this reason, among art con-
sumption dynamics between new collectors, emulation attitudes are very common. Such facts facilitate, 
once again, a comparison between the art good and the luxury good. More precisely, it helps to balance 
dynamics of consumption in which possessing a status symbol is the first consumer motivation. So, 
alongside with an expensive car or another branded luxury item today, consumers associate a branded 
and costly work of art. The last peculiar attribute of this new buyers segment is the age (30s/40s) on 
which today they become big collectors (ARTnews, 2013, 2014).

Auction houses have recognized the power of such buyers and the value that contemporary art, in 
particular, represents to them. Moreover, opposite to the scarcity of old and modern art works, contem-
porary art is characterized by an over-supply (or, for its nature, an infinite supply because it is perpetually 
produced by living artists) and, paradoxically, by the higher prices in the market.

Belonging to luxury-goods magnates and entrepreneurs, leader auction houses have played a fun-
damental role on the commercialization and on the globalization of the art market. Investing heavily in 
global reach and marketing departments, such players have produced and stimulated demand. Principally, 
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regarding the emerging markets. Kapferer and Bastien observe how Christie’s and Sotheby’s represents 
the luxury brands of the art market symbolizing a number of attributes of consumer luxury brands such 
as exclusivity, a long and recognizable corporate history, elitism, and personal service (Kapferer & 
Bastien, 2012). These traits influence consumers’ perceptions, especially the ones of the buyers from 
new economies who identify in Christie’s and in Sotheby’s the allure of two high-status foreign brands.

Alongside with auction houses, the Internet, fairs, and dealers have all contributed to reshaping the 
art good by pursuing an increasingly commoditization logic. The Internet represents today a different 
concrete and basic opportunity to buy art from home (with or without the interference of intermediar-
ies) or simply to access, in real time, all the critical market information (about prices, about an artist’s 
ranking, etc.) before, during and after the whole purchasing process. An art fair has an implicitly com-
mercial nature and contributes noticeably to market expansion. In fact, with globalization, an art fair 
gives the opportunity to dealers coming from all over the world, to reach new foreign artists and to meet 
new international collectors. Moreover, as for the luxury-goods industry, the art fair gives to buyers the 
‘experience’ of the event, which is increasingly becoming the crucial commercial aspect of the fair. 
Lastly, new dealers represents a part of the players which are dramatically transforming the market. 
Leader-dealers such as multinational firms, have expanded globally, opening a number of mega-galleries 
in various locations around the world. In the contemporary art market they almost control the artists 
pursuing aggressively marketing logics (Graw, 2012). For instance, the opening of galleries around the 
globe is a strategy aimed at following the segments of the wealthiest collectors from emerging markets.

Since the 1990s, new powerful and emerging economies such as BRICS (Brazil, Russia, India, China, 
South Africa) and U.A.E. (United Arabian Emirates) countries have reshaped the overall geography of 
the art market. Previously, the United States and Europe were definitely controlling the market without 
any particular foreign rivals. Such new market geography is structured around the key-players of the 
market: dealers, auction houses, museums, fairs, collectors, etc. are all constantly connected and inter-
related by and through market dynamics. Concerning these new entrants, it is important to consider that 
as consumers they represent the wealthiest segment of the population in each country. As said, such 
buyers have rapidly built up fortunes and have quickly identified art goods as aspirational products, as 
possible investment, and as potential instruments to gain symbolic status and power in the society.

Purchasing art is today one of the top needs: in order to own a product that others cannot have you 
buy a painting. For example, Azerbaijan is a country that has been isolated under the Soviet Union for a 
long time, where today, the wealthiest segment aspire to enjoy luxury elitist life and products, perceiv-
ing art as a strategic tool. For this reason, they realized a $300 million building branded by the global 
architect Zaha Hadid in order to house the Aliyeva Foundation museum which hosts Azeri art shows 
curated by a Louis Vuitton’s consultant (Adam, 2014).

At present, the number of buyers who spend over $5 million is about 1,000 or more and every sea-
son sees a new country (Hong Kong, Indonesia, Brazil, Singapore, Colombia, Malaysia, Azerbaijan, 
etc.) entering into the market and representing a new segment of buyers (Adam, 2014, p. 30). Behind 
such figures relies the global expansion of auction houses which, thanks to their powerful and global 
marketing departments, have been able to efficaciously penetrate such new markets. Strategically, the 
leader auction houses have both included in their advisory board collectors from such emerging markets 
(India, Hong Kong, Turkey, etc.). These collectors are able to strategically advice the auction houses so 
that these adapt the supply to a variety of culturally diverse tastes. In important museums, international 
acquisition committees are structured with the same criteria.
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With globalization new buyers in emerging markets are therefore able to purchase art produced in 
Western countries and, in turn, Western buyers can diversify their purchasing habits, for instance, dis-
covering and buying art produced in other countries. To do so and, more generally, to connect all the 
players in order to let the market perform, global logistic/commercial circuits are crucial: such circuits 
create converging dynamics. The art market is if fact composed of a set of globally connected national and 
local businesses which interact thanks to a convergence of systematic and multiple cross-cultural flows.

Global Circuits of Consumption

In this section some aspects of the art market’s global circuits are highlighted as well as some effects 
these circuits have on art consumers. The term ‘circuit’ is appropriate because of its Latin origin mean-
ing ‘going around’ and because of its current implication: “an established itinerary of events or venues 
used for a particular activity” (The Oxford English Dictionary, 2014).

Observing the art market provides evidence of one general and global frame of reference made up of 
a variety of elements which can be divided in two main categories of circuits: the global market circuits 
and the global communication circuits (formed by the Internet as a global platform for the dissemina-
tion and the accumulation of information, with English as a global usable communication tool). Under 
the global market circuits category there are the market players (dealing with logistic and commercial 
aspects of the market) which make up the global reference system of the art market. All local art market 
segments must deal, directly or indirectly, with this system in order to subsist and to participate in the 
art business. In other words, any market player of the exchange process in this market (from the artist 
as a good producer, to the collector, the dealer, or the auction house as buyer or distributor, to the art 
magazine, the museum, or the critic as influencer) will at some time or the other, have to be aware of, 
and interact with such global market circuits. These circuits have been structured and made recogniz-
able as a strong system of reference all over the world thanks to the perpetual market expansion that has 
auto-selected its market-driven winners. Sotheby’s and Christie’s are commercial circuits developed into 
integrated and strong dealing cross-platforms which are disseminated around the globe. In so doing, they 
are more and more enjoying an incremental influx of buyers from emerging economies. Regarding their 
strategies, they have also diversificated their supply by creating separated market sales and categories 
which cover modern and contemporary art from almost every region in the world, from Africa to Russia, 
India, Latin America, and Asia (Khaire & Wadhwani, 2010).

The fast proliferation of contemporary art fairs around the world is evidence of the art market expan-
sion in the twenty-first century (Quemin, 2008) and represents another global commercial circuit. Inter-
national contemporary art fairs function as a multifaceted tool and global cross-platform for consumers. 
Each fair represents a catalytic social and mundane event during which museum curators, intermediaries, 
buyers, and collectors converge and are given the chance to network, to visit all the present galleries, 
and eventually to meet new artists. Therefore, the fair represents a global circuit: through the fair, sup-
ply and demand from all over the world are connected and stimulated towards commercial dynamics. 
Such dynamics are: networking and public relation activities, new market trends identifications, busi-
ness and deals opportunities, and the distribution and sharing of information. In fact, fairs, by converg-
ing individuals, have the capacity to concentrate a significant amount of potential international buyers 
that can compare and select an international heterogeneous supply during the same event (Codignola, 
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2014). Moreover, such an offer is composed by an equal concentration of international galleries, artists 
and artworks which can be evaluated without the necessity to travel widely all around. That is why the 
consumer fluctuation through galleries is noticeably more intense during the fair event than all through 
the year at their ordinary location (Velthuis, 2011). A study has in fact demonstrated that 36 percent of 
the galleries profits in 2012 derived from art fair deals, 6 percent more than 2010 (TEFAF, 2013). For 
the artists itself, the involvement in an important art fair necessarily enhances his/her career given that 
it offers more global exposure and coverage, in contrast with a single local gallery exhibition.

Apart from the global market infrastructures constituted by the auctions circuit, the fairs circuit and 
the dealers circuit (which, as seen, have strategically expanded with branches in critical marketplaces 
all around the world), the global diffusion of the contemporary art museum can also be intended as a 
market circuit. Identifiable as one among other infrastructures which have a relevant role in the value 
creation process in the art market (along with art critics and art magazines leaders), the contemporary 
art museums global circuit is another element of the global reference system for art consumers. For an 
artist, to be shown through a gallery in a leader art fair, or to be sold during an evening sale at Sotheby’s, 
as well as to be exposed at MOMA in New York, at Tate Modern in London, or at the Guggenheim in 
Bilbao, means that the artistic value of his or her products will be enhanced and officially declared. As 
a consequence, such a recognizable artistic evaluation, will be inserted in the market process, show-
ing tangible results on the market value of the artist’s production. Such a fact will have an immediate 
influence on the consumer’s selection practice. Just like the other players, museums create another 
commercial circuit through the replication of branded museums in every part of the world. Once again, 
these museums represents a recognizable social and commercial symbol which enable all typologies of 
art consumer to converge on a same platform which may serve as a reference in shaping personal taste 
or filling the lack of art knowledge (the art critic segment may hold the same task).

Within the global communication circuits the Internet (together with English, as its predominant 
language) is a global platform for the dissemination and the accumulation of information across the na-
tions. The Internet and the web 2.0 via its social media function as a strategic device. As a consequence, 
the Internet enable the art market to: 1) globally converge and disseminate the information on an equal 
basis, dampening in such a way the risk of asymmetries; 2) influence the buying-decision processes; 3) 
allow buyers and sellers to bypass traditional communication and trade systems. The Internet is more 
and more orientated to homogenize its communication process by the over-expanded use of English as 
the principal language of any website. Moreover, most of the ‘business conversations’ in the market that 
flow between global circuits are in English because the subjects of these conversations are heterogeneous 
in terms of their country of origin. In the art market, the Internet has then been crucial to the formation 
of a near-seamless, global marketplace by overcoming national boundaries and by influencing consumer 
behavior. For instance, it is interesting to note the emergence of Instagram in the sale process (e.g. a 
dealer a day before the opening of a fair posts pictures from his booth on Instagram so that clients from 
all over the world can buy what they see through the pictures without going to the fair), or the role of 
Instagram as a promotional tool which can help to generate or increase the interest around the artworks. 
This may be important in order to reach new consumers less familiar with traditional art knowledge or 
art value systems, (critics, etc.) and more prone to be stimulated by new technology tools. New tech-
nologies can in fact be deployed as a social and marketing tools in order to converge customers from all 
over the world so as to connect them to the global networks of the art market. The Internet indeed can 
be considered as an additional convergent global market circuit.
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Local Features of Consumption

Consumers and market players then converge and are interconnected through global circuits. However, 
there is evidence of an high degree of divergence among local art markets and local art consumers. In 
fact, national markets have shown different processes, paths, and timing in incubating and building up 
their individual markets for art. In this case, this pattern leads to an identification of heterogeneous 
features. The complex system of artists, collectors, dealers, museums, critics, etc. is made of local fea-
tures (belonging to Western countries as well to emerging countries) which systematically interacts and 
converge within a global framework through global circuits. The art market underlines evident cultural 
diversities which influence consumer behavior and which must strategically be taken into account by 
market players.

National and cultural discrepancies are in fact at the basis of some crucial divergences which char-
acterize the art market. Such divergences create a number of peculiar art markets distinguished by 
specific sets of reasons. These reasons generally go from national identity issues (a collector who wants 
to support nationalistic values through his art consumption and purchases local artworks produced by 
local artists, e.g. Russia, China, or India) to transnational consuming dynamics (a collector who seeks to 
imitate Western or international consumer trends, standards, and attitudes and who is more oriented to 
buy Western or globally-recognized artists such as Damien Hirst, Maurizio Cattelan, Marlene Dumas, 
etc.). Moreover, governmental and institutional issues may obstruct the expansion of a domestic art 
market (custom obligations, taxation policies, import/export tariffs and norms which create entry bar-
riers for foreign actors and consequently encumber the local market to participate and to interact with 
global market circuits).

Few scholars have examined in depth the issue of cultural diversity and consumer behavior in art. 
However, observing public market information such as indices, auction results, media articles, or reports 
together, it is possible to collect interesting figures and facts. For instance, a 2013 survey on the online 
art trade shows that American and European art buyers trust the online art purchasing practice more 
than Asians collectors. Nevertheless, Asian collectors are more likely to spend higher sums (38% would 
be pleased to spend at least £50,000 on a single artwork online, in contrast with 20% of Europeans and 
15% of Americans. Although American and European galleries normally trade with a local/regional cli-
ent base, 40% of the Asian galleries stated that the online platform is a crucial system in order to attract 
European and American customers. Moreover, they stated that they are using their digital presence in 
order to attract international buyers more than European and American galleries (Hiscox Group, 2013). 
Kapferer and Bastien observe that buyers from new markets prefer the auction selling process because 
they perceive ‘transparency’ as an added value while Asian buyers, in particular, are attracted by the 
competitive factor of the auction model because they are culturally used to and involved in gambling. 
Moreover, the fact that Asian have a strong feeling of respect for ‘longevity’ rendered the long corporate 
history of Christie’s (founded in 1766) a major positive factor influencing the brand perception of the 
firm (Kapferer & Bastien, 2012). National pride often emerges as a relevant factor in consumer behavior, 
especially for markets such as Russia and China (Velthuis, 2012). The same factor emerges from the 
high level of competitive dynamics among the Gulf states which struggle to insert themselves on the 
cultural global landscape by building museums, acquiring the most expensive artworks in the scene, or 
funding mega public art projects.

Nationality is therefore a primary strategic aspect through which to observe the art market and un-
derstand consumer behavior. Although the framework of globalization tends to emphasize convergences 
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and homogeneous factors, the art market shows evidences of crucial divergences. Nationality is then at 
the basis of such argumentation. The purchasing attitudes among Western consumers are charged with 
‘international’ or ‘global’ influences. Actually, observing both the ARTnews 200 Top Collectors rank-
ing (ARTnews, 2014) and the first 200 artists classified by the ArtFacts artist ranking (ArtFacts, 2014) 
there is a dramatic correspondence between the country origin of the first top collectors and the number 
of artists belonging to the same country of the collectors.

• Regarding the collector ranking: 1) United States in 2014 has 109/200 collectors; 2) Germany 
15/200; 3) United Kingdom 13/200; 4) Switzerland 12/200; 5) France and China 9/200; 6) Brazil 
and Belgium 5/200; 7) Canada 4/200; 8) Russia, Mexico, Netherland and Greece 3/200; 9) 
Austria, Japan and Italy 2/200; and 10) Norway, Turkey, Spain, Venezuela, Argentina, Finland, 
Lichtenstein, South Korea, Ukraine, Dominican Republic, Indonesia, Qatar, South Africa, and 
Dubai 1/200.

• Regarding the artist ranking: 1) United States in 2014 has 66/200 artists; 2) Germany 36/200; 3) 
France 16/200; 4) United Kingdom 13/200; 5) Switzerland 9/200; 6) Italy 8/200; 7) Austria 7/200; 
8) Spain 6/200; 9) Belgium and Japan 4/200; 10) Netherlands 3/200; 11) Denmark, China, Cuba, 
Lebanon, Canada, Russia, Poland 2/200; and 12) South Africa, Serbia, Mexico, Sweden, Brazil, 
Chili, Thailand, India, Slovakia, Israel, Bulgaria, Portugal, Romania, Hungary 1/200.

Taking into account such evidence, a predilection for artists from the same nationality is a fact. 
Therefore, buyers’ practices appear to be still local instead of being globally homogenized. So, if artists, 
dealers, and collectors, thanks to the global market circuits system, may be itinerant across countries 
(especially regarding the top buyers segment), the general foundation of the art market is developed 
around local art markets and culturally diverse consumers.

Such local markets are then connected through the global art market framework but still possess in-
ternal and distinct value systems, commercial dynamics and logics, and sets of players. For instance, all 
of these traits depend on the fact that some of these markets have an art knowledge, or a cultural artistic 
tradition, or a cultural collecting habit (e.g. Turkey, India, Latin America, etc.) while some have not, 
or have lost these habits because of political regimes and dictatorships which managed the art market 
through ‘official art’ and ‘official artists’. United Arab Emirates and Qatar, even if characterized by a 
small national population and by no art education neither institutions practice, have a collecting tradition 
of local and Oriental art, essentially made by the ruling families.

Alongside with India, Qatar, the United Arab Emirates, Russia and other former Soviet Union coun-
tries, China is certainly an interesting example to examine culture diversity and consumer behavior in art. 
Even if market figures are in this case particularly unreliable, its growing wealthy middle class certainly 
influences the perpetual growing of the art goods Chinese demand. The challenge for western dealers 
(mainly of contemporary non-Chinese art) is that such segment purchase indifferently art and antiques, 
predominantly appreciating traditional items. This explains the 355 auction houses in the country (Artnet, 
2012). Among them, between 2013 and 2014, Christie’s and Sotheby’s obtained from the government the 
permission to perform sales in the territory and recent results are definitively positive. China represents 
the perfect example of the new buyers top segment which is clearly dichotomist in its nature. In fact, if 
from one side China can boast of a proper art market shaped by strict cultural peculiarities and value 
systems (which results in market domestic behaviors and dynamics among production, distribution and 
demand), from the other side Chinese top buyers desire to participate in the global market scene (which 
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is in turn influenced by such segments because Chinese buyers are inclined to overpay) because of the 
symbolic and financial sets of motivations which have been earlier identified. This is the reason why 
also the Art Basel fair opened a branch in Hong Kong, a peculiar marketplace characterized by a quite 
different openness toward foreign actors and Western dynamics. Because of the West/East hybridism 
shaping Chinese taste, Art Basel Hong Kong shows usually foreign dealers presenting a mix of Asian and 
Western artists. But the majority of artworks, even those produced by Western artists, typically feature 
recognizable Asian traits. At the same time, Asian galleries operating at the Swiss fair have adopted the 
commercial visual aesthetics of the Western galleries. Global market circuits have increasingly impacted 
the Chinese art market by developing strong changes in aesthetic tastes. Moreover, while earning con-
siderable revenues in the auction sales of New York and London, a lot of Chinese contemporary artists 
saw an increase of their prices also in China, during Sotheby’s and Christie’s sales in Hong Kong. In 
fact, it was through the specific contemporary art market that China first transmitted to the global art 
world and through its global commercial circuits its economic power and its buying potential.

Cultural Diversity as an Influent Factor in Art Consumption

National and cultural identities shape local markets and consumers and, by assuming a cross-cultural 
perspective, they can be considered as crucial elements. Those elements can be inserted in an adaptive 
paradigm. Such paradigm makes those markets converge and interact perpetually and efficaciously 
(through global market and global communication circuits) by valorizing and enhancing their proper 
features. As noticed in the art market and specifically in the contemporary art market, a large range of 
contextual features contribute to among-nations and within-nation divergence and impact consumption 
choices. These factors need to be observed in order to assess specific market opportunities and subse-
quently create new profitable market segments. Local features indeed emerge when local art consumers 
participate and interact crosswise global circuits. Thanks to such convergence, the extrapolation and 
the examination of such local features is at present more accessible. Fairs, galleries, or auction sales 
aggregate heterogeneous consumers from all over the world. At the same time, the Internet and other 
media collect through global channels relevant information deriving from different marketplaces. All 
this data can be easily extrapolated and analyzed from everywhere and by every market player. Thus, the 
examination of both global circuits and local cultural factors provides a deeper and richer understand-
ing of which markets to penetrate and which segments to target. National cultural diversities along with 
national economic discrepancies are widely influencing the art market so they must be assessed in order 
to develop any research on the market or any business strategy implementation. In fact, more specifi-
cally, the examination of local features helps to shed light on heterogeneity across nations regarding 
consumer behavior. Such a consideration might therefore represent a key element both in the formulation 
and implementation of segmentation strategies.

In evaluating international marketing opportunities in relation to new markets, usually a sequential 
approach is adopted. This approach focuses primarily on macro-level figures and then chooses a restricted 
number of countries for an in-depth study to study (Craig & Douglas, 2005). Although such an approach 
offers a basis for ranking nationalities in terms of relative attractiveness, extra data require to be pulled 
together in order to recognize potential new consumers and build up a valuable marketing strategy to 
target them. Nations might be comparable in terms of macro-economic features such as urbanization or 
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the degree of economic expansion, but, as observed, diverge significantly in terms of additional local 
features such as the nature of the market infrastructure, or cultural within-country variation. These fac-
tors have a central influence on targeting new markets and creating marketing strategies. In addition, as 
new local art markets expand, the global art market scenario becomes more and more complex. For this 
reason every market player today must create critical segmentation strategies, categorizing new targets 
within and across countries or differentiating strategies founded on convergent trends in art consumer 
needs and tastes. Moreover, to be aware of every different economic and socio-cultural context within 
consumption behavior in the art market will help to control the growing complexity of a global operations 
management. Such complexity is in part a consequence of the amplified geographical, communicational 
and technological change affecting the global logistic circuits of the art market. In fact, as the art market 
players increase operations across a larger geographic area, they are dealing with a more and more mul-
tifaceted set of scenarios. Such a circumstance makes it complex to build up one integrated strategy for 
a single global art market. Instead, market players should run operations in multiple, extremely diverse 
cultures and markets across the world. Such markets indeed diverge not only in their competitive rate or 
in their market potential and growth, but they also diverge in terms of their diversity or similarity and 
the level of interconnectedness to the global commercial circuits. This influences the degree to which 
the player can follow comparable strategies for all such different markets.

Lastly, specifically regarding consumer behavior, Shiffman and Kanuk suggest four different typolo-
gies of decision-making behavior: economic, passive, emotional, and cognitive (Shiffman & Kanuk, 
2004). Such distinction may help identify a cross-cultural informative model. This model must be ap-
plied across nations in order better to structure the cultural variances in the art market dynamics. 1) The 
economic behavior assumes consumers making rational decisions. Consumers are enabled to recognize 
limitations and benefits of each option and to identify the best alternative. In the art market, this behavior 
may, for example, apply to segments of consumers normally interested in investment operations. When 
the consumers’ goals are financial investments, the global circuits of commerce and communication 
enable to disseminate the same market information and opportunities equally across nations. Interesting 
results may be related to how equal information is understood and used among different cultures. 2) The 
passive behavior identifies consumers as impulsive, irrational, and submissive to interests of marketers 
and to marketing actions. In this case, it is possible to identify and to compare all the various business 
strategies activated from the market players which try to reach culturally different consumers’ segments. 
A second step may consist in a comparison among the diverse consumer’s reactions 3) The emotional 
behavior applies to consumers’ decision making based on their emotional feeling or involvement about 
some products. In this case, it is important to consider the symbolic value of art as a critical factor in 
influencing buyers’ attitudes. National pride, as well as consumers’ affinity or animosity for foreign 
countries may be considered discriminating factors in consumer behavior. How such factors diverge 
among nations should be taken into account. 4) In the cognitive behavior consumers are dynamically 
looking for the products that can rationally respond to their needs. Such behavior is generally dictated 
by a specific goal. With regard to this behavior the goal of any art purchase allows to identify national 
and cultural differences.

In spite of its limitations for the study of the global art market, this model provides a valid perspec-
tive through which to observe and structure the influence of culture in consumer behavior. Such a model 
may offer to the marketers new guidelines that would allow them to reach new and diverse consumers’ 
segments.
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FUTURE RESEARCH DIRECTIONS

As other investigations, this chapter suffers from limitations that, in turn, suggest ideas for additional 
research. The chapter provides almost qualitative findings based on background literature and market 
figures. Further empirical and comparative studies involving a wider range of cultures and nations will 
assist in enforcing the theoretical basis of this work. With the aim of finding the appropriate strategy to 
participate in the adaptive paradigm, the cross-cultural comparative approach is particularly suitable. 
Thus, exactly as it functions for any cross-cultural analysis, any further research that seeks to identify 
the right managerial and marketing approach should examine multiple national cultures in relation to a 
specific topic. Otherwise the observation’s results will be less useful. Moreover, additional investigations 
comparing various developing and developed nations and markets at diverse phases of development will 
offer additional insights.

Potential new research might take advantage of deeply investigating value dimensions of art and incor-
porating those into the arguments proposed in this chapter. Managerial and marketing literature observes 
a remarkable transformation in consumption behavior amongst the consumers in emerging markets. In 
order to examine the dynamic of art consumption in these fast shifting economies supplementary research 
is required. New researches can bring innovative insights into the shifting nature of the art markets and 
also better observe the specific contemporary art consumption trend. National cultures in fact are highly 
influential so further studies may observe the potential degree of application of marketing and man-
agement theories and disclose their limits. Commercial strategies that incorporate the national culture 
construct in theoretical frameworks may significantly reinforce marketing and management approaches 
for the art market as well. As noticed, in the art market a large range of contextual features contributes 
to national divergences and impact consumption choices. These are typically examined at the macro 
level. Instead, in order to fully assess market opportunities and establish viable market segments further 
researches may also examine such contextual features at the middle-level (within nations and regions 
within nations), at the micro-level (concerning the basic physical infrastructure of a local market, e.g. 
sizes, technologies, hubs, the number of galleries, the social context, and the media context), and at a 
situational-level (referring to the particular situation in which consumption takes place that can differ 
in relation to a particular social or ethnic group on a given occasion).

CONCLUSION

A cross-cultural perspective represents a reasonable one because it allows the construction of a new 
theoretical framework capable of analyzing the peculiarity of the art market. At the same time, it allows 
to shed light on emergent economies’ consumer behavior. While the art market lives in a highly con-
vergent and interconnected environment (via global market circuits and global communication circuits) 
its nature is formed by a set of local markets shaped by diverse cultures. Market processes and relations 
within the art market are inexorably linked to cross-cultural issues because they originate through a 
multiplicity of culturally different range of consumers. An examination of the multifaceted nature of the 
art market shows that almost all market consumers (such as collectors, dealers, auction houses, investors, 
and museums) are systematically confronted with differing cultural systems. These concern both micro 
and macro features of business and strategies. By a cross-cultural perspective, a critical understanding 
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of the key factors affecting consumer behavior in the art market not only allows an intuitive awareness 
of major cultural peculiarities in the art market, but also facilitates knowledgeable decision making.

In conclusion, considerable cross-national variations subsist. For instance, the consumer value per-
ceptions of art diverge significantly across markets, especially between Western markets and emerging 
markets. This chapter has therefore underlined a dichotomy of the art market and has examined how 
such market may highlights cultural diversities. Cultural diversity then can represent a strategic tool in 
management and marketing operations. A multiplicity of aspects can vary on account of culture: auction 
systems, taste of artists, taste of buyers, functions of art (artistic versus investment versus social value), 
etc. In summary, in the art market the impact of context and local features on consumer behavior and 
market opportunities is all-encompassing and complex. Analysis of local features interacting in the market 
provides a richer and deeper understanding as to which domestic markets to enter and which segments 
to target. In particular, besides the convergences this analysis helps to shed light on divergences within 
nations not only in consumer behavior, but also in the nature of the whole art market infrastructure.
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KEY TERMS AND DEFINITIONS

Art Market: The art market is primarily centered about the creation and exchange of value through 
art. The art market is more of a place where cultural speculation gets translated into monetary terms, to 
its best ability, based on the interactions and interrelations of the human sector of the market.

Art Market Globalization: The process enabling art markets to operate internationally, largely as 
a result of market fluxes connections and improved communications.

Art Value: Whether the art value is a result of aesthetics, artists’ reputation or any other factor, the 
value of a work must be categorized in some way so that it can be assigned value relative to the rest of 
the market.

Arts Management: In recent years the art system represents a new environment for the diffusion 
of managerial thought. This approach identifies the arts within their markets as an area that would take 
advantage from being observed though the medium of managerial tools and understanding.

Circuit: A conventional itinerary of events or venues used for a particular activity.
Consumer Behavior: A categorized individual/group attitude related to consumption. It merges 

cultural and social identity, marketing and communication issues, and decision-making.
Cross-Cultural: A concept involving or bridging the differences between cultures. The concept is 

useful to compare or deal with two or more different cultures.

This research was previously published in Analyzing the Cultural Diversity of Consumers in the Global Marketplace edited 
by Juan Miguel Alcántara-Pilar, Salvador del Barrio-García, Esmeralda Crespo-Almendros, and Lucia Porcu, pages 82-100, 
copyright year 2015 by Business Science Reference (an imprint of IGI Global).
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ABSTRACT

Emotional branding promotes customer’s long-lasting psychological attachment to a brand. Customer 
experiences with products and services trigger emotional responses. Therefore, customer experience 
management is imperative for generating pleasant emotions. Yet the delivery of customer experiences 
is viewed in a holistic manner. Customer experience management can be effectively integrated into a 
brand strategy to drive customers’ positive behavioural and attitudinal intentions. The customer experi-
ences play a pivotal role in the generation of positive emotions. Adopting an appropriate combination 
and priority of experience elements is essential to create customer satisfaction, trust, and commitment 
in order to develop true loyalty. The traditional tactical approach of marketing-mix elements is purely 
marketing driven and does not fit well in the CEOs expectations. These experience-mix elements will 
help the organizations to become market driving, which is even beyond the market-driven approach and 
thus will generate sustainable competitive advantage.

INTRODUCTION

Over the past two decades, companies in all sectors have increasingly acknowledged the importance 
of emotional branding. The marketing literature suggests that the success of branding strategy lies in 
customer engagement at an emotional level (Gobe, 2001, Keller, 2003, Morrison & Crane, 2007). A 
key reason for the increasing emphasis on emotional branding is that the lifetime value of emotionally 
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connected customers is more in comparison to functionally satisfied customers (Zorfas & Lemoon, 
2016). Emotions are crucial to improvise the consumption experiences of customers (Fournier, 1998; 
Hirschman & Holbrook, 1982; De Chernatony & McDonald, 2003). Customers’ primary emotions such 
as happiness, joy, surprise, disgust, fear, anger, and sadness more prominently express theirs’ liking or 
disliking for a brand. Therefore, in their quest to nurture long-term positive relationships, it is neces-
sary to develop positive emotions. While, a firm’s performance on customer expectancy standards may 
subsidize occurrence of customers’ negative emotions (Kotler, Armstrong, Agnihotri, & Haque, 2011).

Firms, therefore, should emphasize deeper concentration to execute marketing programmes with a 
focus on designing customers’ experiences that drives powerful affective connections with customers 
(Zorfas & Lemoon, 2016, Singh & Saini, 2016b). Customers’ emotional expressions like the feeling of 
connectedness with a brand, love towards a brand, to become a renowned member of the specific brand 
community, and/or symbolize the upper social status by purchasing a particular brand drives through 
positive emotional experiences (Fournier, 1998; Singh & Saini, 2016b). A brand’s positive emotional 
experiences create and strengthen customers’ cognitive and emotional commitment towards a brand that 
further motivates them to be loyal towards a brand. CEM develops an affective connection of customer 
to a brand which is much beyond the transactional benefits based satisfaction (Berry & Carbone, 2007; 
Mattila & Enz, 2002; Singh & Saini, 2016a; White & Yu, 2005). The concept of customer experience 
management (CEM) has attracted much attention in recent years. A key motivation for growing empha-
sis on the importance of CEM can be attributed to the fact that positive customer experience is the key 
factor for the firm to have a committed and loyal customer base (Singh & Saini, 2016b). A committed 
and loyal customer base helps a firm to maintain a strong competitive advantage that may further posi-
tively impact firm’s profitability and market share (Reichheld & Sasser, 1990). Thus, it is likely that 
gaining more understanding about CEM would help the firms in cultivating emotional connections with 
customers. Although, there is a substantial amount of evidence available in the literature regarding role 
of emotions in building strong customer-firm relationships, while an emotion-based branding strategy 
with effect from CEM has not been considered widely. In order to fill the prevailing gap, this chapter 
aims to provide a detailed framework to design the emotional branding strategies with effect of CEM. 
The research intends to achieve the following objectives:

1.  To study the role of CEM in cultivating emotional branding.
2.  To identify the experiential components of CEM to make successful emotional connections in order 

to execute emotional branding strategies.

The chapter is divided into four different sections. First, the prior literature of key constructs has been 
reviewed. Second, to fill the prevailing research gap, the proposed framework of cultivating emotional 
branding through CEM has been presented. Consistent with the importance of CEM in emotional build-
ing, the detailed understanding of different experience components have been discussed. Third section 
has been followed by a discussion and implications. In the last section, the study has been concluded 
with the limitations and directions for future research.

BACKGROUND

The purpose of the literature review is to study the key constructs of interest.
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Customer Experience

The term ‘customer experience’ has been conceived in the mid-1980s with a focus on experiential mar-
keting. While later in 1990s, several other authors have acknowledged it as a new economic offering 
in addition to commodities, goods, and services. Customers buying services or products actually buy 
an experience (Bateson, 1995). Customers’ experiences exist through customer-firm interactions, en-
counters, undergoing or living through events/activities. The recent definitions of customer experience 
include customers’ reactions at various interaction points (Palmer, 2010). The customer experience is 
an accumulation of touch points at pre-purchase, purchase, and post-purchase events (Pine & Gilmore, 
1999; Neslin et al., 2006). The term experience indicates customers’ journey with a brand/firm. It is not 
just the single touch point that impresses customers, but the positive impact of cumulative experiences 
from multiple touch-points by multiple channels that matters (Rawson, Duncan, & Jones, 2013). The 
cross-functional teams’ bottom-up efforts to understand and serve customers at best during customers-
firms encounters at touch points are significant to sustain high service quality (Rawson et al., 2013).

Customer experiences with products/services in relation to functional outputs create emotional re-
sponses (Palmer, 2010; Singh & Saini, 2016b). Firms’ ability to create positive customer experiences 
can be recognized with technical and non-technical, tangible and intangible, rational and emotional 
clues (Berry & Carbone, 2007). These clues pass a message to a customer and customer further reacts 
on clues in a way of expression of emotions; positive/negative/indifferent. Therefore, it is inferred that 
experiences create emotional memories. These emotional memories further shape customers’ behavioural 
and attitudinal intentions. In other words, positive customer experiences ensure true customer loyalty 
(Singh & Saini, 2016b).

In reference to various definitions suggested by researchers and scholars (refer to Table 1), the term 
‘customer experience’ indicates some key characteristics of customer experience. These key character-
istics explain a cumulative expression toward the understanding of concept.

Key Characteristics of Customer Experience

1.  Customer experience drives through a series of interactions between a customer and product/ser-
vice or a company, or part of its organization (LaSalle & Britton 2003; Mascarenhas, Kesavan, & 
Bernacchi, 2006)

2.  The set of interactions may develop through customer-firm’s direct and indirect moments of contact 
(Gentile, Spiller, & Noci, 2007).

3.  The experience is customer’s personal and emotional reaction to an event, interaction, and activity 
with a brand/firm (Otto & Ritchie, 1996; Meyer & Schwager, 2007; Holbrook & Hirschman, 1982).

4.  An experience creates unique memories (Haeckel et al., 2003; Schmitt, 1999; Pine & Gilmore, 
1998).

5.  Customer experiences are multi-dimensional in nature (Verhoef et al., 2009; Gentile et al., 2007; 
Saini, 2016).

Emotional Branding

A brand plays a proactive role in the customer life (Gobe, 2002). Brands enrich customer lives by deliver-
ing the best customer service in particular attuned to their lifestyle, dreams, and goals (Roberts, 2004). 
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Marketing is all about creating preference for a brand (Doyle, 2002). Brand is a name, sign, term, symbol 
or design-either collectively or individually designed for the customers to recognize products/services 
of a particular seller or differentiating it from other prevailing options in the same product/service cat-
egory (Kotler et al., 2011). Similarly, branding is a process of adding various brand elements in order 
to increase value to both customer and firm (Kotler et al., 2011). The emerging economies with similar 
products/services are enthralling firms to look for the emotional elements in order to increase brand 
value (Palmer, 2010). Firms’ efforts to provide only functional benefits are unlikely to be beneficial in 
sustaining long-term associations with the profitable customers (Palmer, 2010). The rational benefits 

Table 1. Concept of customer experience

References Key Aspects Definition

Haeckel et al., 2003 Sense of feeling Customer experience indicates the feelings customers take away from their interaction with 
a firm’s goods, services, and atmospheric stimuli.

LaSalle & Britton, 
2003

Set of interactions 
to provoke reactions

Customer experience originates from a set of interactions between a customer and product, 
a company, or part of its organization, which provoke a reaction.

Verhoef et al., 2009 Multidimensional 
and Cumulative

Customer experience is holistic in nature and involves customer’s cognitive, affective, 
emotional, social and physical responses to the retailer. This experience is created not 
only by those factors that the retailer can control (e.g. Service interface,Retail atmosphere, 
Assortment, Price), but also by factors outside of the retailer’s control (e.g. Influence of 
others, Purpose of shopping).

Otto & Ritchie, 
1996

Subjective mental 
state.

Customer Experience is the subjective mental state felt by participants at service 
encounters.

Meyer & Schwager, 
2007

Personal response at 
direct and indirect 
contact points

Customer experience is the internal and subjective response customers have to any direct or 
indirect contact with a company. Direct contact generally occurs in the course of purchase, 
use, and service and is usually initiated by the customer. Indirect contact most often 
involves unplanned encounters with representations of company’s products, services, or 
brands, and takes the form of word-of-mouth recommendations or criticisms, advertising, 
news reports, reviews, and so forth.

Shaw, 2005 Interactions provoke 
reactions

A customer experience is an interaction between an organization and a customer. It is 
a blend of an organization’s physical performance, the senses stimulated and emotions 
evoked, each intuitively measured against customer expectations across all moments of 
contact.

Gentile et al., 2007 Interactions provoke 
reactions

The customer experience originates from a set of interactions between a customer and a 
product, a company, or part of its organization, which provoke a reaction. This experience 
is strictly personal and implies the customer’s involvement at different levels (rational, 
emotional, sensorial, physical, and spiritual).

Holbrook & 
Hirschman, 1982 A sense of feeling Consumption experience has been seen a steady flow of fantasies, feelings, and fun.

Sundbo & 
Hagedorn-
Rasmussen’s, 2008

A sense of memory The customer experience is a mental journey that leaves the customer with memories of 
having performed something special, having learned something or just having fun.

Schmitt,1999 Multi-dimensional 
in nature

Experiences are the result of encountering, undergoing, or living through situations. They 
are triggered stimulations to the senses, the heart, and the mind. Experiences provide 
sensory, emotional, cognitive, behavioral, and relational values that replace functional 
values.

Mascarenhas et al., 
2006 Cumulative

Total customer experience is a totally positive, engaging, enduring, and socially fulfilling 
physical and emotional customer experience across all major levels of one’s consumption 
chain and one that is brought about by a distinct market offering that calls for active 
interaction between consumers and providers

Source: Own.
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approach towards branding is more prone to emulate. While, Brands built on emotions are long-lived 
and indomitable.

A firm’s successful efforts/strategies to develop emotional connect is a crucial step for a firm to dif-
ferentiate in the competitive business environment (Thompson, Rindfleisch, & Arsel, 2006). A brand 
developing strong emotional appeals enriches customers’ aspirations to develop affection, connection, 
and passion towards a brand. Emotional branding promotes strong emotional bonds between a customer 
and brand with a story driven strategy that may targets to establish customer-brand identity and com-
munity building (Roberts, 2004). Emotional branding drives customers to act as brand promoters and 
missionaries (Gladwell, 2000; McAlexander et al., 2002). In other words, a brand forges strong emotional 
memories in the customers’ minds which they further shares in their social network (Atkin, 2004).

According to Ekman (2007), emotions consist fear, anger, sadness, surprise, happiness, and disgust 
expressions in a place, time, and culture specific encounters. Customers’ with the positive emotions pre-
fer revisiting while effect of negative emotions scared them to revisit (Muller et al., 1991). The positive 
affects such as contentment, happiness, love, and pride are significant reactions of consumers’ towards 
a brand. Thus, negative affect such as anger, fear, sadness, disgust and shame need to be subsidized. 
Customers through a series of interactions at touch points develop positive/negative feelings, affects, or 
moods that may further develop positive buying interests (Kapoor & Kulshrestha, 2009).

From emotional branding viewpoint, customers expect a multifaceted relationship with a brand in 
order to have unique, memorable, pleasant and outstanding experiences (Gobe, 2002). Feelings or moods 
or affects triggered by positive customer-firm interactions are building blocks of emotional branding. 
A customer’s feeling of being associated with a brand and feeling of love for a brand creates a nostalgic 
connection between a customer and brand. It indicates that an emotion provides a powerful mechanism 
to brand building (Thompson et al., 2006). An emotion reflects customer’s affection that shows their 
perceived goodness or badness about events or behaviour or activities (Ortony, Clore, & Foss, 1987).

A customer’s emotional journey with a firm starts with their experience with a brand at pre-purchase, 
purchase, and post-purchase levels. For example, customers buying experiences in retail firms’ primarily 
imprint through effective marketing-mix (4Ps) such as wide assortment, best price, location convenience, 
and attractive promotional schemes. Although the customer’s interaction with staff, experiencing good 
fragrance and music may have the power to activate positive emotions such as familiarity, happiness, 
relaxation, and contentment.

Emotional branding regularly engages the customer and takes the customer’s mind set behind mere 
satisfaction. Emotions have a positive impact on customer satisfaction and behavioural intentions (White 
& Yu, 2005). Emotional branding is a new emerging branding strategy that develops strong links with 
the customers who are loyal, heightened profits and strong competitive advantage (Thompson et al., 
2006). The three emotional aspects (self-concept, emotional attachment, and brand love) of customer 
behaviour vary in their effect on brand loyalty. Towards brand management, firms should primarily focus 
on emotional attachment followed by self-concept and brand love to develop loyalty practices (Hwang 
& Kandampully, 2012). Customers’ emotional attachment to a brand motivates customers to stay longer 
in order to have a feeling of security, delight, and pleasure with consumption experience.

Sustainable Competitive Advantage

The term competitive advantage indicates firm’s edge over its competitors in the operating industry. The 
sustainability of competitive advantage indicates firms’ efforts to differentiate offerings in a way that 
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seems valuable, rare, inimitable, and non-substituted (Thompson & Strickland, 1999). Value measures 
firms’ performance on certain parameters. Rareness indicates uniqueness in the performance outputs. 
Inimitability denotes rivals incapacity to duplicate value. Non-substitutability denotes the firms’ inability 
to deliver performance with available alternatives.

Firms always try their best efforts to explore new and better ways to differentiate their market offer-
ings. From the perspective of differentiation, emotional branding based on CEM promotes significant 
prospects for developing sustainable competitive advantage. Creating superior customer experiences 
stimulates customers’ senses, heart, and mind. Putting marketing efforts to sell new things wouldn’t 
be enough to create total customer experiences. Moreover, it is not the physical or emotional elements 
that create the total customer experience. It is the value that delivers total customer experience (Palmer, 
2010). Value signifies customer perception of the difference between benefits and costs to maintain 
positive relationships (Dodds et al., 1991). As customers get the desired value from a specific brand, 
they begin to ‘live with a brand’. This may encourage them to remain loyal. Moreover, the brand’s ability 
to instigate emotional reactions (like satisfaction, trust and commitment) further stimulates customers 
strong brand preferences (Saini, 2016).

HOW CEM CREATES AN EMOTIONAL CONNECTION WITH A BRAND?

CEM focuses on providing positive customer experiences at contact points. A customer-firm interac-
tion at direct and indirect encounters provokes customer reactions and is expressed by emotions. For 
example, customer emotions during visits in a retail store may come in contact with the experiences at 
the parking facility, store entrance, employee behaviour, wide-variety of merchandise, prices of mer-
chandise, payment options, and store ambience etc. Direct contact involves customer-firm interactions 
during the buying process, use, and hiring various services. While indirect interactions involve customers 
unplanned interactions with the brand through news reports, reviews, social group recommendations 
and so forth. Emotions may be positively or negatively shape customers’ attitudes and reactions (Izard, 
1972). Emotions play an important role in influencing customer’s evaluation about brand performance. 
In other words, emotions display the effect of experience or event (Izard, 1972).

The term emotion can be understood as human’s internal mental states focused largely on the af-
fective reaction (Ortony et al., 1987). Emotion depicts human’s perceived goodness and badness about 
something. Earlier studies found that both positive (happiness or pleasure) and negative (anger or fear) 
emotions, based on consumption or self behaviour, impacts customer’s judgment or attitude towards a 
firm (Oliver, 1993; Oliver & Wrestbook, 1993).

Both positive and negative emotions that arise during the consumption experience of a particular 
brand develop customer-seller relationships. Positive emotions such as contentment, happiness, pride, 
and love tends to develop whenever a customer feel satisfied with brand performance. For example, a 
beauty salon effort to deliver superior service outputs in terms of grooming and physical care may de-
velop positive customer emotions. Similarly, a brand’s under-performance on customer’s desired service 
outputs may develop negative customer emotions such as anger, fear, sadness, and shame, which may 
negatively, affects their opinion or perception towards the brand. For example a beauty salon’s incapacity 
to provide hygiene and pleasant interiors may cause discomfort to the customers.

An emotion reflects customers’ reactions either specific transaction or overall clues, which may trig-
ger customers’ experience related expectations. Yet the priority of experiential components may vary 
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from customer to customer. Experiences can be more or less important for some or others. For example, 
a customer with an urgent need of specific brand may see the availability of brand as his/her first prior-
ity. While sellers’ efforts to create pleasant sensory experiences may fail to develop customer’s positive 
emotional states. On the contrary, a customer visiting a store on a weekend holiday for household grocery 
buying may expect more of sensory experiences than any other benefits.

It can be understood that the customer’s perception to get desired experience or value have a greater 
effect on developing positive attitude towards a brand. Customers’ expect pleasant, relaxed, and delight-
ful journey with a brand. A proactive approach to perform on the customers’ expectations is needed to 
create positive affective bonds with the customers. Customers will choose that brand that matches their 
needs, expectations, and values. Customers’ evaluation regarding a particular brand may depend on their 
perceived brand performance. Thus, it is important for a firm to understand and manage all the cues 
that may effects the customers to build an emotional attachment with a brand. Customer’s emotional 
attachment expressed through self-connection, trust, love, and commitment towards a brand appears in 
captivating customer experiences. The delivery of captivating experiences requires an in-depth under-
standing of the customer journey with a brand (Rose, Clark, Samouel, & Hair, 2012). It may start with 
deep insights into customers’ expectations for product/service quality. Subsequently, deep understanding 
about customer touch points in pre-buying, during, and post-buying would be helpful in crafting posi-
tive customer experiences. In order to provide positive customer experiences, CEM should be critically 
matched to follow with deep insights into customers’ needs, values and expectations (Saini, 2016). The 
positive experiences develop emotional links between a consumer and brand that may further enhance 
customer loyalty (Gentile et al., 2007).

MEASURING EFFECTIVENESS OF CEM

CEM focuses on a firm’s capacity to deliver the right set of experience cues at all interaction points. 
Creating a superior, unique, memorable, and pleasant experience is challenging for a firm. A firm’s efforts 
to understand functional, affective, sensorial, social, lifestyle, and pragmatic outputs are important for 
creating and delivering holistic experiences (Singh & Saini, 2016b; Gentile et al., 2007). To understand 
the deeper customer insight, it is important to deliver the product/service experience via six experience 
components; functional, affective, sensorial, pragmatic, social, and lifestyle.

Functional Experience

Functional experience deals with product/service related technical or cognitive outputs (Gentile et al., 
2007). It targets to fulfill utilitarian needs of customers. Functional experience provides assurance about 
certain performance parameters that may fulfill customers’ major purpose to contact a seller (Saini, 2016). 
Higher level of functional experience reflects firm’s ability to provide reliability and functionality of the 
product/service. Customers’ relishing best functional experience resonate the brand with their functional 
outputs and love to share their experiences in their social circle. This may induce the brands to perform 
on functional standards to develop positive emotions such as happiness, relaxation, joy, and excitement.

For example, the functional experience of customers (patients) with a hospital or health clinic relates 
with outputs such as timely consultation, right medication, early cure, safe testing treatments, periodic 
checkups, etc. Thus in the health sector, it is important to design an eco-system that concentrates on 
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delivery of functional outputs by an efficient infrastructure, processes, people, and physical evidence 
in an effort to develop emotion of fearless contact to a hospital or health clinic in health related issues.

Affective Experience

Affective experience delivers hedonic value to customers (Schiffman, 1983). Human interaction is a 
primary factor to design affective experience. It deals with customers’ emotions aroused from interac-
tional experiences (Saini, 2016). Front-office staff’s ability to understand customers’ needs/problems, 
friendliness, cheerfulness, knowledge, and conversing habits makes positive impressions on customers 
(Khattar, 2016). These positive impressions creates positive emotions towards a brand. In other words, 
the management of customer-firm interaction at various contact points is necessary to develop emotional 
attachment in order to drive affective experience.

Figure 1. Six components of total customer experience
Source: Own.

Box 1.  
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Sensorial Experience

Sensorial experience offers experience related to a physical representation of product/service (Gentile et 
al., 2007). It may draw the experience through artifacts, design, packaging, displays, colours, fragrances, 
interiors, sounds, and any other effects to be useful in delivery the service quality (Saini, 2016). Sensory 
experiences are significant to deliver both utilitarian and hedonic value to customers. For example, 
in departmental stores and beauty salons, sensory experience through interiors (layouts, colour, size, 
shape, and brightness), dress code of employees, welcome note by employees, and fragrances provides 
relaxing environment to customers, which may motivate them to stay longer, spend more, and hold posi-
tive future intentions. Positive sensorial elements such as fragrance, music, dress, colours, cleanliness, 
designs, layouts, and symbols in interiors affects customers’ senses that may further stimulate feelings 
of joy, happiness, and enjoyment.

Pragmatic Experience

Pragmatic experience provides convenience to use/avail products or services in reference to certain 
practical aspects (Gentile et al., 2007). The customer expects pragmatic experiences to get a peaceful, 
carefree, and a feeling of security to get attached with a seller. Firms operating in the service sector can 
offer pragmatic experience in a way to provide an ease to customers’ by location, personalization, feedback 
processes, and relevant promotional offers (Saini, 2016). The pragmatic experience needs firms’ atten-
tion to concentrate on the experience elements that may aggravate their customer to make convenient, 
fearless, and peaceful contact with seller while pre-purchase, purchase, and post-purchase activities. For 
example, in the health sector, pragmatic experience can be understood as customer proximity to contact 

Box 2.  

Box 3.  
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a hospital at a convenient location in order to have physical and mental relaxation during illness. While 
for a customer visiting a retail store seeks convenient return policy from seller if in case a product fails 
to deliver the promised utility.

Social Experience

Social experience promotes firm’s capacity to provide relational benefits to customers (Gentile et al., 
2007). It offers upgradation of customers’ identity and image in their social circle (Saini, 2016). A 
positive social experience develops customers’ self-esteem emotions. It is an important component in 
cultivating emotions of pleasantness, joy, proud, and excitement. It indicates customer perception to as-
sociate with a brand that enhances the social image and human bonding. Customers often express their 
love for brand by promoting it in a social-circle with positive word-of-mouth publicity. A firm’s efforts 
to escape the bad publicity is needed to subsidize the customer emotion of sadness, disgust, and fear.

Lifestyle Experience

Lifestyle experience promotes the idea of lifestyle congruence (Gentile et al., 2007). It deals with the 
firms’ capacity to follow same values, beliefs, and practices that a customer follows. Customer with 

Box 4.  

Box 5.  

Box 6.  
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different lifestyles need to be addressed separately. Customers’ lifestyle experiences can be addressed 
suitability with an in depth understanding of various factors of customers’ buying preferences such as 
ease of use of technology, operational hours, wide/specific brand assortments, preference of payment 
options etc. Firms operating in organized sectors are making immense efforts to adopt the customer 
lifestyles by following customization and personalization efforts. A firm’s efforts to deliver right lifestyle 
experiences give assurance to customers to have a comfortable and convenient product/service experience. 
This may further develop the feelings of freedom, identity, and lifestyle congruence among customers.

DISCUSSION

The importance of emotion based customer-brand relationships have been widely recognized in the 
marketing literature. The above analysis shows that how important it is to pay more attention to craft 
positive customer experiences to perform in emotional branding. Managing relationships with worthy 
customers is an essence of emotional branding. The emotional branding through CEM leads to shift of 
quality, cost, and technology-based competitive advantage to customer loyalty. Customer loyalty ensures 
firms’ profitability and growth. Emotional branding reflects consumer’s attachment to a brand (Collins 
& Read, 1990; Fournier, 1998). Customer’s attachment to a brand shows his/her closeness to a brand 
in terms the brand performance on cognitive and affective aspects (Park et al., 2006; Fournier, 1998).

A customer tends to have multi-dimensional experiences with a brand that creates nostalgic memo-
ries. Next, the prolonged existence of these nostalgic memories motivates consumers to stay (attach) 
longer with a brand. These memories can be generated with superior customer experiences. The multi-
dimensionality of the customer experiences suggests six importance bases to create positive experiences; 
functional, affective, sensorial, lifestyle, social, and pragmatic aspects (Saini, 2016). The cumulative 
experiences that include all significant benefits to consumers remains central to make emotional bonds 
between a customer and brand.

Functional experience provides strong functional outputs in order to fulfill customers’ main purpose 
to contact a firm like in health clinics and hospitals functional experience is to get cured of diseases. 
Consumers driven by need of treatment for a specific disease, primary expect to curate. At the second, 
affective experience establishes emotional connect between a customer and brand. This component 
tells firms to establish themselves on emotional affection with customers. For example, customers con-
tacting a health clinic or hospital expect more affectionate dealings such as care, cordial, personalize, 
and empathetic reactions from doctors as well as nursing staff. The third dimension sensorial experi-
ence endorses that tangible and intangible multi-sensory cues such as welcome address, cleanliness, 
interior, dress, music, and fragrance should be included in order to provide effective cognitive and 
affective experiences related outputs. In the health sector, sensorial elements like cordial behaviour of 
staff, cleanliness, interiors, hospital layout, and non-noisy environment makes a significant impact on 
customer experience. Subsequently, the lifestyle experience expresses customers’ lifestyle congruence 
with respect to promotion of values/beliefs and suitability that customers desire with a brand. An ap-
proach to offer an online payment facility by retail firms is a significant step to match with the lifestyle 
of prospective customers. Considering the importance of practicality towards a brand, it is important to 
deliver pragmatic experience in terms of convenient location, dealings with staff members, handling of 
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complaints, and feedback processes. Social experience encourages firms’ to build a good brand image in 
an order to increase customer liking to associate with brand to be part of the specific brand community.

Taken together, six experiential components have greater effect to promote customers’ satisfaction, 
trust, and commitment that may further develop consumer loyalty (Saini, 2016). It can be understood 
that brands promoting holistic experiences develop emotional connections with customers. These may 
further promote firm’s efforts to establish themselves as iconic or ideal or preferred brand in customer’s 
mind. Relations generated through experience driven strategy engages customers and firms in mutually 
beneficial, mutually committed and mutually loyal relationships. Brand managers looking forward in 
emotional branding strategies can gain valuable insights into a holistic experience with respect to prod-
uct/service delivery. These experiences driven offerings can stimulate customers to keep positive and 
unique memories, which they further translate and promotes by personalized stories. The customers’ 
interest to share these personalized stories (equipped with positive/negative emotions) on social media 
via customer groups, chat-rooms, blogs at various web portals, and face-to face interactions may further 
provide an opportunity for brands to endorse their customers emotions in public (especially to the target 
market) to build a brand.

ACADEMIC AND MANAGERIAL IMPLICATIONS

This chapter has important implications for the academicians and brand managers. From a theoretical 
perspective, first, this study has addressed perceived gaps in emotional branding literature and suggests 
a detailed framework where CEM plays a significant role in developing emotional branding. In other 
words, this study makes an important contribution to comprehend the concept of emotional branding 
through CEM. Second, this study provides in-depth understanding of the key dimensions of CEM in 
an effort to perform empirical researches in different service and product categories context. The key 
components such as functional, affective, sensorial, lifestyle, pragmatic, and social have been suggested 
to understand the complex structure of customer experiences.

From a managerial point of view, this study supports the argument that emotions are critical for the 
sustainability of brands (Thompson et al., 2006), as it increases customers’ loyalty towards a brand. Thus, 
it is worthwhile that brand managers should give visibility prominence to emotional aspects of branding. 
It suggests that firms should establish or differentiate their brands on emotional connections rather than 
solely relying on name, term, symbol, tag-line and any other marketing tactics. Second, it is important 
to consider that emotional branding can be successfully implemented with customer experience manage-
ment. This means that brand managers should invest their resources such as money, manpower, time, etc. 
in designing, creating, and delivering experiences as per the customers’ needs and expectations. This 
is primarily because that positive customer experiences not just satisfies customers, but also promotes 
trust and commitment on specific brands. Third, given that experience influences customer behaviour 
towards brands, it is really very important to understand the measurability of customer experience. To 
this end, the present study suggests a holistic framework to implement the customer experience man-
agement. Thus, this may suggest that brand managers should tailor their offerings in a cumulative way 
where functional, affective, sensorial, social, pragmatic, and lifestyle all should be considered.
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CONCLUSION

Managing relationships with worthy customers is an essence to emotional branding. The emotional 
branding through CEM leads to shift of quality, cost, and technology-based competitive advantage to 
customer loyalty. Customer loyalty ensures firms’ profitability and growth. This may suppress the firm’s 
ability to understand and performance on customers’ expectations into six experiential components; 
functional, affective, sensorial, social, pragmatic and lifestyle.

This study has provided the conceptual framework to cultivate emotional branding through customer 
experience management. It does not provide the detailed mapping of designing customer experiences 
across different service and product categories across geographies. In future, researches could be under-
taken to study the customers’ expectations regarding consumption experiences in order to understand 
the relative importance of experience components. This may help the brand managers to design effective 
branding strategies to achieve behavioural and attitudinal benefits. Moreover, this proposed conceptual 
framework is limited by a lack of empirical evidence. Future researches to study the relationship between 
emotional branding and CEM are needed to validate the proposed framework.
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ABSTRACT

Viral advertising relies on consumers’ transmitting the message to other consumers within their online 
social media. Viral advertising is controlled by consumers and is less under the control of advertisers 
and brands (Petrescu, 2014). Consumers receive the link or the advertising content and pass it along 
through e-mail or posting it on a blog, microblog, podcast, wiki, form, webpage, and social media 
profile. Advertising narrative in traditional media has changed with viral ads. In the narrative of viral 
advertising is more emotional, romantic, humorous, sexual and contains social messages. This study 
was conducted to examine the Brands’ viral advertising narrative. Viral advertising is at an early stage 
of development and much of the current viral marketing communication literature research is concerned 
with understanding the motivations and behaviours of those passing-on email messages. No longer the 
preserve of offline communication strategists, it is becoming a central platform for interactive marketing 
communications (Cruz & Fill, 2008).

INTRODUCTION

Sharing online content is an integral part of modern life. People forward newspaper articles to their 
friends, pass YouTube videos to their relatives, and send restaurant reviews to their neighbors. Indeed, 
59% of people report that they frequently share online content with others. Such viral content also has 
an important impact on both consumers and brands. Decades of research suggest that interpersonal 
communication affects attitudes and decision making and recent work has demonstrated the causal 
impact of word of mouth on product adoption and sales (Berger & Milkman, 2012). Although it has a 
very short backstory, social media providing viral messaging has billions of users in the world. Social 
media shows sensitivity to social development in the society. Individually, it offers unique opportunities 
to transport and recognition of people in the society and worldwide. This case increases the importance 
of viral marketing and viral advertising narrative.

A Literature Review on the Viral 
Advertising Narrative Structure

Murat Koçyiğit
Necmettin Erbakan University, Turkey
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Viral marketing and viral advertising is the key to marketing success in the 21st century, and viral 
advertising is one of the most important tools in the viral marketing toolkit (Petruscu, 2014). Viral 
marketing offers the advantages of communication and interaction of individuals and brands at network 
platforms by orally. In this way, thanks to feedback from both consumers so they can find solution about 
their problems in a short time for both brands, consumer brands can develop more strategic brand tactics.

While the popular and trade press have recently focused extensively on the practice and risks of “viral 
marketing,” “viral communication,” “buzz marketing,” “stealth marketing,” “word of mouth marketing,” 
“electronic word of mouth advertising (eWOM)” and of course, “viral advertising,” almost no scholarly 
work has been conducted in this area, and no study has focused specifically on the commercial use of 
the viral concept from an advertising perspective (Porter & Golan, 2006). Viral marketing called with 
different names, strengthens the independence of brands among customers available and appeals the 
new customers to brand.

Viral marketing has become the defining marketing trend of the decade. Brands big and small launch 
viral videos via YouTube, post new product information on their MySpace pages, court the blogosphere 
and send forth armies of evangelists to spread the gospel by word of mouth (WOM) (Ferguson, 2008). 
Viral marketing is a contemporary marketing technique, which has evolved in reaction to the increasingly 
competitive marketing environment. Viral marketing is predominantly based on word of mouth (WOM) 
communication, which is widely accepted as one of the most important and influential marketing concepts 
(Swanepoel et al., 2009). Today, consumers are keen to learn more about the brand before buying brand. 
In addition, by developing brands and renewing the business they must protect their existing customers 
to connect with consumers. It gets easier with viral marketing in this direction, the viral marketing for 
brands, the importance of viral advertising and viral marketing is increasing.

Viral advertising is personal and even though it comes from an identified sponsor, usually compa-
nies do not pay for its seeding or distribution. Companies are involved in its distribution only during 
the initial placement and diffusion through online platforms or e-mail, before consumers take over the 
entire transmission process. Most of the classical viral ads circulating online are ads paid by the spon-
sor brand, launched either on the company webpage, social media profile, or on social media websites 
such as YouTube (Petruscu, 2006). Interactive communication between consumers and brands of Web 
media brands provide brands important advantages. Consumers the brand to be in interaction with the 
environment or social networking platforms on the web is a positive effect on their attitudes toward the 
brand and purchase intent.

CONCEPTUAL FRAMEWORK

Viral Marketing

The term “viral marketing” was coined by Steve Jurvetson and Tim Draper from the venture capital 
firm Draper Fisher Jurvetson in 1996. The expression was used to describe the marketing strategy they 
developed for the free e-mail service Hotmail (Swanepoel et al., 2009). Today, interactive communica-
tion with consumers and offers the best opportunity to be the most effective medium of viral marketing, 
are social networking platforms.

Viral marketing is an emerging and contemporary marketing technique, which has evolved in reac-
tion to the increasing promotional ‘clutter’ aimed at consumer markets. Viral marketing is an electronic 
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word of mouth communication that is spread in an exponential and contagious manner using the highly 
effective platform of the electronic medium (Swanepoel et al., 2009). Viral marketing is a new comple-
ment of interactive marketing as product, service and to increase brand visibility in the online environ-
ment, and a new complementary awareness. It also includes a wide range of mouth marketing function 
to spread online.

Just like Word of Mouth, viral marketing can be a highly credible tool, but this credibility is offset 
by an overall lack of message control. Like a computer virus, viral marketing spreads a message expo-
nentially, fanning out across community webs, like a bushfire on a gusty day, it is a fast, uncontrollable 
spread, cheap and almost effortless (Fattah, 2000; Cruz & Fill, 2008). Internet via one of the platforms 
that take place in the best possible way of communication by word of mouth social networks. At the same 
time, social networking platforms, communicating directly with consumers and brands are the current 
environment where forward requests and complaints.

In defining successful “Viral Communication,” Welker (2002) expanded upon the Hotmail example 
to include this possibility, describing “strategies that allow an easier, accelerated, and cost reduced 
transmission of messages by creating environments for a self-replicating, exponentially increasing dif-
fusion, spiritualization, and impact of the message”. To use the Hotmail model successfully with other 
products would require: 1) free products or services, 2) easy transmission, 3) exploitation of common 
human motivations, 4) use of existing social networks, and 5) use of others’ resources and infrastructure. 
Wilson (2000) added 6) scalability to this same list of requirements for success in viral marketing, stat-
ing that businesses should be prepared for rapid growth if they are to implement viral methods (Porter 
& Golan, 2006). Viral communication tools; blogs, microblogs and articles on forums, photos, audio 
recordings, videos, links, is a broad concept that describes all the different contents that make social 
networking profile pages and many more social networking on their sites.

Welker (2002) “Viral Communication defines strategies that allow an easier, accelerated, and cost 
reduced transmission of messages by creating environments for an self-replicating, exponentially increas-
ing diffusion, spiritualization, and impact of the message”.

Wilson (2000) defines viral marketing as any strategy that encourages individuals to pass on a mar-
keting message to others, creating the potential for exponential growth in the message’s exposure and 
influence. By understanding the properties of a biological virus, he argues that it becomes clear just how 
powerful yet completely uncontrollable this form of communication can be. However, caution is neces-
sary as the placement of video ads, such as the Fosters “Big Ad” campaign in Australia which achieved 
huge viral distribution, suggests some element of control may be possible (Cruz & Fill, 2008). Viral 
marketing platforms such as Facebook, MySpace, LinkedIn, are effective in creating brand awareness 
and brand loyalty, spreading messages.

Viral marketing usually begin with brands posting the marketing message on a variety of online plat-
forms and especially on social media websites, such as Facebook, Twitter, and YouTube, that include 
videos. Viral marketing content is most often created or at least sponsored by the respective brand, even if, 
in some cases, viral messages are formulated by consumers. A key characteristic of viral marketing is the 
fact that the diffusion of the message takes place from user to user and is no longer paid as in traditional 
commercial messages placed on television. Marketers can take advantage of the diffusion potential and 
low-costs of social networks. However, for a viral campaign to be successful its content needs to have 
distinct appeals and entertainment qualities that make consumers not only like the message but also pass 
it along to their social network. Some of the most successful viral campaigns so far have been creative, 
provocative, and included out of the box content and viral marketing messages (Petrescu, 2014).
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Another important aspect influencing the significant success of viral marketing is related to the 
advantages that are offered by social networks for the diffusion of the message. In this sense, there are 
different aspects to be considered by marketers when analyzing a social network and deciding where to 
place the message. One of these factors is the tie strength between the members of the network, which 
depends on different factors such as frequency of contact, reciprocity, and friendship. Research has 
shown that weak ties create more opportunities for individuals to share information and communicate, 
whereas strong ties encourage members to interact within more dependent and closely related social 
circles. Numerous studies and laws formulated with regard to the diffusion of information in social net-
works show that the message is spread exponentially and has a much higher potential of diffusion than 
traditional communication and word-of-mouth between two individuals (Welker, 2002; Petrescu, 2014).

Content created by brands has to have viral qualifications, social media users with a viral nature and 
spread the volunteer will be very interesting, funny, content with features such as exciting or sensitive, 
it is spread much more quickly and effectively in social media. Operations having such a content trans-
mitting the message they want to convey to consumers and thus having the opportunity to achieve the 
necessary awareness for brands (Miletsky, 2010).

Viral marketing is also referred to as buzz marketing, which is defined as the amplification of initial 
marketing efforts by third parties through their passive or active influence. This term refers to the phe-
nomenon of influencers spreading the ‘buzz’ about new products or experiences to their social network. 
Whilst viral marketing is exclusively spread using an electronic medium, buzz marketing can be spread 
using a range of mediums, including traditional word of mouth or physical interaction, such as sharing 
coupons or merchandise with friends. Another popular term for viral marketing is “word of mouse” 
marketing. This is because the strength behind the viral marketing concept lies in that it leverages the 
power of word of mouth communication between individuals using an electronic medium (Thomas, 
2004; Ahuja et al., 2007; Swanepoel et al, 2009).

Campaigns and advertisements receive even more attention and interest from the public, because of 
the direct involvement of consumers not only in their diffusion but also in their creation. As discussed 
in the following chapter, this type of advertisement presents the key appeals that encourage the birth of 
viral campaigns, including emotional and humorous content. The key points related to viral marketing 
characteristics and tools focus on certain distinct elements of viral marketing (Petrescu, 2014):

• To stand out and be forwarded, viral marketing messages need to have contagion characteristics, 
including elements of controversy, provocation, shock, incongruity, and surprise.

• Besides traditional web tools used by businesses, viral marketing messages should be placed in 
different social media platforms to receive significant initial exposure.

• The mobile communication platform is continually evolving and marketers need to use new tools 
such as mobile applications.

• User-generated marketing messages and especially advertisements are new tools that lead to high-
er involvement from consumers.

Viral Advertising Narrative

Porter and Golan (2006) defined viral advertising as unpaid peer-to-peer communication of provocative 
content originating from an identified sponsor using the Internet to persuade or influence an audience 
to pass along the content to others. In viral advertising campaigns, viral messages about brands spread 
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to potential consumers, who then pass along the information to other potential consumers rapidly (Por-
ter & Golan, 2006). Viral advertising and viral marketing using social media tools with the most basic 
expression, it is to promote the brand or products or company.

Petrescu (2014) defined viral advertising as unpaid electronic (e-mail, web, and social media) distri-
bution of business or user-generated advertisements from consumer to consumer, based on ad content 
likeability, entertainment, and controversial characteristics. Although viral advertising messages are still 
created and sponsored, in most cases, by companies, their viral characteristics contribute to the diffusion 
of the message at very low costs and with widespread propagation potential.

Viral advertising is a process that allows you to communicate and interact with the masses too good 
to be able to advance through traditional advertising channels members of online social channels with 
web sites, products, promote their brands and services, to raise awareness.

With the emergence of social media, viral advertising also has gained tremendous popularity; online 
social platforms dramatically have changed the way consumers respond to advertising. Social media such 
as Facebook allow target consumers to become message senders by passing on ads to friends, connecting 
them to the advertisers explicitly, or commenting on the ad and having those comments passed along in 
viral channels. Accordingly, positive advertising responses indicate the power of using Facebook groups 
as a platform for viral advertising. When group members forward viral advertising to other friends, they 
become endorsers in that brand’s Facebook ads and thus increase friends’ likelihood to pass along the 
ads. Because advertisers value viral advertising, this study empirically examines whether joining Face-
book groups relates to Facebook users’ engagement in viral advertising pass-on behavior (Chu, 2011). 
Viral advertising is the content of all kinds made with social networking tools such as sharing are the 
direct and indirect communications. Awareness and increase awareness, provide significant advantages 
in brand name and blogs, microblogs, social networks, social bookmarking.

Previous studies indicate that emotion is an important component of viral advertising pass-on behavior. 
For example, Phelps et al., (2004) find that viral message senders tend to experience positive emotions 
(e.g., happy, excited, satisfied) when they pass along messages to contacts in their e-mail lists. Dobele et 
al., (2007) argue that emotional connection plays a critical role in influencing forwarding behavior, such 
that effective viral messages need to contain surprise. Eckler & Bolls (2011) examine viral advertising 
from an information processing perspective and find that the emotional tone of viral video ads influence 
attitudinal responses and intention to forward: A positive emotional tone produces the strongest attitude 
toward the ad, attitude toward the brand, and forwarding intention (Chu, 2011).

Also consider surprise as the fundamental emotion that a viral video must generate to be shared. 
These authors’ research focuses on identifying the perception by spectators of the six primary emo-
tions (surprise, fear, sadness, happiness, disgust and rage) in successful campaigns. Their conclusions 
emphasize the importance of surprise for the dissemination of viral content, but also that it is usually 
accompanied by some of the other five emotions, and that the combination of surprise with happiness or 
disgust (with a humorous outcome) increases the intention of sharing the content by spectators (Dobele 
et al., 2007). Factors affecting consumer behavior for every human being is first and foremost a human 
behavior affects the behavior and preferences of its purchase. Therefore, mobilizing emotions in viral 
advertising messages are aimed at influencing consumer attitudes and behavior.

Research has shown that consumers rate emotional ads as more entertaining and interesting, which 
leads to an increased forward rate in the case of viral campaigns. Advertisements that create joy and feel-
ings of goodness and happiness are more prone to be liked and forwarded to others since individuals are 
more willing to pass along engaging and entertaining content in an attempt to create good feelings and 
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positive emotions (Chiu et al., 2007; Dobele et al., 2005). Viral marketing and viral advertising elements 
that increase the level of impact; reliability, to meet the expectations of consumers, not quality-oriented 
and interactive communication is established with consumers.

Feelings of joy are related to helpfulness and cooperation, which can positively influence the chances 
of a viral campaign to succeed (Dobele et al., 2007). Under these circumstances, consumers are more 
willing to forward ads with higher degrees of hedonic values and when the message includes something 
they think others will enjoy (Fattah 2000; Phelps et al., 2004). If consumers feel happier, more optimis-
tic, and even nostalgic, after seeing an advertising message, they will be more likely to forward the ad 
because they want their social network members to experience the same good feelings (Petrescu, 2014).

Marketing research and practice have underlined the fact that humor, in general, has a significant 
positive effect on attention and recall, with a high potential to increase processing and comprehension. It 
contributes to a positive appreciation and trust of the source, important in the viral context, where humor-
ous ads are the most forwarded, owing to their capacity to spark strong emotions (Phelps et al., 2004).

In relation to viral advertising narrative, the success of the humorous appeal is extremely important 
because viral campaigns are successful only if the consumer finds a true appeal in the ad or provoca-
tive content worth forwarding to others or transmitting to the world. Many of the most successful viral 
ads of the recent years show that the use of humor positively affects viral campaigns (Petrescu, 2014). 
The use of humor in advertising can enhance attention and increase likability, recognition, and recall 
(Brown et al., 2010).

Humorous appeals are successful in viral circumstances because consumers are more willing to 
forward advertising that is engaging and entertaining, that creates a good feeling and positive emotions 
that justify passing it along to other users. Nevertheless, thanks to the diffusion platforms offered by 
the Internet, a humorous advertisement is likely to be transmitted similar to jokes e-mailed or posted on 
social network profiles (Bampo et al., 2008).

Individuals forwarding funny messages do this for two main reasons: first, to show what interesting 
information or ad they found and to brag about it, and second, make individuals around them feel as 
good as they felt when they saw the humorous ad. Therefore, the funnier consumers think an ad is, the 
more positive the attitude toward the ad and the higher the possibility of forwarding the ad in the social 
circle. Advertisements that consumers consider funny will have a higher chance to be liked and lead to 
a viral diffusion in the online environment (Petrescu, 2014).

Also, three competing theories explain why individuals are motivated to use humor: superiority, 
incongruity, and relief. They are not mutually exclusive and may overlap. Superiority humor theory 
contends that all humor springs from the longing to feel superior or exert control over others. It is usually 
associated with disparaging others or laughing at their inadequacies. Gruner argues that what ultimately 
causes humor is a “combination of a loser, a victim of derision or ridicule, and the suddenness of loss”. 
Although he does not specifically refer to violence, there is a strong conceptual link between aggression 
and the humor of superiority (Brown et al., 2010).

The use of sexual appeal in viral advertising is primarily targeted at attracting attention and generating 
interest. Studies show that a sexual ad will attract significant initial attention and will retain it for longer 
periods of time than other types of ads, while increasing consumer recall and recognition of an ad and 
brand. Another key benefit of advertising based on sexual appeal is its increased potential for creating 
positive emotional responses, including excitement and arousal. This type of emotion and excitement can 
subsequently reflect in a positive attitude toward the ad and the advertised brand and higher persuasion 
power than other ads because they retain attention for a longer time (Reichert et al., 2001).
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Sexual appeals are important for the success of viral marketing, since viral advertisements need to be 
provocative and appeal to common human motivations to forward an advertisement. Sexual appeal and 
nudity are among the characteristics that motivate consumers to pass along content online, especially if 
they include the contragion element, meaning some controversial, provocative, or shocking characteris-
tics, as also sexual appeal used in combination with humor (Porter & Golan, 2006).

Among the provocative aspects that contribute to the creation of a viral advertising campaign, 
researchers note the potential for sex, nudity, and violence to motivate consumers to forward content 
online. This is especially used in the online environment because viral advertisements are not subject to 
regulation by the Federal Communication Commission, as it happens to television advertising. The use 
of violence in online advertising has been especially linked to the dominance of video game advertise-
ments (Porter & Golan, 2006).

Some marketers will tend to avoid using content that might create negative emotions. However, re-
searchers have shown that, whereas positive content is more viral and negative emotion content is less 
viral, some negative emotions are positively associated with viral potential. For example, anxiety and 
anger inducing content is likely to lead to increased viral potential in view of their high-arousal and 
activation potential. The same does not apply to feelings such as sadness, which do not induce arousal 
and motivations to act (Reichert et al., 2001; Petrescu, 2014).

As seen in this chapter, some of the most important characteristics of successful viral ads relate to 
inciting consumer interest, generating emotional responses, and motivating viewers to share the adver-
tisement with their social circle. There are a few elements that need to be considered when deciding the 
type of appeals to be used in a viral advertising campaign (Petrescu, 2014):

• Emotional appeals do not raise the viewers’ natural defenses and require less processing effort 
from viewers.

• Emotional advertisements are easier to recall and have the capacity to lead to behavioral changes 
more immediately than logic, information, and arguments.

• Humor has a significant positive effect on attention, recall, and advertising comprehension.
• Humor positively impacts consumers’ attitude toward the brand and reduces irritation experienced 

from the commercial.
• Sexual appeals attract attention and generate interest.
• Messages that elicit strong emotions, including fear and sadness, are more likely to be forwarded.
• The success of advertisements using humorous or sexual appeals and based on emotions depends 

on the profile and preferences of target consumers.
• No matter the type of advertising appeal selected, it needs to be relevant and appropriate to the 

brand and context of the advertisement.

Other the essential features of Viral Advertising (Welker, 2002):

• Prospects and customers of the idea are offered a technology platform providing a possibility to 
send a message to a majority of persons.

• There is an emotional or pecuniary incentive to participate. Ideally, niches of needs and market 
gaps are filled with funny ideas.

• Also, the recipients are facing emotional or pecuniary incentives to contact a majority of further 
recipients – this induces a snowball effect and the message is spread virally.
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• The customer is activated as an “ambassador” of the piece of information, for instance, promoting 
a product or a company.

The success of viral advertising cannot be determined solely by intentions to pass it along; other 
factors, such as level of engagement with viral advertising and how viral advertising is being discussed 
(positively vs. negatively), also have effects. The emergence of social media has dramatically changed 
the ways available and strategies used to communicate with and engage consumers. Overall, it is im-
perative for advertisers and policymakers to gain a more comprehensive understanding of consumers’ 
psychological characteristics and design viral advertising campaigns that do not create additional privacy 
concerns (Chu, 2011). A successful viral promotion, viral advertising can reach thousands or millions 
of otherwise indifferent consumers and motivate them to endorse or interact with a brand (Eckler & 
Bolls, 2011). Viral marketing and viral advertising, strengthens brand loyalty among existing customers 
and also attract new customers to the brand. social networking environment in which effective means 
of viral marketing is like new or followers, given the discount coupons to consumers or consumers sig-
nificant benefits of the next message from the provision of brand attention and heard the brand as well 
as increased interest in loyalty and proximity brand also increases.

Examples of Viral Advertising Narrative

Viral advertising has attracted advertisers in recent years, yet little is known about how exactly it works 
from an information processing perspective. Viral advertising is one such option and a potentially effective 
way to bypass growing consumer apathy. A successful viral promotion can reach thousands or millions 
of otherwise indifferent consumers and motivate them to endorse or interact with a brand. This potential 
has made viral advertising an increasingly popular promotional tool for many brands. According to some 
estimates, 30% of the 4100 brands worldwide have tried viral video advertising (Eckler & Bolls, 2011).

Companies are now taking the lessons learned from social media and applying them to advertising 
content to create viral advertising. In 2002, London ad agency Leo Burnett posted on the industry Web site 
adcritic.com a digital version of a television advertisement featuring a fisherman kickboxing a large bear 
for a trophy salmon. The ad was so popular among practitioners; the clip was soon forwarded beyond the 
advertising community and to the general public, becoming a cult phenomenon (Porter & Golan, 2006).

At the same time, highly successful viral advertising campaigns are based on user-generated content. 
The Doritos SuperBowl campaigns are a classic example of using social media and user-generated ad-
vertisements to create viral campaigns. For the last couple of years, ever since 2006, Doritos launches 
on Facebook a competition for consumers to create the best and funniest advertisement for the brand. 
The best consumer-created commercials are then shown on television during the SuperBowl and receive 
millions of hits online, because of the viral sharing by consumers (Petrescu, 2014).

The brand launched the “Crash the Super Bowl” campaign, a contest that invited consumers to create 
and upload their own Doritos ads. The winners determined by online voting would be aired during the 
SuperBowl, and Doritos would offer prizes of $25,000 each for finalists, and significant bonuses if an ad 
landed in the Top three on the USA Today Ad Meter (for example, $1 million bonus for number one in 
the top). The competition brought them significant success on TV and online and quite a few winners of 
the USA Today Ad Meter such as “Dog Bribe” in 2012, “Pug” in 2011, and “Crystal Ball” in 2009. All 
these advertisements were created by users and received consumers’ votes before being placed on televi-
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sion during a show with a large audience. Some of the general characteristics of these very successful 
Doritos ads include humorous appeals as well as elements of surprise and incongruity (Petrescu, 2014).

Also in 2002, BMW spent more than $10 million on their popular BMW Films series, where they 
commissioned Hollywood directors to direct edgy short films featuring established stars careening around 
the screen in (and often destroying) BMWs. BMW distributed the films entirely on the World Wide 
Web and promoted each film strictly through viral marketing and viral advertising, attracting nearly 55 
million viewers. BMW Films were still averaging 80,000 downloads daily two years after their release 
(Steinberg, 2004).

Creatively, the films were a success as well, launching the career of British actor Clive Owen (who 
was the only constant in all of the films) and earning the creative team the Grand Clio for 2002. More 
recently, Amazon used the same agency, Fallon, and creative team, Ridley and Tony Scott’s RSA USA, 
to produce Amazon Films; short films distributed on Amazon.com featuring popular actors showcasing 
products available for sale on the site (Porter & Golan, 2006).

Burger King utilized their “Have It Your Way” slogan to sell their new BK TenderCrisp chicken 
sandwich by introducing a Web site featuring the “Subservient Chicken.” (Porter & Golan, 2006).

Visitors to this site were greeted by an actor dressed in a chicken suit and garter belt who appeared 
to respond to and attempt to act out any typed command. SubservientChicken.com attracted 14 million 
unique users in just under a year, and sales of the BK TenderCrisp sandwich reportedly increased 9 
percent a week while the campaign was in full swing (Porter & Golan, 2006).

Meanwhile Viral Advertising has seen numerous success stories others which we found in a market-
ing context we present in the following (Welker, 2002):

Amazon encourages its customers to send a book as a gift to a friend. When the recipient receives 
the gift book, the packaging also contains a flyer for the amazon.com service. Moreover, a sophisticated 
partner and a commission program help to support the diffusion of the word ‘Amazon’ on a manifold 
of websites worldwide.

Dove Express provides a viral marketing and application e-mail tool. Users can easily design and 
send out viral e-mails using ‘flexi-templates’ which range from instant win sweepstakes games to simple 
tell a friend enabled letters.

eDove Corp. held a viral marketing campaign with Sony Music and Holiday Corporation, Taiwan’s 
largest Karaoke chain, using Reach Online’s DoveExpress VM Viral Marketing platform. Within one 
month, starting from a small seed e-mail list, the number of e-mails voluntarily passed to user’s friends 
exceeded 10% of Taiwan’s online population.

Efax.com had signed up more than 300,000 subscribers within eight weeks of providing free incoming 
fax service. Their service offers you a free personal telephone number to which anyone can send you a 
fax. The fax is sent as a file to your e-mail address so one can view it on a PC screen or have it printed out.

eGroups.com gives groups a free place on the net with tools to share ideas, coordinate schedules and 
exchange documents. It reached 4.1 million users at a faster pace than Hotmail did.

Geocities enables people to create personal websites. When a user builds a web site, he will invite 
people to visit it while doing so he’ll spread the word Geocities.

Hakuhodo, Inc. is one of the largest advertising agencies in Japan. In Japan sending of New Year’s 
postcards is a traditional custom usually postcards are bought at the post office, including envelopes and 
stamps. The cards enclose a lottery ticket, so you can win a prize such as a radio or a bicycle. Hakuhodo, 
however, runs this business on the internet dispatch of postcards by e-mail, whereby, if the recipient wins 
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a prize, the sender also wins the same prize. This concept became not only a virus, but rather an epidemic: 
In 1998, 25% of the Japanese with internet access sent or received New Year’s postcards from Hakuhodo.

Hotmail.com is the classical example for Viral advertising one of the first free internet based e-mail 
services. Free e-mail addresses and services had been offered and each e-mail includes a simple tag at 
the bottom saying “Get your private, free e-mail at http://www.hotmail.com”. More than 150,000 new 
subscribers every day imply that the message is spread still wider to their own ever-increasing circles of 
friends and associates. From company launch to 12 million users, Hotmail spent less than 500,000 US$.

ICQ (I seek you) is software that lets users know when their friends are logged on and initiate real 
time chat sessions. If your friend does not yet have the program, you can click on a button and send him 
a link to download the software. Today ICQ presents a 32 million worldwide membership and is still 
growing at the rate of 80,000 new members each day.

MeMail.com has over 300,000 subscribers and 97% of its new subscribers come directly from direct 
referrals.

Vivaldi offers Viral Advertising programs to brick and mortar retailers, through a computerized 
feedback loop between cash registers and the internet. Since one knows what and when customers are 
buying, Vivaldi lets retailers offer powerful promotions like frequent shopper discounts, refer a friend 
bonuses, and new product announcements. Offline retailers can now offer loyalty and recruitment pro-
grammes that are common on the web but difficult to realise manually at a traditional store. It enables 
better communication and facilitates electronic commerce among consumers, retailers and branded 
product manufacturers.

Apparently all these examples reflect the culture of the so called new economy, heavily based upon 
the internet, viral advertising and outstanding, sometimes crazy, new software applications that fill market 
gaps and before neglected market niches (Welker, 2002).

CONCLUSION

Viral Advertising is a developing and emerging sector and it is important that agencies are able to un-
derstand how viral marketing works and be able to evaluate the contribution these types of campaigns 
make to a client’s marketing communications (Cruz & Fill, 2008). As a result of recent technological 
developments and widespread consumer access to new ways of communication, the Internet allows an 
instant, direct, and interactive communication between businesses and consumers and encourages much 
more consumer involvement in the creation and distribution of marketing messages. With the new on-
line and social media, consumers are better informed, better educated, and in control concerning media 
selection and the information tools and platforms they prefer to use for commercial information (Keller, 
2009; Petrescu, 2014).

Viral advertising is a relatively new premise that capitalizes on electronic social networks, utilizing 
the credibility of word of mouth communication to prevail over the traditional promotional ‘clutter’ in 
the marketplace. The nature of viral advertising seeks to present the advertising narrative and message 
as spontaneous and unsolicited, whilst disguising the true promotional source behind the campaign 
(Swanepoel et al, 2009).
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As years have gone by and new media and communicative phenomena have appeared, research on the 
users’ motivations to share their experience with a brand through word-of-mouth have given way to studies 
that, without forgetting their origins, focus on the reasons to share content of any kind through email or 
social networks, and later, on ad content, or more specifically on viral video ads (Dafonte-Gómez, 2014).

Besides, social media marketing and viral advertising online media to increase brand visibility 
awareness and viral marketing is the new complement. It also includes a wide range of mouth market-
ing function to spread online. Social media provides a quick and effective spread of viral messages. The 
cost is minimal and effective. Interesting viral ads are spread quickly through social media. This has 
increased the awareness of the brand.

In the growing social media space, advertising narrative often are communicated through a social 
network in which consumers explicitly connect with others, disclose their personal information, and 
can deliver relevant messages to their personal contacts using various applications and platforms. In 
particular, the Facebook group application provides unique functionality and has been recognized as a 
promising tool for advertising communications. Because advertisers can send viral messages through 
this application, it is crucial to consider these groups when examining the impacts of Facebook use for 
generating and promoting effective viral advertising campaigns (Chu, 2011).

A very successful viral advertising narrative including a social message is Dove’s “Real Beauty” 
campaign. Its YouTube video named Dove’s Real Beauty Sketches campaign went viral and reached 
nearly 30 million views in 10 days, and it became one of the top viral commercials of 2013. It added 
more than 15,000 YouTube subscribers to Dove’s channel over the following two months, not to mention 
substantial increases in followers on Twitter and Facebook as well (Libert & Tynski 2013; Petrescu, 2014).

Viral advertisement’s appeal and content, especially in a highly emotional and humor context, need 
to fit the profile of the brand and the target market and present relevance for the specific situation. A 
main characteristic of viral advertising narrative refers to a relevant, organic content of the ad, adapted 
to the characteristics of the brand and its consumers.

Viral advertising narrative, in the minds of permanent advertising messages, convincing informa-
tive, compliance with consumer value judgments that for consumer insight is important for advertising 
purposes. In this respect, social media is a very important platform for viral advertising narrative. Fast, 
cheap, effective, viral advertising telling of the importance of social media platforms have measurable 
increases with each passing day.

Nowadays brands, advertising in various media in order to maintain active communication with our 
customers, sponsorship, public relations and so on they must continue to work intensively. Especially 
nowadays to keep a current customer in terms of the brands is intense competition has become more 
difficult to win new customers. Therefore, brands, communications electronic word of mouth on the 
internet (eWOM) should actively use social networks as one of the platforms was carried out in the best 
way. In this way, it should take advantage of viral marketing and viral advertising brands.

This study provides a theoretically definition of viral advertising and viral advertising narrative. 
Academics and professionals alike can build upon this definition to explore this important new field. 
With large communication technological and cultural changes looming on the horizon for the advertising 
industry, viral advertising will be an increasingly important force in the near future. Technology based 
communication is faced with a new phenomenon: Viral Advertising.
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KEY TERMS AND DEFINITIONS

Electronic Word-of-Mouth Communication (eWOM): eWOM communication refers to any posi-
tive or negative statement made by potential, actual, and former customers about a product or a company 
via the Internet (Hennig-Thurau et al., 2004).

Viral Advertising: Viral advertising, word of mouse marketing, or buzz marketing are buzzwords 
referring to viral marketing techniques that use preexisting social media platforms and other technolo-
gies to try to produce increases in brand awareness or to achieve other marketing objectives through 
self-replicating viral processes, analogous to the spread of viruses or computer viruses.

Viral Advertising Narrative: Most effective integrated marketing communications are driven through 
a core viral advertising narrative, will coordinate all elements of the communications mix and have a 
presence across viral marketing. The more an advertisement encourages narrative processing and therefore 
becomes linked to the consumer’s self-concept, the more meaningful a brand becomes. Narrative-driven 
viral marketing communications triggers memory by personalising company products; consumers feel 
that these products are integral to the expression of their individuality, their lifestyle, their notion of self.
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Viral Marketing: Viral marketing is a brand strategy that uses existing social networks to promote 
a product. Its name refers to how consumers spread information about a product with other people in 
their social networks, much in the same way that a virus spreads from one person to another (marketing-
schools.org).

This research was previously published in Narrative Advertising Models and Conceptualization in the Digital Age edited by 
Recep Yılmaz, pages 167-183, copyright year 2017 by Business Science Reference (an imprint of IGI Global).
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ABSTRACT

The aim of this study is to examine transformation process of the advertising narration in Turkey. For 
this purpose, the chapter is divided two parts: In the first part of the study, the components of the ad-
vertising narration are defined in order to form a set of concepts. Basic concepts of narratology such 
as narration, focalization, narrative situations, narrative time, tenses, moods, narrative styles, fictional 
space, chronotopes, characters and discourse are defined and how they are confronted in advertising 
narration is shown. In the second part of the study, advertising narration in Turkey is divided into peri-
ods in parallel with the historical, social and technological developments and the transformation of the 
advertising narration within these periods is clarified. It has been examined between 1840-2017 years, 
and the transformation of advertising narration components has been disclosed during periods. The study 
is concluded with an evaluation on the future of advertising and the advertising narration in Turkey.

INTRODUCTION

Advertising and the understanding of advertising in Turkey have undergone a distinct change just like 
in other countries since the first advertisement given in 1840. The regime change that emerged with the 
declaration of the Republic has led to revolutions in many areas. The most important of these seems to 
be the alphabet reform with regards to advertising. Besides the language change that occurred with the 

Historical Transformation of the 
Advertising Narration in Turkey:

From Stereotype to Digital Media

Recep Yılmaz
Ondokuz Mayis University, Turkey

Ali Çakır
Ondokuz Mayis University, Turkey

Filiz Resuloğlu
Kocaeli University, Turkey



1381

Historical Transformation of the Advertising Narration in Turkey
 

changeover from the Arabic alphabet to the Latin alphabet, in parallel with the rest of the world, social 
change, the transformation of the economic structure, globalization and technological developments can 
be shown as the key elements that determined the transformation of advertising in the Republic period 
in Turkey. The use of stereotype from the very beginning, the coming out of the narrative advertising, 
creative revolution, and the complexification of text organization, the coming out of multi-expression 
and new channels, interactivity and new practices like augmented reality can be said to be determinant 
in terms of advertising narration.

The aim of this study is to disclose the historical transformation of advertising narration in Turkey. In 
the first part of the study, the components of the advertising narration are defined in order to form a set 
of concepts. Basic concepts of narratology such as narration, focalization, narrative situations, narrative 
time, tenses, moods, proposition, fictional space, chronotopes, characters and discourse are defined and 
how they are confronted in advertising narration is shown. In the second part of the study, advertising 
narration in Turkey is divided into periods in parallel with the historical, social and technological devel-
opments and the transformation of the advertising narration within these periods is clarified. The study 
is concluded with an evaluation on the future of advertising and the advertising narration in Turkey.

COMPONENTS OF THE ADVERTISING NARRATION

Narratology is uttered as the theory of the narration structures. A narrative theorician is called someone 
who dissects the components of the narration concept in order to study a structure or reveal a structural 
description and later tries to determine the functions and relations. They make distinction among almost 
all theories on narration, the story and the discourse. Two kinds of narratology come out here. The first 
one is discourse narratology that analyses the stylistic preferences on the tone which determines the 
form or the realization of a narrative text. In addition to this, discourse narratology takes an interest in 
pragmatical characteristics which provide contextuality for the text or the performance within the context 
of social and cultural frame of an act. In contrast to discourse narratology, story narratology focuses on 
the actual units which organize flow of events and themes around directive elements and chain of events 
and emplot it. Advertisement is accepted as a type of narrative and positioned collaterally. We may have 
a general idea of advertising narration by adapting the set of concepts presented in this part of chapter 
to advertising channels (Jahn, 2012, pp. 43-47; Currie, 2010, pp. 33-35; Ryan, 2009; Huisman, 2009).

Narration, Focalization, and Narrative Situation

Narration

The term voice which is used as a synonym for narration in narratology reflects the relationship between 
the subject of the verb and the action the verb states. The important thing is narrator in narration and 
this term is used as the person who fulfils the narrative action. Narrator is put under into two categories 
as overt narrator and convert narrator (Jahn, 2012: s. 61-64). In advertising narration, the narrator is 
obvious. Especially, in TV commercials the narrator manifests itself on two levels as voice over and 
inner sound. There are different types of announcer such as celebrity, someone who uses the product, 
expert, and someone who witnessed the benefit of the product and advertiser in terms of inner sound.
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Apart from these, there are two approaches towards narrator which are homodiegetic narrator and 
heterodiegetic narrator. In the first one, narrator takes place as a character in the story; in the secod one, 
however, narrator does not take part as a character in the story (Jahn, 2012: s. 61-63; Currie, 2010, pp. 
65-85). It is possible to classify the definitions presented in the previous paragraph within this scale.

Paralepsis and paralipsis appears as two types of mistakes. They basically occur as a result of break-
ing H.P.Griece’s Cooperative Principle. Paralepsis means talking too outspeaking and narrator exceeds 
his authority. In the first person narration, the narration of the events which he cannot witness as being 
one of the characters, can set an example for this. On the other hand, paralipsis reflects reticence. Here 
narrator may not convey something critical or talks too little. Paralipsis can be repaired through some 
ways such as adapting the framework, presenting as a stylistic mistake and looking for a convertible/
changeable framework.

Focalization

The focalization or mood concept is also a metaphoric term taken from grammar just like voice. While 
a mood in grammar reflects the forms of indication, subjunction, condition and etc. of a verb, in nar-
ration, it is used to mean the enunciation level of the text and different points of views to present the 
action. Here “Who sees?” is the valid question instead of “Who speaks?”. Internal focalization is that 
data given in a text is presented from the viewpoint of one character and limited to that caharcter’s per-
ception level. External focalization is not limited to characters’ perception level on the other hand. The 
perceptive tendency is on a narrator out of the characters. There are four types of focalization as fixed, 
variable, multiple and collective except from internal and external focalizations (Jahn, 2012, pp. 68-70). 
These factors are valid for printed advertisements yet audio for radio advertisements and audiovisual 
codes for TV commercials can be said to determine focalization. Especially there is a direct focalization 
in advertisements where camera is used. Here camera angles, shooting scales, camera movements and 
scene to scene transitions can be seen as primary elements for focalization.

Narrative Situation

Narrative situation is a concept used to determine the prototypal situations which were developed by F.K. 
Stanzel in his book Typische Formen des Romans (1997). Those prorotypes are made up of a compli-
cated intersection of elements such as involvement, pragmatic knowledge/information, reliability, voice 
and focalization. Stanzel specified three types of narrative situations as first person narrative, authorial 
narrative and figural narrative. The first person narrative represents the narrative narrated by the narra-
tor who takes place as a character in the story. This type is the narrative of the personal experiences.In 
other words, the narrating “I” and the one who experiences is identical. In the first person narratives, 
the first person singular pronoun refers to both the narrator and the character. If this type of narrator is 
the main character, s/he is called “protagonist”, if s/he is one of the supporting characters, S/he takes the 
name “witness”. Authorial narrative situation can be defined as the narrative told by a narrator who is 
outside the world of the characters. In other words, the narrator is not a character in this type of situation. 
Therefore, s/he tells the story of others. As for the figural narrative, it stands for the narrative which is 
told as if it is seen from through eyes of a character. Here, there is no apparent narrator. The narrator 
is neither the main character nor a supporting character. The narrative is narrated by a hidden narrator 
(Stanzel, 1997, pp. 15-56; Jahn, 2012, pp. 71-73).



1383

Historical Transformation of the Advertising Narration in Turkey
 

In narratology, narrative distance concept reflects the temporal and psychological distance between 
the narrating and the living “I”. Generally, the narrating “I” is more experienced and smarter than the 
living “I”. Narrator types can be seperated into subgroups. At this point, fictional autobiography, story 
of initiation and skaz narrative types can be used for the fist person narrative mode. In the authorial 
narrative, the position of the narrator rarely changes. Reflector mode narration, referentless pronoun, 
familiarizing article, slice of life story and mirror trick can be mentioned for the figural narrative (Jahn, 
2012, pp. 72-79; Prince, 1982, pp. 166).

The types out of Stanzel’s classification can be stated as we narrative, second person narrative, si-
multaneous narration and camera-eye narration (Jahn, 2012, pp. 71-73; Currie, 2010, pp. 123-147). The 
intersection of narration and focalization determines the narrative distance directly in advertising text.

Narrative Tenses and Modes

Time is a key phenomenon for humankind to understand the outer world. Human is in time along with 
culture, duration and language. From the philosophical view, time can simply be divided into two com-
ponents as inner and exterior time successively. As for the philological point of view, time reflects the 
social environment, past and planned future which all belongs to both real and the fictional world. Linguist 
E. Benviste states that the world’s physical time has the characteristics of continuity that is routinised, 
eternal, and linear and seperable as requested. In this case, time doesn’t change when it is taken external. 
In terms of mental point, time becomes a changeable phenomenon that varies in accordance with human 
perception. It is unchanging as it has no beginning and no ending. It is changeable as people think of it 
chronologically. In other words, time is a phenomenon that occurs through intersubjective interaction 
in the historical backround. Physical time and social time are different from each other. We come to the 
same conclusion in terms of the topic discussed here. Just as physical and social time reflects two dif-
ferent phenomenons, time in a narrative reflects a phenomenon independent of physical and social time 
(Benviste, 1995, p. 130; Narlı, 2002).

In terms of narratology, language, with its structure that can express the variability of time, displays 
a view which puts the events of past, now and future in place.We perceive these three dimensions in 
a text via language and its indicators. Together with this, language does not only have this function in 
a text; it grasps the reader into its time and presents him social, cultural and emotional beings. It gets 
involved into his inner time. Literary texts based on the principal of narration welcome the the reader 
with three dimensions. The first dimension is the time of the story itself. This corresponds to the time 
and the duration of the events narrated. The second one is the time of the narration. It reflects the time 
when the events are lived and perceived. The third one is the time to put on the paper.It reflects the 
time and the duration the author wrote his work. Reading time can also be added to this table when it is 
thought within our general narration model (Aktaş, 2013, pp. 49-64).

When the events occur, they require idiocratical logic. The thing in question here is a fictional time 
zone/period of time. If the narrator does not witness the occurance time of the events, a narration time 
is mentioned besides this time and this time zone is fictional just like the reading time. Writing time, on 
the other hand, is real which can be measured. It differs from the reading time -the different times the 
published text meets the readers-at this point. There are also other denotations. Narrator can organise the 
time in the work using the means of language diachronologically or synchoronologically. In diachronic 
narration, although there is a linear progress, the time of the narrated events and the real time are not 
equal to each other. Narrator refers to leaps in time-editing. In synchronic narration, the duration of a 
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past or future event equals to the real time (Narlı, 2002). All those fictions between the real and the fic-
tionalised world are necessary elements for a narration as time turns into a human-specific time when it 
is used according to a type of narration and narration finds its real meaning when it becomes a condition 
of a temporal existence (Ricoeur, 2007, p. 108).

Narrative tense is a phenomenon that stems from the difference between the time where narrator 
realises speech act and the time which is lived in the stories. There are two obvious types the first one 
being narrative past and the latter is narrative present. If a reference is seeked in a narrative, two figural 
formations are seen. The first of these is discourse now; the second one is story now. Tense switch/
tense shift, narrative present, historical present, gnomic present/generic present, synoptic present, r 
etrospective narration, concurrent narration, prospective narration, flashback, flashforward, discourse 
time, story time, isochronous presentation, speed-up/acceleration, slow-down/deceleration, ellipsis/cut/
omission, singulative telling, repetitive telling and iterative telling are other time concepts (Casparis, 
1975; Margolin, 1999; Jahn, 2012, pp. 95-105; Prince, 1982, pp. 26-34).

Proposition

It is useful to have a look at the first narrative concept before this. It has been mentioned that the mimésis 
ve diégésis concepts were reconceptualised as showing and telling successively. In this case, showing 
defines the narrative mode where there is hardly a narrator and the reader witnesses the events himself; 
telling, on the other hand, defines the narrative mode where the narrator has an obvious control over the 
presentation of the actions, characters and the point of view (Jahn, 2012, p. 104). In narrative theories, 
there appeared a rule in time as “Don’t tell, just show!” and this revealed a concept called proposition 
which affected the deep narrative structure . These two elements play a key role in copywriting process.

Proposition has a meaning close to theme, path and governing idea, yet, relaively, it is a concept 
whose limits are definite and that is suitable to the structural types of the narratives. The concept is used 
as equivalent of the English word “proposition”. It reflects a sentence of judgement presented to the 
audience by a film. The renowned narrative theorist Lajos Egri puts the proposition in the center of the 
Dialectical Narrative Method which he developed in his work Art of Dramatic (2004). The writer defines 
the concept as the message submitted by the fiction shaped as a result of the conflict between pivotal 
caharacter and the opposing character. However, proposition is not presented obviously in narratives; 
on the contrary, it is presented on an imlicit platform. In fact what we call narrative is the presentation 
of a proposition. Proposition is positioned implicitly. If it was positioned in an obvious way, a narrative 
would be made up of afew sentences. Theorists conceptualise the state of implicity here as “Don’t tell, 
just show!”. The rule emphasizes an aproach based on that the writer does not tell the proposition directly 
but the reader himself tries to understand the proposition. It is used especially in soft sell advertisements. 
It should not be forgotten that pictographic and figurative signs/indicators have an important role in 
the formation of the meaning presented by the proposition as well as linguistic signs. Proposition in an 
advertisement should be specific more than general (Egri, 2004; Booth, 2012, pp. 15-32; Mayer, 2004; 
Taşkıran & Yılmaz, 2013, pp. 118-120).

Chronotope and Fictional Space

One of the important things to be taken into consideration is chronotopes. Chronotope is a term coined 
by M. M. Bakhtin. Time and space is a different issue, the thing here is the space which reflects the time. 
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While time shapes in flesh and bones via chronotope, space is given a meaning by time and history in 
the same way (Jahn, 2012, pp. 106-107; Bakhtin, 2001, pp. 315-333; Irzık, 2001).

Literary space is the place where objects and characters are placed; in other words, it is the environ-
ment in which characters live and act. Literary space is a general concept and exists in a narative in 
two ways. Environment where one of the episodes of the story occurs, story space and the field where 
narrator tells his narrative and narrative situation occurs, dscourse space. Spaces belong to everything 
in the story as well as the characters. The place that is mentioned as here in the story is called story 
here; the place mentioned as here in the discourse space is called discourse here. The concept of a place 
attributed a lot of meanings reflects a special attribution to a place in the narrative. In some narratives, 
characters may attribute a special meaning to some places. This can be both a bad past memory or a 
hope for the future. It should be kept in mind that the descriptions of places have always something to 
to with the underlying narrative situation of the story (Jahn, 2012, pp. 106-111). In advertisements the 
place is presented directly. It is not necessary to evoke the fantasy here as it is in other types of narra-
tives. However, in advertisements on fields such as tourism or architecture fantasy is evoked. In other 
words, if the place is the thing in the advertisement, in advertising narrative, the place is turned into a 
place that is attributed a special meaning.

Characters

There are a wide range of character types used within narratology, and a character is ascribed an utterly 
different meaning in this field. Character defines persons who do the acts in a narrative. There would 
not be a plot without acts. Specificity level is determinant of the distinction between character and type. 
A character is someone who is idiosyncratic. On the other hand, a type is an overall notion. Everyone’s 
personality structure is as different from each other as snowflakes, yet it is also possible to classify 
persons within specific templates. These classifications are called “type” (Baldick, 2001, p. 265; Özak-
man, 1998, pp. 114-133). A grocer, an academic member, an inspector may all set an example for types. 
As for a narrative actor, s/he is the character in action. In terms of narratology, character has a statical 
meaning. People with specific features are called characters. When the characters are considered in 
terms of function, they are described as actors. A character ranks as an actor when he acts so as to posi-
tion himself in some way within narrative. That is to say, actor concept is related to narrative actuality 
(Jahn, 2012, pp. 112-119).

In a narrative, the most important factor that leads characters to be perceived by some means or other 
is functions they undertake within the story. They are supposed to have essential qualities to perform 
these roles. These qualities may both be good or bad, as no one is perfect. Some persons are pure while 
some are rotten. Some are bright, some are obscure. When we constitute our environment in our daily 
life, we might utilize people who have the qualities we look for. Not many people appeal to you, yet in 
a narrative, every character type is essential and serves a purpose. Even if a characterless person has a 
function in the plot, s/he may take place within the narrative. As a matter of fact, ironically, there are 
very few characters that can be said to be perfect in narratives. Most of the characters are actors with 
deficient or defective personalities. Authors value mental deficiencies more than absolute morality 
(İlerialkan & Yılmaz, 2015).

Narrative theorists have various classifications. The first classification is done according to the sig-
nificance level of the character. As to this, we may seperate character types three ways as protoganist(s), 
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second-degree proroganist(s) and persons who play a smaller role (Kıran & Kıran, 2011, p. 214). In The 
Lord of the Rings, characters like Frodo and Aragorn are protoganists, characters like Meriadoc (Marry) 
and Pergrin (Pippin) are second-degree characters, Hobbit who tells dark cavalry where Baggins are 
when the door is knocked, is the character who plays a smaller role.

Another classification about characters is done according to their relations. In a narrative, the re-
lationship between character A and character B, the relationship between character A and character C 
and the relationship between character B and character C would be different from one another (Kıran 
& Kıran, 2011, p. 214). In The Lord of the Rings, Gimli’s relationship with Logolas and Aragorn is 
different. Also, the relationship between Legolas and Aagorn is different from the relationship between 
Aragorn and Gimli.

Formation of double groups like husband/wife, friends/enemies, mother/daughter or triple groups like 
husband/wife/lover, mother/father/child is another method for character classification. Apart from these, 
characters may be classified in political, social, professional groups, in unity associations such as love, 
family, trade bodies, in rivalry groups that show up in love and professional life, in opposing groups such 
as man/woman, single/married, young/old (Kıran & Kıran, 2011, p. 214). There are also conceptualisa-
tions that are peculiar to the narrative theorist out of these general classifications. E. M. Forster lays an 
emphasis on two character groups as being flat and round character. Flat character is statical; S/he does 
not change within the story. The latter undergoes a change (Jahn, 2012, pp. 116-119; Forster, 1985). 
The characters in The Lord of the Rings are flat characters. On the other hand, the characters in G. R. R. 
Martin’s The Song of Ice and Fire book (2013) are round characters. Deanerys Targaryen is a child. Her 
elder brother makes him marry Khal Drogo, the leader of Dothraki army, to gain the throne. In time, 
she becomes a Khalesee. Arya Stark is a child, too. She is the youngest daughter of Lord Stark. She has 
an adverse humor yet as the states of affairs change, her character will change. As a result, her character 
undergoes a change, too. First her father, later other members of her family will be killed. She becomes 
desolate as a child. She has to defend herself. She is not that child Arya anymore. We cannot see a distinct 
difference between Frodo who lives in Shire and Frodo who throws the ring into fire (Yılmaz, 2014).

According to dialectical narrative model, pivotal character and opposing character play the princi-
pal role. Propp puts an emphasis on seven character types as the villain, the dispatcher, the hero, the 
donor, the helper, the princess and the false hero. Apart from these types, there is another distinction as 
confidant characer, foil character, choral character (Jahn, 2012, pp. 116-119; Kuzu, 2001). Sam in The 
Lord of the Rings may set an example for the confidant character. Confidant character helps us know 
the pivotal character better as the pivotal character confides him. If a confidant character is not placed 
in the narrative, two choices are left: Either direct information about the pivotal character must be 
given, but this will decrease the aesthetical value of the text, or the pivotal character is rendered mysti-
cal. Foil character, defines the extras that brighten a valuable character like velvet. Such characters are 
functional. The function of foil character is dialectical. If a character is desired to have courage, S/he 
might be met with a coward. For instance, while character A is running away in a situation, if character 
B acts venturously in the same situation you do not need to say that character B is a brave person. In 
some situations, however, you must make characters tell such things to each other as setting a stage for 
every accident would extend the time of the film unless you do this. Choral characters undertake such a 
function. Choral character is the name given to those who do not have an important role in the general 
story cyclically like greengrocer, grocer, and shoeblack. They only confirm certain things or make small 
definitions. Roles of such choral characters are limited to these scenes and their existence is functional.
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Having mentioned Propp’s character types and Greimas’s actantial model, Öztokat states that deficiency 
and fullfilment situations shapes characters within the context of sender and receiver. At this point, she 
emphasizes that emotional and passionate roles path will play a significant role to get us comprehend 
the underlying structure (Öztokat, 2005, p. 125).

Narrative Discourse

A narrative text can be defined as the process of substitution and exchange of narrator’s discourse and 
character’s discourse (Dolezel, 1973, p. 4). While narrator’s discourse expresses narrators’ expressions, 
interpretations, and explanations about the events, characters’ discourse means dialogue and monologue. 
Attributive discourse, direct discourse, indirect discourse, stream of consciousness, interior monologue, 
soliloquy, psychonarration and narrated perception are other important narrative discourse concepts 
(Jahn, 2012, pp. 120-130; Genette, 1980; Tekin, 2011, pp. 264-275). Discourse is appeared similarly in 
visual, audial and audivisual advertising channels.

ADVERTISING NARRATIVE PERIODS IN TURKEY

From the Beginning to the Stereotype

The starting date and the development of the advertising in Turkey is rather retarded. The late arrival 
of the printing press and the newspaper can be shown as the reason for this. The establishment of the 
printing houses by the Jewish, the Greek and the Armenian living within the boundaries of the Ottoman 
Empire dates back to the 15th century, yet, with the help of the Empire, the establishment of a far reach-
ing printing house/press could only be succeeded 300 later (Koloğlu, 1999; Sabev, 2013). It took one 
more century for the increase in the number of the printing presses and the appearance of the products 
of the press. Being published by the then Khediv of Egypt Mehmet Ali Pasha from Kavala, Havadis-i 
Mısriyye is accepted as the first newspaper of the Ottoman Empire. Three years later Takvim-i Vekayi 
began its publication in the capital of the Empire. After these, being published by an English tradesman 
William Churchill in 1840, Ceride-i Havadis started its publication life but it was accepted semi-official 
by the press historians. Tercüman-ı Ahval, being the first private newspaper of the Ottoman Empire, was 
published in 1864. It was followed by Tercüman-ı Hakikat in 1878, Servet-i Fünun in 1890s and İkdam. 
As for magazine publishing, it appeared in 1860s and developed rapidly (Yılmaz, 2001).

Witnessing most of the changes and innovations undergone by the Ottoman Empire, defined by İlber 
Ortaylı as the longest century of the Empire, the 20th century is a period when press started to produce 
both domestically and abroad (İnuğur, 2005; İskit, 2000; Şapolyo, 1969). A group called Young Turk 
press and made up of Ottoman intellectuals educated in the Western way lead to a series of changes 
notably socially and politically. Primary source of these activities called Young Turk press is abroad. 
There can be seen 116 different press products/outputs beside some newspapers published one or two 
issues and the far reaching Muhbir and Hürriyet newspapers (Tütengil, 2011, p. 6).

The period starting from Takvim-i Vekayi showed that the press and life mentality are parallel and 
the press had started to be a power, because, the first restrictions towards the press were imposed in this 
period of time (Birinci, 2006). In the following period when Abdülhamit’s ascended the crown, censor-
ship became stronger. Moreover, newspapers had been censor audited before they were put in to print 
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(Demirel, 2007). There had been a huge increase in the number of the press products after the declaration 
of constitutional regimen again. This atmosphere of freedom did not last long and got dimmer gradually 
with the power grab of the Comity of the Union and Progress. The number of the newspapers published 
in İstanbul decreased to 63 on the eve of World War I (Kocabaşoğlu, 2010, pp. 8-9).

Press continued to exist during the War of Independence which started just after World War I, but it 
had some difficulties both technically and in terms of content. It is known that some newspapers were 
published on railcars and some could not be published for a long time because of lack of typesetters. Also, 
it would not be wrong to put the outputs of press that were produced during the War of Independence 
into two categories as pro-War of Independence and backer of İstanbul Government. The effects of this 
can be seen today (Coşar, 1964; Çakır, 2013).

With the Industrial Revolution in Europe, there has been a serious change in the economy. Production 
structure of Fordism brought a standardized centralized production resulting in a rise in manufactur-
ing and the production rate lead to surplus production. Surplus production is what caused competition 
(Konyar, 2000). Competition can be said to be the first social concept what forms a basis for advertising.

First examples that can be named as advertisement were fulfilled by means of common criers and 
barkers. A dateless Ottoman Turkish document which was obtained from the archive of Kapuçin priests 
in Paris and which belongs highly likely to the late 17th or early 18th century is the first written example 
of advertisement within Ottoman territories (Çakır, 1996). This leaflet printed in Venice had been pre-
pared for a drug/medicine (Koloğlu, 1999, p. 22). Occidental tradesmen can be said to be in an effort like 
advertising with the pictures they paste on the letters they sent to their co-workers in Ottoman Empire 
within the same period (Çakır, 1999). Later, simple leaflets appeared and it continued till the showing 
up of the products of press. It is necessary to study some approaches about advertising before products 
of press. As the civilizing process of the Ottoman Empire started late comparatively, the lateness of 
advertising products can be accepted normal. The reasons for this latency is said to be the lack of free 
market conditions, the prevailing idea in the traditional Ottoman thinking that ‘’showing is exposing 
and shame’’ and the identification of the Arabic alphabet with holiness. When compared to Europe, the 
backwardness of advertising can be explained with the delay of technology. As political economy is a 
highly far reaching subject, it is not possible to analyze it in detail in this study therefore such a necessity 
as moving through the examples of advertising arises. Because in nearly all press products published 
in Ottoman Empire, there is advertising and this includes three fourths of newspapers (Yılmaz, 2001; 
Koloğlu, 1999; Yavuz, 2007; Kocakaya, 2016).

As the first written press products in Ottoman Empire are in foreign language, the first examples of 
advertising are also in these publications. The rise of Turkish press and Balta Limanı Agreement which 
lead to fundamental changes in business life in Ottoman Empire took place in nearly same time and 
this formed a basis for the development of both. That is the reason why one can see advertisements of 
imported products more until the beginning of 20th century. On the other hand, it does not mean that 
there is no advertisement of a domestic product.

Ceride-i Havadis, published by a private entrepreneur, is one of the first products where professional 
advertising took place in press. The newspaper makes public that it would allocate a separate room for 
advertisements and the type of advertisements to be allowed just in its second issue. Koloğlu takes this 
statement as the date of the conscious start of the advertising activities (2009, p. 32).

Continuing to develop gradually in various ways, advertising started to maintain with contents such 
as government advertisements, imported product promotions, bank advertisements. The first initiative 
that attracted institutional attention in this period was the effort to spread the propaganda to the entire 
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trade sector in 1880. Especially European products which were monopolized by tradesmen of Pera-Galata 
region crossed the region and started to be asked for in Sultanhamam-Sirkeci region where majority of 
the wholesalers are Muslims. Therefore, The Ottoman Guide, the Almanac of the Trade and Industry 
Yearbook was published with an understanding that it was necessary to deal with almost all the cities 
of the state (Koloğlu, 1999, p. 105). This innovation has brought together the establishment of advertis-
ing agencies. Founded in 1909 by entrepreneurs who are not Ottoman citizens, the Advisory Collective 
Company is the first advertising agency. In 1919, Hoffer-Samanon and Hulli Adagent Agency accelerated 
the pre-republican advertising work. In particular, this agency provided the agency to settle the concept 
of centimeters in the Turkish advertising sector and to implement Sandwichman in the following years 
(Çakır, 1996; Yilmaz, 2001).

Figure 1. The first advertisement call in Turkey
(Ceride-i Havadis, Augst 1, 1840, p. 3)
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Provision of a partial professionalism in advertising has emerged after 1870, with the celebration of 
the praising act and the demonstration of the female figurine in the introductions. The use of stereotypes 
in advertising in the Ottoman period can be considered as a turning point in text formation in terms of 
advertising narration. It extracts this ad from only one copy and converts it to text. Especially when the 
titles are added to the announcements, it has led to the establishment of the relationship between the 
title and the trunk and to change the way in which the texts are interpreted.

It can also be said that a partial process of professionalization has begun in advertising after this 
period. Imperative mood and uncompleted sentences that were used in the first examples of advertising 
were replaced by texts which explain the product comprehensively. It is observed here that the texts are 
shortened and presented with embellished frames in a certain place on the page. The use of celebrities 
in the advertisement also starts to be seen from this period. All these developments coincided with the 
years when the Ottoman Empire got involved in World War I. The economic stagnation that followed 
caused these developments to come to a halt. In addition to this, along with the National Struggle, the 
propaganda side of the newspapers started to come to the fore, and the advertisement stayed in the 
background for a long time. With the establishment of the Republic of Turkey, advertising has entered 
a new era. This period can be described as the new era of advertising narrative.

Emergence of Narrative Advertising

The most prominent feature of the Republican era is that a revolution in the country has been made. Along 
with the change in the regime, radical changes have been made in social life. With the hat revolution, 
the fesler was abandoned and the religion and the state works were separated from each other by the 
establishment of the Laisian mentality and with the alphabet revolution the Arabic letters were replaced 
with Latin letters. However, due to the difficulty of adaptation to the new system in the first years of 
the Republic, advertising texts were being created with both Arabic and Latin letters (Yılmaz, 2001).

Figure 2. Example of steotype use
(İkdam, Augst 11, 1901, p. 4)
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After 1920s, when there were mainly bank advertisements, the 1930s were devoted to the National 
Mobilization. The development of brand insight falls on this period. One of the thematic elements of 
this period is that women are beginning to see the presence of ads appealing to their gender. It can be 
said that the settlement of gender equality has also spread to advertisements the ability of women to 
represent themselves as individuals within society. The following expressions are observed in a cosmetic 
commercial published in the period (Yılmaz, 2001):

Bow lips, thinly plucked eyebrows, vibrant colors... The pink-white beauty period is now over. The con-
cept of beauty enters into the magnetic field of Hollywood movie stars. Hair models and makeup are 
all directed to mysterious beautifuls such as Jean Harlow and Marlene Deitrich. Besides curly hair, 
delicate-collective forms that give kindness and nobility to women are also popular. Coarse curls are 
under control by hairdressers. Two or maybe three shampoos should be used every three weeks.

In these years when radio broadcasting began, the first advertising banner and the first advertising 
book were published; the real development in terms of advertising narration was the emergence of nar-
rative advertising. However, even if the narrative survived infancy, it could not get away childhood. Ads 
that use hard sell were uninspired in terms of proposition. “Do not tell! Show!” mentality was absent 
in this period. The period was a “tell it properly” period. This was the case all over the world. Humor 
was occasionally used to color the advertising narrative, but this could not save the ad from an artificial 
dimension. The translation of the text in Figure 3 is as follows:

Neither compliment nor sweet language could bring this woman round! He begs her to accept his love 
for eight months. However, if there were half a kilo of green lentils instead, it would take care of that. / 
People’s Groceries, Muhteşem and His Sons

As it can be clearly seen in both of the texts above, the narrator has an important function in the 
semiotic organization of the texts and this can be seen in all of the advertisements of the period. The 

Figure 3. Sample of narrative advertisement before creative revolution
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focalization is on the narrator. It has also been noted that there are not metalepsis and dialogism in this 
period. The advertisements are suspended from time and space. In 1946, a new turn was introduced.

Creativity and Renewal in the Advertising

1946-1960 can be marked as the turning point of the radio. The establishment of the Turkish Radio and 
Television Corporation (TRT) in 1964 carried mass media to another dimension. The state television 
started broadcasting in 1968 and taking ads in 1972. This new channel has expanded the dimensions of 
the advertising narrative, and the beginning of the cable-TV broadcasts in the 1970s made a considerable 
contribution to the efficiency of the channel. The establishment of the Official Announcements Company 
in 1957 and its replacement by Press Advertisement Agency in 1961 is among significant developments 
in terms of advertising policy. The establishment of the Association of Advertising Agencies in 1971 
is an important milestone in the institutional development of advertising (Yılmaz, 2001; Topsumer & 
Elden, 2016, pp. 17-21).

The demonstration of ads on TV is a turning point in terms of advertising history. It also points to the 
transformation of the advertising narrative. Audiovisual narrative was added beside the visual narrative 
which was formed via newspapers or magazines and the auditory narrative formed through radio broadcast 
to that day.TV Commercials narrative technique, however, is far from today’s advertising. As in other 
examples, hard-sell is preferred, with multiple propositions spread out in an ad, and advertisements span 
as long as 3-5 minutes. Creative Revolution is the main thing which transforms the advertising history 
in narrative terms. The declaration that this revolution fires is shown in Figure 4.

Figure 4. Lemon. The first advertisement of creative revolution. 
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In 1949, William Bernbach made an assessment that advertising should not be compromised by intel-
ligence and grace in order to increase sales. When history shows 1959, Think Small campaign will give 
him the results of this evaluation. Especially, the advertisement of the Lemon, which is located in the 
campaign, will provide the soft-sell understanding of the advertisement. If there was another advertiser, 
the headline probably wrote, “We do not sell you problem cars!” But Bernbach chose to write “Lemon” 
and built the text on this title (Sullivan, 2010, pp. 17-21). Indirectly, this narrative did not allow creativ-
ity to become a concept that defines advertising, but it placed it in the primary order. The campaign was 
the action that launced the Creative Revolution of the ‘60s. This movement which surrounded the whole 
world showed its effects in Turkey as well. In Figure 5 we see an example of this.

Looking at Figure 5, it would attract attention that how Lemon was inspired by advertising mood, 
perspective and text organization. However, the important thing in terms of advertising narrative is the 
transformation in the narrative style. This transformation has also fundamentally affected the Turkish 
Advertising History. Another effective element was the emergence of new channels.

New Advertising Channels and Complex Texts

As a result of the emergence of television as a medium and the Creative Revoluton, advertising came 
to a modern level in 1975. The cooperation with Manajans and JWT provided the entrance of foreign 
partnerships and multinational companies into our country. However, in 1979, chewing gum, beer and 
banker commercials were prohibited by political authority. In 1984, a 205-word language prohbition 
was introduced (Topsumer & Elden, 2016, p. 21; Yılmaz, 2001; Çamdereli, 2011).

After the 1980s, with the pressure of advertising agencies, the idea of   setting up television channels 
came to light first in local governments. In 1990, Magic Box was the first private television channel 
established.The period of economic crisis in 1994 caused advertisers to make their own advertisements 
but it did not work (Bir & Ünüvar, 2000, Cankaya, 1997, pp. 76-77).

Figure 5. Sample of creative revolution in Turkey: “Murat’ın Dünya Görüşü / Murat’s Worldview”
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The widespread adoption of the Integrted Marketing Commumication (IMC) concept in the 1990s 
radically altered marketing understanding. New channels were also started to be used in those years.First 
examples of P.O.P (Point of Purchase) applications were seen in this period. In 1997, it seems that the 
importance of Billboards increased. This increasing diversity of media made it necessary to establish 
media planning agencies. It is observed that more attention is paid to public research in this period. It is 
a period when the 1900s’ global advertising concept is set in place and the first examples of Green Mar-
keting are seen. This marketing understanding has deeply affected food advertisements (Yılmaz, 2001).

The most significant change in terms of advertising narrative between 1975 and 2000 can be seen as 
an increase in media diversity. Diverse advertising channels have caused change in the style of transmis-
sion of the story. This change can be described as simultaneous multiple narrative, and it has enabled 
the emergence of the first examples of Transmedia Stroytelling, which anticipates the dissemination of 
the story and reveals side stories there. The narrative that is now in the advertisement is not fixed, but 
has a dynamic and versatile dimension according to the features and capabilities of the channel. The 
proliferation of the Internet has given rise to a whole new era of advertising narrative.

Narrative Advertising in the Digital Age

2000’s are a period when internet technology starts to settle.In fact technology has now given its name 
to a new era: digital age. During this period, studies on database mining and narrowcasting have led 
to the mass marketing to be replaced by private marketing. Again, in this period, product-focused and 
customer-focused advertising understanding gained importance and the sensitivity towards correct infor-
mation increased. Moreover, advertisements whose effects can be measured have become more popular 
(Yılmaz, 2001, Elden, 2009, p. 153)

Today, studies on augmented reality in Turkey are underway and new advertising practices are being 
developed where the interactivity is dominant. The target audience is now being associated to advertis-
ing narrative and they take roles as actors in the progress of the narration. It is obvious that the levels of 
the reality in the advertisement would change with the proliferation of VR and smart glasses soon. The 
transformation of reality will, in mimetic terms, bring about a fundamental change over the advertising 
narrative.

CONCLUSION

Advertising can be an attractive and influential area only to the extent of itums creativity. On the basis of 
creativity in advertising, there is a narrative. In 177 years of history, advertising in Turkey has undergone 
a sharp transformation and today it has begun to resonate with the global understanding. The develop-
ment of narrative in history to meet today’s conditions, the existence of a market getting powerful day 
by day, the admirable academic development in the field of advertising and the sufficiency of competent 
human resources promises for the future of advertising. In Turkey, there is a problem about advertising 
that it lacks characteristics. As a result, it is essential for its future that the advertising narrative is shaped 
along with the cultural internal dynamics of the country in the long run. For this, a long-term advertising 
policy needs to be created by the actors of the advertising industry.
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KEY TERMS AND DEFINITIONS

Advertising Narration: It expresses the way the ad tells the story. Advertising narration may be 
possible for an ad to contain its narrative components, but narrative advertising components are differ-
ent from other narrative types.

Analogue Media: Mass traditional massive devices which display activity on unidimension such as 
newspapers, radio, television.

Augmented Reality: The term which defines combined reality which is possible with applications 
in devices such as specially produced glasses, or smart phones, tablet and formed with intertwinement 
of reality and visual reality.

Digital Media: General name for communication means which has emerged with the development 
of communication technologies includes characteristics of analogue media and combines them with 
digital methods.

Interactive Advertising: Advertising that is sensitive and thus adaptive to input from the audience 
through the Internet (Danesi, 2009).

Narrative Advertising Periods in Turkey: Periods that describe the development of narrative ad-
vertising in Turkey and are classified based on the transformations in the text organization.

Narrative Components: Each of the parts that make a story possible: Plot, focalization, narrative situ-
ation, narrative tenses, modes, proposition, chronotope, fictional space, characters, narrative discourse etc.

Narrative Levels: Narrative levels (also referred to as diegetic levels) is an analytic notion whose 
purpose is to describe the relations among the plurality of narrating instances within a narrative, and 
more specifically the vertical relations between narrating instances (Coste & Pier, 2009).

Ottomann Advertising: The first period of Turkish advertising where Arabic letters are used.

This research was previously published in Narrative Advertising Models and Conceptualization in the Digital Age edited by 
Recep Yılmaz, pages 133-152, copyright year 2017 by Business Science Reference (an imprint of IGI Global).
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ABSTRACT

Evidence shows that sustainability not only helps a business case getting stronger, but also embraces a 
sustainability agenda which can stimulate innovation, pushing companies to rethink their operations, 
products and business models. In addition, during the past few years the demand for organic wine has 
increased and many Greek businesses have entered the market, advertising the superiority of organic 
wine. The main objective of this study is to portray the need for an implementation of new technologies 
in the distribution and supply of organic wine in the city of Xanthi. Furthermore, the investigation of 
consumers’ attitude will constitute the basis for further development of business strategies regarding 
sustainability and innovation in the agri-food chain. From the quantitative and qualitative data, the 
statistical analysis will provide findings on consumer behavior, attitudes, new trends, and factors that 
affect the choice of organic wine. Finally, the current paper is indicative of the general consumer stance 
towards organic-products.

INTRODUCTION

Nowadays, marketing is one of the most important factors that determine the success of a product as 
well as its life cycle. So, it is clear that marketing decision making should be effective and well designed 
in order to help the product achieve growth and furthermore sustainability. Agriculture is one of the 
key factors for a country’s economy. As years go by there is a move towards organic products, since 
consumers’ awareness towards healthy food is significantly growing. This paper aims to study the ex-
tent of consumer awareness towards organic wine, to examine in depth the criteria by which consumers 
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purchase organic wine, to research whether they consider it better for their health and to investigate the 
factors influencing their purchasing behavior. The main objective is to prove that consumer behavior is 
the basis for marketing decision making towards organic products. In addition this paper aims to show 
after a research, the importance of consumer behavior towards organic wine as a useful tool for the design 
of the marketing of the product in a wider sense.

This research, based on the literature review, combines entrepreneurs with consumer behavior and 
the results refer only to the city of Xanthi. Thus the findings of this new study are result of combination 
and they give promotional potential to the wine and organic market especially towards young consumers.

METHODOLOGY

The methodology used in this paper is that of the simple random sampling. More specific, in qualitative 
research was used the method of in depth interview and in quantitative research was used the method 
of simple random sampling. The data was analyzed with SPSS statistics and the results came up with a 
further use of descriptive statistics and non-parametric analysis. The methods used for the investigation 
of the hypothesis were Kruskal – Wallis test, Wilcoxon test and Spearman correlation.

INFORMATION ABOUT ORGANIC PRODUCTS

First of all, organic are the products that are grown organically in certified areas, with organic fertilizers 
and natural pest control and insect pests. Each organic farmer is obliged to apply to the laws 2092/91 and 
1804/99 of the European Union, to which the credibility of organic products is based (Biohellas, 2015).

As to the stylization and distribution networks, at the moment, they are not considered sufficiently 
developed. As a result, there is not enough supply of domestic products in many geographical areas 
(Kwtsis, 2015). Additionally, in certain areas where domestic production is significant, the market pen-
etration is still low due to the limited information available to the buyers. This fact supports the view 
of Thimm et al. 1992 and De Vlieger et al. 2013 that the most significant features that affect consumer 
attitudes towards organic products are firstly the distance costumers need to travel to obtain them and 
secondly the information about selling points.

For the ardent consumers of organic products, the variety of products offered needs to be taken care 
of, the price is less important while promotion aims to maintain and increase consumption. For the oc-
casional consumers of organic products, the price and the appearance of items offered need to be taken 
care of, while promotion needs to focus on health and environment.

Organic farming seems to be a good opportunity for our country, not because of the products’ higher 
price, but because it ensures production with sustainable management of natural resources and safe 
products for consumers. Another reason is that it incorporates a quality production process that can at-
tract young people with high intellectual level and can be combined with rural tourism. Furthermore, 
another argument in favor of organic farming could be that it might offer the possibility for both farmers 
and society to redefine their relationship with nature, nutrition and agriculture in general.

Greece, homeland of Dionysus, god of wine, has the longest history of wine in the world and the 
richest wine inheritance. It is a fact that Greek people engaged with the land since ancient times, given 
the comparative advantage that the exceptional Mediterranean climate offers (Bogucki, 2008).
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By the term consumption we refer to the use of each and every product in order to satisfy human 
needs, so in this respect a consumer behavior field emerges. Therefore the consumption of goods and 
hence the attitude of consumers take place on a daily and constant basis, which directly or indirectly 
determines survival, living standards, health and the general attitude of the person both in individual 
and collective level (Siwmkos,2011).

In this research, among others, the frequency of purchase of organic wine and the quantities consumed 
were measured. There was also an investigation into the preferences of respondents regarding wine of 
local and non-local production, wine outlets and consumers’ opinions on the issue of the price of organic 
wine. Finally the degree of influence that various factors have on consumer behavior, was determined 
and the consumer attitudes on various issues related to organic wine as health, advertising and region 
of origin were also defined.

The goal of marketing is accomplished through the study of the following questions: What consumers 
buy, why they buy it, where they buy it, when they buy it and how often they buy it (Siwmkos, 2011).

The most determining factors affecting consumer spending for goods and services according to the 
literature (Gould et al., 1997, Eysenck et al., 2010, Bagozzi et al., 2002) are the following:

• Economical Factors: This group includes financial data such as income, number and level of as-
sets as well as the interest rate of loans that consumers get in order to buy products;

• Biological Factors: Consumers tend to behave based on their age or sex, or both;
• Social Factors: A consumer, besides being a basic economic unit, is also a member of society and 

therefore belongs to various social groups such as family, sports associations, etc.;
• Cultural Factors: Each country has its own civilization, therefore its own culture. This happens 

because people grow up in different social conditions and thus they form their personality accord-
ing to religious beliefs, traditions, geographical region where they grow up etc.;

• Psychological Factors: People have many and different needs and in order to meet them, they 
should acquire the goods that will help them elevate the level of their lives;

• Technological and Natural Factors: With the help of technology new products are created, 
which can influence consumer behavior. Consumer behavior, however, can also change due to 
various natural phenomena (e.g. floods, etc.).

LITERATURE REVIEW

In a survey of Tsourgiannis et al. (2013) on the purchasing behavior towards wine in the region of 
Macedonia and Thrace, the results showed that: Most of the consumers were aged between 30 and 44 
and the sample could be categorized into three groups according to the factors that affect its consumer 
buying behavior. Specifically, 19% of the sample was affected by social recognition and curiosity (not 
interested in nutritional values, environmental protection and consumption of healthy products). This was 
followed by opportunists (21%), with a similar profile. Finally, 60% were interested in buying healthy 
products, and more specifically products without chemical additives, and also cared about nutritional 
and environmental protection. In conclusion all three groups knew about organic wine and were familiar 
with the product. The first two groups were prepared to pay 5% more in order to purchase organic wine, 
while the third was prepared to pay 25% more. These numbers resulted from the different factors which 
were affecting each group.
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Consumer buying behavior (in EU countries) is influenced by the qualitative characteristics of the 
products, such as the importance of healthy eating, the prices, the governmental actions and rules, the 
cultural factors, the distribution channels and the dominance of supermarket chains are highly considered 
by consumers (Allen 1997, Davies et al. 2000, Tsourgiannis et al. 2008).

In a survey of Tsakiridou et al. (2006) results indicate that consumers with high income are more 
likely to buy organic products, while a survey of Adamsen et al. (2007) shows that income does not af-
fect consumer buying behavior towards organic products.

Recent studies have shown that young consumers do not consume organic products (Gill et al., 2000, 
Tsakiridou et al., 2006), and those who are more likely to consume organic products are highly educated 
(BA) consumers (Krystalis et al., 2006).

In a survey of Bruwer et al. (2011) on consumer behavior and sensory differences in preferences with 
applications on wine marketing, the results showed that: 50% of the consumers were aged between 18 
and 34 and 77% had a bachelor educational level, but what they all had in common was a high income. 
The most important wine selection factors were flavor and fragrance. Bruwer also revealed that men 
drink more while women buy better quality and therefore more expensive wine and young people (18-34) 
drink and buy less wine than the elderly. Finally, consumption occasion and food are the most influential 
factors of consumer buying behavior of at all ages and for both sexes.

According to Schuldt and Schwarz in 2010, consumers prefer to buy expensive organic products 
because there is a perception that the more expensive the products are the healthier they are as well. 
Also, it is proved that organic products excel in nutrients compared to conventional ones, mainly due to 
extensive use of pesticides carried out in conventional products. This way, consumers feel more secure 
in the organic market because according to the research, the risk of contamination caused be pesticides 
is 30% lower in organic products compared to conventional ones.

According to data obtained from the organic sector study by the ICAP Group, the organic wine 
market recorded a marginal increase (of 1.5%) in 2010 compared to the previous year, while the bulk of 
production (about 80% in 2010) is consumed domestically.

On the matter of availability and distribution channels for organic products in the Greek market, the 
Director of Finance and Sector Studies of ICAP Group, Mrs. Stamatina Panteleou, noted: “supermarket 
chains as carrier channels, are estimated to collect 60% of total sales in organic food industry in 2010. 
Their share is enhanced as more and more chains extend to the marketing of organic food, by creating 
‘biological corners’ in their stores. Purely organic food stores (chain or individual) come next with a 
30% to about 33%, and the remaining is shared among other outlets (street markets etc.)”.

QUALITATIVE RESEARCH

The conduct of qualitative research took place in early January 2014, in Xanthi, in order to investigate 
the behavior of consumers towards organic wine. The results led to the drafting of the questionnaire for 
the quantitative research. The method of in depth interview was used to 2 focus groups of 6 people (12 
in all) and 26 questions were made to each one of them. In depth interview is described as a number of 
general questions on matters predetermined by the researcher, who monitors the discussion and sets the 
questions in order for the respondents to have the leading role (Iosifidis and Spyridakis, 2006). Twelve 
people took part in the qualitative research of which 7 were men and the remaining 5 were women. 
Regarding the marital status of the participants, the 41.6% were unmarried, 50.0% married and 8.3% 
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widowed. The monthly personal income of the respondents as a whole was reasonably satisfactory for 
this period of time, while similar increase was observed in the relationship between age and income. The 
majority have an income below 1000 euros (74.9%), out of which 24.9% gets only 400 euros.

Results

83.3% of the respondents mentioned that they were interested in the place of origin of wine. On a ques-
tion concerning the criteria by which they choose organic wine an overwhelming majority of 74.9% 
chosen taste as the most important criterion followed by price with 41.6%. Consecutively in much 
smaller percentages follow the packaging appearance (8.3%), flavor (16.6%), performance (8.3%) and 
the circumstance of use (8.3%).

Regarding the frequency of which respondents buy organic wine, 41.6% buys it once a month, 41.6% 
rarely buys it (young consumers) and only 16.6% said that they buy organic wine once a week. Regarding 
the buying habits of respondents, 58.3% buys imported organic wine while 41.6% only buys domestic.

In a question about whether consumers are interested in ecological / recyclable packaging of the wine 
they buy, the majority (58.3%) answered affirmatively over those who answered negatively (41.6%). 
50.0% of the respondents mentioned that they prefer glass bottle as packaging, of which 16.6% chooses 
it for its appearance, 16.6% consider glass as a better quality method of packaging and 16.6% choose it 
for the cork so that it does not spoil when stored. At the same time only 16.6% said they prefer the bulk 
package due to price and usability. Finally, the remaining 33.3% express no concern over packaging.

When we asked the consumers about their purchasing intentions in the case of a price increase, 24.9% 
mentioned that they would continue to buy the same amount of organic wine, the majority of 66.6% 
mentioned that they would buy less, while only one said that she will stop buying.

On whether advertising affects consumer behavior and organic wine consumption, respondents were 
equally distributed as 50.0% said ‘yes’ and 50.0% said ‘no’. The majority of the respondents (83.3%) 
positioned negatively on whether they have decided which wine to buy before their purchase, while only 
16.6% have decided beforehand what kind of wine they want to buy. 50.0% (young consumers) prefer as 
point of purchase the supermarket because it is cheaper and easily accessible, 33.3% prefer to buy wine 
straight from the producer and the remaining 16.6% buy it from the cellars as in cellars more options 
and better quality are provided.

Finally, the vast majority (74.9%) characterized the prices of organic wine good. On whether and 
how consumers can be sure that the wine they buy is actually organic, 91.6% answered that they can be 
sure, and more specifically the 49.9% mentioned labels as a factor, 24.9% named price as a factor, 8.3% 
mentioned taste and 8.3% mentioned the producer, whereas only one answered that consumers cannot 
be sure whether the wine they buy is organic or not.

QUANTITATIVE RESEARCH

The method that was used is that of simple random sampling. Feature of this method: A subset of a 
statistical population in which each member of the subset has an equal probability of being chosen.

Remarks:
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1.  This method does not eliminate the possibility of choosing a sample with extreme cases, i.e. the 
mean of any of the variables under investigation can vary randomly from the average population. 
This risk is increased in cases where:
a.  The population is small;
b.  The sample is small;
c.  The allocation of the variable price is uneven (does not follow the normal distribution);

2.  In this sampling method, the characteristics of the population are not taken into consideration 
(Stalikas, 2005, Franklin, 2012).

The total population of Xanthi is 65.133 residents based on the last census conducted in 2011 by 
ELSTAT. The sample size was based on the population and the statistical error (5%) at a confidence 
level of 90% and was estimated at 270 people. Over all 276 questionnaires were gathered (which is 
considered a sufficient sample).

Hypothesis

We ran an extensive qualitative survey after which the questions of the presented investigation emerged. 
In particular, in terms of our research hypothesis:

• 1st Hypothesis: The difference of the knowledge of organic wine is statistically significant among 
consumers of different age (Tsakiridou et al., 2006, Gill et al., 2000);

• 2nd Hypothesis: The differences in the statements of consumers “Organic wine is not advertised 
enough” and “Organic wine is healthier” are statistically significant (Krystallis et al., 2006);

• 3rd Hypothesis: The correlation between the statement “Organic wines are healthier” and the 
amount of extra money that consumers are willing to pay in order to buy organic wine is statisti-
cally significant (Krystallis et al., 2006, Schuldt and Schwarz, 2010);

• 4th Hypothesis: The correlation between the statement “Organic wine is not advertised enough” 
and the knowledge that consumers have on organic wine is statistically significant (Adamsen et 
al., 2007).

Results

In the quantitative survey 276 consumers were involved from which 51.8% were men and 48.2% were 
women of high education. Regarding the marital status of the participants, the 91.0% are unmarried and 
97.5% are between 18 to 35 years old. The monthly personal income of the respondents as a whole is 
not satisfactory regarding this difficult period of time (Greek debt crisis). The majority have an income 
below 1000 euros (90.2%), out of which 69.2% only gets 400 euros. Regarding the profession of the 
consumers who took part in the survey, the highest percentage were University students with 76.4%, then 
a percentage of 10.9% which belongs to self-employed and the remaining 5.4% are private employees.

The aforementioned students are officially unemployed and they earn their living with the support 
of their parents while they do part-time jobs. To a question on whether the wine they consume is local, 
the majority of respondents replied positively (57.4%) and the other 42.6% responded negatively. As for 
whether they are quite familiar with organic wine, the majority responded negatively (52.4%), compared 
to the rest who formed a percentage of 47.6%. Finally, on the question of how much more they are will-
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ing to pay for an organic wine purchase the highest percentage answered that they are willing to pay 1-3 
euro extra (47.0%). Buying organic wine straight from the supermarket was stated as the most frequent 
place of purchase by the consumers. The cellar comes second, and at the third place come the producers. 
The lower frequency possesses convenience stores, which are never selected by the 49.8% of the sample.

The main criteria for selecting the point of purchase are price and variety. Then a combination of 
purchasing and quality criteria follow and finally the customers are affected by the closeness to the 
store, trust, reputation and service, altogether. The factor of custom-ethical obligation has the smallest 
influence on the frequency of purchase from the point of purchase.

In order to make a purchasing decision the type of wine is the most important factor. Another very 
important factor is the price. Then the market situation and the area of origin follow. Aging and packag-
ing come next. Then there is the distinction quality VQPRD (Wine labels that give information about 
the wine and dress the bottle). They are detailed because the buyer needs to know quite a lot about the 
wine before judging it. The laws and regulations governing the wine industry such as quality control, 
health standards, and authenticity are translated on the label and protect the consumer. Finally, the least 
important factor is advertisement.

As for the preferred sources in order to be influenced and informed the highest percentage is concen-
trated on friends (32.2%) and then the family follows with 20.3%, leaflets (15.6%), TV and radio (13%), 
newspapers and magazines (10.9%) and lastly come the State factors with 8%.

Hypothesis Investigation

1.  Difference in knowledge of organic wine and age.

In this case the difference in knowledge of organic wine according to one’s age was examined. In par-
ticular, our research showed that out of 250 people, 92 aged 21 to 35 and 7 aged 36 to 50 knew about 
organic wine. In addition, 87 aged 21 to 35 mentioned that they are not quite familiar with organic wine.

Since “Η” is distributed as x2 (chi-square):

H=7.037 (df=2, p<0.05) 

Therefore, in statistical significance level a = 0.05, the null hypothesis is accepted. Therefore, there 
is a significant difference in knowledge of organic wine in combination to age, as most young consumers 
of the sample have knowledge of organic wine.

2.  Difference in statements about the organic aspect: “It’s healthier” and “Not advertised enough”.

In this case Wilcoxon= -0.174 (p<0.05). Therefore, in statistical significance level a = 0.05, the null 
hypothesis is rejected. Therefore, there is no significant difference in the combination of the above state-
ments (as advertisement does not concern consumers on the matter of health-positive rating).

3.  Correlation of the variable “Organic wines are healthier” and the amount of extra money that 
consumers are willing to pay in order to buy organic wine.
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The coefficient Spearman’s r equals 0.310. Therefore, the correlation of the variables is significant 
(p <0.001) at significance level a = 0.001 and the null hypothesis is accepted.

4.  Correlation of the variable “Organic wines is not advertised enough” and the knowledge of organic 
wine from consumers:

The coefficient Spearman’s r equals 0.233. Therefore, the correlation of the variables is significant 
(p <0.001) at significance level a = 0.001 and the null hypothesis is accepted.

INNOVATION AND SUSTAINABILITY

Innovation and sustainability have always been significant factors for the development and progress 
of the field of agriculture and particularly contributed in the evolution of supply chain. Moreover new 
methods have been developed in order to meet growing human needs:

1.  Viewing Compliance as Opportunity: Most companies start with compliance. All must comply 
with the legal provisions that may vary according to region. In addition, some choose volunteering 
and adopt an ethical code to accompany their organization. Instead of considering compliance as 
an extra weight and do as little as possible, operators should address the compliance by following 
strict rules that still are not established as legally binding. This approach of the first mover in a 
rule provides a competitive advantage and economies of scale. By staying ahead of the regulation, 
companies may also be able to shape future legislation;

2.  Making Value Chains Sustainable: Once companies have learned to keep pace with regulation, 
they become more proactive on environmental issues. Many then focus on reducing the consumption 
of nonrenewable resources such as coal, petroleum, and natural gas replacing them with renewable 
resources such as water and timber. The drive to be more efficient extends from manufacturing 
facilities and offices to the value chain. At this stage, corporations work with suppliers and retail-
ers to develop eco-friendly raw materials and components in order to reduce waste. The initial aim 
is usually to create a better image, but most corporations end up reducing costs or creating new 
businesses as well. That’s particularly helpful during difficult economic times, when corporations 
are desperate to boost profit;

3.  Designing Sustainable Products and Services: With increased emphasis on efficiency and new 
skills acquired through life-cycle assessments, companies can redesign their offerings and capital-
ize on growing consumer demand for products and packaging which are more environmentally 
friendly. However, this is more than just a public relations exercise. Through this process, manage-
ment also learns how to expand new sources of supply as well as distribution and expertise makes 
further profits through new production techniques. The skills learned today provide the basis for 
developing the products of tomorrow;

4.  Developing New Business Models: As companies monitor current business models in terms of 
sustainability, they will inevitably have to reconsider them, especially with the advent of new 
technologies and the continuous changes of customer expectations. The new models have already 
begun to appear and they emphasize on value through services rather than products as well as on 
the combination of digital and physical infrastructure;
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5.  Creating Next-Practice Platforms: The focus on sustainability also allows companies to build 
on existing skills and thus further develop future production practices. For example innovative 
companies such as Cisco, HP, Dell and IBM build upon a smart grid by creating gradually a na-
tional energy system that uses digital technology to manage electricity generation, transmission, 
distribution and consumer demand, all via the Internet. Just consider what changes may bring an 
equally great progress in the methods of production of natural products.

Academics acknowledge sustainability as an approach that is adopted to meet current requirements 
while developing capabilities that can help focus on the future (Chabowski et al., 2011). Sustainability 
could be an additional aspect of investigation that will bring development and improvement in the field 
of perception of consumer attitudes and preferences is the assessment of the characteristics of innovation.

According to the Greek Ministry of Agricultural Development and Food and based on the agricultural 
SWOT analysis for 2014-2020, these are some of the future actions of the new innovational program:

• Further promotion of certified products of high nutritional value products / quality products / local 
products / products with geographical indication. Organic wine is a qualified example;

• Use of innovative applications and technology in order to develop additional management infra-
structures in the agricultural sector (e.g. new registries, price observatories etc.);

• Integration of innovative techniques in order to strengthen entrepreneurship in the private produc-
tive sector and to better service the purposes of public administration agencies;

• Improvement of the synergies of national policies for the integration of innovation and the promo-
tion of knowledge in rural development;

• Reformation and further improvement of the present institutional framework in conjunction with 
the implementation of awareness and information activities towards a “smart” economy, aimed 
at increasing the participation of producers of the agricultural sector in research and innovation;

• Development of better networking activities and innovative forms of cooperation between produc-
ers and consumers;

• Motivation for consumers;
• Implementation of actions for further penetration of Information and Communication Technologies 

(ICT) used along with knowledge transfer activities and advisory services to enhance agricultural 
productivity and sustainability;

• Improvement of interconnection between the results of research and production, through patent-
ing, technology transfer and export growth;

• Use of new technologies and innovations to the benefit of productivity and the service needs of 
the market.

DISCUSSION PROPOSALS

Regarding the business perspective, the paper is suggesting that the extensive study of consumer behavior 
and the factors affecting it are of great importance and could be used as a tool to attract customers by 
establishing a good marketing strategy. Moreover, characteristics of biological products such as taste 
(50.8%), appearance, certification, nutritional value and healthiness are significantly affecting the de-
mand of organic wine.
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Additionally, an inhibitory factor in the consumption of organic products is the distance that consum-
ers need to travel to purchase them (44% prefers supermarkets for this reason). The number of stores is 
limited and so both consumption and the spread of organic products are affected, even though a 47% is 
willing to pay extra in order to purchase organic wine.

Finally an important factor affecting the market of organic products is the income of the consum-
ers (90.2% has a monthly income below 1000 euro). Higher income enables consumers to buy high 
nutritional value products without the price being the main influential factor (44.8% of the purchasing 
decision is based on the price). Because of their nutritional value, organic products are more expensive 
than conventional ones which means that people with high income are more likely to purchase them.

With regard to consumers, it would be necessary to focus on a variety of products, to make a new 
and more flexible pricing strategy that has at its heart the interests of the consumers and the producers 
and not the exorbitant profits of intermediaries while enterprises should focus on increasing the demand 
and therefore the consumption of organic products.

Moreover there should be sufficient information and training for consumers on organic products 
(52.4% is not quite familiar with organics). So, through the perspective of marketing the characteristics 
of local populations should be identified together with the development of a purchasing behavior that 
promotes the benefits coming from the consumption of organic products. A procedure which over time 
could potentially evolve and meet not only the locals’ but the wider market’s needs (57.4% prefers local 
wine). Simultaneously with this process, a training program for local populations should be created, in 
order to raise their awareness towards organic farming.

As a conclusion, the marketing mix with regard to the product should be based on the motto of high 
quality combined with taste and health, and the package should not only be attractive to the consumers 
but also to indicate the strengths of each product. Distribution should incorporate the actions required for 
the product to be available for everyone. This also implies that the place of the organic products should 
be on the shelves along with conventional ones. Promotion, on the marketing aspect, should convince 
consumers to buy organic products, based on product mix and in the motto quality - taste - health and 
therefore safe consumption. Finally, proper communication also plays a significant role in the purchasing 
behavior adopted by the largest possible number of consumers. The way in which a company positions a 
product in the eyes of the consumer is a factor that cannot easily be argued. So the approach as a whole 
should be structured properly from the beginning, shaping the identity of the product and also including 
all the information mentioned above which will contribute to the sustainability of the business.

CONCLUSION

Conclusively, the investigation showed that the field of consumer behavior in the organic wine market 
constitutes an interesting area of study due to the variety and the diversity of the factors that shape the 
consumer’s choices. The research results showed that factors relating to technology and innovation are now 
introduced to the industry of production and distribution of wine and they promote them. Therefore, the 
findings of this investigation, besides their contribution to the literature in the field of consumer behavior 
for the wine market, are also useful to entrepreneurs that are now able to meet their costumers’ needs 
and preferences in order to become sustainable. The reason is that through our research entrepreneurs 
could identify trends and consumer preferences and thus adopt the appropriate methods and strategies 
to ensure the sustainability of their products.
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ABSTRACT

This article aims to provide a critical review of the published literature related to retail marketing strat-
egies and brand management in the global retail industry. The literature review covers the overview 
of marketing strategies; retail marketing strategies and technological utilization; international retail 
marketing strategies in the global retail industry; retail marketing strategies and internationalization; 
the challenges of retail marketing strategies in the fashion retail industry; the overview of brand man-
agement; and the significance of brand management in the global retail industry. Effective marketing is 
necessary to compete in the ever-growing worldwide retail industry sector. The improved retail profits 
are within reach with the purposeful retail marketing strategies. Brand management means defining the 
brand, positioning the brand, and delivering the brand. The literature review analysis provides both 
practitioners and researchers an important understanding about retail marketing strategies and brand 
management in the global retail industry.

INTRODUCTION

Marketing is vital to the success of a business organization (Adegbola, 2014). As the consumers change 
their buying behavior, the companies have to create the effective marketing strategies to meet the con-
sumers’ new preferences (Notta & Vlachvei, 2015). Successful organizations systematically adapt their 
marketing strategies to marketplace changes (Arnett & Wittmann, 2014). The ability to internationalize 
has become a competitive necessity for many small and medium-sized enterprises (SMEs), enabling 
their survival and access to larger markets (Dutot, Bergeron, & Raymond, 2014). Marketing must be 
elevated to a higher level of consciousness. An important step in the internationalization process of 
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emerging economy firms is the shift from exports to foreign direct investment (Gaur, Kumar, & Singh, 
2014). Retail internationalization is measured in terms of both exporting and foreign purchasing (Hes-
sels & Parker, 2013).

Brands are acknowledged as significant assets in a firm’s value creation and differentiation process 
(Högström, Gustafsson, & Tronvoll, 2015). Creating and maintaining a good brand relationship is nec-
essary for brand management in emerging markets (Kasemsap, 2014a). From the retailer’s perspective, 
retail brands represent equity that can have a significant impact on a retailer’s differentiation and com-
petitive superiority (Lymperopoulos, Chaniotakis, & Rigopoulou, 2010). Brand management function 
needs a partial rethinking since brand managers have to perform the traditional tasks while addressing 
new challenges (Brexendorf & Daecke, 2012). Corporate brands are strategic assets for organizations, 
but it is difficult to understand the value added by corporate brand name changes because they often 
occur simultaneously with business restructuring initiatives (Kalaignanam & Bahadir, 2013).

This article aims to bridge the gap in the literature on the thorough literature consolidation of retail 
marketing strategies and brand management. The extant literature of retail marketing strategies and brand 
management provides a contribution to practitioners and researchers by describing the emerging trends 
of retail marketing strategies and brand management in the global retail industry.

THEORETICAL AND PRACTICAL REVIEW OF THE LITERATURE

The literature review emphasizes the overview of marketing strategies; retail marketing strategies and 
technological utilization; international retail marketing strategies in the global retail industry; retail 
marketing strategies and internationalization; the challenges of retail marketing strategies in the fashion 
retail industry; the overview of brand management; and the significance of brand management in the 
global retail industry.

Overview of Marketing Strategies

Marketing strategy can be defined as an organization’s integrated pattern of decisions that specify 
its crucial choices concerning products, markets, marketing activities and marketing resources in the 
creation, communication, and delivery of products that offer value to customers in exchanges with the 
organization and enables organization to achieve specific objectives (Varadarajan, 2010). Marketing 
strategies serve as the valuable foundation of marketing plans designed to fill marketing needs and reach 
marketing objectives (Kasemsap, 2015a).

Marketing strategists should create, maintain, and arrest the decrease of ambiguous resource compe-
tences that lead to competitiveness and performance (Hansen, McDonald, & Mitchell, 2013). Marketing 
segmentation and positioning have been at the essence of marketing management (Cornelius, Wagner, 
& Natter, 2010). The consideration of strategic customers, who can delay a purchase to take advantage 
of a future discount, has dramatically increased (Gonsch, Klein, Neugebauer, & Steinhardt, 2013).

Retail Marketing Strategies and Technological Utilization

Information technology has altered the growth of retail trade sector in the affluent economies (Watson, 
2011). Project-based organizations should develop and maintain a positive working culture in utilizing 
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information technology and knowledge management to reach project objectives and goals (Kasemsap, 
2015b). Technology has the ability to influence marketing and supply chain practice (Richey, Tok-
man, & Dalela, 2010). Marketing innovations make product and process innovations more successful 
(Schubert, 2010).

The emergence of social media has a strong and positive influence on the development of modern 
communication and business growth (Kasemsap, 2014b). Social media utilization contributes to brand 
performance, retailer performance, and consumer-retailer loyalty (Rapp, Beitelspacher, Grewal, & Hughes, 
2013). Social media has transformed the traditional marketing communication, resulting in organizations 
evolving their customer approach and integrating social media into their marketing strategies (Cvijikj, 
Spiegler, & Michahelles, 2013).

Together with regular retail channels, firms can distribute products through Internet (Hu & Li, 2012). 
Retail channels need to reallocate their shelf spaces while keeping up their total profit margins (Fadılog̃lu, 
Karaşan, & Pınar, 2010). In information-intensive environments, many firms send their customers to 
other affiliates’ websites in order to generate additional sales for their marketing affiliates (Akcura, 2010).

Considerable research explores the advertising role in influencing consumer perceptions and behavior 
(Hughes, 2013). A consciousness that grows beyond solving small, immediate problems to addressing 
long-term, large problems that goes beyond individual customer satisfaction and short-term financial 
performance to encompass total value creation system (Webster & Lusch, 2013). Both managers and 
investors are increasingly concerned with the impact of advertising spending on shareholder returns 
(Luo & de Jong, 2012).

Online video is a famous form of marketing promotion (Hsieh, Hsieh, & Tang, 2012). Marketing 
communication tools can play a major role in conveying an organization’s corporate social responsibility 
(CSR) messages and communicating a socially responsible image (Jahdi & Acikdilli, 2010). CSR and 
corporate reputation have positive effects on industrial brand equity and brand performance (Lai, Chiu, 
Yang, & Pai, 2010). Many organizations utilize online brand communities to support the launch of their 
new products (Gruner, Homburg, & Lukas, 2014).

International Retail Marketing Strategies in the Global Retail Industry

Literature on the internationalization of SMEs identifies location in a geographic cluster of networked 
firms as a source of competitive advantage (Brown, McNaughton, & Bell, 2010). Marketing concept 
and strategic marketing management are recognized as corporate management philosophies driven by 
the needs and capabilities of larger organizations (Gilmore, Kraus, O’Dwyer, & Miles, 2012). Marketers 
experience high distribution costs in distributing rural market with widely dispersed population (Ve-
layudhan, 2014). Retail strategy and consumer behavior influence the coexistence of local stores and 
central retail locations (Velayudhan, 2014).

Retail marketing strategies should adapt pricing, advertising and product range in each local market, 
thus performing in the development of managerial structures and roles in retail settings (Kasemsap, 
2015c). Manasseh et al. (2012) indicated that the rapidly evolving consumer needs and habits are bring-
ing radical change to the world’s retail industry. In the global retail industry, the distance between retail 
stores and the distance between customers and retail stores influence the shopping behavior (Lee & 
Pace, 2005). Retailers locate close to each other to take advantage of agglomeration factors and certain 
retailers locate close to consumers to profit from proximity advantage (Mejia & Benjamin, 2002).
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Retailers’ entry timing is jointly influenced by the economic conditions of foreign markets, cultural 
distance, and entry mode (Cai & Wang, 2010). Businesses must recognize, respect, and reconcile cul-
tural differences if they hope to successfully contract in the global business environments (Kasemsap, 
2015d). Dynamic processes of interaction and knowledge exchange are shaped by vendor mobility as 
well as collaborative and competitive forces (Beckie, Kennedy, & Wittman, 2012). The strategic alliance 
between manufacturer and retailer can effectively achieve desired channel coordination (Hong, Wang, 
Wang, & Zhang, 2013). Retailers and suppliers must work to integrate marketing activities and supply 
chain processes both within and across organizations to effectively serve consumer at retail shelf and 
increase market share (Waller, Williams, Tangari, & Burton, 2010).

Retail Marketing Strategies and Internationalization

In a globalized and hypercompetitive world, organizations have to internationalize in order to enlarge 
their potential markets, and to reach higher levels of efficiency (Calza, Aliane, & Cannavale, 2013). 
Rapid change in the global business environment during the last few decades has had a strong impact on 
the internationalization process of many firms around the world (Uner, Kocak, Cavusgil, & Cavusgil, 
2013). Global and regional retailers should realize that consumers’ perceptions are country specific (To, 
Tam, & Cheung, 2013).

Internationalization refers to the mobilization of human, material, technological, and organizational 
resources for international markets (Spowart & Wickramasekera, 2012). The access of international 
newcomers in the entrepreneurial provision of internationalization strengthens local economies and make 
them more globally competitive (Kasemsap, 2016). Internationalization is related to the international trade, 
international entrepreneurship, international relations, treaties, and alliances, toward driving business 
performance. Internationalization brings about greater uncertainty and complexity in the environmental 
and strategic context of SMEs (Westhead, Wright, & Ucbasaran, 2004).

Recent cases in retailing reflect that ethics have a major impact on brands and performance, in turn, 
demonstrating that brand owners, employees, and consumers focus on ethical values (Biong, Nygaard, 
& Silkoset, 2010). Concerning retail markets, products display opaque pricing that provides no informa-
tion about the allocation of retail proceeds among marketing agents who bring the products to market 
(Carter & Curry, 2010). Expanding sales to different markets offers learning opportunities that cut across 
industry and are independent of the actions of foreign firms (Ellis, Davies, & Wong, 2011). Organizations 
have to learn new resources and systematic ways to combine the new and existing marketing resources 
(Calza et al., 2013).

Marketing concepts apply to all forms of exchange concerning goods, services, places, and ideas 
(Achrol & Kotler, 2012). Marketing capabilities improve customer satisfaction and employee fulfill-
ment which may increase financial indicators (Cruz-Ros, Cruz, & Perez-Cabanero, 2010). Sirgy et al. 
(2012) stated that marketing activity refers to the pervasiveness of promotion expenditures and number 
of retail outlets per capita in a country. Cooperative advertising plays a strategically important role in 
marketing programs (Yan, 2010).

Marketing channel structure is critical in determining both who benefits and the mechanism by which 
this benefit occurs (Xiao, Palekar, & Liu, 2011). All marketing channel members achieve higher advertis-
ing efforts and profit level in the cooperative case rather than in the non-cooperative case (Zhou & Lin, 
2014). A higher compatibility of a product with online marketing leads to a higher advertising effort for 
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online channel by manufacturer, an enhanced steady state for demand of brand as well as greater sales 
in the steady state through online channel (Sayadi & Makui, 2014).

Challenges of Retail Marketing Strategies in the Fashion Retail Industry

A change in product preference due to fashion trends is the main reason why the demand of fashion 
industry shows more variations than other industries (Wang, Gou, Sun, & Yue, 2012). Many retailers are 
in the process of adjusting their logistics operations to their specific requirements against the backdrop 
of raising pressure in a highly competitive environment (Kuhn & Sternbeck, 2013). Consumption is a 
central component of many peoples’ lives (Ganglmair-Wooliscroft & Lawson, 2012). Consumption is 
deeply intertwined with social relations and norms (Carrigan, Moraes, & Leek, 2011). The increasing 
diversity of consumers’ demand represents a challenge for retail stores (Walter, Battiston, Yildirim, & 
Schweitzer, 2012).

Firms from different sectors can be expected to differ in philanthropic approach due to differences in 
public relations exposure (Amato & Amato, 2012). As luxury goods are more than any other products 
bought for what they mean, beyond what they are, multi-sensory experiences of luxury brands gain more 
and more relevance in creating superior customer-perceived value (Wiedmann, Hennigs, Klarmann, & 
Behrens, 2013). The retail distribution sector is facing a difficult time as the current landscape is charac-
terized by ever-increasing competition (Roig-Tierno, Baviera-Puig, & Buitrago-Vera, 2013). Regulation 
in retail sector has a considerable influence on firms’ efficiency (Suarez & de Jorge, 2010).

Retailers’ competition drives retail prices lower (Mills, 2013). Prices tend to rise faster when costs 
rise, relative to the rate at which prices drop when costs fall (Hofstetter & Tovar, 2010). The pricing 
strategy is considered as one of the five most important priorities in retail management (Fassnacht & 
Husseini, 2013). Extant pricing strategies assume that all brands in the market are included while setting 
prices (Pancras, 2010). Coordination beyond simple knowledge of price will be beneficial for improving 
overall profits (Li, Nukala, & Mohebbi, 2013).

The fashion retail manager is a key figure in the distribution chain and is ultimately responsible for 
managing the logistics of distributing the product. Fashion retail managers are highly trained professionals 
in the fashion industry and must be continually alert to trends in the fashion collections. Fashion retailers 
manage their pricing strategy, brand image, and market performance. The low-priced and medium-priced 
store brands are able to build individual store brand loyalty and store loyalty among customers (Yang 
& Wang, 2010). Fashion retailers should expand product ranges in order to generate sales revenue, and 
gain competitive advantage through market attendance.

Overview of Brand Management

Brand management is the process a company utilizes to control its brand. Brand management includes 
managing the tangible and intangible characteristics of brand. In case of product brands, the tangibles 
include the product itself, price, packaging, etc. While in case of service brands, the tangibles include 
the customers’ experience. The intangibles include emotional connections with the products and ser-
vices. Branding is a powerful method of distinction (Pappu, Quester, & Cooksey, 2005). Brands play a 
central role in marketing, thus attracting the attention of academicians and practitioners (Erdem, Swait, 
& Valenzuela, 2006).
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The concept of brand can be traced back to product marketing where the role of brand and brand 
management has been primarily to create differentiation and preference for a product or service in the 
mind of the customer (Knox & Bickerton, 2003). Firms rely on strong brands and product innovations 
to gain competitive advantage and business success (Brexendorf, Bayus, & Keller, 2015). The value 
of brand has been recognized by suppliers who produce ingredients or components that are incorpo-
rated into final products (Zhang, Gou, & Liang, 2015). Product design is an important tool for driving 
differentiation, creating value for both the consumer and the firm, driving consumer preferences, and 
creating a sustainable competitive advantage (Kumar, Townsend, & Vorhies, 2015). Brands vie for the 
brand image transfer from an event or other properties when entering a sponsorship engagement (Gross 
& Wiedmann, 2015).

Brand equity is operationalized with five components (i.e., brand association, perceived quality, 
perceived value, brand trust, and brand loyalty) (Mishra, Dash, & Malhotra, 2015). Building brand eq-
uity is considered as an important part of brand building (Pappu et al., 2005). Brand equity refers to the 
incremental utility which brand adds to the product (Chen & Chang, 2008). Brand equity is an appropri-
ate metric for evaluating the long-run impact of marketing decision (Atilgan, Aksoy, & Akinci, 2005). 
In order to sustain and grow brand equity, brand managers are faced with balancing the preservation of 
existing brand identity through consistency with the need to maintain relevance, which requires change 
and innovation (Beverland, Wilner, & Micheli, 2015).

In order to achieve consistency at all brand touchpoints in times of Web 2.0 and social media, compa-
nies need to transform their marketing functions by extending their brand management to include internal 
branding (Piehler, Hanisch, & Burmann, 2015). Advertising agencies decide to create the regional and 
global advertising campaigns to build a global brand image about products and services through social 
media applications (Kasemsap, 2015e). Facebook is one of the most important social media platforms 
to help promote the brand management in global marketing. Advertising flexibility enables innovative 
brands to effectively employ advertising tactics without regard to whether such tactics are typical or 
atypical of the category in which they compete (Barone & Jewell, 2014).

The strong brand influences consumers’ perception and brand loyalty focuses on the variables of 
marketing mix (Yoo, Donthu, & Lee, 2000). Consumers’ perceptions of other consumers’ product reviews 
affect brand buying intentions through product-related attitudes and brand-related attitudes (Bartikowski 
& Walsh, 2014). One of the major challenges for brand managers in the 21st century is to comprehend 
the relations between loyalty and its antecedents (Taylor, Celuch, & Goodwin, 2004). Business managers 
increasingly seek to develop brand loyalty through sponsorship activities (Masodier & Merunka, 2012).

Firms should make an extra effort to communicate brand-specific information to frontline employees 
if they desire brand-consistent performance that is observable to managers and customers (Baker, Rapp, 
Meyer, & Mullins, 2014). Brand extensions with a low similarity with the parent brand are risky and may 
result in high failure rates (Erfgen, Sattler, & Schnittka, 2015). Composite branding extensions, wherein 
two existing brands ally themselves to create a composite brand name and enter a different product 
category, have become a common way to introduce a new product (Tsai, Lou, Bei, & Monroe, 2014).

Significance of Brand Management in the Global Retail Industry

Industrial marketers have increasingly recognized the value of brands and actively create brand differen-
tiation to face the challenges brought by expanding competition in globalization (Pai, Lai, Chiu, & Yang, 
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2015). Business practitioners and researchers have struggled for many years to understand the role of 
marketing in describing business performance differences between firms (Morgan, 2012). Organizations 
strive to establish a relationship between brands and consumers (Neudecker, Hupp, Stein, & Schuster, 
2012). Manufacturers can benefit from advertising by building stronger brands toward gaining market 
share and negotiating better deals with their channel partners (Karray, 2015). Strong brand names facilitate 
competitive advantage (Lee & Back, 2010), increase organizational cash flow (Miller & Muir, 2004), 
and provide premium price, profitability, and loyalty for customers (Madden, Fehle, & Fournier, 2006).

In the global retail industry, branding can be especially important in influencing customer percep-
tions, as well as in motivating store choice and loyalty (Hartman & Spiro, 2005). Customer loyalty has 
become a major concern for retail stores across the globe (Thomas, 2013). A better understanding of 
retail brand management techniques is required from the perspectives of consumers and practitioners 
(Ailawadi & Keller, 2004). Retail branding has moved beyond product-based explanations of retail 
brand distinctiveness to a more corporate store-based level (Burt & Davies, 2010). The development of 
retail brand thinking persists in line with the wider debate presented within the brand management field 
(Louro & Cunha, 2001).

The importance of brand associations is highlighted in several studies as the brand association can 
positively influence consumer choice, preferences, purchase intention, and brand extensions’ acceptance 
(Yoo et al., 2000). Perceived brand quality has significant impact on customer satisfaction and brand 
loyalty (Nguyen, Barrett, & Miller, 2011). Ha and Park (2012) stated that perceived quality has a direct 
impact on brand loyalty and satisfaction. Yoo et al. (2000) indicated that the perceived brand quality 
has a positive relationship with a brand that is distributed with a good brand image. Branding enables 
organizations to achieve competitive advantage through building higher value perception of customers 
to get a higher price premium (Hsiao & Chen, 2013).

Brand equity is an antecedent of brand loyalty (Taylor et al., 2004). A brand that receives high atten-
tion from customers will have a competitive advantage (Nguyen et al., 2011). Managers of international 
brands design the marketing programs able to communicate distinctive associations with their brands 
in order to create high brand awareness in building high consumer perception of the brand’s perceived 
value, thus leading to an increase in brand loyalty in the global retail industry (Nguyen et al., 2011). 
Keller (2003) stated that a positive brand equity can lead to more revenue, lower costs and higher prof-
its, tending customer to seek new distribution channels, marketing communications effectiveness, and 
success in developing brand and selling licensing opportunities (Atilgan et al., 2005).

Discussion and Future Research Directions

Based on the extant literature, the global retailers should implement retail marketing strategies and brand 
management in order to achieve better marketing outcomes within business architecture. Brand man-
agement is the process a company uses to control its brand. The results of this study suggest that while 
some retail marketing mix elements and retail brand strategy should be maintained at a consistent level 
around the world, specific retail marketing mix elements and retail brand strategy should be adapted to 
suit the local and global market conditions.

Electronic retailing has a lot of unique benefits to both marketers and consumers compared to regular 
offline retailing, such as the rapid transaction of products, the availability of products, and the attrac-
tion of more businesses to utilize the Web 2.0 in modern business. Consumer behavior is the study of 
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consumers and the processes they use to choose, consume, and dispose of products and services. The 
relationships among retail marketing strategies, brand management, electronic retailing, and consumer 
behavior will be the important topics for future research directions.

CONCLUSION

Results show that to be the successful global retailers, the ability to apply the retail marketing strate-
gies and brand management concerning specific target-market conditions, is crucial in retail settings. 
The successful global retailing requires both strategic and tactical initiatives regarding retail marketing 
strategies and brand management. Marketing strategies for retail businesses need to employ the market-
ing expertise that is specifically designed to move companies toward business success and economic 
growth. Effective retail marketing strategies and brand management help organizations develop a com-
petitive retail marketing review, target consumer behaviors, integrate marketing plan into retail design, 
and deploy the branding strategies in the global retail industry.

Brand management ensures that companies effectively communicate with their customers and build 
customer lifetime value through longer lasting relationships. The development of products into the rec-
ognized and trusted brand names creates the valuable brand equity and earns customer loyalty for the 
marketing-driven organizations, which enables them to compete both domestically and internationally 
for market share. Concerning retail internationalization literature, global retailers should adopt the mul-
tinational approach regarding retail marketing strategies and brand management to gain various benefits 
in the global retail industry.
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ABSTRACT

Power brand is a new topic in the field of branding that has started to attract researcher’s attentions yet; 
it is still mostly discussed in the non-academic field. Consumer loyalty has always been the central topic 
in marketing. These two concepts are the focuses of this research. The main subject of this research is 
to explore the drivers of power brand its effect and influence on customer loyalty. Even though there are 
few articles related to power brand, so far no quantitative research has been conducted. This study aims 
at identifying the factors which contribute strong brand positioning which impact customer loyalty and 
drivers of power brand. This study starts with examining the relevant literatures of branding, consumer 
behavior. Then, the hypotheses and research model are proposed based on theories. The study suggests 
respondents consider Power brands setting a differentiating approach to beat the competition and re-
spondents normally have a positive past experience with the brand associated.

1. INTRODUCTION

A power brand identifies a company, product or service and has high awareness and recall with customers 
and is associated with very successful global companies. As per study of Interbrand (2007) assessing a 
power brand is through its Brand weight which is the influence or dominance that a brand has over its 
category or market, Brand Length which is the stretch or extension that the brand has achieved in the 
past or is likely to achieve in the future (especially outside its original category),Brand Breadth which 
is the breadth of franchise that the brand has achieved both in terms of age spread, consumer types and 
international appeal and Brand depth which is the degree of commitment that the brand has achieved 
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among its customer base and beyond. The proximity, the intimacy and the loyalty felt for the brand. 
As per Kevin(2007) for ‘power brands’ customers pay attention to the marketing communication as it 
moves people is exciting, aspirational, is clearly communicated, Unique, specific, Connotes superiority 
or domination, Is Bold and brash, Causes people to want to invest in/work for the company or buy the 
company’s products thus making the product more transformational, revolutionary and not just evolu-
tionary hence allowing consumers to clearly identify and specify products which genuinely offer added 
value allowing greater customer relationship leading loyalty. Also power brands drives social changes 
in their favor. As per Kellar (2013) organization’s must link business and brand strategy to create a 
unique and relevant Brand Identity with distinct Positioning through consistent deliverer of their Brand 
Contract further practice effective global brand management this plays important role in influencing 
brand associations and loyalty.

The main advantage of deploying power branding strategy as practiced by many organizations is 
growth offered by high brand association as the final aim of any extension to new product category. 
Furthermore, marketing communications also plays a significant role in growth and development of 
brand association.

1.1. Research Purpose

In India with the advent of MNC’s and subsequent rise in white collar jobs, the FMCG industry, espe-
cially in healthcare and hygiene segment, is increasing. The young generation, especially are cognitively 
orienting towards brands and trying to find psychological identity by grooming personality and self-
concept. So in this paper we try to find the factors affecting perception for buying the power brands and 
its influence on their loyalty.

2. LITERATURE REVIEW

2.1. Introduction to Branding

Knox and Bickerton (2003) defines brand building exercise encompasses the years of advertising, good 
will, quality evaluation, product experience and other beneficial attributes the market associates with the 
product. Customers respond to images myths, and metaphors that product portraits, the role of brand-
ing and brand management has been primarily to create differentiation and preference for a product or 
service in the mind of the customer.

Strizhakova and Price (2008), Srivastava and Gregory (2010) and Kapferer (2008) depict branding 
strategies are developed by the organization, for the product, in order to position and identify the brand 
with positive product benefits to attract potential customers, create brand awareness and to increase 
profitability.

Knox and Bickerton (2003) since decades of development of product branding is characterized by 
layers of added value built around the core functionality of the product or service to create and maintain 
distinction in a particular market and are used as the communication between a product and service.

According to Ries and Ries (2000) a brand is a special word in the mind of consumers: a noun, with 
the power to influence purchasing behavior in the same order of identifying and possession.
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Keller (2013) adds tangible and intangible brand elements, rational and emotional brand elements, 
and symbolic brand elements which differentiate and identify a brand. Hence, Keller’s definition is taken 
from a more holistic point of view and recognizes brand as the translation of the business strategy into 
a consumer experience that portraits specific behavior

For Kapferer (2008) the brand is a source of influence; a system of interconnected mental associations 
(brand image) and relationships., a brand as such, exists when it has the power to influence the market 
acquired by its sources of cumulative brand experience.

2.2. Characteristics of Brands

Position in the minds of customers, about brands about makes buyers have a degree of awareness, recall, 
and recognition and for later stage brand acceptability and degree of preference, there are brands that 
command a degree of brand loyalty (Keller, 2007).

Chernatony and McDonald (2003) in their research identified eight distinct functions of brands as: 
(1) a sign of ownership; (2) a differentiating device; (3) a communicator of functional capability; (4) 
a device that enables buyers to express something about themselves; (5) a risk-reducing device; (6) a 
shorthand communication device; (7) a legal device; and (8) a strategic device.

Further De Chernatony and Horn (2003) identified twelve main elements among the broad range 
of definitions of brand in the literature. These elements referred to brands in terms of their role as: (1) 
legal instruments; (2) logos; (3) company; (4) communication shorthand; (5) risk reducers; (6) identity 
systems, (7) images in consumers’ minds; (8) value systems; (9) having personalities; (10) parties to a 
relationship; (11) adding value; and (12) evolving entities. These twelve brand elements include effective 
differentiated marketing strategies will create specific brand preferences and brand image by delivering 
what is promised. For that the brand will differentiate itself on the market and develop brand loyalty. 
The brand has enabled itself to command a premium market price with high margins. As a result of that 
and loyalty to the brand, it will secure future business and increase brand equity in a sustainable manner

The conceptual definition of brand loyalty was presented by Jacoby and Chestnut (1978). According 
to this definition, brand loyalty is categorized into:

1.  Biased Behavioral Response: This implies that there has to be a systematic tendency to buy a 
certain brand or group of brands.

2.  Expressed over time an incidental bias towards a brand does not guarantee brand loyalty. As the 
process is dynamic, some consistency is needed during a certain time span, which suggests that 
one should not only consider the number of times a specific brand is purchased during that period, 
but also the purchase pattern over successive purchase occasions.

3.  Decision-Making Unit: The purchase pattern of a decision-making unit which may be an individual, 
a household or a firm.

4.  Selection of Brands: Preference and selection from a set of brands which condition implies that 
consumers may actually be loyal to more than one brand, 0’ Leary (1993). Especially for low in-
volvement goods, the consumer often does not evaluate brands on a continuous scale, but classifies 
them discretely as acceptable or unacceptable. If more than one brand is acceptable, an individual 
might be indifferent between them, and exhibit loyalty to a group of brands rather than to a single 
brand. A problem with multi-brand loyalty is that it is hard to distinguish this kind of behavior 
from brand switching, especially if there are only a few brands available.
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5.  Function of Psychological Process: Brand loyalty is a function of psychological (decision-making, 
evaluative) processes, which according to Jacoby and Chestnut (1978), is an essential element of 
brand loyalty. This point of view is in line with the information-processing paradigm, which is the 
dominant point of view in consumer behavior (Bettman, 1979). Although consumers do not always 
seek information actively, they do receive some information, e.g. due to advertising campaigns. 
which may be used to form certain beliefs about brands. Based on these prior beliefs, brands are 
evaluated and some are preferred over others. In time, the consumer may develop a commitment 
towards a brand and become brand loyal. Hence, brand loyalty implies consistent repurchase of a 
brand, resulting from a positive affection of the consumer towards that brand.

The measures of Brand loyalty are behavioral (which measure brand loyalty in terms of the actual 
purchase over a period of time as in case of biased and expressed over time), behavioral measures are 
sensitive to short term fluctuations (Day, Shocker, & Srivatava, 1979). In contrast attitudinal measure 
are based on stated preference and commitment thus portrays brand loyalty but its validity depends on 
attitude-behavior relationship. Thus in this study we are measuring brand loyalty via Brand oriented 
attitudinal scale.

2.3. Brand Building Theories

Brand Resonance Model: Kotler (2013) had distinguished six “brand building blocks” which together 
form a four steps pyramid. He differentiated two sides of the pyramid: rational and emotional. The first 
step Brand Salience, considers how often and how easily do customers think of the brand under various 
situations like purchase or consumption. The objective of this step is to ensure that brand and its associa-
tions are identified in consumers’ minds with a specific product class of customer need. The second step 
consists of two blocks: Brand Performance which considers if the customers’ functional needs are met by 
the product or service and Brand Imagery which describes the properties, including the ways in which 
customers’ psychological and social needs are attempted by the brand. The purpose of the second step 
is to “establish the brand meaning in the minds of customers by strategically linking a host of tangible 
and intangible brand associations” (Kotler, 2013). The role of advertising is crucial at this step since it 
shapes the image of the brand. Crafting association with the brand that is strong, unique and favorable 
are necessary to keep brand competitive. For the third tier of the pyramid Kotler proposes two blocks: 
Brand Judgements and Brand Feelings. Judgements emerge from Performance and Imagery associations 
and are focused on personal opinions and evaluations like perceived quality of the brand, credibility, 
consideration and superiority. Feelings, on the other hand, are the emotional responses and reactions to 
the brand like social approval, self-respect, excitement, fun. It is important to obtain a proper positive 
response in the consumer mind in terms of judgement and feelings. The last block of the pyramid is 
Brand Resonance which refers to nature of the relationship and psychological bond that customers have 
with the brand and their level of engagement.

Kevin Lane Keller (2004), defines customer-based brand as “differential effect that brand knowledge 
has on consumer response to the marketing of that brand. A brand is said to have positive customer-
based brand equity when consumers react more favorably to a product and the way it is marketed when 
the brand is identified than when it is not identified” (Keller, 2004, p. 60) Keller identifies three key 
ingredients that constitute brand equity: brand knowledge: consists of all the thoughts, feelings, images, 
attributes, awareness, experiences, beliefs, attitudes and benefits that become associated with the brand 
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(Keller, 2004, p. 60). Brands should create associations with customers which will be strong, favorable 
and unique; consumer response to advertising: if there is no difference, the brand name product is a 
commodity and competition will probably be based on price; differential effect: the perception, prefer-
ences and behavior related to all aspects of the marketing of the brand.

Aaker (1996), grouped brand equity measures into six dimensions. Each dimension defined by Aaker 
consists of measures and there are ten measures totally which are grouped into categories: loyalty measures, 
perceived quality, associations, awareness, market behavior. The Brand Equity Ten (Aaker 1996) include:

Loyalty measures:

• Price Premium: “The amount a customer will pay for the brand in comparison with another 
brand”, willingness to pay price that is different from comparable product,

• Satisfaction/Loyalty: A direct indication of customer satisfaction applied to customers who used 
the product or service within a certain time frame, usage of the product or view customers holds 
create product experience,
Perceived quality:

• Perceived Quality: Comparison of perceived quality to alternative brands,
• Leadership: Consists of three dimensions: syndrome (if enough customers are buying into a 

brand concept it must have merit), leadership taps innovation (is brand moving ahead technologi-
cally), leadership taps the dynamics of customer acceptance

Associations: (how brand can be differentiated from competitors)

• Perceived Value: Brand as value proposition, indicates the believes of customers whether value 
received for the money is good when comparing to competing brands,

• Brand Personality: Brands emotional and self-expressive benefits, assessment of the brand as a 
human being by associating human characteristics,

• Organizational Associations: Brand as the corporate entity consisting of people, values and 
programs that lies behind the brand

Awareness:

• Brand Awareness: Salience of the brand in the consumer mind, levels of awareness: recognition, 
recall, top of mind, brand dominance, brand knowledge, brand opinion

Market behavior:

• Market Share: Performance measured by market share and the position company has on the 
market (leader, follower, niche, and challenger)

• Price and Distribution Indices: Relative market price at which the brand is being sold and dis-
tribution coverage

Atilgan (2009, pg. 115) studied global brands in culturally dissimilar countries and identified brand 
equity for global brands measured under four basic dimensions: perceived quality, brand loyalty, brand 
associations, and brand trust.
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• Perceived Quality: Product quality dimensions (performance and features), service quality di-
mensions (reliability, responsiveness and tangibles)

• Brand Loyalty: Behavioral loyalty (repeat purchases, how often and how much), attitudinal loy-
alty (attitude towards the brand compared to other brands offering similar benefits).

• Brand Associations: Anything linked in memory to a brand (product attributes, brand name, 
benefits and attitudes associated with brand).

• Brand Trust: Consistency and credibility of the brand.

Urde (1999) proposed other way of building a brand is through building an interconnected structure 
presented by Brand Orientation. Basically the model focuses on the brand by considering it as strategic 
resources. The development of the brand focuses on more deliberate and active manner, starting with 
the strategic platform which core point is brand identity. Moreover, the response of customers is what 
partially drives and directs the development. Figure 1, presents the theoretical illustration of the model.

It can be clearly seen that integration and interconnection of the factors have important role in this 
model. The core process of creating brand meaning, which consists of positioning the core values lies at 
the central point of the model. The emotional functions (Corporate name and Brand name) are reflected 
in the left side of the model. The rational view (Product Category and Product) is presented at the right 
side of the model. The way in which target consumers interpret the brand (Target Audience) is at the up-
per side, while intensions of the brand (Vision and Mission) are situated at the lower part of the model.

Figure 1. Brand Hexagon (Source: Urde, 1999)
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2.3.1. Brand Image

Authors Ahearne, Bhattacharya, & Gruen, (2005), emphasized upon a customer and company relation-
ship building exercise where they provide a theoretical framework of Consumer Company Identifica-
tion as “the process whereby a customer’s beliefs about a company and its values become self-defining 
and whereby he defines himself by the same attributes that he believes define the other customers of 
the company and by the opposite attributes which define the non-customers”. Henceforth a customer 
therefore fulfills his social identification by identifying himself as an extension of a brand. Brand iden-
tification, according to Bergami and Bagozzi (2000), is consumers’ ability to identify a specific brand in 
comparison with other brands and once consumers identify the brand, they can somehow see themselves 
through the brand. And thus there is a social and emotional bond between the brand and consumers. 
The emotional bonds happen when consumers see themselves through the brand; whereas, the social 
bonds happen when consumers believe others see them through the brand they use or they have a sense 
of belongingness through using the brand and therefore are reluctant to switch.

According to Keller (2004), a strong brand clubs intangible and tangible attributes which is offered to 
a consumer, the tangible attributes of brand are observed in product marketing mix which includes price, 
quality and innovation whereas intangible attributes includes intermediaries, manufacturers and the value 
received by the customer. Therefore, a strong brand will help a consumer to identify a product with less 
decision time because of his accumulated brand knowledge (Pelsmacker et al., 2004) and will be able 
to develop associations and assumptions through brand name, package, label etc. A strong brand also 
offers high brand credibility: it becomes a signal of the product quality and performance. This reduces 
the risks involved in the purchase including the functional, physical, financial, social, psychological, 
and time risks (Keller, 2004) leading toward brand loyalty and trust.

Hsiaoping Yeh (2015) in his article testified brand image norms of service innovation and the relation-
ship of the service concepts delivered with customers’ brand image and purchase intention. He further 
elaborated on Innovation, which customers believe that the product/service possesses as newness and 
uniqueness. Further described new service process defines a new way of creating value for the customer. 
Hence emphasized on blending of service with uniqueness to create a strong Brand image.

According to Grun and Rossiter (2012) Brand image is typically unstable with brand attribute asso-
ciation the low stability means brand image are misleading to the point of being useless. They described 
pick-any measure as free-choice affirmative binary as respondents were effectively offered only one 
answer option.

Pina, Iversen and Martinez (2010) described global brands increase their revenues through brand 
extensions which dilute existing brand beliefs at an international level .in their study they illuminated h 
attitude towards a brand extension affects the image of a parent brand. As the consumers assess brand 
extensions by evaluating the deeper meaning of the brand. The extension attitude is mainly determined 
by the degree of perceived fit between the extension and the parent brand image. The paper focuses on 
the moderating role of two dimensions of consumer innovativeness which includes hedonist innovative-
ness and social innovativeness (tied to need for uniqueness), in their final result cultural orientation of 
the origin country is depicted as a moderating factor.

Torlak et al. (2014) in their study analyzed the effect of Word of mouth on brand image and described 
the importance of brand image for companies’ long-term cash flow, their coalition and acquisition deci-
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sions, their stock price, sustainable competitive advantage and their success in the market. Brand image, 
depending on product groups, is more effective on purchase intention compared to word of mouth and 
this shows that our results are meaningful.

2.3.2. Brand Feeling

As described in CBBE model (Keller, 2008) Brand feeling are consumer response and reactions to a 
specific brand and these feeling can be positive, negative intense, mild, he identified six dimensions of 
brand feelings which were 1. Warmth: extent to which brand makes consumer feel calm. 2. Fun: extent to 
which consumer feels amuse 3. Excitement: extent to which consumer feels energized 4. Security: extend 
to which consumer feels self-assured and comfortable 5. Social approval: extend to which consumer feel 
positive about reaction of others towards him 6. Self-respect: extend to which consumer feels fulfilled.

Author Schmitt et al(2014) in their study on Brand Knowledge and feeling globally supported the idea 
that advertising appeals represent a tool that can be used to build brand knowledge and its components, 
advertising appeals have a relationship with the components of brand knowledge through consumers’ 
internal responses, either cognitive or affective and the brand-building process initiated by the experi-
ential (functional) appeal is mediated by affective (cognitive) responses, yet in the process initiated by 
local global appeals, both affective and cognitive responses play a mediating role.

Gerlish et al. (2011) conducted their research of the flavor strip method signals a new direction for 
product advertising in general, and product trial in particular. The collective results of this study indicated 
that feelings toward the Product are only modestly favorable, and that Likelihood to purchase is at best.

Kalakumari, Sekar (2012) on brand equity claimed it does not always associate positive value. Some 
brands acquire a bad reputation that results in negative brand equity, hence organizations need to put 
efforts on strong brand equity for their products by making them memorable, easily recognizable and 
superior in quality and reliability through mass marketing campaigns.

Rathnayake (2012) studied young television viewers of Sri Lanka and examined nature and extent of 
impact of brand personality on the brand feelings of the customers. His study recommended that creat-
ing sincerity and self-respect in the minds of female consumers is easier compared to male consumers. 
Further, the study suggests brand manager must generate desired brand feelings in the customers’ mind, 
he has to pay more attention on customers in the tertiary education level.

Barone and Miniard (2002) examined effect of mood for extensions offered by desirable versus un-
desirable brands. When a favorably-evaluated core brand was involved, positive mood facilitated exten-
sion evaluations to a greater extent for moderate extensions than for near and far extensions. In contrast, 
mood failed to enhance the evaluations of any type of extension introduced by an undesirable core brand.

2.3.3. Brand Judgement

Brand Judgement emphasizes on customer personal evaluations and opinions with a given product. It 
involves clubbing together Brand image and Brand performance. Keller (2013) classified it into four 
categories: 1. Brand quality: It is the consumer perception of the product value and satisfaction. 2. Brand 
Credibility: The extent to which brand is seen credible in terms of perceived expertise, trust and lik-
ability. 3. Brand consideration: It is the extent to which brand is associated to bring purchase and usage. 
4. Brand superiority: The extent to which a brand is considered Unique.
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Pan and Lehmann (1993) in their research studied impact of a new brand entry on consumer brand 
judgments and the changes of consumer choice in brand preference which are consistent with judgment 
changes, if new inferior brand is positioned close enough to the existing brand, it may be categorized as 
in a subgroup with the superior brand and loose comparison to the existing brand.

Bouch (1997) suggests similarity of judgments within product categories are highly relative and 
Brand asymmetry which is the way affect is associated with a brand transfers to products, and between 
products, that might be associated with it and thus organizations must minimize the risk of brand ex-
tension to core products by variant status of the extensions. Also effect of brand name on interproduct 
similarity judgments also highlights the flexibility of those relationships and their potential manipulation.

Liu and Keith F. Johnson (2005) in their study suggested Country of origin affects a specified na-
tionality and influence product judgments. Consumers through various channels of media categorized 
each brand as good or bad by using a simple attribute rule and accuracy of participants’ categorization 
decisions is influenced by country stereotypes.

Joiner (2006) in his research highlights association of each category of product influences consumer 
brand judgement and bringing brand extensions of less accessible product can increase the sync of con-
sumer mindset to a given product category as consumers extend their choice by influence of brand name.

3. RESEARCH METHOD

The objective of this paper is to understand the followings:

• To understand the perception of youngsters towards power brands.
• To evaluate the influence of power brand on customer loyalty.

The hypotheses that have been developed from the research objectives of this study which are as 
follow:

H1: Brand image, Brand judgement and Brand feelings are components of consumer loyalty
H2: The dimensions crystallized from the questionnaire pertaining to customer loyalty have significant 

influence on respondents in purchasing a power brands.

3.1. Data Collection Method

• Sampling: In order to achieve the objectives of this study, convenience sampling of a total number of 
653 responses is received after removing unsuitable ones a total sample of 600 responses is obtained 
for this study. In this study, five famous brands of FMCG goods company (Godrej, Dabur, Emami, 
GSK, Britannia) are chosen to ask the respondents because these brands and their products are very 
popular and familiar with all respondents. The responses were collected from Delhi, Noida for the 
purpose of this is a cross-sectional field work

• Survey Instrument: This study attempts to obtain the respondents’ assessments of products that 
creates strong brand association and consumer loyalty, so that, it is very important to assure that 
respondents can understand clearly the meanings of power brands and its association with consumer 
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loyalty. After giving the short definitions of power brands, the questionnaires verify the understand-
ings of respondents about these terms by asking them to select one among many brands of the same 
products (or services) that they think it is the brand that promotes power brands.

Various statistical tools like reliability test, correlation, regression, ANOVA and multiple regression 
analysis have been used to analyze the relationship between sixteen dimensions. SPSS 20 and AMOS 
21 has been used to analyze the statistical analysis.

3.2. Demographic Segmentation of Respondents

Almost 66% of respondents are from age group 25 to 35 and the rest, 34% are 35 years and above. Out of 
600 respondents almost 56% of respondents have done a Masters in management, and then almost 36% 
of respondents’ highest qualification was engineering. In the income group almost 45% of respondents 
were in income group 50000-70000 INR and almost 38% for income group 30000- 50000 INR and 17% 
were above 70000 INR. Almost 76% of respondents were in private jobs and the rest in government jobs.

3.3. Discussion on Result

The reliability of the questionnaire found to be very high with Cronbach Alpha value of 0.7 showing the 
good internal consistency of the scale. The result of Cronbach Alpha is shown in Table 1.

3.4. Factor Analysis to Identify Important Factors

Factor analysis attends to identify underlying variables or factors that explain the pattern of correlation 
within a set of observed variables. Factor analysis is often used in data reduction, by identifying a smaller 
number of factors which explains most of the variant observed in a much larger number of variables.

3.5. Sample Adequacy

A set of variables are considered to be important to know the customer shopping behavior for power 
brands. These were subjected to principal component analysis, using varimax rotation with Kaiser Nor-
malization in order to reduce the multiplicity of variable into selected factor. First of all, let us observe 
the values of Bartlett’s Test of sphericity and Kaiser-Meyor-Olkin (KMO) measure of sampling adequacy.

Table 1. Reliability Statistics for “Customer Loyalty” Questionnaire
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3.6. Interpretation of Factors: Exploratory Factor Analysis of Consumer Loyalty

Further, EFA is employed to find out the number of factors that include the variables of consumer loy-
alty (23 to 36). This study uses the acceptable rates for the criteria of EFA, as mentioned in the table 
2. To reduce the variables that does not satisfy these criteria. After the efforts of limiting inappropriate 
variables, the final result of EFA shows that these variables are divided into three factors: three factors 
of consumer loyalty (Brand image, consumer judgement, and consumer feeling). These three factors are 
extracted at the Eigenvalue = 1.0, KMO = 0.893 (sig. = 0.000), the percentage of total variance explained 

Table 2. EFA results
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= 56.091%, and factors loadings for all variables are greater than 0.5. These indicators imply the three 
can explain 56.091% of the variance in the original variables. They also prove that EFA is entirely ap-
propriate for the data of this research. The results of EFA, with using the varimax method for rotation, 
are shown by Table 2, and the results in more details analyzed by SPSS are presented: Through EFA, 
the factors shown in Table 2 are explicated as components of consumer loyalty.

Factor C1 – Brand Image: As shown in Table 2, all loadings of item in factor C1 are significantly 
high. Six variables with positive loading are extracted in factor C 1. The positive loading indicates 
that these six variables share most of their variances between them and thereby co-vary with each 
other. This factor exhibits that the customer finds shopping for power brand stimulating, which 
creates a strong Brand Image.

Factor C2 – Consumer Judgement: As shown in Table 2, all loadings of item in factor C2 are signifi-
cantly high. Four variables with positive loading are extracted in factor C 2. The positive loading 
indicates that these four variables share most of their variances between them and thereby co-vary 
with each other. This factor exhibits that the customers create a judgement before any purchase.

Factor C3 – Consumer Feelings: As depicted in Table 2, high positive loading has been observed on 
some variables. This variable shows that customers give importance to their feelings.

The Exploratory factor analysis of the above authenticates (H1) Brand image, Brand judgement and 
Brand feelings are components of consumer loyalty

3.7. Confirmatory Factor Analysis of Consumer Loyalty

The above results of EFA present that variables of consumer loyalty are divided into three factors. In this 
step, CFA is used to confirm if three extracted factors are the most suitable for the data of this study. In 
CFA, a model of factors and their correlations is built based on the given data. The unsuitable variables 
for the model fitness are considered to be reduced until the most fitted model is established for the data. 
The results of CFA done by AMOS are presented:

The indexes for the model fit are great with Chi-square = 217.083,CMIN/DF=4.342;TLI (Tucker-
Lewis Coefficient) = 0.936; CFI (Comparative Fit Index) = 0.954; RMSEA (Root Mean Square Error of 
Approximation) = 0.059, (see the accepted rates for these criteria in Table 2). These indicators state that 
the estimates in the model have a strong validity and fitness for the data of this study. All the loadings of 
variables on their factors are greater than 0.5 which assure the convergent validity of the measurements. 
These confirm that five factors are formed suitably for the data and the variables have strong loadings 
on the factors that they are belong to. The results of CFA show that interest selling, which is remained 
after EFA, is removed from the factor of brand image after CFA. Similarly, recommend is removed from 
the factor of Brand judgement, while, is none of the variable reduced out of the factor of brand feeling. 
Therefore, it is concluded that the variables of consumer loyalty are grouped into three factors: brand 
image, brand judgement, and brand feeling with their representative variables as in Figure 2. These re-
sults support the Hypothesis H1, which assumes that the variables of consumer loyalty are divided into 
three factors of brand image, brand judgement, and brand feelings.
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3.8. Cluster Analysis for Market Segmentation

Factor analysis, multidimensional scaling and cluster analysis all are interdependence techniques and 
no distinction between dependent and independent variables is made. Both factor analysis and cluster 
analysis are data reduction techniques but the major difference is that factor analysis is done by grouping 
variables whereas cluster analysis is by reducing observations in a smaller number of observations. So 
in order to identify the market segment towards a given brand loyalty by grouping them in same cluster 
the study have performed cluster analysis by using (K means) in Table 3.

Figure 2. Variables of consumer loyalty
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• Interpretation of Cluster 1 – Brand Psychological Choosers: On the basis of the opinion of the 
population towards Power brands, consumers belonging to this group are highly influence by their 
power brands. They connect with their power brand via Brand Feelings. They strongly believe that 
power brands reflect their personality and they do not mind paying a high price for them.
 ◦ Profile: Brand Psychological choosers are the customers with strong positive notions about 

a brand, and are loyal customers of these segments of apparels.
• Interpretation of Cluster 2 – Brands Selection Seekers: On the basis of the opinion of the 

population towards power brands, people belonging to this group agree with the fact that power 
brands demonstrate their judgement on the quality and durability of the products. Such consum-
ers can be multi brand loyal and can be actually loyal to one or more brands (since these brands 
belong to low involvement category)
 ◦ Profile: Brand selection seekers are customers who consider a set a brands before any pur-

chase based on their judgements on these brands
• Interpretation of Cluster 3 – Brand Decision Maker: On the basis of the opinion of the popula-

tion towards power brands here the study observes a neutral statement of neither agree or disagree 
reflects a switching behavior on the household level which represents different needs or usage 
purposes by different family members rather than an absence of brand loyalty.
 ◦ Profile: Brand decision makers are customers who consider opinions from other members 

in the society before purchasing a product based on Brand Image, Brand feeling and Brand 
Judgement from the members.

• Interpretation of Cluster 4 – Biased Customers: Customers belonging to this group believe 
that their loyalty cannot be based on brand choice or their repeat /successive buying pattern, as 
incidental bias towards a brand does not guarantee brand loyalty.
 ◦ Profile: As the name suggests biased customer are highly switchable and can be turned to 

loyal customers if taken care off.
• Interpretation of Cluster 5 – Unenthusiastic Customers: These set of consumers are not inter-

ested to purchase mentioned brands.
 ◦ Profile: As the name suggests unenthusiastic customers do not show a very high interest in 

purchasing them.

Table 3. Cluster analysis
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4. DISCUSSION AND MANAGERIAL IMPLICATIONS

The purpose of the present study was to examine the linkage between Power brands and consumer loyalty. 
Our findings suggest respondents consider Power brands setting a differentiating approach to beat the 
competition and respondents normally have a positive past experience with the brand associated. This 
congruent with the findings of Knox and Bickerton (2003) who highlighted the importance of brand 
experience as a promotional tool for greater business performance and effective branding. Also, the 
results supported Kapferer (2008) consumers’ attitudes is influenced towards products positive benefits 
and influences their willingness to buy a product.

The implications of this research could provide interest to both practitioners and researchers. If the 
results of this study hold across other samples, managers could understand more approaches towards 
customer loyalty that may simultaneously enhance their Brand equity. Researchers should be encour-
aged at the possibility of exploring other individual and organizational peculiarities that might explain 
the mechanism through which Power Brands influence stakeholders.

This study has some practical and managerial implications that marketers can use for business purpose 
to understand the business scenario and consumer buying pattern and also various dimensions which 
influence a lot on consumer buying behavior. The study findings suggest that consumers consider Brand 
claim, have faith in brand hence considers it as their wise decision, their expectation towards brand, 
Brand preference as the most important dimensions for power brand. Marketers need to find and give 
emphasis to various segments based upon their demographics, psychographics and personal factors as 
consumers are combination of premium and middle class, urban and rural, self-employed and salaried. 
So, it’s very important to understand their demographics, psychographics and personal factor, which 
will affect their buying pattern.

5. LIMITATIONS

1.  The numbers of companies practicing power brands in India were limited hence other variables 
have not been considered in the study. An industry wise study needs to be considered which may 
also provide an insight into the common motivator. Since the study is conducted in Delhi/NCR it 
is difficult to predict the complex buying behavior of India consumers as a whole especially due 
to the cross-sectional nature of the data, drawing causal inferences among the variables explored 
may not be appropriate therefore the current study need to be replicated using longitudinal study 
designs in order to establish more certain causality of the relationship between the key constructs.

2.  The findings of study are based on the limited coverage of selected literature and available information.
3.  Since the standard error is quite high because of limited sample size for sixteen variables and ex-

traneous variables due to time constraint, the study can provide better results when studied under 
large sample size. However, the regression still predicts okay if the F-statistic indicates that the 
regression is statistically significant.
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ABSTRACT

Over the last couple of decades, the mobile communication companies have been growing rapidly and 
it plays a major role in the emerging economies that can’t be underestimated. This study was conducted 
to better understand the factors that lead to brand loyalty in the Egyptian mobile retail industry as an 
example of an emerging economy. Based on the literature review and an exploratory study a concep-
tual framework was proposed that was tested using a quantitative technique. It was launched with 245 
responses to test the hypothesis using SPSS tool. The findings of the research showed that Brand Trust, 
Customer Satisfaction, Brand Affect, and Resale Value are determinants of Brand Loyalty. The outcomes 
of this study will help in better understanding the determinants of brand loyalty and can be used by 
marketers to know how to create loyalty of the Egyptian consumers to the multinational brands in the 
mobile retail market.

INTRODUCTION

Over the last couple of decades, the multinationals mobile communication companies have been grow-
ing rapidly and it plays a major role in the emerging economies that can’t be underestimated. It has been 
changing the lives of millions of people all around the world. It facilitates the knowledge flow, makes 
it possible to exchange information in a timely manner, aids in decision making, and helps establish the 
required levels of communication. Mobile telecommunication was introduced commercially in Egypt back 
in 1998 with Mobinil as the sole network operator and it has been merged with “Orange” the globally 
renowned operator owned by France Telecom. “Click” was the second operator to launch in the Egyptian 
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market and it was later on acquired by British world-wide operator “Vodafone.” Finally, “Etisalat” was 
the last network operator to launch in Egypt back in 2007 and it represents a third multinational company,

Different multinational Mobile handset producers introduced their brands to the emerging Egyptian 
markets such as Nokia, Motorola, LG, Ericsson and Simens. Some of those brands managed to create 
customer loyalty in spite of the introduction of other multinationals players to the market such who man-
aged to acquire large market shares like Samsung, Apple and Blackberry. It should be noted that these 
new brands face difficulties in penetrating the markets and gaining customers’ acceptance despite their 
high value products due to customers’ loyalty and resistance to change. The objective of this research is 
to identify and understand the factors that affect Brand Loyalty and how it could be used by multinational 
companies to create loyalty in an emerging economy such as the Egyptian market.

Mobile Market Overview in the Emerging Egyptian Market

The extent to which the telecommunication industry in an emerging economy is developed affects the 
pace on which it conducts domestic and foreign activities. In modern times, growth of quality telecom-
munication services has become mandatory for the faster growth of the emerging economy. The mobile 
phones market is considered to be one the most unstable and dynamic markets due to the growing com-
petition and rapidly adopted innovation.

Mobinil was the first mobile network operator to launch in Egypt back in 1998. Later on that year 
another operator was introduced under the name “Click” which was later acquired by “Vodafone” and 
held that brand name ever since. The third and last operator to be introduced in the Egyptian market was 
Etisalat which was introduced in 2007. The market is divided over those three multinational operators 
until the delayed introduction of a fourth license that is yet to be announced by the NTRA “National 
Telecommunication Regulatory Authority”. Based on a latest survey, Vodafone is the leader with 44% 
market share followed with Mobnil with 39% markets share and finally Etisalate with 17% market share 
(NTRA, 2011).

After the introduction of the new technology in Egypt back in 1998 the mobile handsets market was 
established to serve for the customers’ needs. The mobile multinationals brands’ that were available 
back then were limited as compared to nowadays; they were limited to Ericsson, Nokia, Motorola, Al-
catel, Philips and Siemens. Some of those brands don’t exist anymore as Ericsson which was acquired 
by Sony with the new brand Sony Ericsson, while new brands have entered and invaded the market ex: 
Blackberry, Apple, Samsung, HTC and the of course the Chinese brands ex: Huawei and ZTE. Based 
on the latest market statistics of October 2011, Nokia has the higest market share (54%), followed by 
Samsung (18.5%), Blackberry (15.4%), HTC (3.9%), Sony Ericson (3.7), and Apple (3.1%) (GFK, 2011).

Brand Loyalty

Multinational companies put brand management on the top of their priority lists, because creating powerful 
brands adds more value to the company, makes the customers’ accepting paying a price premium for a 
specific brand, and creates brand loyalty. Brand loyalty has always been the focus of market researchers 
and marketing managers (Srivastava, 2007). Some researches prefer to call it customer loyalty as op-
posed to brand loyalty, as according to them it’s the customers’ behavior rather than something, which is 
inherited by brands (Jacoby & Chestnut, 1978; Dick & Basu, 1994; Oliver, 1999). However, according to 
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Oliver (1999) brand loyalty is the consumers’ commitment to re-purchasing the same product or service 
every time. Also, Aaker (1991) defined brand loyalty as when the consumer has a strong relationship 
with a brand which results in repeated purchase whilst not paying attention to other brands despite the 
possibility of their products being better. The telecommunication industry has shown a lot of attention 
and interest for brand loyalty which was shown by researches made in France (Lee, Lee & Feick, 2001) 
and Greece (Santouridis & Trivellas, 2010),

Determinants of Brand Loyalty

Brand Awareness

Brand awareness is the first dimension of brand loyalty. It is the consumers’ ability to identify a brand 
and could easily recognize its products amongst other brands (Lee & Back, 2008 and Chaudhuri & 
Holbrook, 2001). Brand awareness could be measured using different techniques like brand recall and 
brand recognition (Keller, 2007). Brand awareness has a great influence on the consumers purchasing 
choices (Bornmark et al., 2005). Brand awareness has many determinants such as promotion, positive 
brand placement, and word of mouth (WOM). Companies invest heavily in promotions as researchers 
say that promotions and pricing generate an immediate sales response (Neslin, Henderson, and Quelch 
1985). Promotions by the firms through different means have significant association between consumer 
and brand (Lattin & Bucklin, 1989). Positive brand placement even increases brand loyalty as consumers 
want to be related to a brand with positive emotional / mood effect (Dick & Basu, 1994). It should be 
noted that awareness alone doesn’t create the desire or later on loyalty but the brand image does (Menon 
et al., 2002). Advertising is used by companies to create positive brand placement and associations, 
positive word of mouth that makes the brand more appealing and desirable to consumers (East et al., 
2007). The key here is continuous reinforcement to the created brand placement / association otherwise 
the effect will fade and by time will be forgotten (Warlop et al., 2005).

Word-of-mouth (WOM) is another determinant of brand awareness as it is one of the most effective 
ways to communicate products and spread awareness amongst customers in way which affects their product 
selection, (Aaker, 1991, 1996, 2003) pointed it out as one of the important factors of brand awareness. 
It has a more powerful effect on consumers than advertisements (Bristor, 1990). Consumers trust each 
other more than they trust advertisements, therefore information coming from other consumers is more 
credible to them and will increasing the circulation of information about certain products or services 
(Katz & Lazarsfeld,1955). (East et al., 2007) found out that based on research on most product categories 
when word of mouth is used the probability of it being positive is more than negative.

Brand Affect

Brand affect is identified by (Chaudhuri and Holbrook, 2001) as “a brand’s potential to elicit a positive 
emotional response in the average consumer as a result of its use.” Brand loyalty and customer commit-
ment towards a brand positively relate to the brand affect which is based on positive and strong affective 
response (Dick & Basu, 1994). Brand affect influences the attitudinal loyalty and purchase loyalty which 
is reflected through consumers’ behavior towards a brand (Chaudhuri & Holbrook, 2001). This view is 
confirmed by Previous studies by (Aaker, 1991) (Aasel, 1998) which showed that the consumers loyalty 
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towards a brand has several levels of commitment. Those commitments are presented in trust, repeated 
purchase, reluctance to switch to another brand, and the emotional affect like happiness or joy that brand 
brings to the consumer when using its product.

Traditional researches believed that consumers only buy products that have utilitarian value therefore 
researchers believed that when studying consumer behavior, they can base their studies only on researches 
made in the field of micro-economics and classical decision theory (Holbrook and Hirschman, 1982 a). 
Utilitarian is identified as when the consumer is focused on the usefulness or practicality of a product, 
this perspective assumes that the consumers’ decision is a pure logical problem solving one. Later on 
researchers looked at consumers’ purchasing behavior from another angle which suggests that the con-
sumers’ buying decision involves emotions and sometimes irrationality due to the emotional value that 
they gain when consuming the product ex: happiness and joy associated with a specific brand (Sheth et 
al., 1988). The level of emotions or hedonism in the purchasing decision varies depending on the level of 
involvement with the purchased product. Products with high involvement usually involve higher hedonic 
value than others (Hopkinson & Pujari, 1999). A recent research has been made by (Sarkar, 2011) to 
measure the Impact of utilitarian and hedonic shopping values on individual’s Perceived Benefits and 
Risks in Online Shopping. Although the below model is focused on online shopping which is not what 
we are focusing on in this research but will give an insight on the relationships and involvement of the 
hedonic and utilitarian values in the consumers’ purchasing decision.

Customer Satisfaction

Customer satisfaction is defined by (Kotler, Armstrong and Haque, 2010) as the extent to which the 
product’s performance meets or exceeded the consumers’ expectations. Consumers feel satisfied when 
the products they buy meet the expectations they have which were promised by the brand via their com-
munication in other words the product fulfills the consumers’ needs and desires that translate into satis-
faction. This satisfaction results in repeated purchase thus creating loyalty towards a specific brand. On 
the contrary when customers are dissatisfied with product this creates a negative impact on the customer 
which could result in brand switching if there’s no other choice (Lau, et.al, 2006).

Several factors form the customer satisfaction (ex: Price, perceived value, perceived quality, customer 
expectations). Price is identified by (Barringer & Ireland, 2009) as the amount of the consumer is willing 
to spend on a product. It is plays as a very important factor in the consumer purchasing decision. High 
customer segments are not price sensitive as lower segments, but it has been proven that customers are 
willing to pay a price premium when there is a noticeable quality difference (May, 1965). In some cases, 
when the offered products or services are most likely to have the same quality, the price factor then is 
of higher importance to the consumer and will be the differentiator in his purchasing decision (Elliot 
& Cameron, 1994).

Perceived value is an antecedent of customer satisfaction (Anderson & Fornell, 2000). It is influenced 
by the perceived value, which is identified as how much the customer values what is offered versus the 
costs incurred in comparison to other existing offers in the market (Kotler, Armstrong, Agnihotri and 
Haque, 2010). Brand loyalty is affected by the consumers’ perceived value for the brand’s products, 
since when the perception is positive it results in customer satisfaction which creates loyalty (Jin, 2010).

Perceived quality is identified as the extent to which a product can satisfy the consumer’s stated or 
implied needs (Kotler & Armstrong, 2009). Previous researches suggest that quality has a positive rela-
tionship with price i.e.: when quality increases this will cause a price increase (Archibald, Haulman & 
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Moody, 1983), although this perception has been challenged. Brand loyalty is directly impacted by the 
quality level to an extent that when quality is perceived customers will not be paying much attention to 
other factors like price. Of course this is depending on the customer segment that the product is targeting 
as it might not be applicable to segments with lower income.

Brand Trust

Brand trust is built when a brand consistently succeeds to meet the consumers’ expectations thus influ-
encing their purchase decisions to keep buying the brand’s products which in turn creates high attitudinal 
brand loyalty (Chaudhuri & Holbrook, 2001). In other words, it is reducing or eliminating the customers’ 
post-purchase cognitive dissonance. There is a positive relationship between the degree of brand trust 
the consumer has in a specific brand and his purchasing behavior towards it, in other words the more 
the trust the consumer has in a brand the more he will re-purchase its products thus creating a higher 
level of brand loyalty (Morgan & Hunt, 1994). The main two components of brand trust would be trust 
worthiness and expertise. Trust worthiness is defined as the brands ability to provide quality that meets 
or exceeds customers’ expectations, whilst expertise would be customers’ perception of the extent to 
which a brand is skillful and knowledge about its products (Yongjun Sung, Jooyoung Kim, 2010).

Trust is usually associated with beliefs such as honesty, competency, and benevolence (Coulter & 
Coulter, 2002; Doney & Canon, 1997). When consumers feel that the brand is focused on those beliefs 
it results in increasing the level of brand trust thus higher level of brand loyalty (Chaudhuri & Holbrook, 
2001) Brand trust potentially creates the consumers’ positive relationship with the, which determines 
the brand loyalty towards the brand (Morgan & Hunt, 1994).

Customer Loyalty in Telecommunication Industry in an Emerging Economy

The following section summarizes a study published by (Sadia Jahanzeb, 2010) that was focused on the 
customer loyalty in Pakistan’s telecom industry as an example of an emerging economy. The research 
had two objectives; firstly, she wanted to understand customer loyalty in an emerging market such as 
Pakistan’s, and secondly is understand the principal behaviors and attitudes of the loyal customers based 
on their demographics.

A field study was opted where a sample of 146 mobile users who work in private or public sectors or 
self-employed was used. The sample’s gender split was 54% males and 46% females. The research has 
shown that the customers’ loyalty factors are not just limited to the variables in the conceptual model 
such as trust, service quality, staff loyalty, and switching costs but also take into consideration the con-
tribution of social demographics such as gender and age. The data collection was based on a structured 
questionnaire using a cross-sectional approach. The conceptual framework was based on replicating 
the model of Xue and Liang (2005), where Customer Loyalty was identified as the dependent variable 
and the four driving categories that were used as independent variables were Service Quality, Trust, 
Switching Cost, and Staff Loyalty. According to the research findings, it was proved that one of the 
most significant positive predictor of customer loyalty was Telecommunication Service Quality, and 
then there was Switching Cost trust which proved to be another significant positive predictor, followed 
by Staff Loyalty and lastly Trust. In summary the findings show that all the independent variables used 
are positive predictors of Customer Loyalty.
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Conceptual Framework

In order to be able to get involved in the competition and understand why customers sometimes tend to 
be very loyal to certain brands; the researchers tried to understand the factors that lead to brand loyalty. 
This will help in understanding how to analyse the consumers’ behaviour that relates to this dimension 
and breakdown the factors that lead to it. The purpose of this research is to explore the factors that affect 
brand loyalty. After identifying those factors marketers will be able to better market a diverse array of 
brands based on the product qualities, rather than sticking only with the main players that customers are 
only keen to buy their products. On the contrary it will help big brands in enhancing the loyalty of their 
customers. Not much research has been conducted under this topic in Egypt which is why the researchers 
built his study in this particular topic to tackle an area that needs further exploration.

Service quality, Satisfaction, Trust, Commitment is all major antecedents of brand loyalty for tele-
communication sector and for other market with similar characteristics (Nawaz, 2011). It’s concluded 
that the Service quality is the most important factor that directly has an influence on brand loyalty. 
Furthermore, service quality and satisfaction also have indirect positive influence on customer loyalty.

Exploratory Study

The researchers conducted an exploratory study in the form of in-depth interviews with 5 respondents, 
which consisted of subject matter experts (SMEs) and normal users through a simple three questions 
structured interview. The purpose was to get the insights of the interviewees on the proposed model and 
their input on whether there are additional variables that should’ve been added.

The interviewer asked the following questions: What do you think are the factors that determine brand 
loyalty? What do you think about the factors I chose for brand loyalty? (after showing the proposed 
model to the interviewee) and What else do you think affects brand loyalty?

The analysis of the 5 in-depth interviews indicates the following findings: Confirmed the researchers’ 
proposed variables, added “Resale” as a new variable, which was added to the model and reduced the 
number of variables in the model to avoid redundancy.

Proposed Conceptual framework

The proposed conceptual framework is based on a mix of 5 different models, using five independent 
variables: price, quality, perceived value, services, and other factors (promotion, distribution, existence, 
social class, and demographics). The dependent variable is the brand loyalty, which is generated as result 
of the intervening variable which is customer satisfaction that provides synergy towards the brand loyalty. 
There is a positive relationship between customer satisfaction and brand loyalty as the more the customer 
is satisfied this results in increased loyalty, as opposed to brand switching when dissatisfied. The model 
used ethics as a moderating variable because it is easy to make a customer long loyal but hard to retain 
the customer for a period of time, therefore ethical values have been adhered in the below shown model 
(figure 1) (Ahmed et al, 2011). In addition, the followed table 1 summarized all the empirical works that 
support the relations between the variables in the proposed conceptual framework.

In the proposed model the researchers used Brand Loyalty as the only dependent variable. Brand 
Loyalty is the consumers’ commitment to re-purchasing the same products or services every time (Oliver, 
1999). It was also defined as when the consumer has a strong relationship with a brand which results 
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Figure 1. Proposed theoretical framework

Table 1. Summary of previous empirical work

Variable Previous Studies

Brand Loyalty

• An empirical analysis of customer loyalty in Pakistan’s telecom industry (Sadia Jahanzeb, 2010) 
• Brand association & brand loyalty in sports (Kaynak, 2007) 
• Determination of Brand loyalty factors for mobile handsets (Srivastava 2007) 
• Factors Behind The Brand Loyalty (Ahmed et al, 2011) 
• What Makes Customers Brand Loyal: A Study on Telecommunication Sector of Pakistan (Noor Nawaz (2011)

Sales Promotion
WOM

• An Empirical Study on Brand Awareness & the Factors Influencing Brand Loyalty Towards Hair Shampoos (Lalit 
Mohan Kathuria & Bhupinder Jit, 2009)

Brand Affect

• Impact of Utilitarian & Hedonic Shopping Values on Individual’s Perceived Benefits & Risks in Online Shopping 
(Sarkar, 2011) 
• The Chain of Effects from brand trust & brand affect to brand performance role of brand loyalty (Chaudhuri & 
Holbrook, 2001) 
• The Effect of the Relationship of Brand Trust & Brand Affect on Brand Performance: An Analysis from Brand 
Loyalty Perspective (Halim, 2006)

Customer 
Satisfaction

• Reference Effects of Price & Promotion on Brand Choice Behavior (James M. Lattin & Randolph E. Bucklin, 
1989)

Band Trust
• Effects of Brand Personality on Brand Trust & Brand Affect (Yongjun Sung, Jooyoung Kim 2010) 
• The Chain of Effects from brand trust & brand affect to brand performance role of brand loyalty (Chaudhuri & 
Holbrook, 2001)

Resale Value • Was proposed by the respondents of the mini-interview to be added to as a variable to the model.
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in repeated purchase whilst not paying attention to other brands despite the possibility of their products 
being better (Aaker, 1991). The telecommunication industry has shown a lot of attention and interest 
for brand loyalty through researches made in France (Lee, Lee & Feick, 2001), Greece (Santouridis & 
Trivellas, 2010) and others.

Concerning the independent variables, promotion is a major factor of Brand Awareness. Promotions 
by the firms through different means have significant association between consumer and brand (Lattin 
& Bucklin, 1989). Promotion in this study is defined as the activities the companies do to promote their 
products.

Promotion is assumed to have a positive relationship with Brand Loyalty.

H1: (PROM) affects (BL)

Consumers trust each other more than they trust advertisements, therefore information coming from 
other consumers is more credible to them and will increasing the circulation of information about certain 
products or services (Katz & Lazarsfeld,1955). Word-of-mouth (WOM) is one of the most effective ways 
to communicate products and spread awareness amongst customers in way which affects their product 
selection, (Aaker, 1991, 1996, 2003) pointed it out as one of the important factors of brand awareness 
(East et al., 2007).

WOM is assumed to have a positive relationship with Brand Loyalty.

H2: (WOM) affects (BL)

Brand Affect is defined in this study as a brand’s ability to generate a positive emotional response 
(hedonic value) in the consumer alongside its utilitarian value (Chaudhuri and Holbrook, 2001). The 
researcher will be attempting to cover both the utilitarian and hedonic angles of Brand Affect.

It is assumed that Brand Affect will have a positive relationship with brand loyalty (Halim, 2006).

Ho3: (BAF) affects (BL)

Customer satisfaction is defined in this study as the extent to which the product’s performance 
meets or exceeded the consumers’ expectations (Kotler, Armstrong & Haque, 2010). The researchers 
will attempt to cover the variable and the factors that form it which include price, perceived value and 
perceived quality. Price is identified as the amount that consumer is willing to spend on a product or 
service (Barringer & Ireland, 2009). Perceived value is identified as how much the consumer values 
what is offered versus the cost as opposed to other offerings in the market (Kotler, Armstrong, Agnihotri 
& Haque, 2010), while perceived quality is defined as the extent to which a product can satisfies the 
consumer’s stated or implied needs (Kotler & Armstrong, 2009).

Customer Satisfaction is assumed to have a positive relationship with brand loyalty.

Ho4: (CS) affects (BL)

Brand trust is built when a brand consistently succeeds to meet the consumers’ expectations thus 
influencing their purchase decisions to keep buying the brand’s products which in turn creates high at-
titudinal brand loyalty (Chaudhuri & Holbrook, 2001).
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Brand Trust is assumed to have a positive relationship with brand loyalty.

Ho5: (BT) affects (BL)

Resale value was added to the model after the interviewees proposed it during the min-interviews 
that were conducted by the researchers to validate the chosen variable and get feedback on any additional 
variable that the researchers might have missed.

Resale Value is assumed to have a positive relationship with brand loyalty.

Ho6: (RV) affects (BL)

In this study consumer demographics will be used as moderating variables. The researchers believe 
that the differences in the included demographics will impact the consumers’ behavior and purchase 
decisions, therefore the assumed impact should be studied. It is defined as the amount of money that is 
derived from labor or capital. The researchers will study the effect of the income level on his behavior. 
It is assumed that the income level is correlated with brand loyalty which will be measured later through 
the data collected from the questionnaire.

Ho7a: (IL) moderates the relationship between (BAW), (BAF), (CS), (BT) and (BL)
The level of the education that consumers’ have obtained whether it’s no education, high school 

degree, university degree, post-graduate degree, etc.
It is assumed that education level is correlated with brand loyalty which will be measured later through 

the data collected from the questionnaire.
Ho7b: (EL) moderates the relationship between (BAW), (BAF), (CS), (BT) and (BL)
It is the age group which the consumer belongs to, as the researchers assumes that different age 

groups might differ in their behavior.
It is assumed that age group is correlated with brand loyalty which will be measured later through 

the data collected from the questionnaire.
Ho7c: (A) moderates the relationship between (BAW), (BAF), (CS), (BT) and (BL)
In some industries it’s believed that behavior changes according to the consumers’ gender. In the 

telecommunication industry it is believed that the gap is closing done but still there are differences 
(Ahmed et al, 2011). It is assumed that gender is correlated with brand loyalty which will be measured 
later through the data collected from the questionnaire.

Ho7d: (G) moderates the relationship between (BAW), (BAF), (CS), (BT) and (BL)

Research Methodology

A cross-sectional methodology was applied since the data is an outcome of a structured questionnaire 
provided to a large sample of respondents. The research logic is a deductive one due to the researchers 
building his model based on “Brand Loyalty and its Ascendants” model (Nawaz, 2011) and not invent-
ing a new model, moreover the researchers’ approach is moving from theory to observation and not 
vice versa (ie: from general to specific). The research is considered a quantitative one since the means 
data collection and analysis were focused on numbers and numerical expressions. The outcome of the 
research is considered to be an applied outcome due to focusing on a specific problem at hand and not 
a general contribution to knowledge.
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Sampling Methods

In order to get a representative sample, the sample size should be more than 384 respondents (Krejcie & 
Morgan, 1970). The sampling method used was a non-probability method since the researchers did not 
select the respondents based on random selection but rather on the accessible population. The research-
ers used the convenience snowball technique in order to be able to get the required number for a valid 
sample. The means of distributing the questionnaire was either by e-mail, social media, or hard copy.

Data Analysis Methods

The researchers used a reliability analysis in order to check the internal consistency of the variables to 
continue with the rest of the analysis. Cronbach’s alpha is the most popular technique for multi-scale 
survey so the researchers are intended to use it (Sekaran, 2003). Followed a detailed descriptive analysis 
of the variables covered in the questionnaire, which was presented in Pie and Bar charts. The researchers 
decided to use non-parametric data analysis for the inferential data after conducting the Kolmogorov-
Smirnov statistic and Shapiro-Wilk normality tests since it was clear that all variables are not normally 
distributed. A spearman’s rho correlation test has been used for hypothesis 1 to 6; also Pearson cor-
relation was conducted too. Finally, a regression analysis was used to measure the significance of the 
relation between the variables.

Data Analysis

Reliability Analysis

The researchers used the reliability analysis in order to check the internally consistency of the variables 
to continue with the rest of the analysis. Cronbach’s alpha is the most popular technique for multi-scale 
survey so the researchers are intended to use it (Sekaran, 2003) (see Table 2). There are different thresh-
olds through which the researchers can measure the strength of the reliability, alpha value less than 0.5 
indicates low reliability, alpha value from 0.5 to 0.7 indicates moderate reliability, and alpha value from 
0.7 to 0.9 indicates high reliability and above 0.9 indicates excellent reliability (Hinton et al, 2004).

Table 2. Cronbach’s Alpha Coefficient

Variables Cronbach’s Alpha

Promotion 0.649

Word of Mouth (WOM) 0.723

Brand Affect 0.612

Customer Satisfaction 0.607

Resale Value 0.887

Brand Trust 0.709

Brand Loyalty 0.771



1456

Brands Loyalty
 

Sample Characteristics

The descriptive statistics was used in order to show the sample characteristics. The gender distribution of 
the sample, which showing that around 59.18% of the sample was male while 40.82% of the sample was 
female. Age is distributed over four age groups; namely less than 17, 18-35, 36-55 and above 55 years. 
There is no representation for the age group of less than 17 years. The highest frequency is between the 
ages of 18-35 years at 75.1% of the sample followed by the range of 36-55 years at 23.27%. There is a 
very small representation for the age group above 55 at around 1% of the sample.

The sample represents different education levels namely; Less than high school, High school grad, 
University degree and Postgraduate. There is no representation for less than high school. There is a very 
small representation for high school at 3.27%. The majority of the sample is university degree at 71.43% 
of the sample followed by Post-graduate degree at 25.31%.

Income range from 50,000 to 200,000 ranked number one for the sample distribution with 38.7% 
followed by the income range from 24,000 to 50,000 EGP with 21.22%. The lowest representation is 
for the income range from 12,000 to 24,000 EGP at 9.8%.

Inferential Data Analysis

Normality Test

In order for the researchers to start the inferential data analysis, the data type should be determined to 
start with either a parametric or non-parametric data analysis. The variables were measured using inter-
val scale so the researchers will use the normality test to check the assumption of normal distribution 
(Sekaran, 2003). The normality test presented in table 3, was done through both Kolmogorov-Smirnov 
statistic and Shapiro-Wilk test, the output will drive the rest of the analysis towards a parametric or 
non-parametric test cases.

It is clear that the sig value for all variables for both Kolmogorov-Smirnov statistic and Shapiro-
Wilk tests are less than 0.05 which means that all variables are not normally distributed; therefore, non-
parametric tests will be used for inferential analysis.

Table 3. Normality Test of computed variables

Kolmogorov-Smirnova Shapiro-Wilk

Statistic Df Sig. Statistic Df Sig.

Promotion .133 245 .000 .941 245 .000

WOM .190 245 .000 .916 245 .000

Brand Affect .094 245 .000 .957 245 .000

Customer Satisfaction .127 245 .000 .963 245 .000

Brand Trust .092 245 .000 .982 245 .004

Resale Value .201 245 .000 .927 245 .000

Brand Loyalty .088 245 .000 .976 245 .000

a. Lilliefors Significance Correction
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Correlation Analysis

The researchers performed a correlation test to examine the one-to-one relationships of the independent 
and the dependent variables. The researchers used the Spearman’s rank association, table 4, because 
both the independent and dependent variables are not normally distributed. Spearman rank association 
is a nonparametric test and so can be used when the data violated parametric assumptions such as non-
normally distributed data.

Correlation is significant at 0.01 (2-tailed) for both customer satisfaction and brand trust with respect 
to brand loyalty. Correlation is significant at 0.05 (2-tailed) for brand affect. Correlation is not signifi-
cant for promotion, WOM and resale value. The null hypothesis for the significant correlated variables 
will be rejected, which confirms the relationship between these variables and brand loyalty however 
the researchers failed to reject the null hypothesis for promotion, WOM and resale value. According to 
Spearman’s rank association test, brand trust is ranked number one followed by customer satisfaction 
then brand affect.

Regression Analysis

The researchers started the inferential data analysis by testing the normality test using both Kolmogorov-
Smirnov statistic and Shapiro-Wilk test and the result indicated that the data are not normally distributed. 
Linear regression is a parametric test however the assumption of normality can be violated for moderate 

Table 4. Testing independent variables correlation with dependent variable

Spearman’s Rho Brand Loyalty

Promotion

Correlation Coefficient .047

Sig. (2-tailed) .467

N 245

WOM

Correlation Coefficient .068

Sig. (2-tailed) .288

N 245

Brand Affect

Correlation Coefficient .164*

Sig. (2-tailed) .010

N 245

Customer Satisfaction

Correlation Coefficient .427**

Sig. (2-tailed) .000

N 245

Brand Trust

Correlation Coefficient .490**

Sig. (2-tailed) .000

N 245

Resale Value

Correlation Coefficient .067

Sig. (2-tailed) .293

N 245

**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).
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to large sample size. Linear regression estimates the coefficient of the linear equation in order to best 
predict the dependent variables from the set of the independent variable. The acceptable sample size 
to perform regression is 10 times the number of predictors which are the independent variables. The 
researchers used the stepwise regression method, table 5, in order to predict a different model, these 
models have different R Square and F values as presented in the below table.

R Square in Table 5, represents the variation in the dependent variable that can be predicted from 
this model. The variation of the two models is almost the same which represents around 26% from the 
variation of the dependent variable.

For the entire presented model F is significant which test the model is significantly better than using 
the mean. Going from model 1 to 2 F value is decreasing.

A residual is the difference between the observed and model-predicted values of the dependent 
variable. The residual for a given product is the observed value of the error term for that product. A 
histogram or P-P plot of the residuals will help checking the assumption of normality of the error term. 
The shape of the histogram should approximately follow the shape of the normal curve. This histogram 
is acceptably close to the normal curve

Table 6 represents the regression analysis results for the suggested five models with respect to the 
dependent variable.

The coefficients part displays the B values, which are the weights associated with the regression 
equation, those weights are then standardized to have a mean of 0 and a standard deviation of 1, and 
they are labeled Beta. “t” and “sig.” (p-value) evaluate the significance of the B weights.

The researchers can use model two with high R Square and acceptable F value and in that case the 
researchers will reject the hypothesis related to the variables of both brand trust and resale value.

Table 5. Model summary for the total sample

Model R Square
ANOVA

F Sig

1 .252 a 81.842 .000a

2 .265b 43.664 .000b

a. Predictors: (Constant), Brand Trust
b. Predictors: (Constant), Brand Trust, Resale Value
c. Dependent Variable: Brand Loyalty

Table 6. Regression test analysis

Model
Unstandardized Coefficients Standardized Coefficients

t Sig.
B Std. Error Beta

1
(Constant) .890 .307 2.900 .004

Brand Trust .705 .078 .502 9.047 .000

2

(Constant) .629 .329 1.911 .057

Brand Trust .718 .078 .512 9.253 .000

Resale Value .084 .040 .115 2.087 .038

a. Dependent Variable: Brand Loyalty
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Summary of Hypotheses Testing

Table 7 shows a summary of the hypothesis testing results.

DISCUSSION AND MAIN FINDINGS

From all the above analysis we can conclude that brand trust and customer satisfaction proved to be 
correlated to Brand Loyalty since they were positively and significantly correlated at level 0.05, while 
Brand Affect is also correlated at level 0.01. Table 8, shows the ranking of the correlated independent 
variable in a descending order, in other word the most correlated variable would be Brand Trust followed 
by Customer Satisfaction and Brand Affect whereas the other variable were not significantly correlated.

The researchers used the correlation and regression data analysis techniques and decided to proceed 
with the correlation due to having better results reflected in more significant variables. The correlation 
showed Brand Trust and Customer Satisfaction as significant variables at level 0.01, followed by Brand 
Affect at level 0.05. The regression analysis showed only Brand Trust and Resale Value as significant 
variables.

Ha1: PROM doesn’t’ affect BL (Rejected)

Promotion was not considered as an ascendant of Brand Loyalty (Nawaz, 2011). When the research-
ers investigated the reason why Promotion was not significant in the local market, it was noticeable 

Table 7. Summary of hypothesis testing and p-values

Alternate Hypothesis Test Name Test Result on Null Hypothesis p-Value

Ha1: (PROM) doesn’t’ affect (BL) Spearman’s rho Reject 0.467

Ha2: (WOM) doesn’t’ affect (BL) Spearman’s rho Reject 0.288

Ha3: (BAF) doesn’t affect (BL) Spearman’s rho Fail to Reject 0.10

Ha4: (CS) doesn’t affect (BL) Spearman’s rho Fail to Reject 0.000

Ha5: (BT) doesn’t affect (BL) Spearman’s rho Fail to Reject 0.000

Ha6: (RV) doesn’t affect (BL) Stepwise Regression Fail to Reject 0.038

Table 8. Independent variables ranking according to their correlation with brand loyalty

Independent Variable Correlation Coefficient

Brand Trust .490

Customer Satisfaction .427

Brand Affect .164

WOM .068

Resale Value .067

Promotion .047
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that although the mobile operators have been present in Egypt for over a decade now, however it’s still 
considered as an immature low promotional market when compared to others as the promotions are 
directed more towards the carriers. This was obvious when Nokia was the sole player in the market for 
so long, so there was no need for promotions, although nowadays there’s fierce competition from new 
players in the high end segments such as Apple, Blackberry and Samsung which are not known for their 
promotional activities.

Ha2: WOM doesn’t’ affect BL (Rejected)

WOM is still believed to be a factor of Brand Loyalty in the Egypt despite being an insignificant 
variable; moreover, the researchers believe that this was reflected in Apple’s success and how it managed 
to penetrate the Egyptian market with minimal communication and no promotional activity whatsoever. 
The researchers believe that insignificance was a result of misinterpretation of the WOM questions and 
possibly the term WOM was not a familiar term for some respondents however this was a result of the 
researchers using already used survey questions and trying to avoid creating new ones. WOM is not 
perceived as one of the factors behind Brand Loyalty (Ahmed et al, 2011).

Ha3: BAF doesn’t affect BL (Failed to Reject)

Brand Affect was significant but at a lower level than the Brand Trust and Customer Satisfaction, this 
is a result of the importance of the emotional value for the customers and its effect on Brand Loyalty but 
due to the market’s price sensitivity nature the significance was lower than the previously mentioned 
significant variables. Brand affect influences the attitudinal loyalty and purchase loyalty which is reflected 
through consumers’ behavior towards a brand (Chaudhuri & Holbrook, 2001).

Ha4: CS doesn’t affect BL (Failed to Reject)

Customer Satisfaction turned out to be significant since according to the theory of service quality, 
customer satisfaction is the base for brand loyalty. This makes perfect sense as without customers be-
ing satisfied the service couldn’t be of quality no matter how high it is. There is a positive relationship 
between customer satisfaction and brand loyalty as the more the customer is satisfied this results in 
increased loyalty, as opposed to brand switching when dissatisfied (Ahmed et al, 2011).

Ha5: BT doesn’t affect BL (Failed to Reject)

If the variables are to be justified it is quite clear why Brand Trust is significant since the Egyptian 
market due to the economic conditions and poverty is a highly price sensitive market so trust is what 
most of the consumers are seeking in a brand to do is fulfill its promises and commitments towards it’s 
consumers which will by turn generate loyalty. Trust is a major antecedent of brand loyalty for telecom-
munication sector and for other market with similar characteristics (Nawaz, 2011). Brand Trust is a factor 
of Brand Loyalty (Xue and Liang 2005).

Ha6: RV doesn’t affect BL (Failed to Reject)
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Resale Value proved insignificant when the correlation analysis was used; however, the researchers 
switched the regression analysis where the variable proved significant. The result makes sense since 
according to all the previous findings the economy is weak therefore customers’ income is accordingly 
low too, hence they will be looking to resell their handsets in order to make money for their future pur-
chases. This variable was not found in literature from other markets; however, it was raised during the 
mini-interviews conducted.

In summary when the researchers tested the correlation between each independent variable with 
the dependent variable “Brand Loyalty”, Brand Trust was the highest correlated followed by Customer 
Satisfaction then Brand Affect, however when the other factors including the moderating variables were 
added to the equation using the regression analysis it showed that the major factors of Brand Loyalty 
for the mobile retail business in Egypt is again Brand Trust followed by Resale Value. The researchers 
added the Resale Value variable after being recommended to be added by more than one interviewee; 
moreover, this proved that Resale Value is one of the factors of Brand Loyalty in the local market despite 
not being mentioned in any literature of studies conducted in other markets.

Brand Awareness was initially an independent variable in the proposed model, however after the 
data analysis it had to be broken into two separate variables which are Promotion and WOM so it can 
be significant.

The moderating variable analysis showed that Brand Trust had a relationship with the Income Level 
especially the respondents with low income levels. On the other hand, it was proved that Gender, Age, 
and Income Level had a relationship with Resale value since males, middle-aged respondents with low 
income tended to be interested in Resale Value.

CONCLUSION, EMPIRICAL RECOMMENDATIONS AND FUTURE RESEARCH

After the introduction of the Mobile operators in Egypt more than a decade ago, the mobile handset 
retail market was established consisting of several multinational brands. As time went by, some of those 
brands disappeared while others managed to create customers loyal to them. Nowadays new products 
are being introduced in the market with better quality and features than that of the old brands however 
a large part of the market is still loyal to the old brands and paying a premium for it despite other new 
brands in the market with better products. The research objective is to explore the factors that affect 
brand loyalty. After identifying those factors marketers will be able to market a diverse array of brands 
based on the product qualities, rather than sticking only with the main players that customers are only 
keen to buy their products. On the developing contrary it will help multinational brands in enhancing 
the loyalty of their customers.

Relying on the integration between Brand Loyalty and its Ascendants model by (Nawaz, 2011), 
Factors Behind Brand Loyalty model (Ahmed et al, 2011), Independent Variables Affecting Customer 
Loyalty model (Xue and Liang 2005) the researchers proposed a new theoretical framework to study 
the Factors That Determine Brand Loyalty, which will be focused on the mobile handsets retail market.

Through the empirical research, respondents agreed that Brand Trust and was the one of the most 
significant factors in determining Brand Loyalty (Aydin et al, 2005). Also Resale Value, Customer 
Satisfaction, Brand Affect were all seen as factors that determine Brand Loyalty, however Promotion 
and WOM were not considered by respondents as significant factors of Brand Loyalty. The research-
ers discovered the variable called Resale Value from the conducted interviews, which accordingly was 
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added to the model and was confirmed by the respondents as a factor of Brand Loyalty. Brand Trust 
and Customer Satisfaction were highly correlated with Brand Loyalty followed by Brand Affect, which 
was moderately correlated, while Promotion, WOM and Resale Value were not seen as correlated ac-
cording to the respondents. When the researchers used the regression analysis Resale Value turned to be 
significant which makes sense since all the previous findings state that the economy is weak therefore 
customers’ income is accordingly low too, hence they will be looking to resell their handsets in order to 
make money for their future purchases.

When looking at the other significant variables such as Brand Trust the result is reasonable since 
the Egyptian market due to the economic conditions and poverty is a highly price sensitive market so 
trust is what most of the consumers are seeking in a brand to do is fulfill its promises and commitments 
towards it’s consumers which will by turn generate loyalty. Also Customer Satisfaction was significant; 
which is justified since according to the theory of service quality, customer satisfaction is the base for 
brand loyalty which makes perfect sense as without customers being satisfied the service couldn’t be of 
quality no matter how high it is. Brand Affect was significant but at a lower level than the Brand Trust 
and Customer Satisfaction, this is a result of the importance of the emotional value for the customers 
and its effect on Brand Loyalty but due to the market’s price sensitivity nature the significance was 
lower than the previously

The moderating variables showed that Gender has a relationship with Resale Value, as males have 
more influence on resale. Also Age proved to have a relationship with Resale Value which showed that 
the age group from 36 to 55 has a major effect on resale value. Income Level proved to have a relation-
ship with Brand Trust especially the low income range which had a major effect, moreover Income Level 
proved also to have a relationship with Resale Value especially the mid-level income range which had 
a major effect.

The remaining independent variables were rejected based on the survey results although the variables 
such as Promotion and WOM were confirmed in the literature review might be because of the different 
cultures and consumer behavior where those researchers have been conducted; however as discussed 
in the paper the researchers believes that insignificance of WOM was a result of misinterpretation of 
its related questions in the questionnaire and possibly the term WOM was not a familiar term for some 
respondents however this was a result of the researchers using already used survey questions and trying 
to avoid creating new ones. WOM is not perceived as one of the factors behind Brand Loyalty (Ahmed 
et al, 2011). When it comes to Promotion it was noticeable that although the mobile operators have been 
present in Egypt for over a decade now, however it’s still considered as an immature low promotional 
market when compared to others as the promotions are directed more towards the carriers. This was 
obvious when Nokia was the sole player in the market for so long, so there was no need for promotions, 
although nowadays there’s fierce competition from new players in the high end segments such as Apple, 
Blackberry and Samsung which are not known for their promotional activities.

Based on the outcomes of the qualitative and quantitative data analysis the researchers recommend 
the marketing teams for mobile handsets in Egypt to work on the following:

• Work on building Brand Trust with the consumer’s especially at the low-end segments as this will 
help creating Brand Loyalty

• Develop a Resale strategy for their products at appropriate value for their customers. This can be 
explored through building trade-in programs where customers can rest assured that they can trade-
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in their old handsets for the new models. This will help in creating loyalty at the low-end customer 
segments which represent the majority of market.

• The research showed that Resale variable was more related to males rather than females, therefore 
it would be wise to consider this finding when constructing trade-in programs or any resale related 
programs.

The researchers think that future research should be conducted to test the reasons of rejected in-
dependent variables as well as testing the model in different emerging economies in order to develop 
comparative analysis.
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ABSTRACT

Establishing connection with consumers or making existing communications more powerful is curcial to 
attain sustainability in today’s branding world. Day by day competition is getting more fierce, and the 
variety of products in the market even for one simple need is extraordinary in range of span. Consequently, 
brand managers go through rough times lately, constantly looking for alternative ways to differentiate 
themselves from brands of competition such as focusing on different aspects such as strengthening their 
images, placing associations in consumer minds, and designing better positioning to differentiate them-
selves apart from their competitors. Since literature is scarce with respect to pinpointing the role of brand 
associations in attaining brand reputation, this chapter attempted provide an overview to pinpoint the 
relationship between brand associations and purchasing behavior and the effects of brand associations 
on consumer perception to emphasize the role of associations in acquiring brand reputation.

INTRODUCTION

Today, the concept of a brand is not just a name, a symbol, or a sign on a product. The progress of in-
formation technologies, globalization and the cultural changes led brands to expand their target groups; 
that is why brand as a concept now refers to the communication between producers and consumers. 
Claiming that the brand name on a package is not the same as the mental brand name, Al Ries ve Laura 
Ries (1998) drew attention to the fact that brand concept is more likely to be based on a number of ab-
stract perceptions than the product’s physical presence and physical appearance. The benefits, functions, 
features and quality of the products of a brand are very valuable but, it is the consumers who appraise 
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the value of a brand because brand associations created by the brand itself in the perception of consumer 
minds directly influence the brand’s image and reputation. Developing a brand’s reputation positively 
is a challenge that needs long years. Businesses that could build a strong brand, earn positive brand 
reputation, and make this reputation sustainable do not have to compete with too many rivals. At the 
forefront of the concepts that come to mind, when it comes to reputation can be stated as trust, prestige, 
perceptions of various groups of stakeholders, value, quality, credibility, honesty, image and transparency. 
In other words, anything that makes a brand unique and meaninful affects reputation. In order to be a 
reputable brand in the eyes of all stakeholders, all the concepts mentioned above should be provided. In 
order to build trust, a brand should possess a positive image in terms of awareness and impression. The 
concept of trust, which significantly affects reputation, can not be established only by gaining the trust 
of the consumer. Even if a very valuable trust is built in consumer mind, a trustworthy and therefore 
reputable brand can not be created unless the trust is gained by employees. From the consumer’s point 
of view, the brand image is divided into two as service quality and functional quality (Grönroos, 2001). 
Technical quality responds to the the question of what the consumer gets and functional quality answers 
the question of why the consumer purchases it. According to Grönroos (2001), the quality of service is 
related to customer satisfaction whereas perceived service is the service perceived by consumers in the 
direction of brand image.

Factors Affecting Brand Reputation

A brand’s reputation is directly related to how it is positioned in the consumer’s mind. In what codes 
the consumer creates the brand in his mind, what feelings he / she feels about the brand, what the name 
of the brand evokes are important in positioning strategies because brand awareness is made up of 
embedded associations. Aaker’s (1996) brand awareness pyramid explains the situation as follows: the 
awareness of a brand starts with the unawareness of the brand in the mind of the consumer, then after 
meeting the brand and creating the first impression, goes into the stage of being able to identify the 
brand. The identification of a brand occurs through the brand experience by the consumer; the experi-
ence creates remembering. In other words, the stage of remembering is completed when the brand is 
experienced by the consumer and some connotations of the brand are formed in the consumer’s mind. In 
terms of consumer influence, brand associations can be divided into 3. These are the strength, unique-
ness and preference of associations. In addition to these 3 divisions, the appropriateness and number 
of associations should also be considered (Till, 2011). Till, for example, states that the red color used 
by Coca-Cola is strongly associated with the brand, but it is not clear how motivating this association 
is for consumers. Till analyzes the color, preference, distance, uniqueness, thickness, strength, size and 
appropriateness of associations in the strategic brand association map. Brand awareness is required for 
the brand’s connotations. To earn consumer loyalty, a brand must primarily embed positive associations 
in the consumer’s mind because, people resort to acquired associations on the basis of existing attitudes 
and feelings when assessing reputation. The connotations to be created by the brand in the perception 
of the consumer constitute the personality inventory about the brand. Like every individual, brands have 
their own personalities. According to recent researches on brand personality, anthropomorphism is one 
of the examples which attributes human characteristics and characters to non-human objects and events.

1) The brand image is a collection of ideas about the abstract features of the brand in the consumer’s 
mind rather than the functional features of a brand. All the connotations that occur in the consumer mind 
as soon as the consumer encounters with the brand are brand images. Consumers fulfill their psychologi-
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cal and social needs by checking with the associations about the brand they form in their minds. The 
formation of the brand image in the consumer’s mind can be stated to be influenced by the user’s profile, 
usage, personality and values, past image and experiences (Keller, 1993). 2) User profile is important 
because it helps relate the abstract characteristics such as age, gender, identity, income status, occupation 
group and the concrete characteristics such as beliefs, values and personalities of the individuals to the 
brand. User profiles are highly influential in brand associations as consumers are branded with their own 
psychological characteristics. 3) Usage status; even if the place of purchase of the brand, the form of 
the purchase, sales consultants and after-sales service are highly influential in establishing brand image, 
the reasons for the use of the brand also directly affect the image. 4) Personality and values; the pres-
ence of personality traits, like human beings have, is one of the most important factors affecting brand 
associations and brand image. Attribution of people’s personality traits to brands is valuable in terms of 
capturing particularly loyal consumers in purchasing products and services. The traditional posture or 
modern formation of a brand, whether it is serious or amusing, is constituted of the associations in the 
consumer mind. As personality traits are also directly related to values, it can be argued that personality 
traits and values imposed on the brand have a direct impact on the brand image and reputation. 5) Past 
experiences; people’s pasts and their experiences in life, for short, people’s own stories are important. 
Just like people, brands have their own unique stories. The history of a brand, the historical development 
process is quite valuable to consumers which is even more important in acquiring reputation.

Building Connotations in Branding Process

The creation of associations in the human mind is established as a result of matching one’s own psycho-
logical attributes with some specific elements of the brand itself. These elements can be stated as; color, 
music, brand name, celebrities, character of the brand, scent of the store and packaging. 1) Colors have 
an influence on human psychology as they convey certain emotions, and have a determining impact on 
people. The red color triggers hunger and happiness on human beings whereas the colors green and blue 
are more peaceful, and represent trust while yellow represents intelligence (Nijdam, 2009). It is a known 
fact that the color used by a brand should be related to the function and the connotation that the product 
or the service wants to create. Due to intercultural differences, global brands are much more selective 
in color usage. For instance, in Europe, the color of mourning is mostly black while in Japan, it is white. 
For this reason, the diversity of the target mass of a given brand, whether it is a global or local brand, is 
one of the most important issues that directly affect the selection of the brand color. 2) Music; in addi-
tion to the colors used in brand building process, music also plays an important role. Researches point 
to the fact that music type, tempo and its presentation have an important effect on purchasing behavior 
of consumers. If the selected music is not in line with the image of the brand, the philosophy of the firm, 
and the brand reputation, it will not create the desired effect. In addition, the way the music is presented 
is important because it may either cast a positive or negative effect on the brand association. 3) Brand 
name; the name of a brand is the only element that has a direct effect on appeal. The connotation that 
reflects the brand’s mission, values, philosophy and reputation to the consumer is the brand name. While 
creating a brand name, the benefit of the product and service offered to the consumer, mental associa-
tions intended to be brought to the consumer mind, image of the brand, the target audience, features of 
competitive brands and their names should be examined and evaluated carefully. When the benefit of-
fered to the consumer is reflected in the brand name, it provides great advantage to the brand in terms 
of association. For example, when the Cif brand was introduced to the Turkish market, it made a big 
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difference outrunning its competitors by offering a creamy cleansing product that was not previously 
available in cleaning products. Afterwards, whichever brand introduced a creamy cleansing product, 
refbacks brought Cif in the mind of the consumer. 4) Celebrities; Another factor influencing the appeal 
is the use of celebrities as advertising faces of brands. The purpose of evoking the feelings of the con-
sumers using celebrities is to create brand connotations. Holman and Hecken (1983) have indicated that 
the use of famous people recognized by the target group significantly increases the brand’s recall but 
investigating the recognition level of the celebrity reputation used for awareness formation should not 
be ignored. It is very important to determine whether the celebrity is liked by the intended target group. 
It is impossible for a brand’s entire target group to like a single celebrity. That’s why a good target audi-
ence analysis comes into play here; by means of a thorough analysis, characteristics of the mass target 
could be determined with respect to which celebrity is liked or will be liked. 5) Brand Character; the 
characters that are planned to be created by the brands differ according to the target mass of whom they 
offer their products and services to. The brand that desires to be appealing to young people should be 
involved in various activities, offer more fun, be activity-oriented and have comprehensive knowledge 
of popular culture. 6) Packaging; the packaging of the brand’s product plays an active role both in en-
hancing awareness and in triggering buying behavior by playing on created associations. The factors 
such as the color, the texture, the shape and the ease of use of the packaging are valuable for consumers 
even though they seem as fine details. Same product categories of different brands that are sold all to-
gether on the same shelf can be distinguished from others by their packaging. 7) Scent; another factor 
that has an impact on brand connotations can be stated as scents. For human memory, scent is one of 
the most powerful drivers used to call forth stored imput. Scent reminds people of different feelings. It 
is an associative factor applied usually by brands in their own stores and, it is mostly used by the brands 
that operate in the textile segment. Despite being a department store, Macy’s (USA) is one the best 
examples when fresh and sweet in-store scent is considered. 8) Brand equity is a sequence of tangible 
and intangible assets that increases or decreases the brand value. Assets that are superior to the brand’s 
competitors should be linked to the name and symbols of the brand in order to form the basis for brand 
equity (Aaker, 1991). According to Aaker (1991), elements that form the brand equity consist of concrete 
and abstract values of the brand such as brand awareness, perceived quality, attitude, connotations, pat-
ents and brand value. Consumer perceptions build a large part of brand equity. Knowing that consumers 
refer to perceptions and connotations belonging to a brand in before engaging in purchasing behavior 
reveals how important the concept of brand equity is for reputation. Since the concept of brand identity 
has to be taken into consideration in an integrated manner, it is impossible to think of associations alone 
apart from other elements. 9) Brand awareness, when considered in the context of mental processes, is 
based on two phases. These two phases include recognizing the brand and remembering it when needed. 
In the case of recognizing the brand; the buying behavior may occur either by a sudden impulse or by 
having seen or heard of a given stimulus. Remembering may occur only after the brand is recognized, 
purchased and experienced by the consumer. Remembering could be much easier if the message conveyed 
in the stimulus is accompanied with music or through the use of a celebrity, or through repetition if the 
brand is often exposed to the consumer. 10) Perceived quality; as defined in ISO 8402 quality glossary 
and ISO 9000 series (Jwcan, 2000) quality is the combination of the visible distinctive qualities of the 
characteristics of the products which have the qualities that can meet the requirements either clearly 
stated or not stated. We can divide the quality into two by following this defined path as “real quality” 
and “perceived quality”. Real quality is a value determined for a product or service according to the 
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objective features the product has such as the benefits it offers, packaging, portability and storing, aes-
thetics, repair and maintenance expenses, price-benefit optimization, performance, installation, design 
and existence or non-existence of manufacturing errors. The perceived quality is the brand connotations 
created in the customer mind. Directing the behaviors and attitudes of the consumer through additional 
services that affects consumer perception, it adds value to the real quality of the product. However, the 
quality perceived could be more valuable than the real quality because of being measured with more 
subjective values. 11) Brand attitude; thoughts and ideas of individuals about a brand, briefly the image 
formed by the integration of consumer associations, constitutes the brand attitude. Developing positive 
attitude towards consumers is a long and difficult process for the brand. Creating a different positioning 
in the mind of the consumer in contrast to its competitors, appealing to the emotions of the consumer 
and being a constant service provider could develop positive attitudes towards the brand. 12) Brand 
loyalty; various studies have put forward that if the emotional attachment to the brand occurs, the brand 
loyalty spontaneously occurs (Belch and Belch, 1998). 13) Brand value; it is advisable to divide the 
brand value into two as market value and securities value. Market value and brand equity are the two 
most important factors increasing the number of customers and market share of the brand. The reason 
why immovable assets such as the brand name in the form of registered property of the brand, its sym-
bols and colors have high financial value lies in the fact that the brand equity is strong. Securities value 
is a major contributor to the high value of a brand’s stock, sharp increase in the number of shareholders 
and the formation of shareholder loyalty. 14) Brand associations bring forth stored knowledge and a 
series of codings in the mind. According to Aaker (1991), brand associations are every single thing 
related to the brand in the memory of the consumer. Brand connotations are of great importance both 
in terms of the brand and the consumer. For a brand, having positive connotations in the minds of the 
people is the starting point that plays the most important role in the purchasing process of the con-
sumer as consumers use brand associations as a support in their purchasing decisions by processing 
brand information, organizing the knowledge they stored and recalling the memories in their minds (Low 
and Lamb, 2008). For this reason brand associations are seriously taken into consideration by brand 
managers. Brand associations provide opportunities for creating a positive impression for the organiza-
tion, credibility and brand extension in terms of positioning a brand. The communication between the 
brand and the consumer is formed by associations that are positive and robust. The formation of the 
holistic picture of the brand placed in memory which is in fact, the brand image itself, requires a certain 
process. One of the most important elements of this process is associations. According to Ehrenberg 
(1988), the main factor in selling a brand is the thoughts of the social environment about that brand. In 
the definition of Ehrenberg (1988), the concept of word-of-mouth marketing emerges because the social 
environment of the individual consists of people having similar ideas with the individual. For this reason, 
if a person encounters a positive attitude toward the brand in his/her social surroundings, his/her own 
ideas about the brand may also develop positively. The ability of brand associations to be effective de-
pends on their liking by consumers but, the liking of associations requires that referrals be made to 
qualities desired by consumers. For an brand association to be desirable, there are three factors (Keller, 
2008).

1.  Consumers should value brand association
2.  Consumers should distinguish brand association from other connotations
3.  Consumers should find brand association persuasive
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Positioning the association on uniqueness has an impact increasing the chance of success. Particu-
larly nowadays, creating associations for elements that are not directly related to the product is a popular 
method. For instance, items that have indirect implications with the product, such as user profile and 
usage status, may provide the uniqueness of association. It may sometimes be useful to remind a brand’s 
connotation resembling the competitor’s brand connotation. It may sometimes be useful for the connota-
tion of a brand to resemble the competitor’s brand connotation. This method is especially useful when it 
is desired to emphasize category membership. However, competitor brands may not always be directly 
involved in the same category. For example, an airline name may choose itself a freight or a passenger 
bus brand as a competing brand (Sujan and Bettmann, 1989). Associations are also very important in 
terms of brand communication because consumers elicit the associations related to the brand from the 
abstract and concrete features of the brand as well as from various communication studies made for the 
brand. Strategies, tactics and studies applied in brand communication lead to different perceptions in 
consumers and therefore different connotations. It should be noted that the main element of creating 
brand connotation lies in the power of its brand identity. If the individual has a brand identity in his/her 
memory, it is much easier and faster to associate with connotations. When creating connotations the 
following six basic features should be taken into consideration (Kellner, Aperia and Georgson, 2008, 
pp. 130-135) namely; memorability and recognizability, meaningfulness, favorability, transferability, 
adaptability, protectability. The first three of the features mentioned above are generally important for 
the creation of a new brand, while the latter three are important for the duration of the protection or 
enhancement of the value of an existing brand.

Role of Associations

The functions of associations could be effective in creating a strong image for the brand as long as they 
are comprehensive, planned and implementable. In the duration of information processing, associations 
help to remind consumers especially of brand-specific information, and with the help of this feature, 
they can generate meaningful information about the brand which could be hard to extract otherwise. 
Brand associations can be stated to simply provide the basis for differentiating, create positive attitudes, 
provide reason for purchase, pave the way for brand expansion and assist in information accession and 
procession. According to Aaker (1991, 1996), the basic functions of brand associations are as follows:

Providing Information Transmission About the Brand 
and Recalling the Stored Information

The connotations that a brand has are determined according to the concrete and abstract characteristics 
of that brand. In other words, current functional features of the brand and the emotional features that are 
desired to be available in the brand form the essence of the associative clusters. Through associations, 
this information is transmitted instantly to consumers. For this reason, in a sense, associations are a 
summary of brand quality. For example, the use of the elephant, the animation character of the Turkish 
Selpak tissue brand, has made it easier to place the connotation of the paper-absorbing feature of the 
paper towel in the mind of the consumer. The characters, emblems and symbols used for a brand make 
it possible to create the association in a much stronger way, allowing the brand to express the desired 
message in a shorter time.
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Distinguishing the Brand From Other Competitors

The shortest way for a brand to move ahead of its competitors is to differentiate. Today, the variety of 
products and services is increasing day by day, and there are many brands that meet the growing needs 
of individuals. In today’s market where brands are constantly growing, brand preference of the con-
sumer can only be achieved by differentiating the brand through associations which are different from 
its rivals’. Differentiation of the brand from competitors requires integrated connotation. Differentiation 
from competitors can be in terms of packaging, character, color or celebrity use. For instance, female 
figures have always been the usual character used in cleaning products but Mr.Muscle as a brand uses 
a male character to emphasize strength because it is designed to ascribe the used character’s strength 
to the cleansing material. Thus, through this character, the message “perfect cleaning” is very clearly 
communicated to the consumer without much effort. The message, since it is given through a character, 
becomes more effective. Mr.Muscle, as a brand of cleaning agent with a high degree of preference in 
the market, differentiates from its rivals by using a character.

Providing the Formation of Positive Emotions About the Brand

The most important step in creating loyalty over the consumer is to create an emotional link between the 
brand and the individual. A brand appealing to emotions is far more successful than messages without 
an emotional appeal. It is necessary to note that while love, honesty, healthcare, sympathy, trustworthi-
ness bring forth positive feelings for most people, aging and worrying call forth negative connotations 
for some. Thus, caution should be taken in creating the message of communication. For example, after 
numerous in-depth interviews it has been realized that the slogan of the leading Turkish paint brand, Filli 
Boya, was perceived very badly by the visually disabled; the company did not realize that the visually 
impaired were hurt by the the brand’s slogan “take away color from life,what’s left behind”.

Purchasing Reason

Buying behavior is triggered by providing a positive reminder in the consumer mind through the creation 
of positive connotations with the brand because each positive connotation contributes to purchasing pro-
cess. For instance, Apple users, after their first experience, say they do not want to use another brand. As 
the Apple brand takes consumer satisfaction to the next level, the perceived quality is on the rise which 
is subsequently followed by an increase in sales. It is necessary to highlight that brand loyalty is created 
by preserving, repeating and weighing up to the connotations that provide the reasons for the purchase 
of the brand and strengthening its positive image.

Preparing the Environment for Brand Expansion

For a brand, providing products and services in different markets in different categories is called brand 
expansion processes. Since the process of creating a new brand requires a process sequence that is 
both challenging and risky, in most cases brand expansion process is preferred. Any brand with high 
consumer loyalty and reputation is capable of sustaining its existing positive connotations during its 
category expansion if the brand’s connotations in the other category are positive. For instance, for any 
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consumer who codes Koç Holding as a trustworthy brand with high reputation in his/her mind, brand 
connotations of the products and services in the other categories of the same holding could also be 
positive for that consumer.

CLASSIFICATIONS

According to Aaker (1991, 1996), brand connotations are classified as follows: connotations related to 
the product segment, connotations related to product quality, quality associations, connotations related 
to the field of use, associations related to the user image, connotations related to the origin, connotations 
related to customer benefits, price associations, celebrity / person associations, and connotations related 
to competitors. According to Keller (1993), brand associations are basically divided into three namely; 
associations of qualifications, associations of benefits, and associations of attitudes. According to Aaker 
(1991, 1996), association approaches are important whereas for Keller (1993), the distinction between 
associations is. In this study, the types of associations are examined as follows:

Product Segment

It directly supports to which category the product belongs by placing a strong indication to the image in 
the consumer’s mind. For instance, the Trivago brand identifies itself as “the largest hotel search engine 
in the world.” Trivago indicates that the brand has hotel search engines in product class and, in its ads and 
commercials, brand name product class often goes by name. By the slogan “Hotel? Trivago!”, Trivago 
has become a brand that can be associated with the word “Hotel” in the minds of people.

Product Quality

Association through product category includes all connotations related to the features of a product a brand 
has, such as pricing, packaging, user profile and product use area. The quality of the product embraces 
both internal and external features. For example, in addition to its hardware and technological features 
of a computer, its design and positioning are also valuable to the consumer. Attributes that directly affect 
product performance are highly influential in customers’ purchasing behavior even if the product does 
not possess a special design or placing. For this reason, the connotation of the qualities of a product is 
one of the most important points in terms of the brand.

Price

In positioning strategies, the price for the brand is an important factor. If a classification is to be estab-
lished for a brand in terms of quality and category, product prices is one of the first moves of the process. 
As the price of a product is generally equal to the perception of the quality for consumer perception, the 
price factor for brands has an undeniable importance. Brands have started to segment customer portfo-
lios. Segmentation of customers in terms of their economic situation enable brands to reach their target 
groups more easily. Customer segmentation of some certain brands that are called ‘luxury brands’ have 
definitely differences when compared to other mass brands. For instance, the Prada brand always offers 
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higher priced products in the market considering its high quality and target customers for its pricing 
policy. The aim of high price here is to raise the perceived value of the brand and to attract attention to 
the image and quality of the luxury brand. On the other hand, even if the Prada brand with ‘no discount’ 
policy evokes a cold shoulder, it is perceived that a brand that does not compromise on quality should not 
compromise on price by its loyal customers. Luxury brands have no goal of addressing every segment 
of customers; they have their own loyal customers. The mass brands used by almost every segment of 
the society use more product and consumer approach in pricing.The price of the product and consumer 
approach is determined by blending the features of the product and its consumers, such as the price of 
the quality of the product, the purpose of use, the benefit the product offers and the characteristics of its 
consumers. The price approach of brands may vary according to their positioning. Some brands design 
a low price positioning while others prefer a high-priced positioning strategy. Different positioning in 
terms of price strategy is the trademark’s own choice.

Packaging

Packaging, not only for shipping but also for display in stores is as important as products’ own authentic 
designs. The packaging-associative approach to a product is more important in the context of recognition 
and recall by the consumer. In conrast to its competitors, it is one of the most striking points that can 
be traced as differentiation. Instead of presenting a new product to the market, changing the packaging 
of an existing product creates a much easier and more effective sense of association. Experimentation, 
today is as valuable as gold for brands; that is why there are various products combining experience with 
packaging. Through designs such as the use of real cotton to emphasize the naturalness of the napkin 
product in its packaging or the feeling of the texture of the leaf of the real olive tree in the packaging of 
the olive oil product, the packaging connotation can be transformed into experimentation. In this way, 
it is ensured that the consumer is able to associate with the brand in his/her mind, even with its packag-
ing alone.

Usage Area

Each brand has a usage area. Categorized brands for the purpose of use provide consumers convenience 
in terms of recall. Nowadays, most brands do not want to be perceived only in terms of usage area in 
order to make a positioning more different or far beyond their competitors. It is mostly the fragrance 
brands that prefer to benefit from usage area with the aim to position more differently than their com-
petitors because a nice fragrance all alone is not sufficient for the purpose in consumer perception. 
For this reason, words such as “tempting, attractive, perfection, life, difference” are used for different 
perceptions in fragrance brands.

User Image

Consumers and target groups of brands are different. Connotations are created by reflecting the images 
of the existing consumers of a brand. This commonly used method for brands is also effective for the 
target masses to be reached. The brand tends to shape its target mass based on the image of consum-
ers reflected by the brand itself. The personality of the brand and the images of the users are also very 



1475

The Power of Associations in Creating, Building, and Sustaining Brand Value
 

important in terms of these associations because the brand personality that is desired to be perceived is 
unclear if it differs from the images of the users. In such a case, uncertainty exists, and this uncertainty 
is an undesirable situation for brand-related associations created for the consumer; the brand image and 
user image should be compatible with each other.

Quality

The quality association emphasizes the associations of the quality of the brand. As already mentioned 
in the previous pages, the quality of brands is divided into two as overall quality and perceived quality. 
The features of the brand, particularly specific differences from its competitors reveal the overall qual-
ity of the brand whereas perceived quality is mostly based on the abstract features and associations of 
the brand. Benefits and emotional associations are more important for quality connotations. Consumers 
generally do not prefer brands with higher general quality. Tracing the brand associations in their minds, 
consumers often always prefer the brands that associate with their quality insights. For this reason, at-
titudes, feelings, experiences and appreciation elements are of primary importance in quality association.

Origin

Consumers would like to know the economic conditions of the countries the goods are produced, on what 
conditions the production is carried out in those countries and the employee profile of such countries. 
The region or the country where the goods are produced or the service is offered has direct impact on 
brand image. With the aim to create a positive impact on brand image, many brands, while producing 
various parts of the product in different regions of the world, place a tag as if the product is produced in 
one single country. It is possible to understand how important the association of origin for the consumer 
is in such code of conduct.

Celebrity

They are the associations that are often desirable to be remembered together with the celebrities used in 
brand commercials. Advertising faces of brands are related both to the brand image and the consumer 
image. The strategy of using celebrities is designed not only to influence more people in the target audi-
ence but also to strengthen the existing image. The most important point during this strategy is whether 
the brand is presented in a realistic manner by the celebrity used in the advertisement. Nowadays, brands 
have also started to benefit from the social media accounts of the celebrities they use for their own as-
sociations. In communication campaigns for brands, all mediums are used effectively in order to create 
the celebrity association in every respect.

Competitors

Brands always need to follow the strategies of their competitors. The questions about the areas the com-
petitors are superior and their strengths and weaknesses in the market are the key points for the brand to 
investigate. In order to be able to compete with rivals, it is necessary to develop an associative strategy 
only after a number of researches. It is a known fact that stored information in consumer mind has a 
great impact on purchase decision (Alba et al., 1991, p. 24). The key to success for brand managers is 
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to know the reasons of the consumer for positioning the brands in his/her memory. For this reason, as-
sociation with competitors is valuable.

RELATED THEORIES

Theory of Association Formation

The general approach to how brand knowledge in the mind is recalled along with the other complementary 
information stored provides the basis for the formation of some models that describe associative interac-
tions. There are two basic theories that provide the most straightforward explanations of the effects that 
branding creates in the consumer memory. These are Event Coding Theory and Associative Memory 
Theory. In general, learning theories are used for the basis of those theories.

Event Coding Theory

This theory suggests that behavioral patterns are the result of interaction between motor systems and 
sensory systems but it indicates that the fundamental element of the interaction is the various information 
stored in memory (Hommel et al., 2001). As a result of the functions of sensory systems, it is the con-
notation encoding that provides a U-turn to the stored information in the consumer mind. Event coding 
theory suggests that the flow between sensory influences and motor movements is connotation-based 
and that is this formation that creates behavior. The factor that determines the reaction of people to dif-
ferent stimuli is the information stored in memory. Stimulants constantly create new connotations with 
their associations in memory by providing connections with existing information in consumer mind. This 
system constantly functions for memory operation. The modern approach of examining the memory is 
based on the processing of information. Just like the way computers work, information is encoded and 
stored in memory, and when it is needed for use, the encoded information is generated by association. 
The memory is divided into 3 as sensible memory, short-term memory and long-term memory.

Sensory Memory

Sensory memory allows the consumer to store various inputs collected by his/her senses for a very short 
period of time. When required attention is given or original stimuli is repeated, perceived information 
is sent to memory. Then, passing through the sensory memory, the information goes into short-term 
memory. Even though the information in sensory memory process has a life span of a few seconds, it is 
an essential step that enables short-term memory to store information.

Short-Term Memory

Short-term memory is used for temporary recall of the information which can be processed any time 
anywhere. It stores information for a short period of time with its limited capacity; it can store a small 
amount of information in mind for a brief period of time. When the information is repeated or, when the 
consumer gives a meaning and associate it with some other previously stored knowledge, the informa-
tion flows into long-term memory.
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Long-Term Memory

Long-term memory, unlike short-term memory seems to store an unlimited amount of information for 
a long period of time. There is a rapid and constant move for the flow of information in the mind; the 
new incoming information and the existing stored information are organized and reorganized unceas-
ingly. Even though long-term memory seems to decay very little over time, it is sometimes difficult 
to retrieve some information from memory. Yet, motivation is more likely to be retained in long-term 
memory as information is related to a subject of strong interest to a person. Long-term memory is divided 
into 2 as retrospective memory and prospective memory (Kliegel et al., 2006). Retrospective memory 
is where the content to be remembered is in the past. Prospective memory is where the content is to be 
remembered in the future. In other words, it is remembering to remember or remembering to perform a 
planned action. For instance, flying to New York at 02:30 a.m. on Sunday is a scheduled action in the 
future. In retrospective memory, the new incoming information immobilizes the individual to recall the 
former information whereas in prospective memory, previously stored information prevents the indi-
vidual to collect the new information. Memory, particularly prospective memory, is the memory type 
that creates undesirable situations for advertising companies. When the information which is recorded in 
the memory and fragmented into the smallest meaningful element for the individual is not called upon 
by any stimulant for a period of time, the details are the first to be deleted. Yet, Hommel et al., (2001) 
argues that a kind of mapping between the existing associations in the memory and the new perceptions 
occurs as the behavior is based on the stimuli perceived by the sensory system. In the memory coding 
center, the core information remains and it can be recalled even if the details are forgotten. The process 
of event coding theory is as follows:

1.  Various stimuli (associations) that belong to the brand affect the sensory system.
2.  The affected sensory system enables the motor system to function.
3.  Movement originating from the motor system re-engages the sensory system.
4.  The sensory system activates existing associations in memory.
5.  Behavior occurs.

Associative Memory Theory

This theory claims that the duration of memory process depends on associations, and therefore the infor-
mation stored in memory is based on connotations (Kahana, 2002). It is also argued that any stimulus, 
even a tiny stimulus of the existing situation, could lead to a broad spread in implicit memory and invoke 
many memories as serial connotations. Information in memory is kept in three ways:

Objects Are Associated With Their Characteristic Attributes

When a product is visualized in the mind, some of its characteristic attributes also come to mind. For 
instance, when the individual imagines a box of milk chocolate, its smell and taste comes to mind instantly.
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Objects Are Associated With Other Objects

For instance, when a box of milk chocolate is considered, the chocolate image appeared in the mind of 
the individual could create associations with some other objects and concepts related to chocolate such 
as the size of the box, happiness, love and children.

Information Is Collected Through Time

Human mind, in other words human memory is a storage system in which its limit is not yet known. It 
is the memory that stores the information and enables people to get back and forth in time. For instance, 
when we want to recall the situations that make us very happy or suddenly upset, we often find ourselves 
trying to remember the clothes we were wearing at that specific time. The ability of human memory 
to store and recall information allows individuals to remember various experiences and corrolate these 
experiences with brands. It is also due to this fact that it is difficult to dismiss a negative memory as-
sociated with a brand; the individual can upload all negative thoughts to the brand. With this respect, 
brand knowledge has two important components (Schultz and Barnes, 1999, p.145):

Brand Awareness

Brand awareness is the basic form of brand knowledge. Consumers recognize, remember and relate the 
names, symbols, colors, packs, advertisements and other brand-related factors associated with a brand. 
In order to achieve brand awareness success, the consumer needs to associate the brand with all its ele-
ments by recalling the abstract as well as the physical elements from the long-term memory.

Brand Image

The consumer associates the brand with other concepts both positively and negatively. Brand links enable 
the brand to have a meaning for its consumers. The more positive, strong or unique the brand links are, 
the more difficult it is to get imitated by their competitors. Being distinguishable among other competitive 
brands in the market by its consumers is of vital importance for a successful brand image. Associations 
are the stimuli that bind memories or thoughts collected in memory about a product, a person, a service, 
or any concrete or abstract situation with one another. Information stored in memory like contacts, events 
and experiences could be evoked with various stimuli. It is possible that a stimulant can recall not only a 
memoir present in implicit memory but also some additional memoirs associated with that memory. In 
studies conducted in laboratories, it is often attempted to determine at what point in memory the response 
to a stimulus is coordinated or is associated with negative memoirs and thoghts. It has been proved in 
various experiments that the stimulus A evokes the memory B or the memory B evokes the stimulus A. 
According to Associative Memory Theory, memory consists of numerous information packs, each of 
which is equipped with frequent networks so that they can interact with one other. The memory stores 
meaningful information in the form of a package and stores additional information connected to it as 
various packages. When it encounters a stimulant, the required information pack in which the response 
is triggered activates to be remembered in memory.
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CONCLUSION AND DISCUSSIONS

Establishing connection with consumers or making existing communications more powerful is curcial 
to attain sustainability in today’s branding world. Day by day competition is getting more fierce, and the 
variety of products in the market even for one simple need is extraordinary in range of span. Consequently, 
brand managers go through rough times lately, constantly looking for alternative ways to differentiate 
themselves from brands of competition such as focusing on different aspects such as strengthening their 
images, placing associations in consumer minds, and designing better positioning to differentiate them-
selves apart from their competitors.

A look at the history of branding reveals that branding was first discovered in the 19th century by 
cattle owners. In order to avoid confusion with the animals of other ranches, animals of each ranch were 
stamped with the symbol of the ranch they belonged to (Hampf and Lindberg-Repo, 2011). The brand 
was only a concept used to index to the link between the product and the producer but as time passed 
by, the conceptualization as well as marketing eras started to shift and eventually the concept began to 
be targeted at a mass called ‘consumer’. The brand conveys more meaning to the consumer than it does 
to the producer because it is infact the brand itself offering the tangible as well as the intangible values 
desired by the individual, providing satisfaction for the members of the society. Brands are more con-
cerned about communicating with consumers than anything else, as they satisfy an important emotional 
need in the lives of people. In contemporary marketing era, brands take customer satisfaction more seri-
ously and to a whole new level; that is why brand names are more cautious than ever before. From the 
point of brand manager, ‘customer satisfaction’ which is the most important footing for ‘reputation’ is 
a priceless but a hard-earned superiority that is quite difficult to sustain. For brand image management, 
satisfying customers with brand associations and perceived quality is more important than selling the 
products because, nowadays even if a brand is good either in terms of price or quality does not mean 
that the reputation of that brand is good. Bringing positive emotions to the perception of the consumer 
and having the brand name positioned as superior in the consumer mind while assuring the end experi-
ence to correlate with what is offered or associated with in other words, providing satisfaction for every 
consumer in the target group in today’s conditions means a brand has achieved success. Since literature 
is scarce with respect to pinpointing the role of brand associations in attaining brand reputation, this 
chapter attempted provide an overview to pinpoint the relationship between brand associations and pur-
chasing behavior and the effects of brand associations on consumer perception to emphasize the role of 
associations in acquiring brand reputation.
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ABSTRACT

Laws and regulations are important instruments for governing the relationships between people. In 
recent years, however, scholars have noted a growing judicialization, which concerns particularly im-
material cultural goods that are turned into intellectual and cultural properties. This chapter explores 
the implications of these regulations for the different actors involved, their moral responsibility and 
economic practices in the domains of branding and copying with examples of immaterial cultural goods 
from different African countries and from Austria. It argues that legal regulations that govern the use of 
immaterial cultural goods form part of the capitalist system. These regulations may be good for some 
and a hindrance for others. Piracy might damage the investments of an entrepreneur or artist in a brand 
or art work but might also help to secure the livelihood of other people and enhance the renown of 
products. Hence, it is important to analyze the perspectives and interests of individuals that are related 
to these economically important and ethically relevant activities.

INTRODUCTION

The evolution of media technology in the past decades has provided social actors with hitherto un-
known opportunities to connect globally and exchange information, experiences and images, as well 
as to disseminate media contents and create software-based designs and products. The digital facilities 
of reproducing landscapes, architecture, people, objects, design patterns, or machines, have immensely 
increased the precision and speed with which images and information can be appropriated, processed, 
and commercialized. Marcus Boon called this “the infinite proliferation of copies in contemporary 
culture” (2011: 24). Digital media helps not only to create products and market them faster, but also to 
reach audiences across vast distances and diverse cultural identities. It also enlarges the opportunities 
for a countless number of individuals to access and appropriate goods, images, and information.
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The opportunities that the widespread access to digital media offers have been praised as a form of 
democratization of immaterial cultural goods that makes these accessible for common use. But these 
opportunities also raise questions about the legitimacy of these uses, particularly when commercial 
interests are involved. Should everybody be allowed to glean immaterial goods as if from a playground 
or supermarket as it pleases them? Are images unclaimed goods that belong to everybody in the same 
way? Do they fall under intellectual property law or do they need protection in the name of humankind? 
What are the ethical or legal implications when, for example, investors measure and copy an entire vil-
lage for commercial purposes? Under what conditions should a company be allowed pharmaceutical 
prospecting of plants on the land of indigenous communities and/or be able to use their local knowledge?

This chapter explores some of these questions and the challenges that legal institutions face when 
called to regulate issues of appropriation that have come up in growing numbers with the proliferation 
of digital media. I will argue that the digital media that have spurred, intensified, and accelerated these 
appropriations, play different roles depending on the purpose for which social actors use them. I will 
also show that legal and ethical evaluations also depend on who appropriated which good from whom 
and that these regulations are beneficial for some but not for others. Often divergent interests are at 
stake working to protect valuable goods for different reasons, among them the immaterial goods of local 
people, of private individuals or of companies who have invested in developing a product or a brand for 
commercialization. Some of these issues are regulated by law; others solely depend on ethical consid-
erations. In some cases ethical and legal considerations merge but often they also contradict each other 
and narratives of justification are played out to convince the public to accept explanations as being in 
the interest of progress and development.

In order to illustrate these findings, I will compare and discuss four scenarios in which immaterial 
cultural goods are appropriated: first, the transformation of “traditional” art forms into media products 
by individual young artists; this example is based on extensive field research on cult associations and 
their artistic performances in south-west Cameroon between 1987 and 2008 (Röschenthaler 2011) and 
related scholarly literature on Mali and Algeria; second, the protection of local knowledge from com-
mercial companies in Southern Africa; this example is taken from Jean and John Comaroff’s work 
Ethnicity Inc. (2009); third, the copying of brand-names by small-scale pirates in Yaounde, based on 
field research on trade networks and entrepreneurship in Cameroon’s capital between 2008 and 2014; 
and fourth, the virtual transfer of an entire village, the Austrian village of Hallstatt in 2011, by Chinese 
property investors, which has been widely discussed in newspaper articles online.

The chapter begins with a discussion of scholarly work on digital media and the conceptual and ethical 
premises of copying and appropriation. I will then elaborate the four examples to discuss legitimate and 
illegitimate ways of appropriation by different social actors, and end with a comparison of the critical 
issues that the examples unfolded and an examination of the ethical implications of copying. This ap-
proach demonstrates the importance of taking into account the perspectives and interests of the different 
actors involved and brings out the complexity that the study of digital media, the copying of immaterial 
cultural goods and property entails.

DIGITAL MEDIA, ETHICS, AND INTELLECTUAL PROPERTY RIGHTS

The rise of digital media from the 1980s onward, corresponding intellectual property rights and ethical 
questions concerning the appropriation, processing, and multiplication of immaterial goods including 
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art forms, knowledge, brands, or architecture are closely interconnected. Roughly at the same time that 
digital media such as mobile phones, digital cameras, and the internet became accessible for larger parts 
of the population, an increasing judicialization of immaterial cultural goods took shape, followed by a 
growing piracy activity and consequently attempts to fight it. A brief look at some aspects of scholarly 
discussion of these issues reveals that this process entails contradictions and ethical concerns that are 
complex and challenging to solve.

Multiple Uses of Digital Media

Digital media require gadgets that are able to encode information in a format that can be transmitted 
over a computer network, including text, images, sound, and design. They make it much easier than 
analogue technologies to store, modify, and distribute information. Digital technology allows people to 
communicate and exchange information or images easily across the world and brings audiences from 
different parts of the world closer to each other even across language barriers (Federman, 2006).

Most scholarly literature on digital media has focused on the social aspects of digital media and the 
opportunities of global connectivity. Digital media has cultivated new forms of communication and es-
tablished ways to articulate collective interests and life projects. Gabriella Coleman questions, however, 
that these media are actually able to produce widely “shared subjectivity” or a “life world that might 
characterize a vast population” (2010, p.490). In this context, the study of local actors’ perspectives 
provides a powerful means to counterbalance generalizing imaginaries of the digital media producing 
global communities and the universality of the digital experience. Coleman (2010, p.489) advocates an 
approach that “provincializes digital media”, a term that she borrows from Dipesh Chacrabarty (2000), 
and which highlights a focus on the actual concerns and perspectives of the different actors who use 
digital media in their daily lives.

The influence of digital (and other) media largely depends on the purpose for which they are used 
(Coombe, 1997). Some scholars have noted the hopes that are connected with digital media, as with 
independent media more generally, to become an instrument for enhancing democracy and civil society 
(Athique, 2013; Hydén, Leslie, & Ogundimo 2002), others found that media might be used to consolidate 
radical religious movements (Eisenlohr, 2011) or be implemented to serve contexts of violence and civil 
war (Gewald, 2004; Bräuchler, 2013), and, in the case of digital media, of cybercrime and surveillance 
(Atique, 2013). As the ownership of digital media offers users opportunities to actively participate in 
the creation of media products, governments are concerned to regulate the use and control of media 
and media content, of images and artistic creation, as social media challenge state power with ever new 
means (Gosh, 2013, pp.65-66). As digital media offer platforms and arenas for different interest groups 
to present themselves and their concerns and call for support, they opened the way for a dynamic field 
of media production and interaction, and revolutionized industries such as journalism, music production, 
advertising, and the reproduction of images. These opportunities have created numerous opportunities to 
make a living but also multiple challenges for dealing with intellectual property rights that need adapta-
tion and are not well-prepared to cope with these new evolutions.

Increasing Judicialization

When the digital media began to proliferate, scholars began to note an increasing judicialization in all 
domains of life (Smiers, 1999). The ownership and use of immaterial cultural goods and artistic produc-



1485

Copying, Branding, and the Ethical Implications of Rights in Immaterial Cultural Goods
 

tion became to an ever greater extent the object of legal regulations and commercial interests (Coombe, 
1998; Cowan, 2006; Cowan et al. 2001). In the debates surrounding such ownership issues, intellectual 
property rights have become a key concept. Hence, intellectual property has moved from its formerly 
exclusive location within legal discourse into much wider public prominence (Hirsch & Strathern, 2004, 
p.3). Jean and John Comaroff attribute this shift to the prevalence of the neoliberal order (2000, 2009; 
see also Coombe 2003), which appears to favour the appropriation and control of artistic products by big 
companies that earn a fortune from the rights to immaterial property (Benthall, 1999; Smiers, 1999). As 
such ideologies are globally distributed through the media, Thomas and Nyamnjoh (2007: 14) wonder 
whether increasing privatization is the inevitable fate of a connected world (see also Röschenthaler & 
Diawara, 2016).

From the seventeenth century onward, intellectual property rights were created to encourage creative 
actors to make their inventions and creations available for circulation in the society. The law allowed 
publishers to produce books and later music, and entrepreneurs to manufacture patented commodities 
and disseminate them on the market. Specific laws would guarantee the inventor or creator a share from 
the profits that producers or entrepreneurs made with their creation. Such rights in intellectual property 
were conceptualized as exclusive rights of individuals, and therefore each work required an individual 
creator or inventor who was entitled to receive such a share. In actual practice, the cultural landscape, 
however, is by far more complex. Immaterial cultural goods in many cases cannot easily be attributed to 
one single individual as no art work is fully original (Gosh 2013, p.64; Röschenthaler & Diawara, 2016).

Taking into account these challenges, concepts such as cultural heritage and folklore have been created 
to preserve long-standing traditions in the name of humankind. They particularly focus on (immaterial) 
cultural goods that are not easily attributable to an individual but are rather ascribed to entire ethnic 
groups or communities. However, these “traditions”, presumably preserved for generations, have been 
constantly transformed and altered by “their owners”, particularly after they have been nominated as 
intangible cultural heritage (for an illustrative example see De Jong, 2007). Opportunities to claim own-
ership of such a “tradition” as cultural heritage has in many cases led to an increase in identity politics 
when communities took this as a welcome means to draw attention to their interests in the states they 
live in (Comaroff & Comaroff 2000; Geschiere 2009).

Increasing judicialization is often promoted with the moral argument that cultural heritage needs 
to be preserved in the name of humankind and inventors and artistic creators should receive a certain 
percentage from the profits that others make with their work. These arguments advance that exclusive 
property rights are the basis of development and commonwealth. However, at times they seem to be 
more in favour of entrepreneurs than of creators. Historically, this concept came up during the times 
of industrial revolution, when John Locke promoted his labour value theory, which postulates the idea 
that unclaimed land and unclaimed things should become the property of those who had invested their 
labour in its development and creation. John Locke did not mean the farmer who works his field but 
the entrepreneurs who needed land to set up plantations and factories and also a labour force that would 
help them produce the new consumer goods (Greenfield 2014). Actually, governments have an interest 
to control intellectual property circulation, receive taxes and promote investment. The same applies to 
immaterial cultural goods that are increasingly judicialized in a similar process under the intellectual 
property law, a process that Gosh calls “imperialist globalization” and that tends to empower big com-
panies and media giants who work to prevent creative art (2013: 66).

The narrative of justification that accompanies this process plays with double standards. It claims 
that the artists should be rewarded for their creative work, but those who profit are usually the producers 
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who have invested in the production, multiplication, and marketing. When governments launch the fight 
against pirates and counterfeiting, they do this in the name of the poor artists and inventors that were 
robbed of their due share from their creation, and pirates should be persecuted because they profited 
from work that they did not create themselves.

The appropriation of a small part of a musical piece can even provoke a lawsuit despite the fact that 
entire musical and literary genres depend on copying, mixing, transforming, and collage (Anon. 2005; 
McLeod & Kuenzli 2011; Mose 2016) and that all inventions and creations are based on a cultural legacy 
that has been elaborated and developed for generations (Gosh 2013; Röschenthaler & Diawara 2016). 
Similar multi-layered complexity occurs in oral literary practices, the very art of which may consist 
precisely in the citation, modification, blending, and variation of other literary works (Barber 1999). In 
anthropology, it is above all Karin Barber (2003) who has pointed out that all texts are made from other 
texts (oral or written), and always build upon existing ideas and interpretations (see also Barber 2007; 
Finnegan 2007: 137).

Piracy and Efforts to Fight It

Property rights jurisdiction faces immense difficulty to distinguish legitimate ownership from ille-
gitimate piracy given the multifaceted interconnections and entangled genealogies of artistic creations. 
Notwithstanding, an entire intellectual property defence industry has emerged, especially in the domain 
of digital media and biotechnology (Johns 2010: 498), which seems to evaluate and treat small pirates 
often very differently from big pirates. McLeod and Kuenzli rightly note that “by threatening internet 
service providers and search engines, intellectual property can simply make you disappear if they do not 
like what you have to say. Such obliterations were much more difficult to accomplish in a non-digital 
world” (2011: 17).

Throughout the history of thought and culture, practices of copying, appropriation, and collage 
were widespread. People in different regions have at various times developed their own ideas of these 
practices and also found ways to regulate and negotiate the appropriation of immaterial cultural goods. 
In all cultures, historically and at present, goods of particular value are counterfeited for which there is 
a bustling market. In Egypt it was cults, in the Middle Ages relics, later art work and at present brand 
name products and software (Jones 1994). In south-west Cameroon it was cult associations for which 
the use rights and the knowledge of their functioning had to be obtained (Röschenthaler 2011).

The copying of immaterial goods is perceived to be a problematic practice when individuals (or 
governments) begin to complain about the alienation of what they consider their property. Kavita Phillip 
(2005) and Ravi Sundaram (2010) noted that piracy is the necessary twin of intellectual property laws. 
There is no theft without property, i.e. there is no plagiarism (Theisohn 2009) and no piracy (Johns 2009; 
Sundaram 2010) without rights in immaterial cultural goods and no fake without an original (Jones 1994; 
Sundaram 2010) without rights in immaterial cultural goods and no fake without an original (Jones 1994). 
In this context, McLeod and Kuenzli (2011: 12) who studied collage practices noticed that “courts and 
various culture industries treat similar activities across media very differently. This also shows that art 
and law don’t mix (pun intended).” In Asian economies pirated brand name products have even merged 
with originals to such an extent that they can no longer be separated from each other (see for example 
Chang 2004). Arjun Gosh also observes that “in the digital world, the original and the copy are the same 
(2013: 65), which particularly complicates the ethical dimension of copying.
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Judicial Contradictions and Ethical Concerns

As noted earlier, the fruits of the entire history of thought and cultural production are based on the cre-
ations of previous generations, individuals, and communities. Controversial issues about their ownership 
seem to arise only with the emergence of economic asymmetries that are not accompanied by acts of 
redistribution. As long as no one profited from artistic or inventive creations more than others, immate-
rial cultural goods have not become a question of exclusive property.

Author rights and copyrights were introduced as legal instruments to face the increased literary pro-
duction following the invention of the printing press in an attempt to regulate the relationship between the 
author and the publisher (author’s rights) as well as the relationship between publishers among themselves 
(copyright) (Gosh 2013). Legal regulations governing immaterial cultural goods were actually never able 
to face the complexities of cultural practices but remained imperfect means to secure economic interests.

Among scholars, no clear opinion prevails as to what extent goods should be subject to regulations. 
Some argue that creators have to be protected legally, whereas others advocate that entire musical styles 
are endangered by the same regulations and that individual cultural elements ought to be freely acces-
sible in the creative commons. Norms, standards, and laws are confronted with each other in the form of 
unwritten rules that fall in the domain of ethical considerations, and the form of written laws that become 
meaningful through the interpretation of a judge. Whereas in the music industry lawyers interpret the 
law very restrictively, in the fashion sector it is much more difficult to find evidence that a design has 
actually been copied, depending to the extent to which colours and designs have been altered. Hence, the 
discussion about intellectual property is guided by moral arguments of whether law and judges follow 
ethical criteria of social well-being in their decisions or rather defend economic interests and political 
considerations.

INTELLECTUAL PROPERTY AND THE OWNERSHIP OF CULTURE

The more general observations noted so far will now be illustrated with several examples from Africa 
and one from Austria. Due to the liberalization of the markets and the media reforms of the 1980s and 
1990s in most African countries, independent media, internet facilities, and affordable digital gadgets 
such as mobile phones, photo and video cameras, and computers imported from Asia have become widely 
accessible in urban as well as increasingly also in rural areas. During the same time frame in which 
these media began to proliferate, intellectual property rights with all their contradictions have become 
a prominent issue (Röschenthaler & Diawara 2016).

Media in Africa might be shaped by external conditions (Almouza 2005: 351) but important to study 
is how they are utilized by African actors in often very creative ways for various purposes. However, 
these usages often also create dissent, as there are different interests at stake in a community, when, for 
example, individual artists register their art work as their intellectual property at the expense of other 
social groups who previously were entitled to perform such art and who fear to lose their privileges 
or even their livelihood. In the next subsection I will briefly illustrate such conflicting situations with 
examples of art productions from different African countries. These examples have in common that a 
younger generation of artists performs and commercializes established art forms with the help of digital 
media to which they, according to intellectual property law, have acquired the exclusive authors’ rights. 
In contrast, the older generation of artists is unable to profit from the law and the new technology.
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Who Owns Music and Performance? Case Studies From Africa

The first example is a performance artist in south-west Cameroon. He performs dances and masquerades 
taken from local cult associations of his village, which his team films and enriches with urban acces-
sories, dance styles, and rhythms. The artist registers the DVDs that he produces in the studio with the 
Cameroonian office of authors’ rights before he sells them. When the cult association owners got to 
know about his project, they summoned him to the village court and accused him of copying insignia 
and masquerades, which he did not have the right to wear and perform. He managed to convince the 
village court that he did not make profit from using the cult association insignia and secret knowledge 
but that he was reviving and preserving traditional dances. In the end, he did not have to pay damage to 
the cult association owners. Cult associations have, however, the power to force people to do this when 
they feel that copiers unlawfully appropriated their performance, because, as the owners argued, they 
had invested money and goods in the acquisition of the rights to own the cult and therefore all those 
who wished to perform it, had to acquire these rights as well (Röschenthaler 2011, 2016). Hence the 
performance artist had to cope with both property regimes, the local regime of the cult association own-
ers and the national intellectual property law.

Similar cases are known from other African countries; just that in these cases there is no local regime 
of rights in immaterial cultural goods that would enable the older generation to force copiers to pay dam-
ages to them. In Algeria, Jane Goodman studied the rich repertoire of songs that rural women consider 
their domain. For generations, the women preserved these songs by teaching them to their daughters. 
With the introduction of digital media and the awareness of authors’ rights, however, young urban artists 
began to interpret these songs, register them under their names and sell the products as CDs or DVDs on 
the market. The elderly women did not actually lose money but felt that they would deserve a share of 
the revenues. The French intellectual property law (on which the Algerian law is based), however, does 
not consider such claims (Goodman 2005). Mamadou Diawara (2016) made similar observations in Mali 
where the playing of music and the recitation of praise songs is the privilege of certain families (griots). 
Young artists, often from non-griot families, have gradually appropriated these songs without taking 
the pain to receive training from griots. They also registered their work under their name and sold the 
product. The normal procedure would have been that young artists from griot families invested several 
years in training to learn the trade rightfully. For the griot families such trends are bitter, moreover as 
their privilege of singing and praising for a particular family has gradually diminished since colonial 
times and with this also their means of making a living.

Not only performance and singing experience such challenges, but also other art work. The Ghanaian 
Kente weavers and Adinkra cloth producers are a group of professional weavers who have for centuries 
specialized in producing woven cloth with characteristic design patterns that are easily recognizable 
as such. During the past decades, they noticed that the demand in original Kente and Adinkra cloths 
diminished and that Ghanaian migrants in urban centers and the American diaspora began to copy the 
designs and sell cloth and decorated tourist souvenirs made from cheaper imported Asian cloth. The 
weavers called upon the Ghanaian government to help them protect their designs from being copied and 
marketed by (mostly) their compatriots, but their query cannot be dealt with by intellectual property 
law that only concerns individual creation and not group ownership of generation-old designs. The state 
has not helped the weavers; it rather considers the designs a national cultural heritage (Boateng 2011).

In these examples, young artists use digital media to record and commercialize songs or designs that 
they have not created as such but only appropriated and interpreted. Their art is protected by intellectual 
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property rights, which entitles them to receive a certain amount of revenues. It allows individuals to profit 
from the immaterial cultural legacy, which specific families, elderly women, certain social groups, or the 
state, claim as their heritage. This situation raises ethical concerns for which intellectual property law has 
no solution, as it is not meant to protect the immaterial rights of entire groups whose immaterial cultural 
goods have been commercialized. Hence, in actual practice various forms of group property exist that 
are neither exclusive property of individuals, of a community or ethnic group nor unclaimed property. 
These practices entail creativity, skills, and knowledge, some of which are kept secret and considered 
an asset, as is known from trade guilds in the European Middle Ages (Somers 1996).

Branding Identities and Securing Local Knowledge in Southern Africa

As international and national legal regulations have difficulties to cope with group and subgroup rights 
that are neither fully communal nor exclusively individual, the World Intellectual Property Organization 
(WIPO), which is responsible for the protection and preservation of folklore, has envisaged means to 
protect “communal goods” or “communal property”. As the examples illustrate, however, immaterial 
cultural goods are often not communal property but form part of a more complex system of subgroup 
ownerships. Notably Michael Brown discussed ways of how such immaterial cultural goods could be 
protected, not as folklore but as intellectual property (1998, 2003) so that local communities could pro-
tect their knowledge and defend it against commercial interests that profited from selling products that 
were developed on the basis of other peoples’ local knowledge. Jean and John Comaroff (2009) indeed 
investigated cases in which communities such as the Bafokeng kingdom in South Africa managed to 
register as an enterprise due to which they successfully won lawsuits to recuperate their ancestral land 
that had been taken from them by the Apartheid regime and profit from the natural resources on that land.

The San in Southern Africa also registered themselves as a company, a legal personality, and man-
aged, with the help of a lawyer, to win a lawsuit against the pharmaceutical company Unilever, which 
intended to appropriate the knowledge of plants for commercialization without sharing the profits with 
them. The San were successful in protecting their local plant knowledge against commercial companies 
that had turned into biopirates. The project of the San was, however, a complicated venture. To begin 
with, the San people had to depict themselves for the first time in history as one group with a common 
interest, as they had to decide who belongs to this group and who not. They used this newly created ethnic 
identity as a cultural resource, which also added value to their cultural heritage and local knowledge. 
They forced Unilever to buy the patent and return them eight percent of the profits that the company 
made with the product that they developed on the basis of the San’s knowledge of a plant, the Hoodia 
cactus. The company tried to argue that the San had not invested any money in the research and produc-
tion of the plant, whereas – and this reminds of John Locke’s support of investors – the company had 
invested its means to make the product marketable. However, it is far from clear whether the San have 
invested nothing in the knowledge that they have of local plants. In the end, the San won the case and 
received 30,000 dollars due to the moral injustices that the San had experienced since colonial times, 
as pointed out by the lawyer.

With the lawsuit, the San have not only gained control of their territory but also won the case with 
a moral claim that it would be more than just to make the San as a marginalized local group participate 
in the gains of the big company practicing biopiracy (Comaroff & Comaroff 2009). This success was 
backed by social media that created a global awareness of the San’s project and their condition of life, 
as numerous internet sites document (see Comaroff & Comaroff 2009: 174-179). The successful lawsuit 
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of the San is an example that illustrates how a lawyer found a pathway to create a legal personality that 
was recognizable by law and a judge advocated the moral claim of the local ethnic group against a large 
financially powerful company. The women in Algeria, the griots in Mali, the Kente and Adinkra producers 
and the cult association owners in the south-west of Cameroon have not found a way yet to protect their 
immaterial cultural goods against appropriation by commercial interests on an national or international 
level even though or because they have to negotiate with the youth from their own community.

Who Is the Pirate? Copying Music and Brand Name Products in Cameroon

Piracy, the twin of intellectual property rights (Sundaram 2010), gained in importance in African coun-
tries when individuals were able to purchase affordable digital media gadgets imported from Asia. Not 
only musicians utilize them to produce and multiply their products, but also various individuals who 
copy the work of artists in backyard home factories. Different scholarly discourses have emerged com-
menting upon these activities. Some insist that unregulated multiplication of artists’ work democratizes 
its consumption and enhances the artists’ fame whereas others argue that the music branch is dying 
down due to piracy and that artists, producers, and the state lose great amounts of money (Röschentha-
ler & Diawara 2016). These moral arguments illustrate that divergent interests are at stake that became 
prominent with the growing attention that is paid to intellectual property and that these regulations are 
beneficial for some but not for others.

The Cameroonian performance artist mentioned earlier acquired digital media to produce copies of 
his own DVDs for sale, but soon also his fans did the same. He explained that it is above all his own fans 
who acquire and distribute his DVDs as copies via mobile phones because for them it is almost a duty 
to do this, as they feel they have to increase the renown of their star. They also upload his art work to 
internet platforms such as YouTube so that the clips are accessible to a worldwide audience. His fans do 
not feel doing something wrong but rather help to grow his fame. Hence, the artist sells his new media 
products as quickly as possible to be faster than the pirates in order to face the growing amounts copy-
ing (Röschenthaler 2016).

On the one hand, the sale of the pirated products enhances the renown of artists as their work is far 
more widely disseminated than would be possible with the formal distribution of “originals” as most 
people would not be able to buy the originals and perhaps not even get to know about them. On the other 
hand, there is evidence that musicians and their producers cannot survive from their art if it is irregularly 
copied and distributed. In Cameroon, hardly any music producers can survive for longer periods of time 
(Tcheuyap 2016). Numerous examples from other countries are known as well, such as the Senegalese 
artist and entrepreneur Youssou Ndour who had to shut down his music production company in Dakar 
due to piracy (Wane 2016).

Pirates are more reluctant to copy the music of local artists and the brands of local merchants, how-
ever, than those of foreign artists and company owners. Sellers in the central market of Ouagadougou, 
for example, explained in 2012 that they would first try to sell the original DVDs of local artists, and 
not the copies, but that they did not see any ethical problem in copying and selling foreign music as 
these foreign musicians would not immediately face losses due to these sales, particularly as they did not 
know about it. This observation is also valid for brand name products. However, the sellers’ argument 
does not only express solidarity with compatriots but also the fear that illegal copies of local products 
are more severely persecuted than foreign ones.
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Different from copying music and videos which can be accomplished in back yard factories, the 
copying of brand name products requires larger amounts of capital that the small local pirates normally 
do not have. Copies of brand name products are ordered by local entrepreneurs from factories in China 
who are ready to produce cheap goods. Any entrepreneur with sufficient capital can create the design 
of a brand name that he wishes to order and send it to his supplier in China by email attachment, pay an 
advance, and a few weeks later the product arrives ready for sale, often with the complicity of customs 
officers (Röschenthaler 2016). These products include highly-valued brand names of hand bags, cloth-
ing, shoes, and also foods such as powdered milk, tomato paste, toothpaste, or tooth brushes of which 
about a dozen different brands are available in local markets. Some of these products are available in 
original quality as well as in different lower qualities. Some of these are almost exact doubles; others 
have incidental or intentional orthographical errors or slightly divergent designs. Due to these copies, 
the promise attached to the brand name and its package content no longer helps customers to trust its 
quality but the sign value of the brand name still functions to enhance the social standing of customers, 
at least at first sight.

Consumers might have difficulties to identify original and copy, but they can get an idea of the quality 
from the price and sellers readily explain that they have different qualities of a product in their shelves. A 
street vendor near the Central Market in Yaounde, for example, who sold a good twenty brands of tooth 
paste, batteries, mobile phones, and soaps in his mobile kiosk, explained that he had three different types 
of Colgate tooth brushes and Signal tooth paste. He stated that it was possible to know the difference 
by studying the price, package, orthographic errors, the colour of the paste, and its taste. Actually, most 
brand name products are available in three qualities: the expensive original, a less expensive copy of good 
quality and a cheap copy of less good quality. These choices cater to customers with different budgets. 
The customers tell the vendor how much they want to pay or which quality they wish to acquire. The 
street vendors obviously work together with one or several shops or warehouses behind the sidewalk. 
In case a customer asks for a different product or quality, the street vendor disappears for a few minutes 
to return with the desired product.

The products that are copied or “pirated” are products that are selling well. There are no pirated cop-
ies of products for which there is no demand (Jones 1984). In the economic domain, brand names were 
originally made to distinguish quality (Chang 2004) and add value to manufactured products guarantee-
ing their quality and singularity in comparison to other brands. In this function brands operate as media 
of exchange between companies and consumers (Foster 2008: 12). The value of brand name products 
is further enhanced by advertisement in the media. Hence, “value is based on the readiness of consum-
ers to pay for the renown attached to the brand” (Foster 2008: 15) and many brands have accumulated 
considerable value due to the investments of their owners. Copying a brand name and selling the product 
divert the profits to another individual (the pirate) and in case the product content is of low quality, this 
significantly reduces the value of the brand, as rumours emerge and consumers quickly refrain from 
purchasing it.

Lawsuits about brand name products are still quite rare in African countries. This is due to several 
reasons. In Mali and Cameroon, for example, most of the lawsuits that have been explained to me by 
merchants or are documented by the Organisation Africaine de la Propriété Intellectuelle (OAPI) have 
been fought between local merchants. However, to be able to win a case, a merchant needs a certain 
standing and means. In Cameroon as well as in Mali, merchants strongly advocated for solidarity among 
fellow merchants and were ready to involve the court only to tell competitors a lesson. After the deci-
sion, they preferred to regulate the issue among themselves, saying the pirate was their compatriot and 
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fellow merchant who was trying to survive, as other traders as well, and should not be forced to lose 
more capital than necessary. They preferred to destroy the pirated packages but allowed the pirate to sell 
the product itself without the added value of the brand, as soon as the pirate promised not to copy the 
products again. Merchants argued that the great number of factories in China would produce anything 
that African entrepreneurs would order, and so the solidarity could only come from one’s own people 
and not from the foreigners.

The examples discussed so far entail the creation of art work and brand names in which digital media 
are an important tool for production, global distribution, and in many cases moral support. They also 
entail ethical dimensions of the copying of immaterial cultural goods that belong to compatriots. In 
the case of artists, copying products advertises and increases the renown of their owner even though it 
might reduce their revenues from originals and the income of producers and the brands’ value. In spite 
of the attempts of international organizations and governments to promote the usefulness of intellectual 
property law, only few African entrepreneurs are able to successfully defend their immaterial property. 
The following example from a European country illustrates another dimension of the complexity of im-
material property and the ethical implications of copying.

CHINESE COPY AUSTRIAN VILLAGE: THE CASE OF HALLSTATT

Hallstatt is a small village in the Salzkammergut of Austria, a region that is known for its salt mining, 
which began 7000 years ago. The salt brought wealth and was widely exported to places as far as to the 
Orient (Hallstatt 3, May 26, 2012). The entire area, including Hallstatt, has been nominated as a cultural 
heritage site by the UNESCO in 1997.1 Its houses are situated between mountains and a lake, and some are 
built on stilts on the shores. Due to its idyllic setting, Hallstatt has attracted numerous tourists, including 
many Asians, for the past decades. It is also the site where the South Korean soap “Spring Waltz” was 
shot (Hallstatt 6, October 24, 2014). Notwithstanding the opportunities tourism offers, many Hallstatt 
youths have migrated to other areas with more promising employment. In 1951, the village still counted 
1422 inhabitants, while it was left with only 780 inhabitants in 2012. The scarcity of space and restric-
tions due to its cultural heritage status contributed to the youths’ exodus as conservation prescriptions 
prevent the construction of new homes (Hallstatt 5, June 2, 2012).

The quiet routine of Hallstatt’s daily life was interrupted when its inhabitants incidentally got to know 
from a Chinese tourist that Chinese entrepreneurs had copied their entire village in 2011, including 
not only all the houses, the street, the church, the marketplace with pond, angel’s statues, restaurants, 
hotels with names, but also the lake with its boats and the mountains surrounding it. Chinese investors 
had measured the entire village one to one and constructed a second Hallstatt in China. This Hallstatt 
clone now forms part of the town of Boluo which is situated near the four million boom town Huizhou 
in Guangdong Province.

Digital media had enabled the Chinese investors to take photographs of every detail without attract-
ing attention. The inhabitants of the original Hallstatt were perplexed that this had happened without 
their notice. They were also annoyed that they had not even been informed about the Chinese project. 
Since the day they discovered that the village was cloned, nothing has remained the same in the origi-
nal Hallstatt. Newspapers began to comment on the issue.2 One newspaper reported that the pastor of 
Hallstatt worried that the copying of the church would desacralize the house of God, and the owner of 
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a shop complained that her brand name, which was her intellectual property now also served in China. 
People strongly felt that their identity was at stake (Hallstatt 4, June 2, 2012).

After a period of initial irritation, the mayor of Hallstatt decided to turn the vice into a virtue and 
began to advocate for the advantages that the cloning would bring. He insisted that the inhabitants should 
not worry about their identity but accept that their being copied had positive effects: it would enhance 
tourism and make the village more attractive as tourists would want to see the original, which would 
bring the blessings of money to the place. They should accept the brand of their village as an asset and 
understand that their village was so important that other people had even considered copying it.

The Hallstatt double – the newspapers talk of a clone – was created by the Chinese investor Minmet-
als Land Inc. They measured all the houses and shops, but historical accurateness did not seem to have 
mattered that much, as they envisaged an ideal European village with apartments and houses for sale to 
wealthy Chinese. Such Hallstatt clone houses are sold for the equivalent of between 300.000 and 600.000 
Euros each. The villas of 400 square meters, however, did not sell as quickly as expected, at least in 2012 
when the village was officially opened to the public (Hallstatt 3, 26 May 2012).

The Hallstatt clone was inaugurated on June 2, 2012. It had taken Minmetals only one year to raise 
the Hallstatt clone, including the creation of the lake and the mountains (Hallstatt 3, May 26, 2012). 
Meanwhile, the mayor of the Austrian Hallstatt had contacted the Chinese investors and been invited 
for the festivities. He came with his family, journalists, and an orchestra who performed in Austrian 
miners’ uniforms. He also signed a contract promoting cultural exchange and a friendship agreement 
with the city of Huizhou. However, so far no Chinese delegation has ever visited the original Hallstatt. 
At the opening the mayor stated that he was proud that his village was copied in China. However, when 
the Austrians visited the clone, they discovered that the birth house of Mozart, which is originally in 
Salzburg was included (Hallstatt 2, February 1, 2012) as well as a red British phone cell, palm trees, 
gold fish in the pond at the market place and the restaurant Feinschmecker Treffpankt (sic) served sea 
food, which is not really an Austrian speciality. The church had become a gigantic luxury apartment 
complex (Hallstatt 3, May 26, 2012)

Since then, the number of tourists has indeed persistently increased. In 2015, 600.000 visitors were 
counted in Hallstatt. The increase of tourists divided the village into those who are happy making money 
with it, who include the mayor and the souvenir shop, hotel and restaurant owners, and those who suf-
fer from it. These are the remaining inhabitants who are not involved in tourism and have to endure the 
masses of people invading the village street, taking photographs of everything, and even intrude into 
private property. Most tourists are interested in enjoying the idyllic Austrian landscape with the beautiful 
mountains and the lake, whereas meeting the real inhabitants and their problems is not their aim. Vil-
lagers feel like “living in an open air museum” (Hallstatt 7, October 24, 2014). These villagers created 
an association to fight mass tourism and the sale of Hallstatt. They are not against tourism as such but 
against the unregulated arrival of bus loads full of tourists who for fifty minutes invade the village, have 
a coffee, and buy souvenirs before they leave again. They would prefer tourists who come for several 
days, stay in the hotels, and enjoy the place in a more sustainable manner, which could also create more 
employment for the villagers. Tourists should have the time to visit the salt mining sites and the shrine 
with the painted skulls. But even the mayor who is promoting tourism in the village, stated that he does 
not wish for more copies of Hallstatt in the future, for example in the US or the Emirates (Hallstatt 5, 
June 2, 2012). One clone that advertises the original village was enough for him.

What, however, about the rights of the Hallstatt people in the originality of their village? The mayor 
had asked the UNESCO for a statement, but the heritage specialists did not find any contradictions in 
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the fact that the Chinese had copied part of the site (Hallstatt 3, May 26, 2012). Constructing buildings 
from photographs seems to be legal, however, the owners should have been given the opportunity to 
grant permission that their homes were measured (Laylin 2011). Would it not still make sense to argue 
that the people of Hallstatt ought to participate in the profits that the Chinese investor is making, which 
derive from the aura of authenticity and the added value that the original houses convey to the cloned 
buildings? Hallstatt would then be able to receive revenues from the Chinese twice, once through the 
tourists who visit the authentic Hallstatt and then through an agreement with the investor to share with 
them the massive profit he makes with the added value and the authenticity of the property of Hallstatt’s 
inhabitants. These shares would be divided among the villagers, so that also those who do not directly 
profit from tourism would be encouraged to accept that masses of people invade and traverse the place 
every day.

ETHICAL IMPLICATIONS OF BRANDING AND COPYING

Both the village of Hallstatt and the San’s local knowledge are subject to the appropriation by commercial 
interests from abroad without supplying them with part of their profit at first. To be able to receive a share 
of the profits, the San agreed upon a unifying ethnic identity and registered this group as a legal body. 
With the help of a lawyer, the San were able to defend their interests and their rights in local knowledge, 
whereas the people of Hallstatt also had the feeling that part of their identity was taken away, but so far 
did not proceed to claim their immaterial assets, the Hallstatt brand, with legal means as their property.

Hallstatt could have claimed – at least in theory – a moral right of entitlement to a share of the profits 
the Chinese investment company makes in China with the clone of their village due to its aura of an idyl-
lic site that is associated in the Chinese imagination with beauty and authenticity. Although Hallstatt’s 
continuity is endangered as more and more people abandon the village, the people of Hallstatt did not 
consider such a claim a realistic opportunity as this might also disturb the flow of tourists coming to the 
place, according to some newspaper reports. In contrast, the San people – and many others in different 
parts of the world – were inspired by international organizations supported by communities in social 
media that encouraged them to raise claims to be protected as indigenous people and ask for compensation 
(Comaroff & Comaroff 2009). The argument that pharmaceutical companies would earn a lot of money 
with the San’s local knowledge is indeed comparable to the profits that the Chinese make with the clone 
of Hallstatt, but one could also argue that tourism brings sufficient reward to some of its inhabitants.

From a legal perspective, copying entire villages does not seem to pose a judicial problem as the 
architects are no longer living nor often even known. That an entire village has been measured and 
copied might be unique, as some newspapers claim, however, architectural copying is very widespread. 
Copying Hallstatt belongs to a trend in China of rebuilding various parts of the world. There are copies 
of the Bavarian Anting near Shanghai, the Neuschwanstein Castle, the Tour d’Eiffel, and the Swiss town 
Interlaken in China, with a daily carnival manifestation (Hallstatt 1, June 17, 2011). There are more than 
97 reproductions of Venice all over the world, from Asia to South America (Venice 2008).3

However, the Hallstatt clone also includes the brands of the shop owners that are registered as their 
own intellectual property. If Hallstatt would have had a Louis Vuitton company and these products were 
sold in the Hallstatt clone, the situation would probably be different. Hence, if copying of places is legally 
possible, one wonders why there is such a moral outrage about the copying of music and brand names, 
and even of companies profiting from the local knowledge of ethnic minorities.
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At this point it is important to remember that the intellectual property rights as we know them today 
have been introduced at a certain historical time in specific cultural contexts and countries, with im-
portant variations. At first they only concerned authors’ rights and publishers’ rights (copyright). Only 
later, rights in music, brand names, and patents were added (see Röschenthaler & Diawara 2016). With 
increasing judicialization it is quite possible that sooner or later also the copying of entire architectural 
ensembles (not only individual buildings) will fall under such legal protection. The fact that huge prof-
its can be made with the reproduction of architecture to which popular imaginaries of authenticity and 
originality are attached that have actually become the brand of these places and with which these places 
also advertise their uniqueness for tourism suggest a step in that direction. Claims to property rights in 
immaterial goods are proliferating despite the fact that, as shown in this chapter, creations of individuals 
and also groups always are built upon the achievements and the legacies of generations before them and 
continue to be in constant transformation.

Two moral claims are connected with intellectual property law. One is in favour of entrepreneurs and 
the other in favour of marginalized groups. As intellectual property law turns immaterial cultural goods 
into intellectual property for a limited time span for commercial exploitation, it is built upon the idiom 
of investment of labour and capital to justify ownership. Ownership is legitimized by the investment 
of creativity an artist or an entrepreneur has made in the production of a product and the creation of a 
brand, which justifies protecting his ventures. Intellectual property rights are normally supported by 
governments who take advantage from the opportunity to regulate immaterial cultural goods, support 
companies and draw taxes from regulation and law enforcement. Its popular narrative of justification 
is in support of poor artists who cannot survive when their art work is copied by ruthless pirates and it 
also argues that the government is losing huge amounts of money due to copying. As mentioned at the 
beginning of this chapter, however, the chasing of small pirates is often represented as being much more 
urgent than that of big companies, and it is far from evident that the sums proclaimed could indeed be 
rescued when piracy was successfully combated.

The second claim is in favour of ethnic minorities and other groups whose concerns are not well rep-
resented by the legal regulations. Their rights however are differently formulated as they are often seen 
as “traditional”, delivered from generation to generation without changes, and their immaterial assets 
belonging to the entire ethnic group as a whole. As this chapter has shown, immaterial cultural goods 
rarely belong to an entire ethnic group. San had to form such a group first and have found a solution by 
registering as a company. This way, they not only successfully fought for a percentage of profits that 
companies gain from their local knowledge but also for the recovery of their land. For Kente and Adinkra, 
songs and dances from the community, or from the repertoire of specific families or cult associations, 
no solution has yet been found.

So far, the intellectual property law protects only individual interpreters who in this way profit as 
individuals from the rich heritage of their group. Group rights are difficult to protect with this law, 
whether it is their cultural heritage or their brands. Cultural heritage conventions and collective human 
rights address group rights but conceptualize the addressees of such rights in terms of entire ethnic 
groups, which, in many cases, would open up new opportunities to claim revenues for individuals who 
were formerly not involved in the production of the immaterial cultural goods. As with artistic creations, 
individuals or companies have to be acknowledged as creators of a brand, whose claims of ownership 
can then be defended in the case of illegal copying. The narrative of justification for registering brand 
name products promotes the same idea of investment for which in some cases their taxes are reduced 
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and they receive protection from the state. But only those who have sufficient means are able to protect 
and defend their creations, brands, or local knowledge in court.

Depending on the advantages they see (or do not see) in this regulation, some governments are very 
active in persecuting piracy while others remain rather reluctant or become active only due to interna-
tional pressure. In some cases, appropriation is not only seen as an economic but also a political issue. 
Since antiquity, the appropriation of cultural heritage is a political strategy to demonstrate dominance, 
when cults and architectural items were appropriated and placed in the political centre (Harrison 1992).

The examples from Cameroon and Mali have shown that entrepreneurs and artists consider piracy a 
bad thing which they think is an expression of lacking solidarity, mainly when it concerns the brands or 
art work of local entrepreneurs or artists. Indeed court cases about brand name products concern cases 
in which local merchants of a sector sue each other when they discover that one of them pirated their 
product. Actually, an entrepreneur, similar to a Big Man (see also Röschenthaler and Schulz 2015), will 
only be successful in court if he has enough money and standing in society. The examples also show 
that acceptable behaviour depends largely on the perspective. What some consider being free advertise-
ment – when fans widely distribute art work or Chinese copy a village and thereby bring more tourists 
to the place – can be regarded as piracy by others. The divergent interpretations also corroborate the 
idea that only valuable things are pirated and that without intellectual property there would be no piracy 
and without a complainant who notices an act of piracy or plagiarism a case does not become a lawsuit.

CONCLUSION

The examples discussed in this chapter highlight the complexity and partly contradicting implications 
of copying immaterial cultural goods and property and the role of digital media in this process, which 
greatly facilitated the copying, the distribution of the materialized products and presentations on the 
web to gain global support for a project. The examples also show that legal concepts often do not fit 
social realities of people on the ground. It is most often not the entire ethnic group nor an individual 
that was entitled to claim a cultural good of high value as their property, be it the songs that formed 
part of gendered musical repertoires in Algeria, of groups of craft specialists in Mali or Ghana, or that 
people created a local regime of rights in immaterial cultural goods in south-west Cameroon. Advocacy 
of legal regulations, however, regards exclusive property as the only way to resolve issues of intellectual 
property. If not the property of individuals, immaterial cultural goods are envisaged to be the legacy of 
a community or ethnic group, in the case of a cultural heritage or folklore with the objective to preserv-
ing this legacy in the name of humankind. Therefore, the San in Southern Africa had to find another 
legal means to claim a pecuniary compensation when they managed to register their ethnic groups as 
a company that was then entitled to receive revenues from other companies in exchange for the use of 
their local knowledge.

The promotion of intellectual property rights and the moral claims that are associated with them 
form part of the process of judicialization that has increased in the same time frame as digital media 
and technologies have become popular. The proliferation of copies that the introduction of digital media 
technology has encouraged enables users to quickly distribute such copies across large distances and 
share them with many people. However, digital technology enables also entrepreneurs and pirates to 
order goods with Chinese companies who normally carry out orders without worrying whether their 
customers have the right to do so. With increasing measures of control the sophistication of copying has 
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increased too so that piracy becomes the necessary consequence of global manufacture and distribution 
of goods to the extent that original and copy are no longer distinguishable.

Moreover, the chapter has explained the conflicting economic and moral interests of actors that be-
come virulent when national legal and local regulations are concerned but also between societies with 
diverging ethical or legal standards. Digital technology enables the creation of marketable products in a 
short time, has increased the speed of their marketing and their physical distribution, from which both 
merchants who produce original products as well as producers of copied goods profit. The highly morally 
connoted concept of piracy and the ethical claims attached to it are not self-evident. They form part of a 
discourse of property claims with which capitalist exploitation is justified and that regulate the access to 
material and immaterial goods in the world. Depending on the context, they can be free for everybody, 
communally-owned, owned by an ethnic group, a social category, the ruling elite, or the state, or by an 
individual or a company. The concept of property and the different property practices have to be seen 
in their historical and cultural context as well as the moral or ethical claims attached to them. Ethical 
questions of “correct” ways of dealing with the issue therefore cannot be universal or fixed but have to 
be adapted with time and the evolution of the property concepts and practices by local actors.
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KEY TERMS AND DEFINITIONS

Branding: The marketing practice of creating a name, symbol or design that identifies and differenti-
ates a product from other products.

Capitalism: An economic system based on the private ownership of the means of production and 
their operation for profit, with private property, wage labour and competitive markets as important ele-
ments; it is often associated with the exploitation of the poor.

Copying: An activity of reproducing an existing material or immaterial thing; the activity is relevant 
in discussions about intellectual property rights, which distinguishes between legitimate and illegitimate 
copying (piracy).

Hallstatt: A village that forms part of the region of Salzkammergut in Austria, which is a UNESCO 
cultural heritage site.

Immaterial Cultural Goods: The intangible aspects of artistic and knowledge production such as 
music, oral texts, performances, textile designs, literature and forms of local knowledge.

Intellectual Property Rights: A judicial concept that defines the relationship between people with 
respect to the immaterial aspects of cultural goods.

Judicialization: The process of making cultural elements subject of law.
Media: A means of social communication that enables human beings to reflect about their condi-

tion and provides space for the negotiation of different interest groups; the specific materiality of media 
suggests that the transmitted information is neutral, but their impact depends on the purpose for which 
they are used.

Piracy: Illegitimate copying, this concept has come up with the introduction and the increasing 
control of rights in intellectual property.

http://www.n-tv.de/reise/Venedig-bleibt-einzigartig-article286891.html
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Property: A concept that does not refer to a thing but a relationship between people with respect to 
material or immaterial things.

Value: Monetary or material worth for which something can be exchanged or obtained; this worth 
is not inherent in things but is attributed by people to things, for example, a product can obtain added 
value through branding and advertisement.

ENDNOTES

1  The region was awarded the UNESCO world heritage title “historical and cultural landscape 
Hallstatt-Dachstein-Salzkammergut”; http://www.dachstein-salzkammergut.com/en/dachstein/
dachstein-salzkammergut/unesco-world-heritage/ (accessed July 4, 2016).

2  The newspapers are mostly Austrian newspapers. Some German-speaking and international journals 
also commented on the issue. Many are available online (see especially the Austrian online news 
at www.nachrichten.at, in German language).

3  Cloning is different from the transfer of house styles and entire architectonic ensembles such as 
“China Towns” by migrants who create a new home in the style they know in other countries. Their 
motive is different in that they use it primarily for place making and identity creation, and not for 
commercialization (Bruneau 2010).

This research was previously published in Media Law, Ethics, and Policy in the Digital Age edited by Nhamo A. Mhiripiri and 
Tendai Chari, pages 101-121, copyright year 2017 by Information Science Reference (an imprint of IGI Global).

http://www.dachstein-salzkammergut.com/en/dachstein/dachstein-salzkammergut/unesco-world-heritage/
http://www.dachstein-salzkammergut.com/en/dachstein/dachstein-salzkammergut/unesco-world-heritage/
http://www.nachrichten.at
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ABSTRACT

This chapter develops a view on brand management in the year ‘2025’. Author proposed three main levers 
of change: technology, society, and customer behavior. These levers influence the “corporate system” 
in which companies and other organizations operate. Author further proposed ten suggestions which 
could employ for brand management in 2025. These are: 1. Development of stronger brand messages, 
2. Importance of sound, movement, and animation in branding, 3. Continuous evolution of brands, 4. 
Sub-brands as a key to emotionalize customer perception, 5. Need to interact more with stakeholders, 6. 
Creation of ‘permission to use and own’ a product, 7. Alignment of individual product/company brands 
with umbrella brand 8. Globalization of brands, 9. Need to keep B2C business along with B2B business, 
10. Investment into branding by B2B companies.

INTRODUCTION

There is meanwhile no company which has not discovered the value of professional brand manage-
ment. And some “.com” enterprises of the new age (UBER, Westwing, ProductHunt, Farmigo) with a 
very lean substance of own value, who merely combine existing steps of value creation and offers to 
the market, seem to use branding as a major contributor to customer value management. Traditional 
players (Siemens, HP) try to modernize the whole organization by introducing new branding concepts. 
More governments, cities, museums, and NGOs invest in branding. Branding is discussed everywhere.

Customers abandon players who are not up-to-date (MCI, Benetton, Woolworth, Oldsmobile, Lacoste 
in the 90ies). These “Sunset Brands” can be sometimes revitalized, but in many cases, vanish (Grandhi, 
Singh, & Patwa, 2012; Groucutt, 2006). Brand management is subject to permanent change and the 
author predicts a completely different world of brand management in the year 2025 in many aspects. 
This chapter establishes a conceptual framework of change. Three main levers drive the change: Tech-
nology, Society, and Customer behavior. They trigger changes within the “Corporate System”, which 
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itself will also look different in the future. The examples from industries and brands across the globe 
will be used to demonstrate the necessity of change. The chapter lists ten suggestions to companies and 
other organizations.

LEVERS OF CHANGE

The “corporate system”, which drives conceptual changes in branding, represents the competitive structure 
of the industry (Porter & Millar, 1985, p. 153). It encapsulates consolidation processes, internationaliza-
tion of industries, disruption developments within industries etc. This corporate system will definitely 
look different in 2025 as compared to today (Denning, 2014, 2016; Leavy, 2016). Even for players, which 
are no business corporations - for instance cities, NGOs, associations, foundations etc. – an equivalent 
for such a “corporate system” exists. It represents the “playing field structure” for similar players who 
compete for attention of their clients.

This chapter proposes three main levers of change which are discussed in the subsequent sections 
(Refer to Figure 1):

Figure 1. Levers of change for branding
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• Society,
• Technology (Chen & Popovich, 2003),
• Customer Behavior.

Society

Whereas in the past, developments in societies seemed to follow some mainstream changes, in future 
multiple, partially conflicting development streams coexist; as there is no expression for such an unprec-
edented development, the author calls it “multiplicity of developments” (S2 - Refer Figure 1). Simple 
explanation patterns do not exist anymore. The trend towards a “world shattered into poly-perspectives” 
(Sloterdijk, 2016, p. 18) will have materialized in 2025. The recent (2016) conflict in Syria, the Brexit 
Vote and the rise of populist parties around the globe offer a glimpse into the future. Where public players 
(politicians, press, scientists) cannot offer simple solutions, corporations have to become more active.

Another trend is an increasingly critical public, which is fueled by NGOs and total data transpar-
ency (e.g. release of TTIP papers or Panama Papers) (S1 – Refer Figure 1). Discussions on tax evasion 
(Oxfam) by Fiat Chrysler and Starbucks can lead to brand damage as well (Bowers, 2015). The current 
debate between the EU and Ireland on Apple´s Corporate Tax might affect the corporate reputation of 
Apple. An interesting list of NGOs most hated brands in the UK was published in 2016; here, one finds 
prominent names: Shell (1), VW (4), Standard Chartered Bank (6) and Nestle (8) (Radionova, 2016). 
And as in 2025, the number of NGOs might have doubled (already today there are 4,200 NGOs registered 
with ECOSOR) the pressure on companies will be enormous. Brands not only have to fight for customer 
attention and desire but also focus on peer groups and society for the “permission to use and own a 
product/brand” (e.g. luxury cars, weapons, cigarettes). Brands have to be attractive to customers who 
cannot simply be put any more into clear national categories (Bengtsson, Bardhi, & Venkatraman, 2010).

Technology

One of the most important technology drivers is the “multichannel communication” (T1) (Awasthi & 
Sangle, 2012; Herijgers & Pander Maat, 2015). Brand content needs to be reflected in an orchestrated 
way in all channels. The trend to “mobile communication first” will have manifested itself in 2025 (T2). 
Different mobile devices (e.g. smart watches, in-car entertainment systems in autonomous cars) will be 
added to the world of smart phones. The usage of social media will have increased even further (Cawsey 
& Rowley, 2016; Clemes, Shu, & Gan, 2014; Lin, 2016; Rossmann, Ranjan, & Sugathan, 2016).

Industry 4.0 will revolutionize the logistic processes, financial transactions, and also the way advertis-
ing will be executed (T3). It will enable tailor-made customer solutions, accelerate disruption processes 
of industries and change communication processes in an unprecedented form. IBM Watson is already 
testing artificial intelligence in advertisement (Schütz, 2016).

Comparison portals lead to not yet experienced transparency for customers (T4). Besides general 
portals for hotels, travel, restaurants, and energy (Trivago, Verivox, check24, etc.), one will find more 
specific platforms such as for animal insurances (e.g. comfortplan) and dental products (e.g. dentalc-
ompakt-online.de). “The product behind the brand” (suppliers, production system, made or bought) 
will become apparent for the public. A recent example is the debate on micro plastics in cosmetics, in 
which companies were asked to state whether their products contain it; a list with company statements 
was then published and enormous pressure was put on those companies using micro plastics (Aldred, 
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2016). And in Korea, there is a trend to look into “the value of the product” instead of the pure brand. 
In various product categories (detergent, soap, paper towel etc.), functional product quality differs less 
and less; this leads increasingly to competitive “quality stalemates” (Esch, 2014, p. 33).

Customer Behavior

Customer lives in an environment in which companies introduce more and more products and commu-
nicate innovative messages. They are used to additional offers. This triggers customers hunger for news 
and also for new products (C1).

The author foresees an escalating crave for premium products and brands and raising interest for 
“original” products. Brands like MINI, Zwilling, Victorinox, and Thermomix are observing and riding 
this trend already (C2) (Burghausen & Balmer, 2015; Müller-Ötvös, Robertson, & Segler, 2005).

It is difficult to count the advertising messages an average consumer is bombarded with and de-
termine how many of them have a substantial effect for buying decisions. Even if numbers upto 6,000 
brand contacts per day may be overstated, nobody doubts that information overload will continue (En-
gel, 2016; Rotfeld, 2006). This effects the ability of brands to successfully communicate. The author 
predicts that the attention span of customers for any message will be even shorter than today (Greenyer, 
2008) (C3). But the competition for customer attention will increase. Adding to this challenge is the 
multiplied uncertainty of the customer due to conflicting messages (C5). This can be observed in the 
field of consumer acceptance to GM food (Bongoni, 2016) or food processed by using nanotechnology 
(Sodano, Gorgitano, Verneau, & Vitale, 2016).

Customers have not only a desire to consume products but to also have emotional experience through 
or while consuming (Esch, 2014, p. 35) (C4). The experiences customers are looking for are influenced 
by the following social trends:

• Leisure orientation (Opaschowski, Pries, & Reinhardt, 2006): This is the desire to spend more 
time for leisure and focus on leisure activities.

• Environment and nature orientation, health awareness (Aburdene, 2008; Hume, Johnston, Argar, 
& Hume, 2013; Trivedi, Patel, & Savalia, 2015). Customers feel the need to take the effects of 
consumption on nature and the environment stronger into account.

• International and multicultural awareness (Demangeot, Broderick, & Craig, 2015; Demangeot, 
Seo, Buchanan-Oliver, & Cruz, 2015; Fortin, Sankaran, & Demangeot, 2011). As cultural diver-
sity in nations increase, consumers have more international experience through travel and appreci-
ate cultural differences.

• Search for indulgence, hedonism, and wellness (Hao, 2010; Schulze, 1995).
• LOHAS (Köhn-Ladenburger, 2013): Through a “Lifestyle of Health and Sustainability” custom-

ers try to combine egoistic desires with the will to minimize negative effects for the environment.

Different brands are affected differently by these trends. Some trends can have negative effects on 
the brand position, some can support the brand.
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The New Corporate System

The “Corporate System” will react to the above-mentioned levers. This means that companies might 
change their competitive behavior. Industry structures might also be affected by it. The system as a 
whole will look different in 2025. With respect to branding, the author proposes the following trends 
as the most relevant:

The globalization of companies will continue (CS1). Whereas some industries in the past (e.g. steel) 
could prosper nationally or regionally, they are increasingly confronted by global competition. The need 
to internationalize its business will continue. Pure national companies might look for cooperation strate-
gies or will try to integrate the business into a bigger industrial player. Globalization also leads to more 
intense cooperation between companies, which must be reflected by brand management (Co-branding, 
partnership branding, ingredient branding (Askegaard & Bengtsson, 2005), B2B (Kalafatis, Remizova, 
Riley, & Singh, 2012)). These developments will eventually lead to consolidation of industries (CS2).

This trend will not only be fueled by increasing competition but especially by new Free Trade Agree-
ments - bi-lateral or regional (RCEP, TPP) as they decrease industry protection by reducing trade bar-
riers (CS3). The current trend in the US towards protectionism may shift the development of free trade 
agreements to the Asian region.

The trend towards an “inflation of products and brands” will continue (Esch, 2014) (CS4). This is 
due to more detailed market segmentation, innovations, shorter product life cycles, and increasing in-
ternational online offerings. Examples can be observed already nowadays in car industry, where niches 
and sub-niches find their offers. Another graphic example is “dog food”, where you find food for any 
age, specific races, for diet needs, gluten-free or allergic offers; even specific food for the “Sterilized 
Retriever” is offered! Confusion or even product and brand saturation of the customer will be the result. 
But also countless new combinations of products and services appear, such as logistics by drones or 
electric car sharing.

Branding will be executed more professionally in ten years from now (CS5). Whereas ten years ago, 
in companies, branding was mostly part of marketing division, nowadays most brand managers are 
governing the marketing efforts. This supports heavy investment in professional brand management. 
But this fact leaves less vacant space for competition. The system of brand values needs to be sharper 
than ever before to define the competitive edge. New aspects in brand execution need to be developed.

In recent years, it became obvious how important brand investment became for B2B companies and 
not only for B2C (e.g. Hewlett Packard Enterprise, SAP, Oracle). But currently, a critical development 
for the B2B brands becomes more obvious too. Some of the big players (Siemens, GE, IBM) who had a 
strong B2C footing in the past seem to have decided to abandon the consumer business (Siemens: home 
appliances, hearing aids - now Sivantos (Sivantos Group, 2015) (CS6). Such a decision endangers the 
brand foundation within the society, which erodes the brand strength as such (decreasing awareness).

Besides, for companies, branding will be developed for all kinds of organizations and topics. This 
must be seen as a general competition for attention which results in an inflation of communication 
(CS7). The author calls it “multi-stakeholder branding”. Governments and their ministries compete as 
also NGOs and foundations. Universities invest in branding (e.g. NTU Singapore) as well as hospitals. 
Also, locations try to define their image clearer; and this applies not only to countries and cities (“place 
branding”) (Demirbag Kaplan, Yurt, Guneri, & Kurtulus, 2010; Kalandides, Braun, Kavaratzis, & Zenker, 
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2013), but to regions (e.g. Franconia in Germany), and attractions (Limes in Europe). Events bolster their 
image in order to capitalize on it. Politicians and celebrities develop image campaigns and understand 
themselves as brands. A perfect example is the 2016 presidential campaigns in the US, where logos and 
slogans were used as if it were companies that were in the race. Professional campaigns are even run to 
support specific animals, which are based on a rebranding their image. An interesting example is “Pro 
Wolf” an initiative by the state of Saxony in Germany to protect wolves (www.wolfschutz-sachsen.de). 
Branding has become a universal exercise in society.

New company concepts such as pure online-shops, “logistic heroes”, logistic providers who develop 
into full-fledged multichannel organizations will develop strong brands. Amazon or Zalando are promi-
nent examples. These brands might be more powerful than those of product companies (CS8). The latter 
will try to counter act by developing own multichannel activities (e.g. Weltbild Group).

The desire of companies to develop their brand towards “hip and cool” (Commerzbank, Frank Bank by 
OCBC) is another trend (CS9) (Rahman, 2013; Runyan, Noh, & Mosier, 2013). It represents the will to 
stay with the flow of trends in society. The main reason is to attract younger customers and to gain young 
talent for the corporation. The banking and insurance sector will be affected most as they have suffered 
appeal since the financial crisis (e.g. Targobank - former Citibank, Deutsche Bank, Ergo Insurance).

Companies will come under even more scrutiny of the public (CS10). The recent Volkswagen (VW) 
scandal for instance undermined not only the reputation of a particular corporation but of an industry 
sector as such. Television manufacturers are currently attacked that their products consume more electric-
ity than officially declared – a “copy paste case” similar to VW. Revelation journalism (Panama Papers, 
TTIP paper release by Greenpeace) will continue to undermine reputation of companies. Even if only a 
part of the business might be affected, the image of the whole group of companies may suffer (ERGO 
Insurance had a problem of sex parties organized for its sales organization, which led to negative image 
effects for it mother company Munich Re) .

SUGGESTIONS FOR BRAND MANAGEMENT IN 2025

The most substantial consequences for future brand management can be summarized in ten suggestions 
(Refer Figure 2). Trends in the fields of society, technology, and customer behavior effect the way brand 
management should be structured either directly or through its influence on the corporate system.

Figure 2. Suggestions for brand management in 2025

http://www.wolfschutz-sachsen.de
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Development of Stronger Brand Messages

Suggestion 1: Multiple communication channels and emergence of strong online brands require stronger/
bolder brand messages (loud and clear) (S2, CS4, CS7, CS8, T1).

Slogans and brand claims are one important means to express the brand. The new identity of 3M with its 
slogan “Science applied to life” is a strong example. But even a 100 year old company like BMW shows 
boldness through the slogan “The Ultimate Driving Machine” in the US. A discussion on the use of 
slogans can be found in Görg (2005). Companies must avoid changing their slogans too often (e.g. Ford).

We see a challenge for companies whose existence is based on disrupting industries (UBER, Amazon, 
Expedia) with a lack of real product substance. These companies care not to be seen as “parasites” of 
industry but rather as change agents for an outdated industry structure. They need to find and name a 
clear positive USP focusing on the customer needs and wants. But the emergence of these strong online 
brands already tend to shift the focus of customers away from traditional companies.

In future, companies must be willing to simplify their message. The Caterpillar Group, for instance, 
which serves as an umbrella for many different brands claims in their strategy vision: “We are recognized 
as a leader wherever we do business”. This is a clear message to customers, competitors and investors.

Importance of Sound, Movement, and Animation in Branding

Suggestion 2: Shorter attention span of consumers triggers the need of brands to use additional brand 
aspects such as sound, movements, animation and more colors (C4, CS9).

All actions and communication must be more striking, amazing, extraordinary, astonishing, surprising, or 
even more miraculous (Hultén, 2011). Companies have to look for unique ideas like putting their “logo 
on the moon” to stand out. Guerilla marketing, which has been always part of the MINI brand DNA is 
one outstanding example (Simms & Trott, 2007).

There is a need for companies to develop own sound and animate their logos. Using animation will be 
another trend as it can be used on websites, in corporate films and during events. A sophisticated execu-
tion was developed by the company 3M. Animation also presents another way to tell the story behind 
a brand and secures the attention of the viewer. Even brand-oriented smell – e.g. used by Abercrombie 
or by car companies in their vehicles - might play a more important role. “Amado by Hyatt” (developed 
by Anagrama) use patterns, textures, and foil stamping as additional differentiators. Companies can 
demonstrate their coolness by doing so.

The story of company logos is the story of constant change. A prominent example is Shell, which has 
changed the logo ten times in their history. An interesting discussion in this context is whether organiza-
tions should abandon three-dimensional (3d) brand logos in favor of two-dimensions (2d) and whether 
they should simplify their logo.

Currently numerous companies chose the route of simplicity: Audi, MINI, Globetouch, Shell, Apple, 
Google, Rockmelt. It seems to be a “modish” development. The argument is mainly that these logos can 
be easier scaled when portrayed on PCs or mobile devices. A provocative counter statement would be 
the following: When you compare two-dimensional Graffiti to Da Vinci paintings, you have the obvi-
ous answer! 2d might look more modern but always lacks quality. Recent examples of brands moving 
towards 3d are: Jaguar, SEAT, Alfa Romeo, or Guinness. An interesting example of co-existence of 



1511

Branding in 2025
 

2d plus 3d is the new logo of Daimler (UnderConsideration, 2016). The prognosis is that in 2025, the 
public might see more attractive 3d logos again, which are used parallel to 2d applications for special 
purposes (mobile devices).

Esch adds accurately (Esch, 2013, 2014, p. 333; Henderson & Cote, 1998) that logos are perceived 
attractive, when they:

• Have a natural touch,
• Display concrete things rather than being abstract,
• Are symmetric, and
• Stimulate clear associations in the eyes of the viewer.

Continuous Evolution of Brands

Suggestion 3: Customer hunger for news requires that companies permanently develop/evolve their 
brand further and maximize “storytelling” and PR activities (C1,C5).

Brands will be forgotten soon if they do not permanently offer new substance and interesting stories. 
This will lead to a fact that companies must develop a “master plan of news” to feed public and custom-
ers. The following “product and market development” and their effect with regard to the brand should 
be mentioned:

• Venture into new geographical markets. Is the brand known in the new market and does the image 
differ to other traditional markets? Does this image fit to the target price position and to the price 
structure in that market? Are there any repercussions when the brand enters a new market (e.g. in 
case a luxury brand sold in Venezuela)?

• Segment the market even further. Are the products well enough differentiated? Do the new prod-
ucts inspire or confuse regular customers?

• Extend the product line upwards and downwards. Does the new price range fit to the brand image? 
Should a sub-brand be established for the deviating price range?

• Extend the product towards new areas (e.g. mineral water company offering “fitness drinks”). Is 
the brand prepared for such a stretch?

• Offer products with a highly innovative substance (e.g. bakery offers bread with fruit content). 
Which aspect of the brand is affected (supported or diluted) by such an offer?

A strong brand needs such extensions, innovations, and stretches. And in future, social media will 
be the decisive channel for such news. The focus must be on creating authentic stories and messages. In 
many cases, the extension should be spearheaded by “lead products,” which enable easier communication.

But also the brand and its representations (logo etc.) need to be constantly evolved (Rindell & Strand-
vik, 2010). An interesting example of a brand which is permanently changing its logo but yet conserving 
its identity is “Ampans”. Another flexible approach is used by the brand “oi”. Also, Google changes its 
website appearance daily.

Another aspect can be seen in keeping old trademarks (as treasures) in the vault of the company and 
wait to revitalize them (e.g. Treasury Wine Estates in Australia). A recent example in the car industry 
is the old German brand, Borgward, which is planned to be revitalized.
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Sub-Brands as a Key to Emotionalize Customer Perception

Suggestion 4: Strong, professionally developed sub-brands are a key to emotionalize customer percep-
tion. They can be an answer to the craving for premium by customers (C2, CS5).

To keep customers interested in a brand it will not be sufficient to offer new products. Companies need 
to offer a new “experience spaces”. Sub-brands are an appropriate means to find answers to the follow-
ing challenges:

• Establish entry price level offers,
• Start a new product/technology category (known as product extension),
• Serve new customer segments, or
• Establish top segment offers.

Especially, in the car industry, sub-brands are developed since decades:

• Mercedes-Benz tries to strengthen its position in the field of camper vans by introducing “Marco 
Polo” as not only a model designation but also as a kind of sub-brand.

• Renault developed Dacia as its entry price brand successfully.
• Electric cars are offered under sub-brands like BMWi or Audi e-tron.
• For the used car business, independent brands are developed like “BMW Approved Used cars” or 

“MINI Next”.

But car companies put most efforts into their performance brands. And this industry example can 
be taken as a blue print for other industries. BMW M, which was founded in 1972, can be taken as role 
model. The start was authentic. Driven by the desire for Motorsport the first car was the BMW 3.0 
CSL, followed by numerous legendary models. Meanwhile, a complete product portfolio under BMW 
M exists and still grows constantly. The models differ not only by the engine but also with respect to 
chassis, interior, body color, gear box, steering, brakes, seats, rims, lightweight materials, and top speed. 
Communication and events are very specifically executed in BMW M-Style. Every driver training of 
the BMW group is guided by the company “BMW M”, thus the mother brand benefits from the image 
transfer. The first dealership (Munich Automobiles in Singapore), which is only dedicated to BMW M, 
opened in 2010. This case shows that a company must take its sub-brand seriously to be successful. 
This exactly means: high investment, long-term vision supported by a plan, brand specific organization 
and the commitment by the mother company to reserve the dedicated “field of activity” (in the case of 
BMW: performance cars) to its sub-brand.

But it will be interesting to see examples by B2B companies. Why is there no sub-brand of MB Trucks, 
John Deere, or SAP? An offer for special customers (heavy users) through special services could be an 
interesting concept to follow. The prediction seems logical that B2B companies will take the route to 
develop such sub-brands in the next decade. Similar effects will hold true for online shops (Amazon & 
Amazon Prime), logistic company or retailers.
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Need to Interact More With Stakeholders

Suggestion 5: Brand managers should demonstrate their personal responsibility for the brand and interact 
more with customers/clients (T1, T2, C1, C3, CS7).

Brand lovers and critical customers as well want to address their wishes, needs and concerns to the “person 
in charge”. In many sectors - especially service sectors like banking and insurance - companies seem to 
hide themselves behind an organization (example: introduction of ombudsman for insurance companies) 
instead of being open and approachable. Such behavior must be changed or companies vanish from the 
market. Especially, in a crisis “face is everything”; a good example was the CEO of Lufthansa, Carsten 
Spohr, who led the public communication after the Germanwings Crash in March 2015 (Carsten Spohr, 
2016). But independent from crisis a brand needs managers representing it (example: Elon Musk).

Steps to guarantee proper interaction are (Esch, Stenger, Krieger, & Knörle, 2013):

• Customer grievance redressal system (Hunter & Kleiner, 2004)
• International CRM Systems (Sarmaniotis, Assimakopoulos, & Papaioannou, 2013)
• Personal behavior training to employees (Luoh, Tsaur, & Tang, 2014)
• Interactive customer events (Crowther, 2011)
• Co-creation (Golding, 2007)

Companies must allow their general managers to represent the brand to the outside world. Not only 
top managers should appear in public. E.g. in the case of “New MINI” the team and the brand manager 
formed a symbiotic relationship (Golding, 2007, pp. 70–77).

Customers in 2025 want to be part of shaping the brand by interacting and by contributing ideas for 
it. This concept of co-creation should be used more widely (Alves, Fernandes, & Raposo, 2016; Ramas-
wamy & Ozcan, 2016). Platforms like special customer events (Lufthansa: Board member discussions 
with “Senators”) or social media channels are necessary steps. It is not decisive how big your customer 
base is, but how intense your interaction with your customers are. Interaction will mean especially faster 
response times on requests from customers.

Creation of “Permission to Use and Own” a Product

Suggestion 6: An increasingly critical public (S1) implies an additional focus of brands towards the 
society (CS10) to manifest customers “permission to use and own that brand”.

Discussions of Gini Factors, revelation platforms, polarization in politic debates (e.g. currently in Asia, 
Europe and the US) lead in many countries (recent examples: China, Philippines) to a critical view of the 
general public into the behavior of affluent customers. If these customers have the feeling that the use of 
certain brands (esp. focus on luxury: Lamborghini, Rolex) is seen as problematic, they avoid buying it. 
Great success of companies (profit) coupled with high remuneration of their top management can spur 
envy and trigger negative image effects. The examples of negative image effects are endless (Bryson, 
Atwal, & Hultén, 2013; Iglesias et al., 2011):
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• It can be simply the fact that using or owning luxury products is perceived as conspicuous con-
sumption (expensive watches like Patek Philippe).

• It can be the use of rare natural ingredients (fur, agora, crocodile skin, rare earths). In 2015, PETA 
acquired shares in Hermes to be able to attack the company in their annual shareholder meeting 
for using exotic skin.

• Textile companies are attacked for producing in low-cost countries and exploiting workers.

Mere CSR programs may not be sufficient to counter this problem. Companies in 2025 must invest 
strategically into focus areas, which are seen as beneficial to the general public. A good example is the 
“Warm Heart Fund by BMW Korea” where BMW, the dealers and the customers jointly spend money 
for good terms – and personally join in project work.

All counter measures must be substantial and with a long-term perspective, such as:

• Deleting or reducing materials in production or products.
• Invest in sustainability (Rheinmetall has developed its shooting range into a natural habitat were 

rare species like wolves or eagles can prosper).
• Offer “balancing products”. BMW has developed besides the performance brand BMW M the 

sub-brand BMWi, which also stands for sustainability.
• OCBC started the “Frank Bank by OCBC” – a bank for young people who don´t like traditional 

banks.
• Patek Philippe invests in the statement: “You never actually own a Patek. You merely look after it 

for the next generation.”

A well-advised company looks into all problematic aspects of production, purchasing, sales, com-
munication, consumption, and use, and develops counter measures for the case that critics attack the 
company. Especially, problems arising from the supplier landscape (e.g. textile production in Bangladesh 
under problematic conditions) must be screened thoroughly.

Alignment of Individual Product/Company Brands With Umbrella Brand

Suggestion 7: Consolidation of industries (CS2) will require the reshuffle of all the acquired brands 
under one roof. Conflicting brands become a challenge.

Take the example of the Caterpillar Group. Under their roof, you find more than a dozen different com-
panies/brands with overlapping product programs, different company cultures and target markets. Such 
a phenomenon might lead to brand conflicts and must be addressed.

The problems to solve start with branding architecture and end with establishing a system of brand 
governance for the whole company (Kaufmann & Chailan, 2009; Strebinger, 2014). We will see more 
mixed branding architectures in future between “Branded House and House of Brands”. In such a case, 
it can be a challenge to define a meaningful “essence” for the “brand roof” (umbrella brand) - solving 
the conflict between inconsistencies between roof and brands and unsatisfactory content of the roof. In 
most cases, the roof brand will be developed towards a more neutral brand, which serves as a “custodian” 
for the whole company or organization. The CAT brand for the Caterpillar Group is again one example 
of such an approach.
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Culling some brands and consolidating them with others will be necessary. In the car industry, this 
concept has been used. Pontiac was abandoned by GM in 2010. The BMW Group sold the MG brand in 
2000. Limiting the use of a brand to specific markets is another route: Nissan stopped the sales of Datsun 
cars in Europe in 1984; later, Nissan limited the use of Datsun even further but in 2014, reintroduced it 
for developing markets like South Africa or Indonesia again. May be that the durability image still was 
seen as a major asset of Datsun.

An even more difficult problem to solve is to find a harmonious concept for the sub-brands. Assume 
a car group has defined sub-brands for its electric cars. Should there be a common denominator of all 
sub-brands – e.g. in form of the letter “e” - or not?

Globalization of Brands

Suggestion 8: Globalization of companies (CS1) and new FTAs (CS3) will nurture global brands with 
global messages. National and local brands lose significance.

Global brands tend to be more attractive to younger customers than to older ones. Global brands fit 
especially to the fields of computer, software, credit cards, cars and airlines (Esch 2005). They fit less 
to retail, food or hotels (Koo Kim, 1995; Roy & Chau, 2011).

The historically grown positioning of companies usually differs between countries. Skoda in India has 
a higher position than VW, whereas in other countries it is the opposite. A desired homogeneous global 
position meant for Skoda to leave its high-price position in India. By aligning all national brand images 
under one denominator, companies might lose specific national strengths. But global communication 
in 2025 will require even more standard messages and stories.

Especially, corporate slogans might not be easily realigned internationally (BMW: ultimate driving 
machine vs. sheer driving pleasure). In some cases, it seems better to accept regional slogans instead of 
global ones, which create unclear messages (e.g. Siemens “Ingenuity for life”).

For Asian corporations, we see a major challenge to define a global position without leaving their 
Asian roots. Whereas in food business regional/local flair is beneficial, in general industries (banking, 
software, construction, etc.) it might be not. Therefore, companies need to establish a long-term “brand 
master plan” if they embark into globalization. Brands need to take country specifics into consideration 
as the desire of local brands differ.

A way to deal with it shows the brand MINI. Whilst the first car was developed in the UK, the company 
was produced over the years in many countries. To ignore these other national roots would be critical. 
When relaunched, MINI created many national roof flags, by which customers could show their love 
for their country. Meanwhile MINI can be interpreted as a global brand with many national roots and 
stories. And it is clear that the English roots remain pretty strong. Pitta refers to this as “winning share 
of heart by local flavor” (Pitta & Franzak, 2008, p. 70).

Other trends include the regional initiatives and branding. Some companies – given by their product 
portfolio - communicate some of their brands as “regional” (Lucas Bols or Cargill). Some companies 
base all their benefits from one region (e.g. regional US soda brands - Dr.Enuf, Green River, NuGrape). 
Customers link regionality with sustainability and originality, thus brands can benefit from the image 
transfer. A special boost for this trend in Europe is based on the protection of regions by the European 
Union (Martin, 2014). The “Protected Designation of Origin” (PGO) and the “Protected Geographical 
Indication” (PGI) lead to the offer of thousands of regional products based on the region of its origin.
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Need to Keep B2C Business Along With B2B Business

Suggestion 9: Increasing number of B2B companies, which abandon their B2C business (CS6) will 
lose their “awareness level and support in the general public”. Strong B2B brands develop their 
B2C business.

General Electric or Siemens are recent examples of companies whose products were known for decades 
as end customer brands. Middle-term profit targets resulted in the shift away from end customer business 
such as hearing aids or kitchen appliances (Siemens). Long term, this will lead to lower brand aware-
ness and customer support and thus might lower brand equity. Management also loses contact with 
the general public/customers. Other companies automatically take over the market position (Bosch vs. 
Siemens) and raise brand value.

A company with an opposite strategy is “Stihl”, founded in 1926. Stihl offers garden and power tools 
for the professional market. Recently, they invested heavily into the consumer market gaining business 
and general awareness. They try to create a fan community and emotionalize its brand by creating a “Stihl 
Timbersport Series”. Another brand to mention is Virgin, which organizes B2B and B2C businesses 
under one roof; and it is clear that its B2B business (Virgin Galactic and Virgin Charter etc.) benefits 
from its consumer marketing. In future, it can be seen as a clever move for B2B companies to create a 
consumer business (Burnaz & Bilgin, 2011).

Investment Into Branding by B2B Companies

Suggestion 10: Consolidation of industries (CS2), technological developments (T1-4) require massive 
brand investments by B2B companies.

Some studies show that B2B companies can grow their market cap when they invest in their brands 
(Beverland, Kotler, & Pfoertsch, 2007). Whereas other studies offer a more differentiated picture (Voss 
& Mohan, 2016). But many companies seem to be convinced that brand equity can be leveraged. An 
interesting example is HP, which split into two ventures: “HP” and “Hewlett Packard Enterprise”. Both 
brands are developing separately, which is seen as a proper blueprint for other corporations.

There is ample room for B2B companies to invest – not only in terms of money:

• Attention of the top management to branding,
• Establishment of a brand management organization,
• Reshuffle of brands towards a systematic brand architecture,
• Creation of a “brand code of conduct” for staff and management,
• Emotional communication and events.

The Volvo Truck video “Splits” which has been viewed more than 80 million times demonstrates 
the power of brand investment.
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CONCLUSION

The world of brand management will evolve fast in the next decade. The professionalism of B2C companies 
will spread to B2B companies and non-profit organizations and individuals such as associations, NGOs, 
foundations, parties, governments, churches, regions, celebrities, managers and politicians. Those who 
do not structure their brand efforts and invest attention and money in it will suffer. Brands will have to 
become more emotional, innovative and daring. And managing brands must become more professional.

The identity of a company must become more clear and structured. The face of the company must 
always evolve itself and guarantee sufficient attention of the audience. Top management should put 
more focus on branding, monitor the success of the company´s brands, and must face the fact that their 
performance will be measured by the result.

The attitude of brands in 2025 must develop into the following direction:

• Target and growth oriented plus ambitious,
• Expressing the will to shape and lead the industry,
• Clear cut (sometimes simplifying), not vague,
• Rather provocative,
• Better bold than sophisticated,
• Fast and flexible,
• Creating a family feeling for customers and staff.

The author hopes that some of the 10 propositions might trigger a dispute in which way brand man-
agement will have to develop. To substantiate the propositions studies are needed with regard to the 
following aspects:

• Character of sub-brands,
• Influence of critical public on brand messages,
• Development of animation technology for brands,
• New ways of interaction between brands and customers,
• The effect of industry consolidation for brand management,
• Ways to globalize Asian brands,
• Importance of the B2C business for B2B brands,
• Effect of industry 4.0 on branding.

Especially, long-term studies are seen necessary. They could lead to the identification of the main 
drivers of change for brand management.
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KEY TERMS AND DEFINITIONS
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BMW M: Performance car division of the BMW Group.
Corporate System: Describes the competitive structure of the industry and its main drivers.
Guerilla Marketing: Unconventional marketing executions with the focus on surprises.
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Inflation of Communication: The phenomenon of an ever increasing amount of communication 
signals confronting the consumers.

LOHAS: A belief that a lifestyle with focus on health and sustainability leads to happiness of con-
sumers.

New MINI: The phase of the relaunch of the MINI brand after 2001.
Sub-Brand: In the brand hierarchy below umbrella brand. A brand endorsing special aspects of the 

umbrella brand.
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Garg, Ritu Chhikara, Tapan Kumar Panda, and Aarti Kataria, pages 22-40, copyright year 2018 by Business Science Refer-
ence (an imprint of IGI Global).
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ABSTRACT

The creation of a trustworthy brand identity through advertising has received relatively little attention 
in European marketing research. Thus, in this chapter, we explore this relationship by undertaking focus 
group research in the UK and Italy to identify the characteristics of print advertisements perceived as 
portraying a trustworthy image. The results show that advertisements that are simple, straightforward 
and clear are perceived as being more trustworthy. However, findings in this chapter also show some 
differences between our national samples in relation to factors such as colour perception and consumer 
ethnocentrism. Young consumers are also quite critical of current advertising efforts in building a 
trustworthy brand image. A discussion of potential solutions and future research directions is provided.

INTRODUCTION1

In the current turbulent environment, each global company is interested in examining the factors that af-
fect the perception and evaluation of corporate brands. Among these, the appropriateness of the attitude 
towards brands emerges as a point of parity and intrinsic interest. Starting from a literature review on 
brand trustworthiness, and related elements, the moderating role of these issues is studied within different 
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contexts in a preliminary empirical research. The purpose of this study is to explore how young adults 
(18-23 years and in university education), and also a sub-segment of Generation Y, evaluate advertis-
ing and brands in relation to trustworthiness. Specifically, we explore perceptions of trustworthiness 
from two groups of consumers in the UK and Italy. Generation Y are widely recognised as an important 
consumer group worldwide in terms of their aggregate spending (Cui, Trent, Sullivan, & Matiru, 2003) 
and is also known for their sceptical attitude towards advertising and media (Hyllegard, Yan, Ogle, & 
Attmann, 2011). Hence this group of consumers is particularly interesting to research in order to identify 
which aspects of advertisements assist in portraying a trustworthy brand image or not. We also explore 
the reasons for trusting specific brands and compare advertising perceptions between two cultures that 
share some cultural dimensions whilst they also differ on others based on dimensions of the GLOBE 
project (Javidan & House, 2001). The chapter is structured as follows: firstly, a conceptual view of 
brand trustworthiness is provided followed by a description of the research study including methodol-
ogy, analysis and discussion of the findings, main contributions of the study, and, finally, conclusions.

BACKGROUND

The importance of corporate image associations in brand evaluations is well-established in the literature 
(Gürham-Canli & Batra, 2004). A number of such corporate image associations have been identified 
over the years as innovativeness, dynamism, imaginativeness, quality of goods and services, perceived 
honesty and trustworthiness, social responsibility, investment value, quality of management, helpfulness 
and friendliness, and conservative versus informal corporate culture (see e.g. Dowling, 1986; Ambler, 
1997). Research has shown that consumers are likely to pay particular attention to associations of in-
novation, trustworthiness and corporate social responsibility (CSR). An experiment by Gürham-Canli 
and Batra (2004) demonstrated that consumers are more likely to use such diagnostic information as 
innovativeness and trustworthiness than other types of associations when there is a higher risk of product 
failure. In this chapter we concentrate on the importance of brand trustworthiness in the evaluation of 
advertising information about experience products and service brands as these are considered to be of 
higher perceived risk compared to consumables. Higher perceived risk generally leads to risk reduc-
ing strategies such as more evaluation of product alternatives in purchase situations, trial, and deeper 
processing of product information in advertisements and other promotional material (Bennett, Härtel, 
& McColl-Kennedy, 2005). Essentially, trustworthiness relates to an overall assessment of brand (im-
age) credibility and a trustworthy brand reputation can have a positive impact on brand equity (Chen & 
Dhillon, 2003; Gounaris & Vlasis, 2004). For example, Chaudhuri and Holbrook (2001) examined 107 
brands and found that brand trustworthiness had a strong impact on brand loyalty in both its forms i.e. 
attitudinal loyalty and purchase loyalty which then led to increases in market share and premium pricing. 
Delgado-Ballester and Munuera-Aleman (2004, 2005) also found a positive relationship between brand 
trust, brand loyalty and brand equity. Hence, brand trustworthiness leads to many positive outcomes for 
the brand owner. It is therefore important to establish how it can be created.
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MAIN FOCUS OF THE CHAPTER

Creating a Trustworthy Brand Image

In accordance with the definition of trust provided by Morgan and Hunt (1994, p. 23), we delineated trust 
as the motivation of the consumer to rely on the capability of the brand to complete its settled function. 
Some brands adopt an explicit approach to creating a trustworthy brand image by using specific wording, 
e.g. ‘trust’ in their advertising copy. An example of this is a current radio advertisement for Country Ve-
hicles, a car repair company in the UK, using the slogan: “A service you can trust”. Such message framing 
may indeed be necessary to focus information processing when advertising high involvement services 
that are usually considered higher risk than products (Lantieri & Chiagouris, 2009). In fact, Moorman, 
Zaltman, & Deshpande, (1992) and Doney and Cannon (1997) also emphasize that the concept of trust 
is mainly relevant in situations of uncertainty, when differences among brands arise. In particular, trust 
decreases the uncertainty because they know they can rely on the trusted brand. Indeed, an experiment 
by Li and Miniard (2006) found that the inclusion of the words “You can trust us to do the job for you” 
had an impact on the number of positive thoughts about the advertisement and the fictitious car repair 
company advertised. The brand was perceived to be more trustworthy compared to the advertisement 
without those words and consequently purchase intention increased. “To be an effective competitor (in 
the global economy) requires one to be a trusted co-operator (in some network)” (Morgan & Hunt, 1994, 
p. 21). This network nowadays, does not include only companies but also prosumers (Toffler, 1980): 
this means that customers do not just trust company’s performances but they also try to be involved in 
the whole process of creating products/services and/or communication campaigns.

A more implicit approach to creating a trustworthy brand image in advertising is the use of endorsers. 
Studies show that the credibility of an endorser, which should contain the three dimensions of expertise, 
trustworthiness and attractiveness, can have a direct impact on attitude to the advertisement and the per-
ceived credibility of the brand through association (Lafferty, Goldsmith, & Newell, 2002; Spry, Pappu, & 
Cornwell, 2011). A study by Garretson and Niedrich (2004) specifically examined the role of fictitious 
spokes-characters in advertising, such as Michelin Man, and how they are perceived by consumers as 
trustworthy. Their results show that trustworthiness is linked to the perceived expertise of the character 
and the level of nostalgia that it brings and this has a positive effect on brand attitude. Therefore, the use 
of celebrities could also bring in a positive image among the consumers for the brand. Moreover, the “cue 
utilization theory” (Richardson, Dick, & Jain, 1994, p. 29) proposes that endorsements can be used as 
an extrinsic cue pressuring consumers’ opinions of product quality. Product quality, according to Reast 
(2005, p. 5), is a cognitive component of brand trustworthiness. Thus, the link between endorsement 
and brand trustworthiness is indirectly implied, due to the fact that product quality is one of the factors 
that make up brand trustworthiness as part of a complex construct.

According to Keller (1993) brand knowledge is positively related to brand trust and increased brand 
awareness and exposure to more favourable brand images result in greater trust in the brand. Such brand 
knowledge is created via three major information sources for consumers and these are believed to be 
user experience, word-of-mouth (WOM) and advertising (Xingyuan, Li, & Wei, 2010). Thus all three 
sources of information contribute to brand knowledge in different ways which in turn affects brand trust-
worthiness (Johnson & Grayson, 2005). Whilst user experience is widely acknowledged as performing a 
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predominant role in consumer trust formation, the work by Xingyuan et al. (2010) demonstrated a more 
nuanced construct of trust formation in that advertising was good at increasing brand awareness, product 
knowledge and company knowledge whereas WOM was more effective at changing consumers’ value 
perception. Indeed, advertising has been found to increase the perceived trustworthiness of even unknown 
brands when the advertising message was framed to include a simple trust appeal (Li & Miniard, 2006). 
This points to advertising as an important source of information to communicate a trustworthy brand 
image for brand owners who wish to compete in an increasingly competitive global market.

Impact of Culture on Brand Trustworthiness

Cultural knowledge is important to managers in order to inform appropriate and culturally sensitive deci-
sions and a number of cultural differences would be expected in consumers’ perception of advertising and 
perceptions of trustworthy brands. The dimensions of the GLOBE Project (Javidan & House, 2001) are 
one way of distinguishing one culture from another. Nine dimensions were developed from the GLOBE 
(Global Leadership and Organizational Behaviour Effectiveness) research project which involved 150 
researchers collecting data over seven years from 18,000 managers in 62 countries. These dimensions 
have important managerial implications and are based on a set of shared beliefs that distinguish one 
society from another and comprise the following: Performance orientation, future orientation, assertive-
ness, uncertainty avoidance, power distance, collectivism, family collectivism, gender differentiation 
and humane orientation. Country-specific findings from the GLOBE project indicated that Italy and the 
UK belong to the medium cluster of the Power-Distance dimension which is defined by the “establish-
ment and maintenance of dominance and control of the less powerful by the more powerful” (Javidan 
& House, 2001, p. 296). That is to say, both UK and Italian individuals would expect a reasonably 
balanced (e.g. trusting) relationship with authority as represented here by advertising and brand mes-
sages. On the other hand, Italy and the UK belong to different clusters of the Performance Orientation 
dimension which refers to “the degree to which a society encourages and rewards group members for 
performance improvement and excellence” (Javidan & House, 2001, p. 300). Actually, Italy belongs to 
the least performance oriented countries and so value loyalty and belongingness more compared to the 
UK in the medium level cluster. Taking into consideration the GLOBE project, the two countries seem 
to share similarities but also some differences in cultural terms.

When trading with other cultures key management decisions have to be made whether or not to 
use standardized branding. Many scholars and researchers argue that standardised branding is neither 
reasonable nor suitable (Clark, 1987) due to cultural dissimilarities (Bradley, 1991; Mead, 1993). For 
example, Schmitt and Pan (1994) highlighted that cultural features typical of Asia-Pacific customers 
were seen to affect brand choice. In this case, brand names were preferred or not, “depending on the 
balance of Yin and Yang and the number of strokes in the letters” (Grimes & Doole, 1998, p. 802). Other 
authors advocate the idea of creating international brands with standard components. This strategy can 
help companies to take advantage of economies of scale (Littler & Schlieper, 1995). Besides, while it is 
generally believed that the foundation of strong associations is the basis for brand image and trustwor-
thiness, it should also be taken into account that the cohesiveness of the brand image could affect the 
efficacy of these associations. Unless a constant and well-organized brand image is built, only some of 
the potentially retrievable associations may be recalled (Keller, 1993).
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Issues of Consumer Etnocentrism

An interesting observation was made by a former CEO of Coca-Cola, Doug Ivestor, that ‘as economic 
barriers come down, cultural barriers go up, presenting new challenges and opportunities in business’ 
(cited in Javidan & House, 2001, p. 291). Thus trustworthiness can also be linked to concepts such as 
consumer ethnocentrism and consumer nationalism. Consumer ethnocentrism forms part of the wider 
subject of ethnocentrism introduced more than 80 years ago by Sumner (1906), a sociological topic used 
to distinguish “closed groups” (those groups with which individuals identify themselves) and “open 
groups” (those considered to be antithetical to “closed groups”). In the last decades, ethnocentrism has 
become an established psycho-sociological subject applicable to a rich variety of fields of study. Shimp 
and Sharma (1987) define consumer ethnocentrism (CET) as the belief held by consumers about the 
appropriateness and morality of purchasing foreign-made products. In essence, the concept of ethno-
centrism refers to the practice of assessing the group which the individual contact forming the centre 
of the purchasing universe. Alternatively, other groups/people are considered and compared taking into 
consideration the perspective of “the” group, for this reason people who are culturally dissimilar could 
be rejected or considered improper (Sharma, Shimp, & Shin, 1995). The symbols and values of “the” 
ethnic or national group create a sense of pride and attachment, whereas symbols of other groups may be 
disapproved (Thakor & Kohli, 1996). Thus, consumer ethnocentrism represents the consumers’ feelings 
of appropriateness and morality, a consideration set they refer to as they purchase products manufactured 
abroad. Lantz and Loeb (1996) proposed that ethnocentric consumers prefer products created by culturally 
similar countries; however, they suggested that this is true only if a national alternative is not available.

In other studies, consumer ethnocentrism represents a further consideration as an additional ‘compo-
nent’ of consumer nationalism. Following Keillor and Hult (1999), national identity is a complex entity, 
consisting of four significant component parts (ethnocentrism, belief structure, cultural homogeneity and 
national heritage) which influence consumer beliefs, and most importantly, the interpretations about the 
consumption experience. In brief, consumer nationalism may be considered an expression of one’s na-
tional identity that makes individuals identifying it in products and/or brands that reflect national identity. 
According to Wang (2005), consumer nationalism has a significant impact on corporate reputation too.

In the discussion on collective (national) and individual identity, a further complication arises when 
we consider that (strong) brands may become cultural symbols that are also related to a consumer’s 
self-identity (Kay, 2006). In this sense, brands and brand trustworthiness become expressions/signs 
of particular mindset and become central in consumption choice. Nevertheless, among the drivers of 
consumer attitudes toward local/global brands some recent studies (Ashill & Sinha, 2004) show that 
the components of brand equity through the effect of brand loyalty and trustworthiness are three times 
more important than consumer ethnocentrism effects. Indeed, brand loyalty cannot be considered as 
conflicting with consumer nationalism, but may mitigate the role of ethnocentric/nationalistic attitude 
(Pappu, Quester, & Cooksey, 2006).

In addition, other aspects that are worthy to be evaluated are consumers’ attitudes toward the brand 
and their usage history (i.e. replication of brand selection in consumer’s family) as it may be an important 
driver of preference towards local products/brands without involving nationalistic/identitary consider-
ations (East, 1996; Macdonald & Sharp, 2000).

Whilst most studies on advertising and brand trustworthiness have been undertaken in the USA, our 
study follows on from the work of Li and Miniard (2006) by examining advertising for high involvement 
services in a European context of two cultures and is designed to answer the following research questions:
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• What ingredients do advertisements portraying a trustworthy brand image have that others don’t?
• What makes people trust specific brands?
• Do UK and Italian advertising perceptions differ in relation to brand trustworthiness?

Design, Approach and Methodology

In order to explore the subject further, focus group research was undertaken in the UK and Italy during 
2012. Three focus groups were conducted in the UK with Marketing 1st and 2nd year undergraduate 
students, containing a total of 38 student perceptions. A corresponding number of perceptions were 
generated from 39 Italian students between the ages of 19-23. Young people such as university students 
are an important segment for the three service categories included in this study, namely mobile tele-
phone services, financial services and travel operators. The sample was selected in order to ensure that 
all participants were similar in terms of age, occupation, and level of education; therefore the research 
tried to separate the cultural facet as the main diversity between participants from the two countries. 
Considering the exploratory nature of our research, the selection of respondents was not made accord-
ing to probabilistic criteria, hence our sample is made up of a complete set of 77 valid questionnaires, 
equally distributed in the two countries.

Participants were shown nine advertisements which appeared in the Metro free London newspaper 
on Wednesday 15th February 2012. The questionnaires were distributed face-to-face, between February 
and October 2012. It was not felt necessary for the participants to be familiar with all the brands as it 
was their response to the advertisements for the three groups of high involvement services which was 
initially of interest to us. Similarly, the advertisements were kept in English as the stimulus material was 
considered straight forward and unlikely to cause any language difficulties.

Each advertisement was presented to participants on slides and they were given one minute to write 
down whether they found the information contained in the advertisements trustworthy and ‘why/why not’. 
They were then shown the three advertisements together and asked to compare them in terms of portraying 
a trustworthy brand image. Lastly they were required to step back and describe the brands they trusted 
within that category more generally. This process was repeated for all three product categories. When 
all advertisements had been examined the participants were asked to indicate a brand that they found 
most trustworthy and why. Finally, participants were asked how they felt about advertisements generally 
in terms of trustworthiness. Once the form had been completed there was a general discussion with the 
group about brand trustworthiness to pick up any issues that the questionnaire may not have captured.

Findings and Discussion

Tables 1-6 present the responses that were received from asking the question: “Do you trust this ad: 
why/why not?” Selections of both positive and negative comments have been included for each adver-
tisement to represent the main issues that were raised. The underlined brand in each table indicates the 
advertisement that was perceived to be most trustworthy out of the three. Interestingly, this decision 
was unanimous across all focus groups in the UK and Italy for the most trustworthy financial services 
brand, Lloyds. However, differences between the two samples for the other service categories will be 
discussed further in the following section.

The examination of comments in the three categories revealed some interesting findings. Firstly, it 
would seem that an advertisement needs to be very simple and straightforward in its communications in 
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order to be perceived as honest and trustworthy. When advertisements suggest that something is ‘free’ 
or a good deal people become suspicious and are looking for the catch. All information needs to be 
presented clearly and be straight to the point. This seems to be in line with what we summarised in the 
literature review: information contribute to brand knowledge in different ways which in turn can affect 
brand trustworthiness (Johnson & Grayson, 2005).

The amount of information that the advertisement should contain is difficult to define as advertise-
ments were criticised for having too little as well as too much information. Certainly a large amount of 

Table 1. Advertisements for mobile telephone service providers (UK)

Mobile Tel. YES NO

Tesco
Clear facts and figures including price. I don’t associate Tesco with mobiles

Award, simple design, realistic There is always a catch!

Virgin
Clear terms and conditions Lots of small print

Break down of service features Nothing is free!

3
Nicely laid out Downloads hard to measure

Simple Not much information

Trusted brands in this category Orange, O2, Tesco, T-Mobile, Virgin, Vodaphone

Table 2. Advertisements for mobile telephone service providers (Italy)

Mobile Tel. YES NO

Tesco
Good price. Layout not professional, prices seem too low

Realistic, simple, essential Not clear, don’t know the brand

Virgin
Lots of details Don’t know the brand, confused

Realistic, not confusing I don’t associate Virgin with mobile phones

3
Well known brand Too simple, images not real

Clear, good price Too much focus on aesthetic elements. They 
want to hide something, don’t trust the brand

Trusted brands in this category Tim, Vodafone, 3, Wind

Table 3. Advertisements for financial service providers (UK)

Financial services YES NO

Halifax
Happy customers Looks cheesy

Clear statements and offers Small print – hidden costs

HSBC
They look serious about money Don’t like the word “free”

Look professional No images, too many words

Lloyds
Straight to the point Juvenile

Simple and fresh Don’t trust banks

Trusted brands in this category Santander, Natwest, Lloyds, HSBC, Nationwide, Barclays, Halifax, Nationwide;
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small print is perceived negatively and needs to be handled with care. A study by Wang (2010) highlights 
the impact of responsible communication in relation to disclosure information (terms and conditions 
of sale) in print advertisements. The experiment found that visual priming of disclosure information in 
mobile telephone advertisements helped to increase the level of trustworthiness towards the print adver-
tisement, and this in turn had a positive impact on the attitudes toward the mobile telephone company. A 
comparison of the nine advertisements in our explorative study highlights a larger amount of disclosure 
information in the mobile telephone advertisements compared to both financial services and travel com-
pany advertisements. Disclosure information within the mobile telephone advertisements in our study 

Table 4. Advertisements for financial service providers (Italy)

Financial services YES NO

Halifax
Lots of details Don’t like contrast between images and text

Like that shows people, faces Too dark, too many stereotypes

HSBC
It uses a direct communication. No colours, Only text

Doesn’t distract our attention with figures No visual impact, boring

Lloyds
Like picture, simple Too simple, need more info

Very few small prints Too unbalanced, too ingenuous

Trusted brands in this category Intesa-san paolo, UniCredit (12 respondents don’t remember any brand in this category)

Table 5. Advertisements for travel service providers (UK)

Holidays YES NO

Globalenduro
People having fun Not enough information

Contact details and links to social networks No reference to price

Virgin
Simple and clear Prices “from” suggests extra costs

Good to have prices “sale ends tonight!” cheapens the brand

Kesari
Straightforward pricing Advert looks cheap

More specific details Too much text and stuff going on.

Trusted brands in this category Virgin, BA, Thomas Cook, First Choice, Last.minute.com, Thomson, expedia

Table 6. Advertisements for travel service providers (Italy)

Holidays YES NO

Globalenduro
Shows facebook Not clear, too adventurous

Lots of pictures, colours, countries Doesn’t look like an advert

Virgin
Good price. It doesn’t seem focused on holidays

Good balance text/images, strong brand Monochromatic, small print

Kesari
Focus on places Too many prices, difficult to focus

Prices seem real, good image Small print, not catching image

Trusted brands in this category Valtour, Easyjet, Expedia
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might also be considered not to be visually primed given the small size of the text and the position at 
the bottom of the advertisement and hence not following good practice for responsible communication. 
Whilst our sample generally found advertisements useful in providing knowledge of products/brands 
and promoting offers, they would not fully trust the advertisements. A coping strategy in such situations 
includes additional research (e.g. on websites) to verify the information and to alleviate perceived risk 
which supports the findings of Xingyuan et al. (2010).

It is good to include prices, but they need to be precise and understandable. To present ‘prices from’ 
is perceived as rather misleading. Visuals are generally regarded as helpful in creating a more trustworthy 
image. Seeing happy customers helps to communicate some of the main points and adds a more emotive 
message to accompany the facts and figures. Evidence of awards also has a positive impact as well as 
links to social media sites. However some advertisements were perceived as looking cheap which then 
influenced the participants’ perception of the brand.

Generally, the best liked and more trustworthy advertisements (see Tables 1-6) shared some com-
mon characteristics. The layout of advertisements appears important as both Italian and UK participants 
preferred advertisements with a simple and clear execution. The unanimous winner for both samples in 
our study was the advertisement for Lloyds (financial services) which was perceived to be well-balanced, 
clean, simple and fresh. Interestingly, this advertisement features a fictitious character which has previ-
ously been shown to increase trustworthiness (Garretson & Niedrich, 2004). A number of the Italian 
participants also noted that they liked the green colour in the advertisement. Indeed, colour features more 
strongly in the responses by Italian participants generally. Cross-cultural research has found that a number 
of cultures associate blue (USA, Japan, Korea and China) and green (China) with trustworthiness as 
featured in a number of the more trustworthy advertisements, namely Tesco and 3, Halifax and Lloyds, 
and Global Enduro. Red is also associated with trustworthiness in China and represents the corporate 
colour of Virgin whose advertisement was found to be trustworthy by both UK and Italian participants. 
Aslam (2006, citing Crozier, 1996; Hupka., Zalenski, Otto, Riedl, & Tarabrina, 1997) also highlights 
the importance of colour tone or hue in perception and association with behaviour. A “balanced” colour 
appears to be preferable as the blue colour in the Halifax (financial service) advertisement was thought 
to be too dark and therefore less trustworthy. Similarly, the light or translucent colours in the Kesari 
(travel) advertisement were perceived as too cold.

One finding that became clear during the focus groups was the strong link between previous brand 
knowledge and perception of the advertisements. As illustrated in the work of Xingyuan et al., (2010), 
user experience has a significant impact on how the brand is perceived. Our study shows that it also has 
a strong impact on perceptions of brand communications, even if the brand in question is being promoted 
in a product category where personal experience has not taken place e.g. Tesco and Virgin. Such brand 
trustworthiness is obviously invaluable and contributes greatly to brand equity. It is why brands like 
Tesco and Virgin can successfully extend their portfolio into new product categories such as financial 
services. This sector, as we said before, can be perceived as a “sensitive” field, where trust, created also 
thanks to advertisements, decreases the uncertainty in a background in which consumers feel especially 
exposed (Doney & Cannon, 1997).

It is interesting to note the long list of “trustworthy brands” that were provided by the participants for 
each product category investigated. Again, the main reason given for each choice was user experience. 
This came through particularly strongly with financial services where a number of people talked about 
the brand being used by the family and the reference to “my bank”. This seems to be in line with the 
idea of the prosumer, presented before. Indeed, the fact that many consumers identify themselves with 
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a brand or consider a specific service or product to belong to “them “ highlights that they really think 
to be involved both in production and in consumption rather than focusing on either one (production) or 
the other (consumption) (Ritzer & Jurgenson, 2010).

On the other hand, this would suggest that it takes time to build a trustworthy identity too. Lopamudra 
and Subhadip (2011) suggest that perceived credibility is a result of the company being perceived as 
consistently competent and honest. The length of the lists indicates that the positioning of “trustworthy” 
does not seem to be occupied by any particular brand in these product categories at the present time 
which may present an opportunity to build brand credibility.

Tables 7 and 8 provide a list of the most trustworthy brands from our two country samples. It is worth 
noting that they cover a wide range of different products and services as well as examples of high and 
low involvement purchases. This is despite evidence to suggest that trustworthiness is more important 

Table 7. List of most trusted brands (UK results)

Phase Eight Chanel Apple

Nivea Papermate M & S

John Lewis VW Virgin

Selfridges Adidas Holland and Barrett

Nike Heinz Barbour

T-Mobile McDonald’s Co-op

Tesco ASOS Amazon

HSBC

Grey colour indicates similarities between UK and Italy in terms of most trusted brands.

Table 8. List of most trusted brands (Italy results)

Adidas Fix Design Oviesse

Alcott Heineken Pompea

Armani Hogan (shoes) Poste Italiane

Apple Honda Samsung

Banco de Napoli HP Sisa (supermarket)

BMW IKEA Sony

Breil watch Kimbo (coffee) Valsoia

Carrefour Lacoste VW

Ceres Lavazza

Coca Cola Malboro

D&G Microsoft

Diesel Mulino Bianco

Dior Nero Giardini

Ferrero Nivea

Findus Nutella

Grey colour indicates similarities between UK and Italy in terms of most trusted brands.
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for high involvement product categories (Lantieri & Chiagouris, 2009). However, the reasons provided 
for trusting a brand were less varied. Consistent quality came through very strongly, based on reputation 
and personal experience in line with some of the corporate image associations identified earlier. The 
size of the company, how long they have been established and their level of customer service were also 
highlighted by both UK and Italian participants and both samples agreed that Adidas, Apple, Nivea and 
VW represent such trustworthy brands. These are obviously all characteristics that can be communicated 
through advertising and will be explored in further research.

Lastly the participants were asked whether they trusted advertising. Their perception of advertising 
was influenced by the type of product being advertised and the advertisement itself. As participants in 
both countries put it “I only trust ads for trustworthy brands”. If a customer has a positive opinion of a 
brand then that influences their perception of that brand’s advertising. Brands that advertise a lot (usu-
ally leading brands) are generally perceived as more trustworthy as demonstrated by the suggested brand 
names above. It is conceivable that trustworthiness can be a processing filter in the same way as liking. 
Gordon (2006) contends that, if a brand is liked, we become more tolerant of its advertising. A number 
of participants used make-up and financial services as examples of products whose advertisements would 
be the least trustworthy. The fact that models were retouched and false eyelashes were used to promote 
mascara was cited as examples of how advertising tries to fool people. Indeed, an undercurrent prevailed 
in the responses which suggested a lack of trust and a feeling of being fooled e.g. “they rarely tell you 
the entire truth” and “don’t trust most of them – strings attached”. These findings support other evidence 
indicating that trust in brands is decreasing at a macro level (Lantieri & Chiagouris, 2009). Customers 
are becoming more cynical about brands and their claims of being the best. They see that the emphasis 
on short term goals within organisations has led to quality inconsistencies, product recalls, and poor 
service encounters resulting in not wishing to have a “relationship” with all the brands that they buy.

SOLUTIONS AND RECOMMENDATIONS

Our findings show that students may combine a strong preference for a global brand with an equally 
strong preference for home-country products. Relevant differences are found between the two countries 
with respect to preferences for global and local brands. Actually, some participants especially in Italy, 
stated that they trust advertisements if they are linked with Italian brands. This could be seen as a typi-
cal effect of the “country-of-origin” and cultural barriers going up as mentioned earlier. For this reason, 
consistent with current trends of globalisation, each transnational company must be strongly interested 
in examining what affects the perception and evaluation of both global and local brands in different 
Countries (Schuiling & Kapferer, 2004; Holt, Quelch, & Taylor, 2004). In the current debate, an engag-
ing area is that the appropriateness of purchasing decisions regarding foreign made products and the 
attitude towards home-country vs. global brands emerge as points of parity (Rosenbloom & Haefner, 
2009; Steenkamp & de Jong, 2010).

This finding has relevant policy and managerial implications. Managers and communication agencies 
should pay attention to shaping and maintaining appropriate messages in order to maximize not only 
the selling and purchasing opportunities, but also the positive attitude in their potential and actual final 
customers that can lead to trust creation. Moreover, firms that are not yet oriented to pay attention to the 
highlighted items should learn how to grasp these information benefits from their extant competitors, in 
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order to match their efforts with the opportunities of fulfilling consumers’ needs. At the same time, the 
study focussed on the importance of emotive messages, visuals, and social media and these aspects could 
be further enhanced through some more formal innovation policy such as developing internal/external 
research and development project or sharing it with other firms and external institutions (universities 
and research centres).

Moreover, firms that sell and advertise their products/services abroad should try to develop a better 
understanding of final customers located in different countries in order to develop a deeper market-
ing effort in consumer behaviour scanning. Understanding foreign markets and the capacity to market 
products and services effectively abroad are vital factors for firms and constitute their core capabilities.

FUTURE RESEARCH DIRECTIONS

The limitations of the exploratory nature of our study, using a small sample with a focus on high involve-
ment services and a set of heterogenic types of advertisements need to be addressed in future research. 
Our research hypotheses therefore represent a preliminary stage in this area of study, and it is important 
to present a research agenda to deepen studies of the following topics: ingredients of a trustworthy brand 
image; ingredients of a trustworthy advertisement; a comparison of these specific indicators in different 
contexts. Based on these considerations, future research should suitably be focused on several aspects:

First, studies should progressively reflect on how brand trustworthiness can influence advertisement 
trust. Research should investigate whether the approach to communicate varies between industries/
categories of products, and if the approach to communication depends upon the environmental context.

Second, further longitudinal research is still necessary. This research could follow the brand lifecycle 
and recognize the significant factors required for successful communication at different stages.

Third, although efforts have been made in this chapter to synthesise the main aspects of trust formation 
processes, there is a need for further research to develop a conceptual framework. Such analysis could 
provide a wider understanding of the processes by which trust is attained and developed also based on 
advertisements.

In addition, research may be undertaken to broaden this study - in an effort to assess the extent to 
which its findings may be generalised - or to test the hypotheses generated.

Future research is needed to provide more evidence as to whether advertising and brand trustworthi-
ness is a multi-dimensional or one-dimensional construct. Perhaps the dimensions in this study could 
be redefined. A check could be made to see if the trust construct found here is applicable to a more 
geographically dispersed group of consumers. In addition, research is needed to further investigate 
potential product familiarity effects on product-culture matches and predictions of purchase intent. If 
respondents with little product familiarity evaluate matches differently, marketers will need to adapt 
their strategies accordingly.

The findings gathered from the student sample framework presented here should also be examined 
for other consumer groups. While comparable cross-national graduate student samples were used here, 
research on other socioeconomic groups should be conducted as well. Notwithstanding this suggestion a 
further sample of different informants is planned for the very near future. This will provide the research-
ers with another sample and enable a triangulation to be made.
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CONCLUSION

The literature indicates that many brand image associations impact brand equity and ultimately purchase 
decisions and that brand trustworthiness is an important dimension of this process. We have focused on 
two main ideas in this chapter, namely how a trustworthy brand image in advertising can be created and 
brand preference towards local and global brands in a cross-cultural context.

A number of ideas have been advanced in this chapter about creating a trustworthy brand image in 
advertisements and also what constitutes responsible communication in achieving such trusted status 
for brands that are purchased in different countries. Our exploratory study examined advertisements for 
high involvement services and identified the ingredients needed to portray a trustworthy brand image. A 
more general objective was to explore why people trust certain brands and to identify any differences in 
perceptions of brand trustworthiness between UK and Italian consumers. The impact of user experience 
on brand trustworthiness comes through very strongly and brand owners need to ensure that their brands 
are consistently meeting consumers’ expectations to encourage loyalty and positive WOM. However, 
the results from this initial research do indicate that advertising can assist in creating and maintaining 
a trustworthy image. It would seem that consumers generally value advertising that is clear, simple and 
straightforward. The use of colour and colour tone appears to be important in communicating trust-
worthiness when considering cross-cultural advertising and thus marketing managers must be mindful 
of what image they want their brand to portray in different cultures as our Italian consumers appear to 
have an acute perception of colour cues that influences attitude to the brand. We find that consumers 
are generally wary of being tricked in some way and quite cynical when it comes to deals, offers and 
small print. Tools that advertising practitioners can utilise to address this seems to be more emotive 
messages, possibly through visuals, evidence of awards, links to social media sites and indications of 
the size of organisation and how long they have been in operation. More research is necessary to explore 
these findings further as they are based on high involvement services and on a specific group of people, 
both limitations preventing generalisations to be made. Meanwhile perhaps advertisers should be more 
critical of their own efforts in attempting to build relationships with consumers, particularly younger 
segments, based on some of the poor practices that have been identified in this study indicating that 
more responsible communication would be valued by consumers. It is a sobering thought that young 
people are so critical of the advertising they are exposed to even for brands that they buy. Advertisers 
will need to take account of such a powerful voice in the marketplace whilst also adhering to domestic 
and international advertising regulations and laws to promote brand messages that have credibility.

We also found some relevant differences between the two countries with respect to preferences to 
global and local brands suggesting that Italians are more attached to local brands compared to their UK 
counterparts. Based on our findings, future research should focus on exploring the consumer preference 
for brands taking into consideration the importance they give to them. Thus product involvement should 
be measured as part of future studies as it plays a key role in advertising processing by directing attention 
and effort to evaluate advertisements that are interesting and relevant and filtering out those that are not 
(McQuarrie & Munson, 1992; Petty & Cacioppo, 1986). Moreover, while comparable cross-national 
graduate student samples were used here research on other socioeconomic groups should be conducted 
as well in order to examine the role that brand and advertising trustworthiness plays in advertising for 
different target audiences.
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In brief, the chapter identifies that consumer attitudes towards brands still remain a contentious con-
cept that deserves further research. This study thus lays a foundation for further development of both 
theory and practice in the area.

From a practical standpoint, the paper suggests to brand managers and policy decision-makers the 
criteria open to them to maximise ‘trusting’ brand features in their international marketing activities. On 
the theoretical point of view, branding came to be focussed on improving the expressiveness of company 
and establishing long-term relationship with all its customers.
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KEY TERMS AND DEFINITIONS

Attitudinal Loyalty: A person who feels positive towards a brand is “attitudinally” loyal. This is in 
contrast to someone who shops at the same place regularly and who is considered “behaviorally” loyal. 
Consumers can be both attitudinally loyal and behaviourally loyal at the same time or just one or the other.

Brand Equity: The value of a brand in the market place that is often measured in terms of loyalty 
to the brand.

Consumer Ethnocentricism: Ethnocentricism is the belief held by consumers about the appropri-
ateness and morality of purchasing foreign-made products.

Cultural Homogeneity: Cultural homogeneity refers to different cultures that are very similar on 
certain dimensions e.g. uncertainty avoidance, gender differentiation, family collectivism etc.

Disclosure Information: Disclosure Information is terms and conditions of sale often referred to 
as the ‘small print’.

Efficacy: Efficacy is the ability to produce a desired effect (in terms of how a brand is perceived in 
the market place through a variety of brand associations).

Experience Products: Experience products differ from search products as the quality and sometimes 
the price can be difficult to observe in advance. Search products are standard products where price and 
quality are known before consumption compared to a service/experience product where such character-
istics are established upon consumption.
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Generation Y: Generation Y is generally referred to as individuals born between 1977 and 1994 
representing a powerful segment of the global market due to its aggregate spending power.

Priming: Priming refers to the way stimuli (in advertising) is presented either visually or verbally. 
The idea is that priming of information affects how consumers process such cues.

Prosumers: Prosumers are a new type of consumer who is involved in the company’s design as well 
as production process in order to help the company come up with products that could achieve mass ac-
ceptance, a process often referred to as ‘co-creation’.
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ABSTRACT

The vitality of the Internet highlights the research relevance that online reputation studies are acquir-
ing. Most available research suggests that online reputation might also be managed (Online Reputation 
Management, ORM). However, technology development has given consumers a digital fingerprint and 
impact on a brand reputation. Therefore, brand reputation management is eventually limited to some 
tools. A literature review was conducted to pay attention to the most important emerging research topics 
on the field and to identify interesting research areas.

INTRODUCTION

The Internet has changed the way members of society interact with each other. The amount of tools and 
applications available for interaction can be overwhelming, ranging from email, blogs and instant mes-
saging to online opinion platforms or social network sites. Almost everything and everyone can be found 
online with very little effort in engine searchers. The online world has many characteristics that make 
it unique and specially challenging for brands: reach and accessibility, as there are almost no boundar-
ies to it as long as access to the Internet exists; and speed, as it allows for news to spread all around the 
world in a matter of seconds.

What does this all mean to brands and consumers? Brands now have a new wide channel to commu-
nicate with consumers, and consumers do not risk their reputation when talking about a brand. Consumer 
behavior has changed, using the Internet to share what they like or dislike of a brand and spread their 
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comments to the virtual world. This new consumer behavior and tools represent a challenge for brands’ 
online reputation management. The development and maintenance of brand reputation on the web is 
at the heart of companies’ marketing plans, especially in the face of highly competitive markets with 
increasing unpredictability and decreasing product differentiation.

In order to understand the new role of consumers in the reputation building process, it is important 
to know the characteristics of the new consumer that brands are facing at present. Generation C (“C” 
from content) is the name that some top marketing websites, such as www.trendwatching.com, started 
to use in order to describe those consumers who were born in a world where everything is built around 
digital technologies. It is not the birth date that determines whether consumers are part of Generation 
C or not; this is determined by their behaviors. Generation C can briefly be described as the content 
creation generation. The 5 C’s (creativity, casual collapse, control, celebrity and content) further enrich 
the definition. Members of Generation C use creativity to generate new content. Creativity leads to what 
is known as casual collapse: this new generation is breaking the formalities imposed by previous genera-
tions concerning beliefs and attitudes towards family life, work, etc. Besides being creative, Generation 
C is characterized by a need to take control of everything that is going on around, which is why brands 
decided to customize anything for consumers (Hardey, 2011),

In this new context, what does “to be empowered as a consumer” exactly mean? According to previous 
research, brands were empowering consumers using a mass customization strategy, what means offering 
customers the possibility of changing the product settings and shaping the final product according to 
their tastes. Additionally, consumers were also allowed to exchange concerns with the brands through 
their websites. Basically, consumers were empowered by a brand that was looking to reduce costs and 
risk when creating new products or selling existing products (Fuchs, Prandelli et al. 2010).

What Is Online Reputation?

Reputation has certainly no easy definition. Scholars do not agree on a single definition (Gotsi and 
Wilson, 2001; Barnett et al., 2002; Balmer, 1998; Rindova et al., 2005). Some authors, such as Balmer 
(1998), go even to the extent of giving multiple definitions of the concept depending on the point of view 
being considered. Thus, according to him and from the accountancy perspective, reputation would be 
an intangible asset that has its own financial value; whereas from the strategic point of view, reputation 
would be a collection of assets and entry barriers into an industry or market; and so on.

Some authors argue that reputation is a necessary condition for survival and profitability (Jackson, 
2004; Preston, 2004); while others think that it helps stakeholders, consumers among them, reduce un-
certainty when it comes to evaluating products and services, specially when it is difficult to assess their 
quality without having previously tried them or require some kind of specialized expertise to evaluate 
them (Weiwei, 2007; Souiden et al., 2006; Brown and Dacin, 1997). According to Fombrun and Shanley 
(1990), reputation represents the public’s aggregate judgments over time. Research has also shown that 
the main features of reputation are perception, time and expectations, judgments, and admiration and 
credibility from the public (Siano et al., 2011).

Summing up, most authors agree that reputation is constructed over time based not only on past 
events, but also on expectations from stakeholders (Hatch and Schultz, 2008; de Bussy et al., 2000). 
Therefore it is even harder to define what online brand reputation is. Chun and Davies (2000) take a first 
approach by saying that e-reputation is the element of reputation that is derived from online contacts. 
According to Siano et al. (2011), the literature on e-marketing contains little in the way of conceptual 
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studies or empirical findings on online brand reputation (Bunting and Lipski, 2000; Argyriou et al., 
2006; Bolton et al., 2004).

The lack of consensus in the definition of online brand reputation makes it difficult to identify its 
main characteristics and in what it differs from off-line reputation. A first approximation would be the 
analysis of the reputation building process presented by Siano (2011). This process was introduced to 
explain how brand reputation was built and it has three stages: shaping, refraction and assessment. On 
the first stage brands will use different strategies to reach different audiences (i.e. investors, consumers, 
stakeholders) to form a relationship and communicate its values. Due to the interaction between brands 
and stakeholders, on the second stage all the audiences will respond to the brand with opinions and 
comments over its performance and behavior. At the end, people will combine the image shown by the 
company with the opinion from all stakeholders and form a view of the brand’s reputation. The only 
difference between the off-line and on-line environments as far as this process is concerned is the time 
needed, much less in the second one.

UGC and Tools to Monitor and Manage It

The online context offers both consumers and brands the possibility of a faster and real-time interaction. 
At present, main companies measure their on-line reputation through what has been called the media 
noise, that is, the positive, neutral or negative comments that consumers and stakeholders put into the 
Internet. However, it remains a challenge to measure these comments. Even though complex techno-
logical tools that apply semantic algorithms have been developed, they are not yet enough to perfectly 
identify and completely understand human interaction on the Internet. There must always be some kind 
of human management and monitoring behind. This drawback has boosted the raise of the brand on-line 
expert, also named community manager.

Even though they can still influence firm performances at different levels, the formation and consoli-
dation of brand reputations is not any longer under the sole control of marketing departments, corporate 
communications and professional news media. Brand communities have changed the rules of the game. 
As written by Muniz Jr. and O’Guinn (2001), “a brand community is a specialized, non-geographically 
bound community, based on a structured set of social relations among admirers of a brand. Brand repu-
tation management is eventually limited to some tools such as social media, online opinion platforms, 
bloggers as influencers, antibranding websites and the eWOM concept. It allows assessing and managing 
some elements of online reputation, identifying opportunities for improvement and proposing measures 
to enhance the recognition of the key aspects of the company by internet users.”

Social Media

Boyd and Ellison (2008) define social media as “web-based services that allow individuals to (1) con-
struct a public or semi-public profile within a bounded system, (2) articulate a list of other users with 
whom they share a connection, and (3) view and traverse their list of connections and those made by 
others within the system” (p. 211). The main benefit of social media is that it has given consumers a 
“voice”. Brands no longer control the total amount of information there is about them on-line, technol-
ogy has allowed consumers to give opinions and share information at low cost or even for free to a wide 
audience where everyone can have a word (Siano, 2010).
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Consumer empowerment is a direct consequence of the development of social media. The Internet 
has given consumers a new voice and the means to spread their opinions through social media. From 
2007 onwards, research has found an increase in the participation of Internet surfers on social media. 
This participation includes joining social networks, reading blogs or posting reviews on online opinion 
platforms (i.e. websites where consumers are allowed to write opinions about products or services and 
also rate them). There are two main concepts surrounding social media: Web 2.0 and User Generated 
Content.

According to Cooke and Buckley (2007), Web 2.0 is a second-generation of web-based services, 
such as social networking sites, that lay emphasis on collaborating and sharing among its users (e.g. 
communities for professionals to share their expertise and search for business or job opportunities). It 
turns the web into a platform where everyone is able to collaborate and give out information (Hardey, 
2011; Qualman, 2009).

As for User Generated Content (UGC), the Organization for Economic Cooperation and Development 
defines it as content publicly available on a website or social network site, which shows some level of 
creativity and was created outside professional practices. (Vickery, Wunsch-Vincent 2007).

Employing these two concepts Kaplan and Haenlein (2010) define social media as the collection of 
Internet based applications build as Web 2.0 that allow the exchange of UGC.

Social media will have an impact on brand reputation, since it allows consumers to share opinions on 
products and services with other consumers. It also lets brands and consumers interact with each other. 
All these interactions have an impact. Statistics show that 77% of consumers read and follows Brands’ 
Facebook page posts and 56% are willing to recommend the brand after becoming fan on their Facebook 
page. These percentages show to some level the impact that social media can have in the relationship 
between consumers and brands, particularly when reputation is at stake. Social media platforms have 
become mediators between brand owners and consumers, as they offer a transparent framework where 
brands publicly share their answers to customers’ comments, opinions and requests. Thus, such plat-
forms have the potential to both facilitate brand-customer communication and become a marketing tool 
to brand owners. Moreover, having dozens, hundreds, or even thousands, of customer opinions posted 
on the Internet, also acts as a curator for reviewers.

An approach to social media measurement is suggested by Murdough (2009). He suggests designing 
first a map of measurement for project or business goals. Second, specific key performance indicators 
(KPI’s) should be identified to align objectives. Finally, performance benchmarks or targets should be 
established to gauge success. It is important to focus on just a few metrics for each objective so that 
program evaluation remains simple and you do not end up with “analysis paralysis”. In the said study 
the importance of measuring both qualitative indicators (such as discussion topics or sentiment) and 
quantitative measures (such as counts of reach, chatter mentions and site engagement events) is remarked.

Opinion Platforms

Given the proliferation of online review websites, it is common for firms to receive both positive and 
negative reviews. Online opinion platforms are special websites where consumers can write comments 
and opinions for other consumers to read about brands and products they used. One of the main ben-
efits is that consumers are not required to have high levels of Internet related expertise (Khammash 
and Griffiths, 2010). Tripadvisor, Ciao! and Yelp are examples of these sites. Especially in services, 
hospitality and fast moving consumer goods, these sites are gaining relevance and a direct impact on 



1548

Brand Reputation in the Facebook Era
 

consumer decision processes. Consumers consult these sites before acquiring a product or a service to 
reduce the risk of failure. It should be noted here that Internet search engines show the reviews of UGC 
into search results. For example, Google accepts reviews and ratings for businesses and shows them in 
a privileged position among search results when those businesses are searched for.

Consumers’ prime motivation to post online reviews are the desire for social interactions, possible 
economic incentives (from other companies or competitors that pay consumers to post negative opin-
ions), concern for other consumers and potential to enrich self-worth because they consider they have 
the authority and knowledge to act as opinion leaders (Amblee and Bui, 2008). Moreover, consumers 
prefer peer recommendations, since the websites where they post or read a comment or an opinion of a 
brand or product are formed by consumers with same interests, similar profiles and even similar socio 
demographic status. Therefore, the opinions are perceived to be relevant and unbiased and consumers will 
be willing to believe in these opinions more than in common advertisements by brands and companies 
(Senecal and Nantel, 2004; Smith, 2007).

On this basis, e-commerce sites are integrating these online review systems among their reputation 
management tools. The benefits of online review systems can be further enhanced by prmoting each 
member’s expertise by next to his or her comment (Adjei et al., 2010). This can be done, for example, 
by posting how many comments that member has contributed with. An example is that of commercial 
site Amazon. Com, which encourages consumers to post reviews and then asks other users to assess the 
helpfulness of the comment, thus introducing a “helpfulness” rating system that acts as a quality check 
to product reviews posted by other users.

Khammash and Griffiths (2010) define thirteen new reasons for reading reviews (in addition to the 
eight already found by the same authors in a previous study) on a studio performed on one of the top 
two worldwide consumer opinion platforms (ww.ciao.com). The original motives were divided in four 
categories: decision involvement (e.g. risk reduction), product involvement (e.g. learning how a product 
should be consumed), social involvement (e.g. belonging to a virtual community) and finally economic 
involvement. On the new thirteen motives the investigation found three new categories: self-involvement 

Figure 1. Social media measurement process (Murdough, 2009)
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(e.g. curiosity and broadening of horizons), consumer empowerment (e.g. trusted opinion, non-expert 
opinion and unique experiences) and site administration (examining review accuracy and availability). 
Additionally, there were new social involvement motives (e.g. understanding people).

Summing up, consumers are looking for unique customer experiences. Furthermore, they want to 
reduce risk and cognitive dissonance (i.e. “when a consumer decides to purchase an item and, shortly 
after, experiences guilt over the choice, wondering if the other equally appealing item might have brought 
greater satisfaction” - Lister, 2013). They also want to learn about new products, or understand if their 
experience with a brand or product is the same as other users’ (usually in those products that require 
higher involvement). Moreover, when looking at reviews consumers are trying to reduce the searching 
time. In addition, there is a pleasurable process because they also find reviews enjoyable and have fun 
while checking them.

However, some researchers have doubts about the credibility of the information shared on these 
platforms because it is almost impossible to check if the people giving opinions are real users or fake 
profiles paid by companies to impact on competitors’ brand reputations. O’Connor (2010) considers 
that it is important to keep an eye on the amount of information there is online, since it can have posi-
tive outcomes but it can also bring confusion among consumers. However, according to Hardey (2011), 
the creation of false information in reviews is not part of the nature of Generation C, as if there were an 
unwritten code of honesty when giving opinions. In a focus group discussion conducted for that same 
research, people revealed similar expectations about the authenticity of the content of opinions about 
quality or reputation of brands and products.

Fake reviews are opinions influenced or produced by a company instead of by a real customer. There 
is a consensus about how to identify fake reviews. For instance, the fact that the person who posted it has 
only posted once is usually a clear signal of a fake post that tries to compensate some negative evaluation.

But if consumers trust the information generated on online opinion platforms, how do positive or 
negative reviews affect online brand reputation? There is no evidence that firms are taking action in 
these websites, letting customers criticize and prize and therefore impact their reputation. In an empiri-
cal study, Bambauer-Sachse and Mangold (2010) analyze the effect of negative online reviews on brand 
equity dilution (brand equity understood as the summary of the reputation in the consumer’s mind). The 
variable used was the consumer-based brand equity, that is, the consumers’ perception of a product’s 
additional value that is created by the brand name. So an influence over reputation can be assumed. The 
findings show that the negative online product reviews have harmful effects on consumer-based brand 
equity. This will lead to a dilution of brand equity. Another important finding was the fact that it affects 
all kinds of brands.

Bloggers as Influencers

Blogs were the beginning of social media. The Organization for Economic and Cooperation Development 
defines them as special types of websites that display chronologically reversed entries (Wunsch-Vincent 
2007). They take different media formats and the content can vary from personal diary to critics about 
brands. Both consumers and companies use blogs. Consumers do it either to promote brand tribalism 
(Veloutsou, 2009) or to create bad brand reputation sites.

Research has also shown an increase in the power of consumers by means of blogs. By 2016, there 
were 6.7 million people blog on blogging sites and Blogger, the leading blogging site in the US, has 46 
million unique visitors per month (Blogging.org, 2016). Additionally, academic literature shows that 
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users think blogging is a good way to express opinions and that they trust other bloggers’ opinions. It 
seems blogs are a crucial tool to build brand reputation. In fact, consumers tend to read blogs before 
acquiring certain products (Kerr, 2009). Moreover, some companies encourage their workers to be active 
bloggers to promote the culture of the company (Kaplan and Haenlein, 2011). According to Blogging.
org (2016), small businesses with blogs have 126% increase in leads generation and 45% of marketers 
say that blogging is an important part of their sales strategy.

Anti-Branding Websites

Beside blogs, consumers have one more online tool available to influence a brand’s e-reputation. Known 
as anti-branding websites, these websites can be described as the opposite of corporate websites. The 
objective of these websites is not only to complain about a certain product or service, such as reviews 
in online opinion platforms. Consumers use them to criticize the whole corporation policies concerning 
values, environmental and health issues. Consumers are using “domain names” to attract more atten-
tion (e.g. Coca Cola’s Killercoke.org). Anti-branding sites can also be considered a movement against 
globalization.

Research shows that brand value is affected by the existence of anti-branding sites, either positively 
or negatively. Research has also found three patterns of communication in these sites: market, ideologi-
cal and transactional. Market communication is the most popular and uses market-related expertise to 
criticize brands, and is the one that has more influence over brand value. Most authors also agree that it 
is usually strong brands that are the target of anti-branding websites (Kucuk, 2008).

One such case is that of Apple Inc. There are a few Facebook pages dedicated to spread anti-Apple 
news and comments. For example, the page called Anti Apple (Brand) Company had more than 3,700 
likers as of December 2016. This page contains articles about iPhone explosions and memes that make 
fun of Apple products, for instance.

This kind of sites might be harmful for brands, so it is important that they be aware of their existence 
and monitor them, as they could provide relevant information on what aspect of their company culture 
worries customers the most or what are the features on which their products can be improved, for example.

From ‘Word of Mouth to Word of Mouse’: eWOM Concept

The influence of word of mouth is increasing even with today’s advanced Internet environment. Although 
previous studies indicate no consensus over its impact on product sales (Chevalier, 2006), controversial 
reviews by consumers could eventually translate into product sales.

Recent studies (Shao, 2012) conclude that manufacturers do not need to eliminate the spread of nega-
tive WOM but should aim to keep it at a moderate level. Other authors have analyzed sales of products 
through the Internet in Amazon in relation to consumer reviews and conclude that word of mouth affects 
consumer purchase behavior. Although consumers need to express their opinions whether they are sat-
isfied or unsatisfied with a service or product, there are also several important ethical issues, since the 
consumer’s decision to participate in online communities is taken without considering the fact that firms 
may be observing these conversations and draw some inferences from them (Godes and Mayzlin, 2004).

There is lots of research on the influence of ‘word of mouth’ (WOM) on consumer behavior. Most 
if not all authors have agreed on the important role WOM has on consumer perceptions, beliefs and at-
titudes towards any brand. Social media has taken WOM and turned it into eWOM or electronic word 
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of mouth (eWOM). eWOM is defined as a positive or negative testimony made by a consumer about a 
product or brand that is available to a wide audience using the Internet. It can be done through online 
reviews or ratings. A review is a free format text in which the consumer describes the brand evaluated; 
while ratings are numerical range scores that will also evaluate the brand. The importance of eWOM 
lays on the fact that it is disconnected from time and space: due to its low costs of storage and posting, 
it might become permanent on the site, leaving a fingerprint to which consumers can always go back 
(Amblee and Bui, 2008).

On a survey performed by Opinion Research Corporation (2008), it was found that over 60% of the 
respondents checked online reviews, blogs and others types of eWOM; and over 80% admitted that it 
had some degree of influence on their purchase decision. Likewise, the Pew Internet and American Life 
Project (2005) reckons that at least half of all US Internet users have created content online or published 
their opinions. In Europe, Forrester Research (2007) reports that almost 60% of online consumers are 
also actively participating in blogs, consumer review and social networking sites (O’Connor, 2010).

Customer-to-customer (C2C) communication in sharing product information and experiences through 
online brand communities is an effective tool for influencing sales, as consumers increasingly use the 
Internet as a vehicle for pre-purchase information gathering (Ajei et al., 2010). C2C communication 
reduces the level of uncertainty with regard to a product or company and thus has the potential to influ-
ence purchase decisions (purchase intention, number of products and/or product categories purchased, 
etc. (Adjei et al., 2010).

Management and Monitoring of UGC

It is evident that consumers take part in media activities and communities that are neither paid for nor 
induced by brands. This action is claimed to have a potentially game-changing impact on communica-
tion and brand building. Corstjens and Umblijs (2012) suggest a method to assess the impact of this 
type of social media activities on the actual performance of brands in the market, what would include 
brand equity and therefore brand reputation. Corstjens and Unmlijs (2012) develop a four-step process 
to condense the complex reality of micro-social-media events for a brand into a manageable set of social 
media indicators (SMI). These SMI are then used as a subset of the drivers, together with more traditional 
marketing-mix elements -in a general market-response model- to estimate their relative impact on brand 
performance in the market.

The main conclusions of their research showed that there is no methodology for research in social 
media to link intensity of brand noise, or reputation, and brand performance in the market. Another 
conclusion of their study is that the effect of social media on brand sales depends on the type of product 
category and the competitive landscape of the specific industry. There is also a challenge to assess with 
accuracy the reach of each message in social media because few existing social-media listening engines 
have appropriate linguistic algorithms to correctly classify social media messages into positive, neutral, 
and negative; and the large number of messages that need to be classified means that manual filtering 
can be too time consuming and expensive.

Finally, another important issue to be addressed is that consumers who identify themselves more 
strongly with a brand or company show greater positive WOM, but brands and companies need to cul-
tivate a satisfactory relationship with their consumers (Hong and Yang, 2009).

Nevertheless, companies have developed that have specialized in the monitoring and measurement of 
brands’ social media reputation. Brandchats and Alexa are two of the best known companies in this sector.
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CONCLUSION

The nascent social space is rapidly expanding and it is experimentation time for marketers. After ana-
lyzing how consumers are using the Internet to influence brand e-reputation, the next step would be to 
check what brands are doing in this field.

On the one hand, companies may be offering coupons or free services after receiving a complaint; on 
the other hand, social media gives them the possibility to obtain positive reviews using the same methods. 
An interesting subject is the importance of rewarding brand fanatics, as done by some firms who have 
given discounts to customers who have left social media footprint. This arouses an issue with regard to 
non-objective opinion on brand’s reputation guided by the compensation of the brand or company, as 
might be the case with professional influencers such as “instagramers”. In fact, a “hands off” approach 
for firms engaged in UGC management is recommendable, as doing otherwise could harm corporate 
credibility (Adjei et al., 2010).

Academic literature highlights the fact that companies are only using social media to transmit new 
messages instead of working on how to integrate this valuable info from consumers into the business 
processes. Birkner (2011) emphasizes the fact that brands cannot ignore what is going on online, an 
environment in which they will have to choose between being active or not. Other authors remark the 
fact that companies do not necessarily need to consider online reviews or anti-branding sites as negative, 
but they need to find a way in which they can use the valuable information transmitted by consumers in 
those sites (Corstjens and Umblijs, 2012; Kucuk, 2007; Cooke and Buckley, 2007). Research has shown 
that it might be positive for firms to maintain brand communities that allow for C2C communication, 
even if also some negative information is shared, since the effect of positive information is more power-
ful than that of negative information (Adjei et al., 2010).

Brands have taken different approaches when dealing with online reputation. Some companies have 
hired the services of online reputation management firms that are constantly checking what users are 
saying about a brand, product or person online. Such firms use technology or sophisticated engines 
and algorithms combined with personal observation (community managers). Given the proliferation of 
online-review websites, it is common for firms to receive both positive and negative reviews. Typically, 
online reputation management firms offer services such as: creation of online profiles, management of 
online reviews, brand mentioning, monitoring and insight, responding to complaints. The challenge is 
how to measure this impact on brand’s reputation.

Most, if not all, brands have decided to enter the world of social media by creating official Facebook 
and Twitter accounts. In this social network sites, brands have had to change their communication methods. 
Park (2011) offers clear examples on his work of how companies are acting on the social media, with 
the clear goal of engaging with the consumer. One such example would be that of Toyota, who, after 
having been strongly criticized on social media, decided to improve communication with costumers by 
showing concern over opinions and realizing that nowadays the online market context is consumer driven 
(Byrd, 2012). Toyota’s social media crisis in January 2010 was caused by a massive car recall and the 
suspension of sales for eight car models due to a security problem with accelerator pedals, which would 
get caught on floor mats. This led to Toyota’s brand image of creating reliable cars go under threat. 
Toyota’s social media team, only a few months old at that time had what proved to be a good idea: they 
had the President of North American Sales Operation answer online questions previously sent and voted 
by internauts. This made Toyota appear as “transparent”, a positive attribute in the social media world.
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Summing up, brands are becoming active on social media, trying to control the influence it may 
have on their e-reputation. However, there is no methodology, at the time this research is conducted, 
which sets an on-line reputation protocols for managing brand’s eWOM in companies. Such protocols 
would provide actions, crisis reactions and save money to companies, as they would know how to react 
to media noise on the Internet.

The conclusion reached at in this article is that reputation follows the same pattern of measurement 
in general terms both in the online and offline worlds. Such measurement pattern is based on two basic 
indicators: positive and negative noise. There are very few studies that attempt to make a comparison 
between online and offline reputation analysis. but authors different settings may result in different 
dimensions which means that brand reputation may vary depending on which content operates, offline 
or online. This is translated in too complex measurements of semantic analysis in the online field and 
media mentions in the offline scenario. There is a challenge to measure the brand reputation with online 
conversations because of the privacy of them and direct observation is still difficult because of the cost 
in time consuming and the difficulty of reaching all consumers sites, being this the critical point of the 
measurement because of the dispersion in the Internet.

The Internet and the consumer empowerment it has brought with it have changed the reputation build-
ing process. Brands have lost the central role in that process. However, even though at the beginning 
brands were struggling to deal with this new context, they are finally getting used to it and obtaining 
valuable information that can, after all, benefit them.

Further research in this field could address the relationship between online and offline brand reputa-
tions and sales. Another interesting issue would be the relationship between communication and brand 
advertising and their effects on online reputation.
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