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Resumé  


   
    


I en verden hvor forbrugere udsættes for ekstreme mængder af budskaber, opstår der 
 løbende  nye  indgangsvinkler  til  branding  med  det  formål  at  nå  forbrugeren.  Dette 
 speciale bygger på en kvalitativ undersøgelse der reflektere over udviklingen inden for 
 samfundet  og  hvordan  denne  påvirker  både  forbruger  og  branding.  Specialet  har  til 
 formål  at  undersøge  hvorfor  og  hvordan  brands  kan  tappe  ind  i  særligt  emotionelle  og 
 sociokulturelle problemstillinger som et strategisk værktøj der kan bidrage til at skabe 
 brand værdi.  


For  at  kunne  svare  på  problemformuleringen  blev  der  udført  kvalitative  individuelle 
 dybde-interviews og samtidig blev det integreret en række sekundære data. Analysen er 
 udarbejdet  gennem  et  multiple  case  studie  af  udvalgt  brand  kommunikation  fra  tre 
 virksomheder, disse henholdsvis IKEA, TV2 og Volkswagen Danmark. Disse tre cases udgør 
 samtalegrundlaget  for  de  kvalitative  interviews,  og  er  udvalgt  på  den  baggrund  at  de 
 alle  muliggør  en  analyse  af  den  branding  tilgang  der  er  central  for  dette  speciale. 


Analysen  er  gennemført  ved  at  gøre  brug  af  en  teoretisk  ramme,  der  indeholder 
 teoretiske  perspektiver  inden  for  det  hypermoderne  samfund,  moderne  forbrugerteori, 
 samt emotionel og kulturel branding.  


Specialet konkludere at der kan ses en klar sammenhæng mellem samfund, forbrugere 
 og  branding  og  hvordan  disse  gensisigt  påvirker  hinanden.  Det  hypermoderne  samfund 
 har gjort dagens forbrugere mere krævende end nogensinde, hvilket blandt andet skyld 
 en høj grad af fragmentering og kompleksitet grundet globalisering og den teknologiske 
 udvikling.  Dette  har  gjort  at  dagens  forbruger  mere  søger  en  indre  emotionel 
 tilfredstillelse og søger det simple, autentiske og meningsfulde. Der argumenteres for at 
 brand gennem emotionel branding og kulturel branding kan forsøge at imødekomme de 
 stigende  krav  fra  forbrugerne  ved  gå  ind  i  sociokulturelle  problemstillinger  gennem 
 emotionelle  fortællinger.  Brand  kan  derfor  tappe  ind  i  emotionelle  sociokulturelle 
 problemstillinger for at styrke brandets værdi grundet de krav dagens forbruger stiller til 
 brands i dag og dette kan de med fordel gøre ved at gøre brug af principperne der ligger 
 indenfor de teorestiske perspektiver på emotionel og kulturel branding.   


   
   



(3)
Table of Contents 


INTRODUCTION   ...   6   


RESEARCH QUESTION   ...   8   


THESIS STRUCTURE   ...   9   


CONCEPT DEFINITION   ...   9   


Brand   value   ...   10   


DELIMITATION   ...   10   


METHOD AND DATA   ...   13   


SCIENTIFIC PERSPECTIVE   ...   13   


Social   constructivism   ...   14   


Hermeneutics   ...   16   


RESEARCH DESIGN   ...   17   


Case   study   ...   19   


IKEA – Where life happens   ...   21   


TV2 – All that we share   ...   22   


Volkswagen Denmark – Generations   ...   22   


DATA   ...   23   


Primary   data   ...   23   


Interview   and   interview   quality   ...   24   


Data   processing   ...   26   


Secondary   data   ...   28   


VALIDITY AND RELIABILITY   ...   28   


THEORETICAL FRAMEWORK   ...   32   


THE HYPERMODERN SOCIETY   ...   32   


THE NEW CONSUMER   ...   34   


The   emotional   consumer   ...   34   


A   need   for   authenticity   ...   35   


The   powerful   consumer   in   a   world   of   social   media   ...   36   


BRANDING   ...   36   


EMOTIONAL BRANDING   ...   38   


Sad-‐vertising   ...   40   


CULTURAL BRANDING   ...   42   


When   brands   resonate   ...   46   


THEORETICAL SUMMATION   ...   47   


ANALYSIS   ...   49   


SOCIETY AND CONSUMERS IN A BRANDING PERSPECTIVE   ...   49   


PARTIAL CONCLUSION   ...   55   


BRANDING   ...   56   


EMOTIONAL BRANDING   ...   57   


CULTURAL BRANDING   ...   59   


PARTIAL CONCLUSION   ...   62   


DISCUSSION   ...   65   


CONCLUSION   ...   67   


REFERENCES   ...   69   


APPENDICES   ...   73   


APPENDIX 1   ...   73   


APPENDIX 2   ...   84   


APPENDIX 3   ...   92   



(4)APPENDIX 4   ...   99   
   



(5)   
    
    
    
    



CHAPTER 1 



Introduction 
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Introduction 


Brands  today  are  in  a  constant  battle  for  attention. The  challenge  lies  in  the  extreme 
 and continually growing clutter of marketing messages that has resulted in consumer’s 
 disregard of the traditional marketing and branding approaches (Nielsen, 2016). As the 
 fight  for  attention  is  getting  harder,  marketers’s  search  for  new  approaches  to  reach 
 and  engage  consumers  continues  to  grow.  Traditional  advertising  is  often  centered  on 
 product features and features glossy utopian images and picture-perfect narratives that 
 idealize life (Manca, Manca & Pieper, 2012). According to Havas’s Meaningful Brands17 
 analysis it is now more important than ever for brands to stand out from the crowd and 
 differentiate  themselves  by  having  the  courage  to  stand  for  something  distinctive 
 (Havas,  2017).  The  analysis  shows  that  consumers  do  not  accept  being  force-fed  with 
 trivial and insignificant messages and demands that brands are relevant and meaningful 
 (Havas, 2017). As a solution, new means to branding that engages the consumer keeps 
 rising.  Some  of  the  most  recent  theoretical  approaches  to  branding  are  emotional  and 
 cultural branding. Emotional brand communication that focuses on narratives intended 
 to  show  an  understanding  of  costumers’  aspirations  and  life  circumstances  has 
 intensified recently with the intention of engaging consumers and strengthen the bond 
 between  brand  and  consumer  (Thompson  2006;  Cova  &  Cova  2002).  The  cultural 
 branding  perspective  considers  brands  as  a  form  of  storytellers  tapping  into  cultural 
 norms  in  society  (Holt,  2004).  Through  stories  embedded  with  cultural  meaning  and 
 relevance  they  take  part  in  consumers  collective  identity  projects  (Heding,  Knutzen  & 


Bjerre, 2009). As consumers today experience a heavy content overload and find most of 
 the  content  unimportant  (Havas,  2017),  the  struggle  to  get  their  attention  increases, 
 thus making new approaches to branding important to research. 


The  motivation  for  this  thesis  has  risen  in  an  empirical  context.  Several  observations 
 were  made  of  organizations  beginning  to  center  their  brand  communication  on  highly 
 emotional  stories  that  revolved  around  sociocultural  themes  and  images  of  authentic 
 real-life issues or situations. Themes and issues previously considered as ‘too depressing’ 


for advertising with their of their lack of humor and irony, such as divorce, stereotyping 
and family conflicts, are here in focus and the product are almost non-existent. Danish 
examples of this type of branding include, among others, Ford Denmark and their focus 



(7)on  families  breaking  up  do  to  divorce  (Ford,  2016),  electronic  retailer  Elgiganten  who 
 has given attention the difficulties of transgenderness (Elgiganten, 2016), and IKEA with 
 their  focus  on  single  mothers  adopting  a  child  and  teen  anxiety  (IKEA,  2017).  These 
 observations  constituted  the  incentive  for  wanting  to  investigate  whether  this  more 
 realistic approach to brand communication could act as a solution to break through the 
 clutter  and  catch  the  attention  of  consumers  through  a  more  meaningful  form  of 
 branding. The question of whether this type of brand communication could create higher 
 consumer engagement and act as a strong differential parameter in a world filled with 
 (functional) marketing messages, was found interesting.  


These  observed  examples  of  brand  communication  with  content  that  challenges  the 
 classic ‘polished to perfection’ ads aiming at seducing and convincing the consumer, has 
 also  received  attention  and  interest  in  marketing  media  with  headlines  such  as:  “IKEA 
 joins  a  small  group  of  brands  willing  to  talk  about  divorce”  (Nudd,  2016),  “A  Patient 
 Father Connects With His Teen Daughter in Ikea's Latest 'Real-Life' Spot” (Jardine, 2017), 


“Thought-provoking advert for Danish TV channel goes viral” (Burford, 2017), and “How 
 VW’s New Ad Changes the Rules Simply by Not Idealizing the World” (Nudd, 2017). It can 
 be  argued  to  be  a  type  of  branding  that  has  ties  to  one  of  the  strongest  tendencies 
 within branding these years, namely purpose branding, which proposes that brands need 
 to  position  themselves  on  a  societal  issue  founded  in  the  organizations  core  identity 
 permeating all its activites (Mourkogiannis, 2006). However, even though the observed 
 type of branding share some of its qualities, it is not considered one and the same.  


It  is  argued  that  consumers  now  more  than  ever  demands  that  brands  are  meaningful 
 and  make  sense,  and  they  expect  something  more  than  just  product  features  and 
 favorable prices (Havas, 2017). Experts argue that the industry is digging its own grave if 
 it  keeps  focusing  only  on  direct,  glossy  and  highly  commercial  buy-now  marketing 
 communications (Rørstrøm, 2016). It it therefore considered highly relevant to research 
 newer  approaches  to  branding  that  attempts  to  meet  the  new  demands  and  by 
 investigating  the  observed  branding  phenomena  from  a  consumer  perspective,  it 
 becomes possible to study how brands can work with it.  


The  thesis  seeks  to  investigate  the  empirically  observed  form  of  meaningful  brand 
communication through a multiple case study. Three cases, that are all recent examples 
of the studied branding approach, make up the basis for conversations in a collection of 



(8)in-depth  consumer  interviews.  Through  a  thorough  analysis  hereof,  using  a  wide 
 theoretical  framework,  the  thesis  aims  at  obtaining  an  understanding  of  the  branding 
 phenomena from a consumer perspective. The goal is to provide plausible explanations 
 to  why  this  form  of  branding  is  starting  to  prosper  by  looking  into  theoretical 
 perspectives  on  changes  in  society  and  the  modern  consumer.  Furthermore,  theory 
 within the fields of emotional and cultural branding is drawn in, in order to answer how 
 the  use  of  emotional  and  sociocultural  themes  within  brand  communication  can 
 contribute to strengthen brand value.  


Research question 
    


It  can  be  argued  that  it  today  is  an  accepted  fact,  that  both  society  and  consumers 
 affect  branding  (Kotler,  Kartajaya  &  Setiawan,  2010).  And  as  recent  society  and 
 consumer  theory  indicates  changes  that  entails  new  demands  from  consumers  it 
 becomes relevant to shed light on these and understand the affects these changes has 
 on branding. From an observation of contemporary brand communication that is built on 
 narratives  tapping  into  highly  emotional,  realistic  sociocultural  issues,  and  with  the 
 knowledge  of  research  suggesting  consumers  continual  disregard  for  traditional 
 marketing, the thesis seeks to investigate:  


From  a  consumer  perspective  –  why  and  how  can  brands  strategically  tap  into  highly 
 emotional sociocultural issues within their brand communication in order to strengthen 
 brand value?   


The  analysis  will  be  based  on  a  multiple  case  study  of  three  organization’s  brand 
communication  that  all  taps  into  sociocultural  issues  through  emotional  and  realistic 
storylines.  These  three  cases  form  the  basis  for  conversation  in  a  line  of  individual 
consumer interviews. In order to conduct the analysis and provide a satisfactorily answer 
to  the  research  question,  the  thesis  chooses  to  place  the  observed  branding  approach 
within the theoretical perspectives on emotional branding and cultural branding as these 
offer  ways  to  analyze  and  understand  how  the  approach  can  contribute  to  strengthen 
brand  value.  The  theoretical  framework  will  furthermore  include  theory  on  the 
hypermodern  society  and  the  modern  consumer.  In  order  to  answer  the  research 
question the two following sub-question will be answered:  



(9)Sub-question  1:  What  characterizes  the  hypermodern  society-  and  consumer  and  how 
 has the new consumer demands changed the premisses for branding?  


Sub-question 2: How can brands apply the theoretical perspectives within emotional 
 branding and cultural branding in order to meet the new consumer demands?   


Thesis structure 
    


The  preceding  parts  have  presented  and  formulated  the  problem  field  and  research 
 question. Following this presentation of the thesis structure, a definition of key concepts 
 and the thesis’ delimition will be presented and will round up chapter one. Chapter two 
 contains a presentation of of the method applied during the thesis. Firstly, the scientific 
 perspective within which this thesis is formed is defined. Secondly, a presentation of the 
 data collection, data processing and analysis strategy is presented, including a reflection 
 on  the  validity  and  reliability  of  the  research  process.  Chapter  three  contains  the 
 theoretical framework used in the analysis to study and understand the collected data. 


It divided into three overall sections focusing respectively on the hypermodern society, 
 which  leads  to  a  section  on  the  modern  consumer  as  an  emotional  consumer.  Lastly  a 
 branding  section  focusing  on  emotional  and  cultural  branding  and  perspectives 
 hereunder  will  round  up  the  theoretical  framework  and  connect  the  theoretical 
 perspectives.  Chapter  four  contains  the  analysis  where  the  primary  data  are  analysed 
 and it is divided in parts corresponding closely to the parts in the theoretical framework. 


Chapter  five  contains  a  discussion  of  the  analysis,  including  a  reflection  on  the 
 challenges of cultural branding. The discussion will lead to a proposition of a number of 
 strategic recommendations. Chapter six will provide a conclusion containing the central 
 results and insights discovered through the research and will answer the overall research 
 question.  


Concept definition 
    


It is found important to define the way this thesis understands and applies the central 
concept of brand value within the research question. This in order to clarify what the 
thesis is actually studying and to enable a qualified answer. Other central concepts to 
the analysis will be defined throughout the thesis.  



(10)Brand value  
    


Brand  value  is  understood  in  the  form  of  it  illustrating  that  something  is “held  to 
 deserve;  the  importance,  worth  or  usefulness  of  something”  (Oxford  Dictionaries, 
 2017).  It  concerns  assigning  nonmaterial  value  to  a  brand  through  an  exchange  of 
 meaning with consumers. It is therefore understood as an intangible value, which entails 
 that it’s abibility to be worth something or be useful is a subjective matter. It is seen as 
 co-created  between  the  brand  and  stakeholders  and  entail  strong,  favourable  and 
 unique associations linked to the brand located in the minds of stakeholders (Merz, He, 
 Vargo, 2009). The purpose of this thesis is thus not to determine the effects of specific 
 forms  of  branding  on  a  brands  monetary  value.  It  is  however  regognized  that  a  strong 
 brand in terms of the nonmonetary value and favourable associations ascribed to a brand 
 by  consumers  can  be  of  positive  effect  to  the  financial  value  of  a  brand  through  e.g. 


increased  product  demand  and  purchase.  The  financial  aspect  is  however  outside  the 
 scope of this thesis and not a matter the present thesis investigates.  


Delimitation 
    


The  brand  communication  from  the  three  cases  selected  for  analysis  are  all  three 
 campaign  or  advertising  videos  from  TV  or  social  media.  These  are  just  one  of  many 
 communication outputs, and as such it is regonized that other brand touchpoints, both 
 online  and  offline,  also  influence  the  overall  brand  perception  consumers  hold. 


However, this thesis only studies a selected part of organization’s brand communication. 


This is also acknowledged in the overall research question, in terms of asking why and 
 how  the  elements  within  these  parts contribute to  strengthening  brand  value.  The 
 selected  communication  elements  are  though  part  of  the  organization’s  overall 
 communication  platforms,  and  thus  not  totally  separate  or  different  elements  of  what 
 consumers meet at other brand touchpoints. Based hereof, the thesis does not, and is 
 not  meant  to,  provide  a  thorough  investigation  and  analysis  of  the  three  case 
 organization’s  overall  communication  strategies,  rather  it  is  interested  in  specific 
 branding  elements  and  their  effect  on  consumer’s  attitudes  and  feelings  toward  the 
 brand and the reasons behind these effects. 


Branding and consumer behavior are broad concepts and theories within the fields are 
extensive  and  wide-ranging.  Based  on  a  thorough  search  and  review  of  the  field,  the 



(11)theoretical  perspectives  considered  most  relevant  and  qualified  to  help  answer  the 
research question was pulled out and these make up the theoretical framework. 
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CHAPTER 2 



Method & Data  
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Method and data 


   


In  the  following  chapter  the  methodical  approach  and  considerations  concerning  this 
 thesis is presented. The chapter includes a presentation of the scientific perspective, an 
 account  for  the  thesis’s  research  design  and  the  selected  cases  and  lastly  the  data 
 collection  and  processing  of  data,  including  the  analysis  strategy,  are  presented  and 
 assessed in terms of the thesis’ validity and reliability.  


Scientific perspective  


This part seeks to clarify the scientific perspective in which this thesis is formed.  The 
 scientific approach is of crucial importance for the design of the thesis, as there do not 
 exist an institutionalized truth of how a research question should be approached. Thus, 
 the  scientific  perspective  that  one  confesses  to  will  affect  the  research  design  and 
 analysis  approach  of  the  thesis  (Fuglsang  &  Olsen,  2009).  The  scientific  approach  has 
 decisive  impact  on  how  I  understand  and  perceive  the  world,  and  thereby  also  the 
 subjects  the  thesis  aims  to  shed  light  on.  It  maps  out  the  interpretation  and 
 comprehension  related  frames,  which  constitutes  the  basis  for  the  choices  and 
 rejections within the thesis (Andersen 2008). 


Theory of science can in an overall perspective be described as a “basic set of beliefs 
 that guide action” (Guba, 1990, p. 17). The different paradigms offer ways to examine 
 knowledge using different assumptions.   There are two aspects within research that have 
 essential influence on the applied methods. Those are respectively the ontology and the 
 epistemology that one confesses to. That is, how reality is perceived and what one can 
 know  about  the  world  and  how  one  can  obtain  that  knowledge  (Presskorn-Thygesen 
 2012), meaning the way we study the field of interest.  


The  social  constructivist  paradigm  holds  the  view  that  society  and  institutions  are 
changeable (Larsen, 2012) and will function as an ontology of how I as a researcher sees 
the  world  and  production  of  knowledge,  while  the  hermeneutic  paradigm,  which 
emphasizes  that  one  has  a  pre-understanding  of  the  world  that  controls  how  one 
understands  the  world  and  how  one  acts  (Presskorn-Thygesen  2012),  constitutes  the 
episitimogical position in terms of getting access to the world and the understanding of 
it (Fuglsang & Olsen 2009).  



(14)This  combination  makes  this  thesis  able  to  study  branding  as  a  constructed  social 
 phenomenon, and at the same time it enables the research to interpret and understand 
 the  consumers’s  understanding  and  approach  to  the  world  from  a  hermeneutic 
 perspective.  The  two  scientific  paradigms  will  be  explained  further  in  the  following 
 parts. 


Social constructivism  


The  perspectives  within  the  theoretical  framework  of  this  thesis  concerning 
 hypermodernism, consumer theory and emotional and cultural branding can all be seen 
 as expressions of the social constructivistic theory why the thesis inscribes itself within 
 social constructivistic paradigm.  


The social constructivist paradigm is characterized by the belief that reality and societal 
 phenomenons are constructed through social, cultural and historical processes (Fuglsang 


& Olsen 2007). The perspective on reality as being socially constructed also denotes that 
 reality is dynamic and therefore also historically changeable (Fuglsang & Olsen, 2009). 


This  is  relevant  in  relation  to  branding  and  consumer  attitudes  as  these  phenomenons 
 are seen as evolving realities made up from social interaction and what constitutes to be 
 true  or  correct  behavior  when  dealing  with  them  may  change  over  time.  The  social 
 constructivistic idea thus means that the reality can be proactively created in a desired 
 direction if aware of the context. If the social phenomenons and the meanings attached 
 to  these  are  created  by  the  actions  of  people,  then  they  can  also  be  changed  by  the 
 actions of people (Fuglsang & Olsen, 2007). In here therefore also lies the opportunity 
 for brands to influence both consumers and culture through branding.  


Witnin  the  social  constructivist  paradigm  one,  according  to  Collin  (2003),  needs  to 
confess  to  whether  one  means  the  physical  reality  or  the  social  reality  (Collin  2003  in 
Larsen 2012). In its most radical form, social constructivism has a standpoint that fully 
denies  the  presence  of  a  physical  and  social  reality  outside  people’s  perception  of  it, 
and the physical world is therefore seen as contructed solely by people’s perceptions of 
it (Collin 2003). This thesis understands the concept of reality as the social reality and 
thereby  applies  a  more  moderate  social  constructivism.  This  means  that  a  physical 
reality is recognized as existing beyond my experience of it, however, this reality cannot 



(15)be accessed in an objective way, due to my approach to the world being dependent on 
 the  social,  cultural  and  historical  context.  In  practice,  the  thesis  does  not  doubt  that 
 there  exists  a  physical  reality  in  terms  of  the  three  case  organizations  IKEA,  TV2  and 
 Volkswagen.  It  however  holds  the  view  that  what  constitutes  their  brand  and  the 
 meanings attached to it are socially contructed and thereby subjective and changeable.   


The  consequence  of  working  within  this  paradigm  is  that  the  understandings  of  the 
 investigated phenomenons presented as true, is not neccesarily true within the readers 
 subjective understanding, as truth it is dependent on the social, historical, cultural and 
 linguistic perspective that is put on reality (Presskorn-Thygesen 2012). Thus, objectivity 
 does  not  exist  within  the  social  constructivist  paradigm.  The  purpose  of  the  thesis  is 
 therefore  not  to  dictate  a  definitive  truth,  but  in  stead  it  aims  at  reaching  an 
 understanding of common perceptions and meanings about branding phenomenons.  


Within Berger and Luckmans (1992) understanding of society, there exists a continuous 
 dialectic process, which contributes to a creation of institutional frames. The creation 
 of institutions occurs as a result of interaction between people and society. In the daily 
 interaction  between  people,  certain  habits,  rutines  and  ways  to  interpret  actions  are 
 build,  which  creates  patterns  of  actions  that  repeats  themselves,  which  results  in  the 
 creation of more lasting institutions in society (Fuglsang & Olsen, 2009). Through here, 
 subjective  actions  will  over  time  create  an  objective  or  ‘true’  reality  where  these 
 institutions make up the social reality (Fuglsang & Olsen, 2009). However, even though 
 this institutional world is experienced as an objective reality, it is still a reality that is 
 socially constructed   (Fuglsang & Olsen, 2009).   This theory is a helpful point of view in 
 this thesis as it wishes to understand this created reality and its affect on branding. Both 
 the  hypermodern  society  and emotional  and  cultural  branding  is  seen  as phenomenons 
 that have risen as social constructions through processes of interaction between people 
 and society.  


This notion that people’s conceptions and beliefs of what constitutes reality eventually 
becomes  an  objective  reality  that  is  socially  constructed,  can  be  related  to  the 
institutional theory as presented by Scott (2014). It concentrates on the deeper aspects 
of social structure and deals with the processes of structures becomming established as 
objective  guidelines  for  social  behavior  (Scott,  2014).  This  theory  is  highly  relevant 



(16)within this thesis as Scott (2014) argues that organizations need social acceptability and 
 credibility in order to survive and prosper - meaning that they require legitimacy. And 
 this  legitimacy,  which  is  assumptions  of  an  organization  as  being  desireable  and 
 appropriate within a socially constructed system of conceptions and beliefs (Suchmann 
 1995  in  Scott  2014),  is  obtained  through  correspondence  with  the  values  and  beliefs 
 existing in the society in which they operate. The social reality of consumers in terms of 
 shared  conceptions  and  institutionalized  frames  in  which  meaning  is  created  therefore 
 becomes central to this thesis in terms of investigating possible branding strategies that 
 potentially can strengthen organization’s brand value among consumers.  


As  this  thesis  searches  for  a  holistic  and  interpretative  approach  to  understanding 
 consumers  and  phenomenons  as  part  of  a  social,  cultural,  linguistic  and  historical 
 context, the hermeuneutic paradigm presented next is argued to be a perspective that, 
 in combination with the social constructivist paradigm, can enable just that. 


Hermeneutics  
    


By applying the hermeneutic method the thesis joins the interpretive practice of social 
 science.  Thereby  the  thesis  acknowledges  that  understanding  and  interpretation 
 precedes explanation (Fuglsang & Olsen, 2009). The hermeneutic approach is central as 
 this  thesis  wishes  to  gain  insights  into  social  actor’s  understandings  in  order  to  then 
 obtain an understanding of the social reality. Through here, the thesis wishes to show a 
 movement or tendency in relation to the forming of opinions among consumers regarding 
 emotional and socio-cultural themes within brand communication.  


The  thesis  will  apply  the  philosophical  hermeneutic  paradigm  as  presented  by  Hans-
Georg  Gadamer,  which  recognizes  that  the  understanding  of  a  certain  phenomenon  is 
not  bound  to  only  the  phenomenon  itself  (Fuglsang  &  Olsen,  2009).  It  enters  into  a 
historical, as well as a social, context which functions as the basis for the individual’s 
understanding  (Fuglsang  &  Olsen,  2009).  Thus,  it  is  entails  that  one  has  a  pre-
understanding  of  the  world,  based  on  historical  and  social  contexts,  that  controls  how 
one understands the world and how one acts (Presskorn-Thygesen 2012). This means that 
I  too  have  a  subjective  pre-understanding  of  the  world  that  will  affect  the  content  of 
this thesis.  



(17)The  foundation  within  hermeneutics  revolves  around  the  hermeneutic  circle,  which 
 entails that we are only able to understand the meaning of individual parts, or texts, by 
 viewing  them  as  a  whole  and  thereby  we  can  only  understand  the  whole  through 
 interpretation  of  the  individual  parts  (Fredslund  2012).  Within  philosophical 
 hermeneutics,  the  ‘texts’  in  the  hermeneutic  circle  are  understood  as  any  object  or 
 phenomenon and the interpretation of these are based on the interpreter’s own horizon 
 (Fuglsang  &  Olsen,  2009),  meaning  the  interpreters  preunderstanding  of  the  world  as 
 formerly  described.  Based  hereof,  meaning  is  created  in  the  meeting  between  the 
 interpreter and the studied phenomenon in what Gadamer describes as horizons melting 
 together, thus resulting in the creation of a new horizon of understanding (Fuglsang & 


Olsen,  2009).  For  this  thesis  it  means  that  the  researchers  own  preunderstanding,  or 
 horizon of understanding, melts together with the respondents’s in order to understand 
 and interpret what they said, and thus generating a new horizon of understanding.  


Within  this  research,  preunderstandings  has  been  obtained  through  the  preliminary 
 insights into the case studies and the theoretical framework and has thereby given me as 
 a researcher a preunderstanding of the phenomenons this thesis attempts to shed light 
 on. Through interpretations of the thesis’ empirical data, these preunderstandings and 
 preconceptions  have  gradually  evolved.  As  such,  it  is  acknowledged  that  my  personal 
 frame of reference that is brought into the investigation will affect the interpretation of 
 both the theory and data, and thereby also the conclusions made. It therefore becomes 
 essential for me as a researcher to retain an open mind throughout the study.  


Based hereof, it is not possible to act objective in relation to the concepts analyzed and 
 discussed.  Thus,  the  thesis  do  not  search  for  a  definitive  truth,  but  instead  offers  an 
 interpretation  of  consumer  responses  to  emotional  and  socio-cultural  themes  within 
 brand  communications  while,  through  an  understanding  of  these,  reasons  for  its 
 strategic use as a contributor to strengthen brand value.  


The above leads to an explorative qualitive research method, which is further explained 
 in the following parts.  


Research Design 


Research  design  can  be  seen  as  a  plan  that  guides  the  investigator  in  the  process  of 



(18)collecting,  analyzing,  and  interpreting  data  and  the  main  purpose  of  the  design  is  to 
 avoid that the evidence do not address the initial research question (Yin 2009).  


The purpose of this thesis is to gain insights into and obtain a deeper understanding of 
 how and why a certain type of brand communication can function as a strategic branding 
 tool and as such, the thesis is based on an exploratory qualitative research design which 
 has  the  purpose  to  provide  an  in-depth  insight  into  and  understanding  of  a  marketing 
 phenomenons (Malhotra, Birks & Wills 2007). According to Malhotra, Birks & Wills (2007) 
 qualitative exploratory research is based on a small-scale level of empirical data and it 


”helps  the  marketer  to  understand  the  richness,  depth  and  complexity  of  consumers” 


(p.  147).  This  type  of  research  is  especially  relevant  when  what  is  studied  cannot  be 
 quantified  and  it  is  characterized  by  having  a  flexible  and  evolving  process  to 
 understanding (Malhotra, Birks & Wills 2007). As qualitative research involves collecting, 
 analyzing and interpreting data that cannot be quantified in a meaningful way, it can be 
 recognized  as  a  more  ‘soft’  form  of  research  approach  compared  to  the  more  ‘hard’ 


quantitative  research  method.  Based  on  the  above  characteristics  the  exploratory 
 qualitative research design is therefore deemed highly appropriate for this thesis. 


This research focuses on emotional and socio-cultural aspects in branding in a consumer 
 perspective.  The  concepts  of  branding,  culture  and  emotions  are  phenomenon’s  that 
 cannot be quantified and based hereof it is found most suitable to collect data through a 
 qualitative research method as this method is very suited in areas where it is necessary 
 to  tap  into  the  mind  of  a  consumer  on  themes  experienced  on  an  emotional  level 
 (Gordon & Langmaid 1993). 


The  thesis’  research  approach  is  built  on  a  mediation  of  the  inductive  and  deductive 
approach.  It  is  related  to  the  adaptive  approach  (Layder  1998),  which  is  entails  an 
interplay  between  deduction  and  induction;  between  empirical  data  and  the  selected 
theory. Based on empirical findings, the thesis aims at outlining possible explanations to 
branding  phenomenons  and  to  provide  a  number  of  general  guidelines  or 
recommendations for working with emotional and cultural branding in todays society. As 
such,  it  relates  to  the  inductive  approach  where  one  attempts  to  conclude  something 
general  based  on  empirical  data  (Fuglsang  &  Olsen  2009).  However,  the  adaptive 
approach regonizes that we cannot investigate the world without any preceding theory 



(19)(Layder 1998). Based hereof, this thesis employs a process where one moves back and 
 forth between data and theory.  


In  relation  hereof,  the  thesis’  approach  can  also  be  explained  through  the iterative 
 approach, which entails ”a reflexive process in which the researcher visits and revisits 
 the  data,  connects  them  to  emerging  insights,  and  progressively  refines  his/her  focus 
 and understandings” (Srivastava & Hopwood, 2009 p. 77 in Tracy, 2013 p. 184). Instead 
 of  establishing  meaning  only  from  within  the  data,  the  iterative  approach  urges  the 
 researcher  to  reflect  upon  the  existing  literature  and  theories  brought  to  the  data 
 (Tracy,  2013).  The  approach  is  considered  hermeneutic  in  its  form  where  it  is  the 
 interplay  between  the  subject  and  the  interpreter  that  contributes  to  the  conclusive 
 results, and which denotes that one can only understand the meaning of individual parts 
 by  viewing  them  as  a  whole  and  thereby  only  understand  the  whole  through 
 interpretation of the individual parts (Fredslund, 2012). 


Case study 
    


According  to  Yin  (2003)  a  case  study  is  “an  empirical  inquiry  that  investigate  a 
 contemporary phenomenon within its real-life context, especially when the boundaries 
 between phenomenon and context are not clearly evident” (Yin, 2003, p. 13). The term 
 case study refers to an event, an entity, an individual, or a unit of analysis (Yin, 2014) 
 and  it  is  an  approach  well  suited  when  answering  questions  of  ”how”  and  ”why”  (Yin, 
 2003), which this thesis’ aims to do. The choice of a case study is therefore agued to be 
 appropriate. Yin (2014) argues that case studies are advantageous when the purpose is 
 to gain an in-depth understanding of a specific situation or problem. They can be based 
 on a single case or be in the form of a multiple case study. 


The purpose of the thesis is, as described earlier, to examine why and how emotional 
and sociocultural themes within branding can function as a strategic branding tool and 
strengthen  brand  value.  The  case  study  as  a  method  enables  this,  as  it’s  anchoring  in 
practice  can  link  the  case  study  to  action  and  thereby  change  practice  (Neergaard, 
2007). Opposite a single case study where the challenge can be to obtain generalizability 
(Neergaard, 2007), a multiple case study can be argued to help meet this challenge. The 
criteria for generalizability concerns the opportunity to transfer the results of the thesis 



(20)to other alike situations (Tracy 2013), which in the light of this thesis can be argued to 
 be  of  importance.  The  evidence  from  multiple  cases  is  often  seen  as  more  convincing 
 and the overall study is therefore regarded to be stronger (Herriott & Firestone, 1983 in 
 Yin,  2009).  This  thesis  attempts  to  meet  the  challenge  concerning  generalizability  by 
 choosing a multiple case study, where the three cases are evaluated to offer sufficient 
 information  about  the  phenomenon’s  the  thesis  wishes  to  examine  further.  The  three 
 cases are selected through purposeful sampling. Purposeful sampling is commonly used 
 in  qualitative  research  in  order  to  identify  and  select  cases  that  are  related  to  the 
 phenomenon of interest (Palinkas, Horwitz & Hoagwood, 2015). As such, the cases are 
 specifically  selected  because  they  are  contemporary  examples  of,  and  capable  of 
 shedding light on, the topics of interest within the thesis and thereby enable the thesis 
 to answer the research question. The three cases makes up the foundation for the semi-
 structured  in-depth  consumer  interviews  and  they  makes  it  possible  to  study  the 
 phenomenon’s in interplay with the theoretical framework. According to Yin (2009) the 
 use of theory, in doing case studies, is not only a vital part when defining the research 
 question and data collection, but is also the key instrument for attempting to generalize 
 the results of the study.  


Case studies also fit well within the scientific perspective in which this thesis is formed. 


By  closely  studying  a  case  one  can  reach  a  deeper  understanding  of  a  wider 
 phenomenon,  and  the  three  cases  in  combination  with  the  theoretical  framework  and 
 data  collection  are  all  parts,  which  has  the  purpose  of  contributing  to  a  holistic 
 understanding of the phenomenon’s, which then again makes it possible to answer the 
 research question.  


All  the  cases  are  all  examples  of  brand  communication  argued  to  tap  into  emotionally 
 and socio-cultural themes, which are the type of brand communication this thesis wishes 
 to study. The analysis is conducted through a study of selected brand videos from the 
 three  organizations  and  the  thesis  deviates  from  including  other  communication 
 materials, both of internal and external character coming from the three organizations. 


It is however acknowledged that other communication elements can affect the overall 
perception  of  the  respective  brands.  The  thesis  is  delimited  to  only  investigate  a 
particular type of brand communication in a consumer perspective with the purpose of 
answering why and how this brand communication can contribute to strengthening brand 



(21)value.  As  such,  only  the  selected  advertising  campaigns  from  the  three  case 
 organizations  are  drawn  in.  A  presentation  of  these  follows  next.  The  three  cases  will 
 not  be  analyzed  individually,  but  will  all  three  be  dealt  with  mutually  throughout  the 
 analysis. 


   IKEA – Where life happens 


The  Swedish  furniture  giant  IKEA  that  designs  and  sells  ready  to  assemble  furniture, 
 kitchens and home accessories has been the largest furniture retailer in world at least 
 since  2008  (Loeb,  2012)  and  is  argued  to  be  a  highly  well-known  brand  in  both 
 Scandinavia and globally. IKEA introduced their current branding universe called ”Room 
 for  life”  (plads  til  livet)  in  2016,  which  contains  emotional  brand  communications 
 centered on stories showing real-life and everyday situations where there is room for the 
 imperfect and IKEA offers their perspective on how they fit into these situations (Plads 
 til  livet,  2016).  The  campaign  was  rolled  out  on  both  TV,  social  media,  print,  outdoor 
 and  in  warehouses  showing  scenes  from  the  authentic,  imperfect  and  many-sided  life 
 (Ingemann, 2016).  


Within  the  strategically  founded  branding  platform  ”room  for  life”  where  all 
 communication develops from (Gaarde, 2016 in Ingemann, 2016) a collection of videos 
 called ”Where life happens” has been presented (Where life happens 2016)1. IKEA is one 
 of those brands that have placed focus on life’s greater challenges, such as divorce, and 
 the branding universe can be seen as an attempt to reflect modern real-life living. The 
 chosen  ad  called  ‘Every  other  week’  from  the  brand  universe  features  a  young  boy 
 packing his things before getting picked up by his father to go see what will be his home 
 for every other week, due to his parents recent divorce. When opening the doors to his 
 new room it is exactly, thanks to IKEA, the same as the one at his mother’s home. As 
 such,  the  ad  wants  to  show  that  IKEA  do  not  idealize  life  and  that  they  are  not  only 
 relevant when life is happy.  


The selected ad from the branding universe is argued to be a relevant example of the 
 phenomenon’s studied in this thesis and it will function, as one part of the foundation 
                                                                                                                                                                         


1   ’Where   life   happens’   originated   from   IKEA   Sweden,   however   they   also   brand   themselves   under   the   concept      



(22)for dialogue during the in-depth consumer interviews. The ad will be further elaborated 
 on during the analysis.  


TV2 – All that we share 
    


The Danish commercial TV station TV2 launched in the beginning of 2017 a new brand 
 universe with a tagline called “all that we share”. The campaign video had the purpose 
 of branding TV2 through a story that taps into an emotional, serious and relatable topic 
 in society. The ad features 80 Danes from all levels and parts of society who are asked 
 to cluster according to their responses to a speaker’s questions. Questions such as: “who 
 in here has been bullied”, “who in here are stepparents” and “who in here feel lonely” 


and as such the story contains strong emotional ups and downs. All the participants are 
 real  people  consumers  can  relate  to,  and  no  actors  appear  in  the  video  (Gyldensted, 
 2017).  When  they  start  to  step  forward,  the  stereotyped  ‘boxes’  disappear  and  new 
 groupings are formed.  


TV2  argues  that  we  live  in  a  society  where  it  is  easy  to  put  people  in  boxes,  and 
 therefore they want to remind us that we have more in common that we tend to think 
 (Larsen, 2017). The video celebrates the concept of a tolerant and open-minded society 
 as apposed to a judging and stigmatizing one.  


The  ad  very  quickly  went  viral  on  social  media  and  the  total  reach  has  crossed  seven 
 million  (Larsen,  2017).  The  branding  video  crossed  boarders  and  was  mentioned  in 
 various media worldwide. The Huffington Post called it “a depolarizing video sweeping 
 the globe” (Gyldensted, 2017).  


The  video  from  the  branding  platform  is  argued  to  be  a  relevant  example  of  the 
 phenomenon’s  studied  in  this  thesis  and  it  will  also  function,  as  one  part  of  the 
 foundation for dialogue during the in-depth consumer interviews. The ad will be further 
 elaborated on during the analysis. 


Volkswagen Denmark – Generations 
    


German car giant Volkswagen is one of the world’s leading manufacturers of automobiles 
 and  in  2017  Volkswagen  Denmark  launched  a  new  brand  and  content  platform  called 


‘Generations’ which “aims to focus more on the person behind the wheel in Volkswagen 



(23)and less on the technology under the hood” (Nicolaisen, 2017). The new brand universe 
 is  launched  with  a  highly  emotional  long-form  ad  also  named  ‘generations’  which 
 primarily  have  been  running  on  the  company’s  website  and  Facebook  and  Youtube 
 pages. The untraditional campaign and brand video, which have received international 
 attention (Nudd, 2017) features a father and son and their conflicted relationship. The 
 video demonstrates their difficult relationship through a road trip in the fathers beloved 
 Volkswagen  Beetle  from  1979  that  the  son  has  just  inherited.  In  this  untraditional  ad 
 Volkswagen chooses not to idealize the world by portraying a perfect wholesome happy 
 family, but a family with issues, which is the reality for many families. The ad has had a 
 mucher  higher  view  through  rate  than  usually,  has  received  global  interest  and 
 recognition  and  on  Volkswagen  Denmark’s  Facebook  page,  over  400  people  quickly 
 commented with pictures of their own Beetle and the history connected to it (Ingemann, 
 2017).  


The  video  from  the  branding  platform  is  argued  to  be  a  relevant  example  of  the 
 phenomenon’s  studied  in  this  thesis  and  it  will  also  function,  as  one  part  of  the 
 foundation for dialogue during the in-depth consumer interviews. The ad will be further 
 elaborated on during the analysis. 


All three cases of brand communication have in common that they feature very little or 
 no branded content or products throughout the ads.  


Data  


This thesis combines primary and secondary data in order to obtain a satisfactory answer 
 to the research question. The empirical foundation makes answering the thesis’ research 
 question  achievable  and  both  the  primary  and  secondary  data  are  presented  and 
 reasoned for in the following parts.   


Primary data 
    


Despite  a  wide  selection  of  secondary  data,  it  was  found  necessary  to  collect  primary 
data  in  order  to  be  able  to  look  more  thoroughly  into  perspectives  and  phenomenon’s 
not previously focused on in public forums. The primary data contributes with important 



(24)understandings of the studied branding phenomenons from a consumer perspective and 
 act as an important part in order to answer the research question in a satisfactorily way. 


The connection between the parts and the whole within the hermeneutic circle applies 
 to  both  my  understanding  of  theory  and  my  understanding  of  the  empirical  data. 


According to Thompson (1997) the hermeneutic approach to consumer research is based 
 on  ‘texts’  of  the  consumer’s  stories.  These  texts  constitute  the  ‘parts’.  Therefore, 
 qualitative  in-depth  interviews  were  conducted  in  order  to  collect  these  texts.  The 
 individual  interviews  were  conducted  with  the  purpose  of  including  in-depth  consumer 
 insights,  which  would  not  be  possible  only  with  secondary  data.  The  data  is  analyzed 
 within a theoretical framework that includes perspectives on the hypermodern society, 
 modern consumer theory and emotional and cultural branding.  


Interview and interview quality 
    


The  qualitative  research  interview  gives  a  unique  opportunity  to  generate  knowledge 
 about how the respondents experience and understand their life world (Kvale 2007). The 
 interview can help reach an in-depth understanding of a person’s behavior, motives and 
 personality with the purpose of interpreting the meaning of the described phenomenon’s 
 (Andersen, 2002). In this thesis the semi-structured research interview is chosen as the 
 type  of  interview.  Here  focus  is  on  the  individuals  experience  of  one  or  more  themes 
 and  it  is  neither  strictly  structures  nor  totally  open  (Kvale,  2007).  In  this  way,  it  is 
 attempted  to  acquire  the  true  knowledge  regarding  the  respondent’s  preferences  and 
 viewpoints  with  the  purpose  of  answering  the  thesis’  research  question.  The  strength 
 within this form of interview is the possibility of the respondent to open up and provide 
 in-depth  answers  while  it  at  the  same  time  gives  the  interviewer  the  possibility  of 
 controlling  the  conversation  through  the  use  of  an  interview  guide  (Andersen,  2002). 


Thus it is secured that the conversation was kept within the focus of the investigation 
through open questions without the interviewer leading towards certain opinions on the 
subject of interest (Kvale 2007). The interviews were based on an interview guide with 
room  for  the  respondents  to  bring  up  new  relevant  themes  or  issues.  Additionally, 
throughout  the  interviews,  clarifying  questions  were  provided  when  necessary  in  order 
to make sure of the respondents truly meant. Also, in connection to avoiding potential 
bias  in  terms  of  the  respondents  feeling  that  they  where  to  give  certain  answers,  the 
respondents where only given a brief introduction to the purpose of the research; that it 



(25)was  concentrated  on  forms  of  branding  and  consumers’  understanding  and  attitude 
 towards these.  


The  semi-structured  interview  is  a  suitable  research  method  when  one  wishes  for  an 
 explorative  approach  that  stimulates  new  knowledge  and  at  the  same  wants 
 respondent’s reflections on selected themes (Justesen & Mik-Meyer, 2010), which is the 
 case in this thesis as discussed in the research design. Based hereof, the semi-structured 
 interview is argued to be relevant for this thesis, as it is here desired, on the basis of 
 the  empirical  data  and  theoretical  framework,  to  attempt  to  provide  plausible 
 explanations  to  why  and  how  a  certain  type  of  brand  communication  can  be  used  in 
 order to contribute to an increase in brand value.  


The quality, and thereby the validity, of the collected data depends on to which degree 
 the  interviews  are  capable  of  creating  a  frame  for  the  conversation  where  the 
 respondent feels safe and comfortable to speak up about private matters (Kvale, 2007). 


This  issue  is  attempted  to  be  met  through  interviewing  individuals  within  the 
 researchers  own  network  so  that  they  act  more  casual  and  feel  comfortable  and 
 confident  talking  about  personal  matters,  preferences  and  opinions  regarding 
 emotionally  relatable  topics.  Before  the  interviews  started,  the  respondents  were 
 informed  that  their  identity  would  remain  anonymous  to  make  sure  they  spoke  more 
 freely. Furthermore, permission to record the interviews was granted. The thesis opted 
 for a demographical varied group of respondents in terms of gender and age in an effort 
 to create a nuanced glance on the topics of interest. The respondents range in ages from 
 22  to  41  and  consist  of  both  males  and  females.  The  interviews  were  conducted  in 
 Danish,  as  this  is  the  mother  tongue  of  all  the  respondents  and  the  length  of  the 
 interviews ranged from 48-60 minutes.  


It is assessed that five interviews were sufficient as the goal was not to interview many 
but  to  achieve  a  deep  insight  into  how  the  respondents  see  the  world.  Kvale  (2007) 
discusses  the  question  on  how  many  subjects  is  enough  and  he  argues  that  new 
interviews  should  be  conducted  until  a  point  of  saturation  is  reached  and  further 
interviews  brings  little  new  knowledge.  It  is  argued  that  within  the  fifth  interview, 
saturation  was  reached.  Therefore  no  new  interviews  were  conducted  so  that  it  was 
possible to make a penetrating analysis of the interviews within the time frame. A pilot-



(26)interview were conducted in order to make sure the interview process was as optimal as 
 possible and this interview will not be included in the analysis.  


It is argued that, in comparison to focus-group interviews, individual in-depth interviews 
 gives a wider access to the individual’s life world, since the individual are given more 
 time to speak and thereby a bigger opportunity to express him or herself more deeply. 


Furthermore,  in  order  for  the  data  to  be  valid  and  useful  it  was  deemed  highly 
 important  that  the  persons  being  interviewed  where  honest  and  was  not  holding  back 
 opinions  or  thoughts  in  fear  of  other  participants’  opinions  of  them.  Due  to  this  the 
 focus-group interview is not chosen. 


It  can  be  argued  that  limitations  to  the  findings  exist  in  terms  of  the  number  of 
 participants. The required number of participants in a qualitative study is a contested 
 issue (Kvale & Brinkmann, 2009) and this thesis has opted for a smaller scale of primary 
 data  in  order  to  secure  a  more  in-depth  understanding  of  each  of  the  individuals’ 


experience and thoughts within this thesis’ field of interest.  


Data processing  
    


In  relation  to  the  processing  of  the  interview  data,  transscribing  was  chosen  as  the 
 method  as  it  structures  the  interviews  so  that  it  becomes  more  suited  for  further 
 analysis and in its own constitutes the first analytical process (Kvale, 2015). I am aware 
 that  transcriptions  are “constructions  from  an  oral  conversation  to  a  written  text” 


(Kvale & Brinkmann, 2009, p. 183) and therefore contain a number of assessments and 
 decisions  (Kvale,  2007).  The  thesis  attempts  to  oblige  to  this  issue  by  transcribing  all 
 spoken words so that only short pauses and words with no real meaning2 are left out as 
 these  elements  are  argued  to  not  affect  the  meaning.  When  quotes  are  used  in  the 
 analysis, these are translated into English, and within this process, special attention is 
 given to make sure the true meaning of what is said is maintained in the translation.  


Different  forms  of  interview  analysis  exist  (Kvale  &  Brinkmann,  2009)  and  with  the 
 hermeneutic  foundation  the  thesis  opts  for  the  study  to  focus  on  generating  meaning 
 (Kvale  &  Brinkmann,  2009).  According  to  Kvale  (2007)  the  hermeneutic  approach  does 
 not  contain  any  step-by-step  method,  but  is  characterized  by  the  hermeneutic  circle, 
                                                                                                                                                                         


2 Words such as øh, ehm.  



(27)where the meaning of a text “is established through a process in which the meanings of 
 the separate passages are determined by the global meaning of the text” (Kvale, 2007, 
 p.  112).  As  described  earlier,  my  subjective  preunderstandings  of  the  studied 
 phenomenons will also affect the processing and analysis of the interviews when trying 
 to  establishing  the  meaning  hereof.  This  thesis  applies  an  approach  to  the  interview 
 analysis  referred  to  as  bricolage  and  theoretical  reflection  as  these  “goes  beyond 
 following specific techniques or approaches to interview analysis and draws in a variety 
 of techniques and theoretical concepts (Kvale, 2007, p. 119). Bricolage denotes that the 
 interpreter  moves  freely  between  various  analytic  techniques  and  can  be  described  as 
 an  eclectic  form  of  generating  meaning  and  it  is  a  common  method  for  analyzing 
 interviews (Kvale 2007). Here the researcher can read the interview transcripts in order 
 to  obtain  an  overall  impression  and  then  return  to  more  specific  interesting  passages 
 expressing  attitudes  to  a  phenomenon  (Kvale,  2007).  The  thesis  also  made  use  of 
 thematic coding which is concerned with looking for major thematic ideas in the texts in 
 order  to  study,  compare  and  categorize  the  data  (Kvale,  2007).  After  reading  the 
 transcripts  several  times,  themes  and  patterns  started  to  appear,  which  were  then 
 related to the perspectives within the theoretical framework. As the thesis’ theoretical 
 cornerstones represent the different themes the thesis wishes to analyze, it was possible 
 to process the data by thematically coding these in relation to the theoretical themes 
 they could provide insights to. This was practically done by printing out the transcripts 
 and  cutting  the  individual  pieces  out  in  order  to  create  a  visual  overview  of  the 
 statements. 


Within  the  theoretical  reflection  approach  for  analysis  the  researcher  may  reflect 
 theoretically  on  certain  themes  of  interest  by  reading  through  the  interviews  several 
 times (Kvale, 2007) which is an analysis approach also applied within this thesis. As such, 
 respondent’s  statements  were  placed  within  the  theoretical  framework  centered  on 
 developments in society, modern consumer theory and emotional and cultural branding, 
 and  a  qualified  reading  of  the  interviews  are  thereby  carried  out  (Kvale  &  Brinkmann 
 2009).  This  theoretical  reading  of  the  interviews  can  contribute  to  discovering  new 
 contexts  and  bring  forward  new  understandings  of  known  phenomenons  (Kvale  & 


Brinkmann,  2009).  However,  an  attempt  was  also  made  not  to  just  prove  presupposed 
perspectives, but to understand the phenomenons as experienced by consumers.  



(28)Secondary data 


The thesis will use secondary data as part of the method triangulation. The secondary 
 data  will  support  the  primary  qualitative  data  in  the  form  of  in-depth  consumer 
 interviews  in  the  attempt  to  answer  the  overall  research  question.  Throughout  the 
 analysis, the thesis will integrate consumer insights and research that deals with and is 
 in correlation with the thesis’ research field. These secondary data consists of e.g larger 
 research studies and reports on branding and consumer insights from the leading global 
 information and measurement company Nielsen, global research agency Kantar Millward 
 Brown  and  Havas  Media  Group.  The  secondary  data  is  relevant  to  include  as  it  gives 
 background  knowledge,  and  some  of  the  integrated  secondary  data  furthermore 
 contributes  with  a  quantification  of  consumer  perspectives  and  attitudes  that  helps 
 reach  even  more  sufficient  insights  to  conduct  the  analysis.  The  secondary  data  thus 
 supplements and supports the primary data. 


A great deal of public accessible material regarding the three case campaigns exists in 
 which  this  thesis  draws  on  in  the  analysis.  This  secondary  data  consists  of  their  social 
 media  company  pages-  and  websites,  YouTube  channels  and  various  supplementing 
 internet articles containing e.g. interviews with company representatives that helps gain 
 an  understanding  of  the  strategy  and  actions  behind  the  campaigns.  Thus,  these 
 secondary data constitutes a foundation for understanding the nature of the ideas within 
 the case’s brand communication and thus supports the primary data.   


   


Validity and reliability  


Reliability and validity is according to Bryman (2008) central elements in relation to the 
analysis’s results and the further conclusions. However, Kvale (2007) argues that these 
concepts  are  by  some  researchers  considered  of  being  too  loaded  with  positivist  ideas 
from  quantitative  research.  Validity  can  be  defined  as  “the  extent  to  which  a 
measurement  represents  characteristics  that  exist  in  a  phenomenon  under 
investigation” (Malhotra & Birks, 2007, p. 159) and deals with validity and relevance in 
the relationship between the theoretical and empirical concept level (Andersen 2013). A 
study is considered valid if it collects the required data needed in order to answer the 
research  question  (Blumberg,  Cooper  a  &  Schindler,  2011).  As  such,  it  deals  with  the 



(29)degree of whether the data actually reflects the phenomena of interest (Kvale 2007). By 
 establishing  the  thesis’  research  design  it  was  made  sure  that  the  thesis  was  actually 
 studying what it intended to. Within qualitative studies, validity is also secured through 
 accuracy within the applied method and the descriptions hereof, contrary to the value 
 of generalizing known from quantitative studies (Kvale, 2007). This thesis has attempted 
 to provide a thorough and transparent description of the research process, method, data 
 and scientific standpoint to oblige to just this.  


Moreover, the thesis attempts to build a wide theoretical framework in order to make 
 the  research  as  valid  and  reliable  as  possible  in  order  to  secure  a  thorough  and 
 satisfactory  answer.  The  theoretical  framework  is  based  on  a  number  of  theoretical 
 keystones,  but  these  are  supplemented  by  complementing  theories  in  order  to 
 emphasize  their  relevance  and  validity.  Triangulation,  where  the  study  combines  data 
 from  different  sources  (Brier,  2012)  is  applied  as  it  too  contributes  to  increasing  the 
 validity. In case studies validity can be achieved through the use of multiple sources of 
 data in order to compare data and thereby establish if it agrees (Yin 2003). The thesis 
 applies  different  sources  in  terms  of  the  combination  of  both  primary  and  secondary 
 data  that  provides  insights  to  the  studied  phenomenons.  Moreover,  through  a  multiple 
 case  study  as  opposed  to  a  singe  case  study,  it  is  argued  that  the  validity  is 
 strengthened.  


One of the larger limitations in terms of studying meaning, attitudes and culture among 
 consumers is that these concepts are in a constant movement. It is therefore argued to 
 be unlikely that it would be possible to repeat the exact data results in another context. 


However,  the  datatriangulation  in  terms  of  the  increased  amount  of  data  drawn  in 
 through secondary sources is argued to have strengthened the valitidy.  


Further  perspectives  on  validity  regarding  the  conducted  interviews  were  considered 
 previously in the section dealing with the interview quality. 


Reliability  indicates  how  certain  and  precise  we  measure  what  is  actually  being 
measured (Andersen, 2013) and furthermore whether data can be reproduced with the 
same  results  (Kvale,  2007).  However,  by  applying  a  qualitative  method  it  must  be 
emphasized  that  the  results  always  carry  an  uncertainty  (Tracy,  2013),  and  this  is 
further supported by the social constructivist and hermeneutic frame of understanding 
where the belief in one true objective social reality is rejected (Kvale, 2007). In order to 



(30)increase the reliability of the interview results I attempt to avoid being controlled by my 
 own  subjectivity  and  to  ask  open  questions  that  does  not  intend  to  claim  a  certain 
 answer.  


   



(31)    31   
    


   
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    
    



CHAPTER 3 



Theoretical 

Framework 



(32)
Theoretical Framework 


   


This chapter entails an outline of the theoretical framework on which this thesis is build. 


The  chapter  lays  out  the  foundation  for  the  analysis  in  the  following  chapter.  The 
 purpose  is  to  place  the  empirically  observed  branding  approach  within  a  theoretical 
 context  in  order  to  obtain  a  better  understanding  of  it  and  the  possible  challenges 
 connected to it. For an organization it is an essential and continual wish to be able to 
 strengthen its brand in order to follow the development within consumer culture in an 
 always-changeable society. Thus, knowledge and insights on consumers and society is a 
 key component in the creation of a strong brand (Buhl, 2005; Heding & Knudtzen 2009).  


As previously described, the thesis choses to place the branding approaches of the three 
 cases within the theoretical perspectives on emotional branding and cultural branding, 
 as these are assessed to enable an understanding of the approach so that it is possible to 
 conduct an analysis that will provide an answer to the overall research question. 


The Hypermodern Society  
    


In  order  to  actually  understand  what  have  shaped  the  present  society,  the  thesis  will 
 briefly  outline  the  central  ideas  that  characterize  the  postmodern  society.  This 
 contributes to a better understanding of the hypermodern society. Furthermore, it can 
 be argued that there is no exact point of when society shifts from stage to another, and 
 as such, perspectives on the postmodern society is not without relevance today.  


Outlining  perspectives  on  the  hypermodern  society  is  in  an  attempt  to  gain  an 
 understanding  of  how  society  has  affected  the  conditions  for  consumer  culture  and 
 branding,  and  it  is  included  based  on  the  view  that  the  societal  context  has  a  direct 
 effect  on  culture,  consumption  and  thereby  marketing  acitivties  (Kotler,  Kartajaya  & 


Setiawan, 2010).  


The  postmodern  society  arised  in  the  late  seventies  as  a  reaction  to  modernisn  as  it 
shifted  away  from  rationality  and  objectivity.  The  acceptance  of  everything  not  being 
logical  is  starting  to  gain  access  and  discontinuity,  chaos  and  constant  change 
characterizes  the  period.  No  one  truth  is  no  longer  existent  and  as  such,  both  society 
and  knowledge  are  seen  as  a  social  construction  that  is  always  up  for  debate  (Firat, 
Dholakia  &  Venkatesh,  1995).  This  is  also  in  line  the  scientific  perspective  within  this 



(33)thesis.  The  postmodern  society  is  characterized  by  simulated  realities  and  individuals 
 consume on order project a certain image externally and such values materialistic goods 
 (Firat et al., 1995).  


Recent  theory  on  marketing  and  branding  suggests  that  the  postmodern  consumer 
 culture is coming to an end and now it is concepts such as engagement and sincerity that 
 are central (Cova, 2013). Kotler et al. (2010) argues that globalization and the extreme 
 development within technology have created a highly complex society.  


The French professor of philosophy Gilles Lipovetsky presented in 2005 his definitions of 
 what he called the hypermodern society, which primarily stems from Western European 
 tendencies.  He  argues  for  a  shift  away  from  the  postmodern  society  and  into  the 
 hypermodern  on  which  he  writes:  “the  first  version  of  modernity  was  extreme  in 
 ideological  and  political  terms;  the  new  modernity  is  extreme  in  a  way  that  goes 
 beyond  the  political  -  extreme  in  terms  of  technologies,  media,  economics,  town 
 planning,  consumption,  and  individual  pathology”  (Lipovetsky,  2005,  p.  33).  This 
 extremity had led to consumers fearing for what the future will hold, and according to 
 Kotler  et  al.  (2010)  it  has  now  become  more  important  than  ever  for  organizations  to 
 understand  the  worries  consumers’  hold.  According  to  Lipovetsky  (2005),  the 
 hypermodern  consumer,  as  opposed  to  the  postmodern  consumer,  is  now  demanding 
 emotional  satisfaction  and  searches  for  me  and  focus  is  now  on  the  consumers’  inner-
 self.  As  a  contrast  to  the  postmodern  society  where  consumers  consumes  in  order  to 
 contruct a specific image externally, the hypermodern consumer consumes to obtain an 
 inner  satisfaction  (Lipovetsky,  2005).  Previous  social  structures  in  society  that  people 
 usually used in order to construct identity is no longer present, and cultural identity has 
 now become open reflexive (Lipovetsky, 2005). This means that brands now more than 
 play a bigger role and now more than ever needs to show who they are and what they 
 stand  for,  in  order  for  consumers  to  assess  whether  they  will  use  them  in  their 
 construction of identity (Lipovetsky, 2005).  


The next part will look into how the hypermodern society has affected the consumer in a 
branding perspective.  



(34)The new consumer 
    


In  extension  of  the  previous  part  dealing  with  societal  changes  it  is  relevant  to  look 
 deeper  into  the  new  type  of  consumer  affected  by  society.  Within  branding,  it  is  a 
 crucial  factor  that  consumer  culture  and  branding  strategy  are  closely  tied  together. 


Why an understanding of consumers is important when defining brand strategy.  


With his theory, Lipovetsky argues for a new fase of hypermodernity. Consumer culture 
 undergirds  what  and  how  people  consume  and  sets  the  ground  rules  for  marketers’ 


branding activities (Holt, 2012, p. 80). The perceptions of what constitutes and defines 
 the  modern  consumers  are  wide  ranging  and  such  the  thesis  chooses  to  describe  the 
 modern consumer theoretical perspectives on the emotional consumer and authenticity 
 as  these  perspectives  are  considered  highly  relevant  in  regards  to  the  studied 
 phenomenons in this thesis but also in relation to the societal changes of society today 
 in a marketing perspective. It is no longer an option to regard consumers as just passive 
 receivers of a product. Consumers today consume consciously and they hold more power 
 than ever (Heding et al. 2009).   


The emotional consumer 


The  hypermodern  society  is  characterized  by  an  extreme  degree  of  insecurity  and 
complexity.  This  has  caused  consumers  to  search  for  meaning  in  life,  which  they 
attempt to find through hyperconsumption: “Hyperconsumption is a consumption which 
absorbs  and  integrates  greater  and  greater  portions  of  social  life,    …  and  which  is, 
rather, arranged in such a way as to meet individual ends and criteria, according to an 
emotional  and  hedonistic  logic  which  makes  everyone  consume  first  and  foremost  for 
their own pleasure rather than out of rivalry with others” (Charles & Lipovetsky, 2005, 
p.  11).    Within  the  postmodern  society,  people’s  consumption  was  more  about  how 
products and brands could be used to position and project a certain image externally, 
whereas the hypermodern consumers consume in order to obtain an internal emotional 
satisfaction  opposite  to  the  postmodern  consumer’s  image-oriented  consumption 
pattern.  
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