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Executive	Summary		
Over the years social media has become a new marketing tool for companies in the battle for 

customers’ loyalty. Companies are searching for the right formula to enhance brand loyalty, 

which leads to the concept of online customer experience. There is a theoretical foundation 

for online customer experience to have an effect on brand loyalty. However, it has not yet 

been investigated in a social media context.      

This explorative master thesis studies the impact of visual images on brand loyalty and online 

customer experience in a social media setting. Drawing on relevant literature, the thesis 

presents a conceptual model illustrating the theoretical connection between online customer 

experience and brand loyalty. The conceptual model presents servicescape, e-word of mouth, 

perceived service quality, reliability and brand awareness as influential constructs to online 

customer experience. Moreover, the conceptual model shows that online customer experience 

is affecting brand loyalty by constructs brand satisfaction and brand personality. By means of 

a multiple case study, the conceptual model is investigated in the airport, airline and hotel 

industries in order to discover any industry differences. In addition, the thesis also looks at 

gender difference and the difference of brand loyalty perceptions between those who use 

Instagram and those who do not. The thesis is based on empirical research in terms of 

qualitative interviews with Instagram users and non-Instagram users. 

It was clear from the results that brand loyalty is not influenced by visual images on social 

media, because customers base their loyalty on other factors than a positive online experience. 

A customer’s overall experience with the brand has a direct influence on their loyalty. 

However, the findings show that online customer experience would encourage brand loyalty, 

since online customer experience is a minor part in the overall customer experience. This 

leads to a revised conceptual model, which can form the basis of further research.      

	 	



Brand loyalty on social media                                                                     Cand.soc. in Service Management, CBS 
 

 	
Page	2	

	

Table	of	content	
 

Chapter 1 Introduction and research question ................................................................ 3 

1.1 Introduction ....................................................................................................................................... 3 

1.2 Research Question ............................................................................................................................. 5 

Chapter 2 Methodology and theoretical background ...................................................... 6 

2.1 Methodology ..................................................................................................................................... 6 

2.1.1 Philosophy of science ................................................................................................................. 6 

2.1.2 Empirical Foundation ................................................................................................................. 8 

2.1.3 The qualitative interviews .......................................................................................................... 9 

2.2 Theoretical Framework ................................................................................................................... 12 

2.2.1 Online Customer Experience ........................................................................................................ 12 

2.2.1.1 Shortlisted constructs gathered from the theory .................................................................... 16 

2.2.2 Brand loyalty ................................................................................................................................ 20 

2.2.2.1 Shortlisted constructs gathered from the theory .................................................................... 24 

2.2.3 Online customer experience impact on brand loyalty .................................................................. 25 

2.3 Conceptual model ............................................................................................................................ 25 

2.4 Social Media .................................................................................................................................... 26 

2.4.1 Brand loyalty with online customer experience in a social media context ............................... 27 

Chapter 3 Analysis and discussion ............................................................................... 28 

3.1 Case presentation ............................................................................................................................. 28 

3.1.1 Airport Industry ........................................................................................................................ 28 

3.1.2 Airline Industry ........................................................................................................................ 29 

3.1.3 Hotel Industry ........................................................................................................................... 29 

3.2 Analysis and discussion ................................................................................................................... 30 

3.2.1 Difference in the industry ......................................................................................................... 30 

3.2.2 Gender difference ..................................................................................................................... 53 

3.2.3 Instagram users vs. non-Instagram users .................................................................................. 63 

3.3 Result of the key findings ................................................................................................................ 74 

Chapter 4 Conclusion and future research .................................................................... 75 

4.1 Conclusion ....................................................................................................................................... 75 

4.2 Future research ................................................................................................................................ 78 

References ............................................................................................................................................. 79 

Appendices ............................................................................................................................................ 83 

 

 



Brand loyalty on social media                                                                     Cand.soc. in Service Management, CBS 
 

 	
Page	3	

	

Chapter	1	Introduction	and	research	question	

1.1	Introduction	

In only a few years the way we communicate has changed as a result of a move away from 

WEB 1.0 to WEB 2.0. Moving from WEB 1.0 towards WEB 2.0 means moving from an in-

teractive website where you cannot contribute, to an active website where you can contribute, 

share content and be more sociable online (Chaffey, 2011). The Internet is a tool for billions 

of people to communicate, gather information and do business. Moreover, it gives many dif-

ferent opportunities for online business and customer interactions. The evolution of mobile 

and tablet commerce has increased the use of the internet from mobile and tablet devices and 

enables people to be online whenever and wherever they want. Customers can access infor-

mation instantly, make online purchase and receive up to date information (Rose, Hair, & 

Clark, 2011). Companies are forced to focus on web service quality and smooth accessibility 

in order to stay competitive.  

The concept of customer experience has been explored by many practitioners in the retailing 

and service industry (Rose et al., 2011), one reason being the shift in literature (Gentile, 

Spiller, & Noci, 2007). The literature is addressing the fact that the consumer is moving away 

from being a logical thinker who is rational orientated in their problem solving process, to a 

more emotional customer who is exploring intangible elements in order to perceive higher 

emotional value. The latter development makes way for experiences and opens up a whole 

new area of experiential marketing (Gentile et al., 2007). Now the concept of customer expe-

rience has moved towards an internet context by the concept online customer experience. On-

line customer experience has become an important concept for e-marketers especially in on-

line purchase settings as a result of the increasing performance in online sales (Rose et al., 

2011). The literature demonstrates different service areas that have been subject to investiga-

tion like travel bookings, online banking, online communities and so forth. These areas show 

that consumers use the internet across a diverse range of activities which leads to a variety of 

different behaviors and ultimately experiences (Rose et al., 2011). The change in the way we 

interact online has significant impact on the balance of power within the business-consumer 

relationship, hence customers are becoming more powerful and proactive. This calls out for 

the concept of online customer experience! The link between customers’ perceptions of the 
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online service quality has been the main focus of recent studies. However, the focus is now 

shifting towards exploring the online customer experience because researchers advocate that 

providing outstanding online experiences will have a positive influence on customers’ online 

buying behavior (Philipp Klaus, 2013). However, the concept has already been explored by 

many practitioners but mainly in the areas of online retailing (Rose et al., 2011). This opens 

up for the possibility to explore online customer experience in a social media setting.   

In line with the interaction on the internet and the dominance of WEB 2.0, the concept of so-

ciability is here to stay. Sociability means “the quality of being sociable” and can be seen in 

the power of social media (Oxford Dictionaries, 2014b). In a study conducted by Philipp 

Klaus (2013), social presence is one unexplored key component of the online customer ser-

vice experience and further he explains “social presence constitutes attributes reflecting the 

customer’s virtual interaction with other shoppers through comments, product reviews, and 

social media linkages”(Philipp Klaus, 2013, p. 448). He argues that social presence has a pos-

itive impact on important customer experience outcomes, for example perceived trust, useful-

ness and enjoyment of the interaction (Philipp Klaus, 2013).  

Therefore, the future exploring and understanding of online customer experience must incor-

porate social networking in terms of social media and research into how social media effects 

online customer experience. But there is a gap in the literature, as many researchers have not 

explored the link between online customer experience and social media. This leads to the sub-

ject of the thesis, which is to explore how social media effects online customer experience. In 

particular, in the picture social site Instagram, companies are sharing pictures of different kind 

to their followers. The pictures range from being motivational in terms of self-perception to 

encouraging in terms of purchasing their specific product. Instagram users have the option to 

comment and like the pictures, and in doing so, users can interact with others and the compa-

ny. In some sort, Instagram has become yet another agent for companies to obtain and retain 

customers; moreover, by using Instagram the companies omit certain parts of the chain of 

distribution in order to get direct contact with customers. For that reason, it is essential to 

study the link between online customer experience and Instagram.  

With the rapid development of the internet, new and existing businesses saw the opportunity 

to create online brands (Keller, 2008) in order to develop brand loyalty. Brand loyalty has in 

many ways been an important factor for a successful business. Having a strong brand is be-
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lieved to add value for the company by reducing marketing costs with help from brand loyal-

ty, familiarity in terms of brand awareness, a reason to buy and differentiation by perceived 

quality, creating a positive attitude and feelings together with providing a platform for growth 

through extensions seen in brand associations, and lastly creating competitive advantage that 

most likely can present a real barrier to competitors by other proprietary brand assets (D. A. 

Aaker, 1991). 

This means that further research should be aiming at researching brand loyalty in an online 

setting. This calls out for the objective of the thesis, where the purpose is to link online cus-

tomer experience with brand loyalty through visual images on social media. It is clear in the 

literature that such connection between these three subjects has not been analyzed or asso-

ciated together due to the fact, that firstly online customer experience is a concept with lack of 

investigation. Secondly social media is still a concept that for many marketers is new and dif-

fuse. Lastly brand loyalty has been related to online customer experience and social media but 

independent of each other.  

1.2	Research	Question	

Based on the above discussions, the aim of the thesis is to answer the following research 

question: 

How does the use of images on social media influence brand loyalty? 

In addition to the research question the thesis will investigate the differences within the 

airport industry, the airline industry and the hotel industry with one case company represented 

in each category, the difference in gender and the difference of brand loyalty perceptions of 

those who use Instagram and those who do not.     

Delimitations	

Before the theoretical framework and the analysis is presented, a few delimitations have been 

made when conducting the thesis. The first delimitation is the choice of social media. Social 

media is a wide term and stands for varies types of online communication media, where 

Facebook and Twitter are assumed to be the two most preferred social media platforms, for 

both consumers and companies. Due to a growing interested in taking another more unusually 

approach, Instagram was preferred as the platform for the analysis. Instagram is a picture 
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social site with less words and more visual expression. Often pictures say more than words 

and that expression leads to an interest in investigating what types of pictures companies 

upload to their Instagram profile and what affect it has. It is also possible to upload videos to 

Instagram, but the research will only be focusing on pictures.  

Chapter	2	Methodology	and	theoretical	background	

2.1	Methodology	

In the following section an explanation of the scientific approach to the thesis, as well as a 

description of the methodical reflections, will be presented. The section will start by 

determining the philosophical approach to the study.  

The thesis is a result of an interest in social media and customer experience, and in this 

context how the two subjects correlate with each other in order to gain more loyal customers. 

The thesis is an exploratory study, with a descriptive theoretical framework, with the 

objective to investigate a possible connection between the phenomena online customer 

experience, brand management and social media (Blumberg, Cooper, & Schindler, 2011). The 

case design is based on a multiple-case study in preference to a single-case study design. The 

advantages by using multiple-case study design are that the study will become more robust 

and more analytical, whereas some of the disadvantages are that it is more time consuming 

and require extensive resources to a certain extend (Yin, 2002). With the intention to explore 

a wider spectrum, it was decided that a multiple-case study was more suitable for this study.       

2.1.1	Philosophy	of	science	

How you understand the world will affect how you will go about researching. The philosophy 

of epistemology is looking at how researchers can obtain and create knowledge with the aim 

to find a true description of the world, thus “Epistemology theory of knowledge is concerned 

with the question of how one acquires knowledge” (Blumberg et al., 2011, p. 144). The 

philosophy of ontology is looking at the nature of reality by questioning what is real and what 

exists. There are two contrasting philosophy approaches to science; Positivism and 

Interpretivism. Interpretivism was a counter reaction to positivism. The way researchers 

acquire knowledge with a positivistic approach, is to collect facts and simple elements with 

the aim to make the social sciences more scientific through quantitative research methods. 
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The positivistic standpoint seeks to objectively study the world and the researcher is an 

independent observer. On the other hand the interpretivistic researcher seeks a true description 

of the world with the understanding that all scientific theories are description of the reality 

and not reality itself. The interpretivistic standpoint is more subjectively, where research is 

driven by interest making the collection of data and the analysis of the latter socially 

influenced. Researchers using the interpretivistic approach are acquiring knowledge through 

in-depth investigation and analysis of phenomena which researchers want to have a better 

understanding of (Blumberg et al., 2011). Consequently, qualitative methods are more 

suitable in interpretivism than quantitative methods are, and the latter are more common in 

the positivist approach (Blumberg et al., 2011).  

There are two different approaches to reasoning; deductive and inductive. A deductive 

argument includes a set of premises followed by a conclusion, where if the set of premises are 

true then the conclusion must be true as well. A deductive argument can sound logical but still 

be empirically incorrect (Okasha, 2002). The structure in deductive reasoning will go from 

general to specific. On the other hand the structure of in inductive reasoning will start with 

something specific and apply it in general. An inductive argument also includes a set of 

premises followed by a conclusion. Contradicting the deductive argument, it is logically 

possible for two premises to be true but the conclusion to be false (Okasha, 2002).         

The knowledge acquired for the thesis consists primarily from academic journals and books 

framed by researchers and experts in the field of customer experience, brand management and 

social media. Since the phenomenon online customer experience is a fairly new dimension of 

customer experience, it has been necessary to look at the literature within customer 

experience and apply some into the theoretical framework. Moreover, qualitative research 

methods were used to conduct primary empirical data to rationalize the conceptual model to a 

business setting. Hence, the study is followed by an interpretivistic approach to science, as the 

knowledge comes from “developing an understanding of phenomena through deep-level 

investigation and analysis of those phenomena” (Blumberg et al., 2011, p. 144). The author 

will be as objective as possible throughout the research, but a subjective point of view in 

certain situations cannot be avoided. In the interpretation of results from the qualitative 

research, the author is bound to have an influence, as she is interpreting the answers in her 

own realistic way. In order to get a richer picture of the use of Instagram and companies’ 
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activity on there, a triangulation could be a more thorough approach. A combination between 

quantitative and qualitative research methods would have giving different perspectives in the 

research. The research could have started with a questionnaire to receive some facts about 

companies’ activity on Instagram and a questionnaire to receive the consumers’ perspective 

on Instagram. Thereafter, following up on the information from the questionnaires with in 

depth-interview with Instagram users and non-Instagram users in order to get an inside view 

on the behavioral and visual aspect. Furthermore, an in-depth interview with a marketing 

representative from each case company could attend to a richer and wider picture.  

2.1.2	Empirical	Foundation	

The empirical foundation consists of secondary and primary empirical research. The 

secondary empirical research comes from the theoretical framework which consists of 

academic journals, websites, videos and so forth. The primary empirical research comes from 

eight qualitative personal interviews performed for this multiple case study solely. The 

respondents were four Instagram users and four non-Instagram users, which allowed 

comparison between the two different types of consumers to determine if the use of Instagram 

is effective. It was also considered to compose a focus-group to collect primary data. 

However, some major disadvantages using focus-groups are that the respondents would be in 

a situation where they can influence each other and their answers, hence the reliability could 

most likely be less true. Therefore the author choose to perform qualitative personal 

interviews solely. 

Literature	review	

The literature review is integrated in chapter 2.2 theoretical framework.  

Reliability	and	Validity	

The aim is to maximize the validity and reliability of the research in order to obtain a more 

holistic view of reality. The validity of the research is high, as the study accurately reflects the 

aim of the thesis with what is researched. Internal validity is not relevant, as this study is an 

exploratory study (Yin, 2002). External validity is considered to be high as well, since the 

design structure is a multiple-case study with three different companies operating in the 

tourism industry (Yin, 2002). All three companies are connected to the chain of travel from a 

consumers’ perspective. The reliability of the research would have been higher if quantitative 

methods were combined with the qualitative method. Moreover, quantitative methods have 
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high reliability because the study can be repeated and therefore obtain the same result. The 

likelihood of a different researcher repeating the study with the same result is not so evident, 

mainly because of the personal qualitative interviews.   

2.1.3	The	qualitative	interviews	

Research	purpose	

In order to investigate the conceptual model and its validation, four personal interviews with 

Instagram users and four personal interviews with non-Instagram users were carried out. The 

aim of the total 8 personal interviews was to investigate the dimensions of the conceptual 

model thus with that knowledge to determine how online customer experience influence 

brand loyalty on Instagram. Hence the purpose of the research is to explore and connect three 

different phenomena, which have not been published before. Consequently, theory from the 

three different phenomenon will be presented and connected in a conceptual model in the 

theoretical framework section.   

Research	design	

The qualitative personal interviews are the foundation of the analysis and are built on the 

conceptual model. The qualitative method allows the researcher to gain in depth knowledge 

and obtain information about phenomena. The purpose of the qualitative research interview is 

to understand and obtain information about a respondent’s attitude and response to a specific 

phenomenon (Blumberg et al., 2011). The semi-structured interview approach, used in the 

thesis, is to learn more about the respondent’s behavior and response to companies’ activity 

and images on Instagram. The semi-structured approached is flexible and makes the 

interviewee able to use probing techniques and follow-up questions, if needed (Blumberg et 

al., 2011). The two interview guides, in appendix 1 and 2, were developed to achieve more 

information about attitude towards companies’ activity on Instagram as an overall purpose. 

One interview guide was made to Instagram users cf. appendix 1, and a similar one, with 

fewer questions, was made to non-Instagram users cf. appendix 2. The interview guides were 

needed in order to investigate a possible difference in responses. The two interview guides 

have 38 and 35 questions respectively. The pictures used for the interviews can be seen in 

appendix 3. Furthermore, all interviews were made in English and transcribed afterwards cf. 

appendix 4. Before the interviews were conducted, a test interview was performed with the 

purpose of catching any errors or doubtfulness before the real interview setting. 
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Sample	

The eight respondents were all from the author’s social network, where four Instagram users 

and four non-Instagram users were selected. It was important to have an equal amount of 

respondents from each group; moreover it was also important to have an equal amount of 

male and females from each group in order to make it more representative. The number of 

respondents was estimated to be sufficient for this multiple case study due to the fact that to a 

certain extent increasing the number of respondents would give less new knowledge and be 

more time consuming and resource demanding (Kvale & Brinkmann, 2009). The respondents 

all live in the Copenhagen area, and it should be stressed that the outcome of the research may 

have been different if the respondents where more demographic spread. Furthermore, the 

research is a small sample, and is not representative of the aggregate Instagram/non-Instagram 

users. 

Research	structure	

Firstly, a brief introduction from the interviewee to the respondents was made. Secondly, the 

interview was divided into different topics with suggested questions in order to help the 

interviewee with an outline (Kvale & Brinkmann, 2009). Thirdly, each interview was a three-

step interview meaning the first-step treated of Copenhagen Airport, the second-step treated 

Norwegian Airlines and the third-step treated Radisson Blu Hotels. Generic questions not 

related to any of the case companies or pictures were only asked during the first-step. The 

interview guide was used as a frame for the interview. Moreover, the interviewee used the 

interview guide as a structured guideline, but was ready to follow up on the respondents’ 

thoughts and answers by using a more fluent conversation. The below table 1 illustrates how 

the different constructs in the conceptual model are being measured through the interview 

guide (appendix 1 and 2). 
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Table 1: How different constructs are being measured: 

Servicescape  - Asked about profile text related to the 
case companies’ Instagram profile 

Word of Mouth  - Asked about comments related to images 
Perceived Service Quality  - Asked about quality related to images 

- Asked about service related to images 
- Asked about experience related to im‐

ages 
Reliability  - Asked about connection and reliability 

related to images 
Brand Awareness  - Asked about awareness related to the 

case companies 
- Asked about recognizability in connec‐

tion to quality and online experience 
Online Customer Experience  - Asked about visual aspect in general 

- Asked about online experience related to 
images and loyalty 

Brand Satisfaction  - Asked about satisfaction in connection to 
experience related to Instagram 

- Asked about satisfaction related to loyal‐
ty 

Brand Personality  - Asked about relation and identification 
related to images and the case compa‐
nies 

Brand Loyalty  - Asked about interaction related to loyalty 

 

Analysis	

The author used the thematic analysis networks with the aim to provide a structured analyzing 

process by organizing a thematic analysis of the qualitative data (Attride-Stirling, 2001). The 

themes of the analysis were determined after the conceptual framework outlined in the thesis. 

The content analysis software NVivo 10 was used to discover keywords related to each 

theme. The statements coded to each theme are included in appendix 5, and the key findings 

for the analysis are represented in tables 2, 3 and 4 in appendix 6, 7 and 8. The analysis is 

based on a deductive reasoning as the study is centered around the conceptual model, which is 

conducted by the theoretical foundation. The conceptual model is used on the specific empiric 

data in shape of the eight personal qualitative interviews in order to answer the hypothesis 

about how images on Instagram influence brand loyalty through online experiences. Thus the 

conclusion will be based on knowledge obtained through the research and the structure of the 

research is moving from a general orientation to a more specific approach.   
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offering of experiences occurs whenever a company intentionally uses services as the stage 

and goods as props to engage an individual” (Pine & Gilmore, 1998, p. 11). Experiences take 

place in different kinds of settings like consumption, service and product. Most of the 

experiences arise directly when consumers search, purchase or consume a product. 

Consumers are also exposed to experiences indirect by marketing communications and 

advertising on a daily basis (Schmitt & Zarantonello, 2009).  

Defining	Customer	Experience	

The concept of customer experience is evolving and has been given positive attention by 

researchers. Despite the positive prosperity, definitions of customer experience remain vague 

and a theoretical foundation is lacking as well (Lim et al., 2011).  Customer experience can be 

assumed to be a sum of all touch points a customer goes through in the three different stages 

of a purchase; pre-purchase, purchase and post-purchase. Throughout the years, the tendency 

among companies is to create experiences for customers in order to gain competitive 

advantages (Lim et al., 2011). This tendency is especially seen in the service sector, as it is 

likely to be more difficult to stand out in the crowd in this industry. The main reason why, is 

because of the difficulty in standardizing a service compared to a physical product. Customer 

experience can be defined as "the internal and subjective response customers have to any 

direct or indirect contact with a company" (Schwager & Meyer, 2007, p. 118). Direct contact 

with a company is usually through purchase, use, and service, thus the contact occurs on 

initiative from the customer. Indirect contact involves unplanned encounters with a 

company’s product, services and in general its brand. Unplanned encounters are often seen as 

word-of-mouth communication (both positive or negative), advertising, news report and 

reviews (Schwager & Meyer, 2007). Researchers Gentile et al., (2007) developed a definition 

of customer experience by taking relevant scientific contributions into account.  

"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). Its evaluation 
depends on the comparison between a customer’s expectations and the stimuli 
coming from the interaction with the company and its offering in correspondence of 
the different moments of contact or touch-points" (Gentile et al., 2007, p. 397). 

Drawing from existing literature, Gentile et al., (2007) conceptualized customer experience 

into dimensions as followed: (1) Sensorial component; the aim with this component is to 

provide sensorial experiences i.e. sight, hearing, touch, taste and smell which results in 
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pleasure, excitement, satisfaction and sense of beauty. (2) Emotional component; the idea 

with this component is to generate moods, feelings and emotions through an emotional 

experience with aim to create a beneficial relationship between a company, its brand and 

products, and customers. (3) Cognitive component; this component is connected with thinking 

and consciousness by engaging customers to use their own creativity. Companies can also 

lead consumers to revise their own perception or assumption of a product. (4) Pragmatic 

component; this component emphasis on usability and the practical act of doing something. 

(5) Lifestyle component; this component evolves from values and beliefs often through a 

certain lifestyle or behavior. The company may offer the experience just by the brand or 

product itself as it adheres to certain values shared with the customer. (6) Relational 

component; involves the relationship between a person and his/her ideal self, but also the 

relationship with other people. Products can be offered where it is encouraging to consume it 

together with other people, or if the product is the core of a common passion, which could be 

shared by others through communities or tribes of fans. This component can also be linked 

with the lifestyle component, as the product can create a sense of belonging, social identity or 

being connected to a social group (Gentile et al., 2007). The research shows that all of the 

above components are sometimes overlapping each other in different areas, and not activated 

independently.  

Furthermore, many researchers state that customer experience can be difficult to measure and 

analyze, and therefore many companies fail in during so. However, in order to measure and 

analyze customer experience, data has to be collected by the companies. The data is collected 

through "touch points", either through direct or indirect contact with the company, but all 

touch points are not equally valued; hence service interactions has more value when service is 

the core offering (Schwager & Meyer, 2007). In the end it is important to recognize, that 

customer expectations play a huge part in a customer experience. Customers tend to have set 

up some expectations by their previously encounter with a company's products. Subsequently 

customers tend to compare and judge each new experience with previous ones. Other factors 

like marketing conditions, competitions and the customer’s own personal situation can also 

have an influence on customer expectations (Schwager & Meyer, 2007). Customer experience 

has been widely researched, especially in the fields of retailing, which lead to further 

development of the concept.  
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Defining	Online	Customer	Experience	

The Internet can be seen as a direct channel between companies and customers, with the 

channel being a low cost investment and requires low maintenance. Hence the factors have 

been some of the key drives to online business success (Phil Klaus & Nguyen, 2013). This 

calls out for a new concept; online customer experience. Online customer experience is “the 

combination of rational and emotional factors of using a company’s online services that 

influences customers’ perceptions of a brand online” (Chaffey & Ellis-Chadwick, 2012, p. 

598). Online customer experience has mostly been investigated in relation to customer 

behavior online in terms of web browsing and online retail behavior. Furthermore, the 

concept has also been researched in the area of online shopping experience (Nambisan & 

Watt, 2011). However, there is a gap in the literature, hence investigating online customer 

experience, in relation to social media, has not been researched thoroughly.  

Comparison	of	Online	and	Offline	Customer	Experience	

There are some differences between operating in an online or offline setting, hence a 

customer’s experience will therefore also be different. The main difference between online 

and offline customer experience is the degree of personal contact. In an offline customer 

experience setting, the personal contact can be very intensive in a face-to-face situation. On 

the other hand, in an online customer experience setting, the personal contact is almost non-

existing (Rose et al., 2011). Secondly, a difference between the two is also present when it 

comes to how information is provided. In an online context, information is diverse and easy to 

access, whereas information can be more limited in a face-to-face context in an offline setting. 

The information will most likely be in different formats like posters, brochures and by sales 

representatives in an offline setting (Rose et al., 2011). The time period is also a third 

difference that should be taken into account. In an online customer setting, customers can 

purchase online at a time and place that is most convenient and suitable for them. While 

customer interactions in an offline setting are restricted to be present within certain hours, e.g. 

opening hours of a store or office (Rose et al., 2011). Lastly a brand can be presented 

differently depending on the context. In an online context the brand is presented in an audio-

visual way and in an offline context the brand is presented by employees and their 

performance, as well as other elements like buildings, facilities and additional tangible 

elements (Rose et al., 2011).  
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The increase of social networks on the Internet, as an effect of WEB 2.0, is an indication of 

people wanting to share and gather online. This development shows that consumers are more 

likely to base their search on user experience than product information provided by the 

company. The dimension of social presence reflects “the customer’s virtual interaction with 

other shoppers” (Philipp Klaus, 2013, p. 448) online. This ability helps customer’s to 

overcome any unfamiliarity they may have towards a certain brand, product or service in an 

environment that lacks physical presence, which indicates an online setting (Philipp Klaus, 

2013).  

2.2.1.1	Shortlisted	constructs	gathered	from	the	theory	

Drawing from research of customer experience and online customer experience, the 

dimensions of servicescape, e-word of mouth, perceived service quality, reliability and brand 

awareness all have a relation to online customer experience. Therefore, the dimensions are the 

foundation of the conceptual model made for research purposes.  

Servicescape	

Servicescape features are the first interaction customers have with the company. Servicescape, 

is the building's design, appearance of the reception area, office décor, car parking etc. All 

those features have either a positive or negative influence on customer experience (Lim et al., 

2011). Servicescape can relate to the first interaction customers have with the company 

online. It can be from the starting page on the company’s website to app's features present on 

the website, which leads a consumer to a social media page. In relation to the scope of the 

thesis, Servicescape is the profile text on a Instagram account, the links affiliated with the 

profile and features like "photomap" and "pictures of". How many followers and how many 

the account follows are also signified as Servicescape features. However, the research will 

mainly be focused on the profile text as the Servicescape.  

E‐word	of	mouth	

The construct means electronic word of mouth which is a development of the concept of word 

of mouth. Word of mouth communication is when consumers' communicate information 

about a company, their services and/or products from one to another. When communicating 

with each other, consumers become more trustworthy and reliable (Lim et al., 2011). 

Consequently, a gap between companies and consumers may occur if a company doesn’t 

deliver to its promise and customers’ expectations are not meet. According to Berry, (2000) 
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Word of mouth has a secondary impact on brand awareness, as customers are most likely to 

form impressions and gain more awareness about a brand, not only through direct 

communication from the company, but also from external sources like social media, 

communities on the Internet and friends and family (Berry, 2000).  

E-Word of mouth is a concept which was developed in line with WEB 2.0. People can 

communicate their opinions and exchange information about products on online forums and 

social media sites. Through the Internet, customers can communicate positive or negative 

statements about companies and products (Cheung & Thadani, 2012). Customers have a 

tendency to trust online reviews, often posted from unknown consumers, when making a 

purchase online. Customers trust online reviews more than they trust traditional media 

(Cheung & Thadani, 2012). The latter shows how powerful e-word of mouth has become and 

should not be underestimated by companies operating online. 

E-word of mouth conversations are exchanged online and often with people you do not know 

or have any relation to (Cheung & Thadani, 2012). This shows that it is easier to pass along 

information online than offline, as information passed along online can be traced back in time. 

Comments can be read long after they are posted and recipients do not have to be online at the 

same time as post comments are created and posted online (Cheung & Thadani, 2012).. In a 

social media context E-word of mouth from the companies perspective is also important to 

highlight, as companies cannot control comments from Customers, but they can choose to 

start an interaction with their customers based on their comments.  

Perceived	service	quality		

Researcher Balaji (2011) stresses perceived quality as being an important aspect of building 

strong service brands. Furthermore, Aaker (1991) defines perceived quality as "the customer's 

perception of the overall quality or superiority of a product or service with respect to its 

intended purpose, relative to alternatives"  and the concept is "an intangible, overall feeling 

about a brand" (D. A. Aaker, 1991, p. 85). It is important to determine that perceived quality 

differs from satisfaction; hence satisfaction is valued after expectations about a performance 

level. It is necessary to figure out why some customers believe that a quality is high or low, 

and therefore it is important to consider what influence perceived quality. It depends on the 

context which influences are present; product related context or service related context. 

According to Aaker (1991), the dimensions of perceived quality in a product related context 
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are: performance, features, conformance with specifications, reliability, durability, 

serviceability whereas the dimensions of perceived service quality are: tangibles, reliability, 

competence, responsiveness and empathy. Perceived service quality will be elaborated further 

in the following paragraph.  

In research conducted by Lim et al. (2011) “perceived service quality is likely to be a unique 

input to customer experience”, “perceived service quality is likely to have a direct 

relationship to brand loyalty”(Lim et al., 2011, p. 213). Due to the fact that services are 

intangible, customers are forced to use cues in order to limit risk by purchasing services. Cues 

can be specific features and attributes of a service perceived by the customers, and are used to 

judge the quality of service prior to consumption. Cues can be brand name, price, advertising 

and word of mouth (Lim et al., 2011). With the help from cues, customers are able to research 

and evaluate services before and after a purchase. Hence, perceived service quality can have a 

direct relationship to brand loyalty. As a consumer you have expectations to the quality of the 

service, and if you do not get what you expected it will lead to a negative experience. 

According to Lim et al. (2011), service researchers have determined perceived service quality 

to be a condition for loyalty, thus many service researchers frequently include perceived 

service quality in many of their models as an outcome. Therefore, perceived service quality is 

included as a construct in the conceptual model presented later in the thesis.  

Reliability		

Reliability can be seen from two perspectives; the company or the customer. From a 

company's perspective it has to look at their ability to perform their promised service, and 

they need to perform their promised service right the first time in order to stay reliable to their 

customers (Keller, 2013). The dimension of reliability consist of the consistency of 

performance over time (Keller, 2008). How consistent is the company is terms of uploading 

images, connecting the images to the quality of a brand and connecting with the Instagram 

users. Reliability is one characteristic in defining quality in the minds of the consumers 

(Keller, 2008). From a customer’s perspective, reliability also represents the belief customers 

have in the brand, the belief in the brand being able to deliver the promise value (Lin, Lee, & 

Jen, 2012). Reliability is in relation to brand trust; customers’ show trust in a brand by 

believing that the brand is capable of achieving everything that it acclaims. Customers 

intention to rely on a certain brand also shows trust and reliability (Lin et al., 2012). In an 
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online setting it is very important to stay reliable from a company’s perspective as touch 

points like physical contact from employees are not present.   

Brand	awareness	

Brand awareness is an important factor when it comes to service brand management, as it is 

vital for companies to differentiate themselves in order to stay competitive. If the consumer 

can identify the brand under different conditions, a company has strong brand awareness. 

Consumers should be able to identify various brand elements like the brand name, logo, 

symbol, slogan, character and packaging under different conditions as well. Hence, brand 

awareness is related to how aware the consumers are about the brand in their mindset (Keller, 

2013). According to Keller (2013), brand awareness both has depth and breadth. Depth 

describes whether the consumers can recognize or recall the brand, and breadth describes the 

variety of situations in which the brand comes in mind; situations like purchase and 

consumption (Keller, 2013). Overall, brand awareness is about customers being able to recall 

or recognize a brand (D. A. Aaker, 1991). A brand with high levels of recognizability can be 

categorized as being a strong brand and will have influence on customer’s choice of service or 

product (Kimpakorn & Tocquer, 2010). An effective communication and presentation of the 

brand contributes directly to brand awareness because customers are more likely to recall a 

brand through different cues (Berry, 2000). Therefore, it is important for companies to attract 

consumers' attention by building strong brand awareness. Managers also need to make this a 

priority in order to stay competitive on the market (Balaji, 2011). Balaji (2011) advocates that 

one of the first steps in building brand equity is brand awareness because brand awareness 

creates familiarity and increase consumer trust which result in an attraction and willingness to 

purchase from a consumers point of view. Consumers tend to not trust the quality of an 

unfamiliar brand and are more likely to ascribe positive quality value to brands with greater 

awareness and familiarity (Balaji, 2011). Brand awareness helps the brand by creating value, 

by creating and maintaining awareness, consequently generating brand loyalty (D. A. Aaker, 

1991).  
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2.2.2	Brand	loyalty	

The structure of the thesis is designed around three main subjects, where brand loyalty is one 

of them. A presentation of service brand management theory is vital in understanding the 

concept of brand loyalty, which leads to a brief presentation of service brand management.  

The	concept	of	service	brand	management	

The concept of service can be defined as the act of helping or doing something for others 

(Oxford Dictionaries, 2014a). With a fundamental understanding of the concept, today service 

is more a business in society. Companies either deliver a service or offer a service in addition 

to their key product with the aim to differentiate themselves from their competitors. 

According to Kimpakorn & Tocquer (2010), a service delivery can be explained as “the 

service delivery occur during multiple interaction between customers and staff or self-service 

technologies and it is during these touch points that customers experience the service brand” 

(Kimpakorn & Tocquer, 2010, p. 379). To have a successful service brand, it is important to 

be able to build a strong relationship between employees and customers. Employees play a 

very important role when it comes to services, since the employees must be true with the 

desired image of the service and furthermore be able to live out the brand and stay true to the 

brand’s promises (Kimpakorn & Tocquer, 2010). Often in service companies the employees 

act like the brand; they are the brand! It is different whether you are branding a product or a 

service. The two components must have two different kinds of approaches, because the 

service delivery is occurring simultaneously with the purchase and the use of the product. 

Furthermore, the service delivery involves multiple interactions between employees or self-

service technologies and customers (Kimpakorn & Tocquer, 2010). Consequently it means 

that customers’ experiences during a service encounter relies on touch point features like 

employees and visual surroundings. It tends to be harder for a customer to comprehend 

intangible objects like services. You cannot feel, touch or wrap your hands around a service, 

which makes it harder to define and describe. When it comes to services, emotions, feelings 

and mindsets play a bigger role, and it is more up to each individual to evaluate and determine 

services. Consumers have different sets of barriers when it comes to quality, hence the level 

of service quality can vary from person to person.  
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Building	a	strong	brand	

In the field of service brand management, researcher Leonard L. Berry conducted a service 

branding model which emphasizes on achieving customer experience through the use of 

effective brand communication (Kimpakorn & Tocquer, 2010).  

 

 

Berry’s model is based on the following components of a service brand: the presented brand, 

brand awareness, external brand communications, brand meaning, customer experience and 

brand equity (Berry, 2000). The components have both primary and secondary impact on each 

other. Berry advocates that customer experience shapes brand meaning and brand equity, and 

the communication between the company and new customers are very important. New 

customers are very much influenced by the communication as they have little or no direct 

experience with a company's service, thus external communication like word-of-mouth would 

be the only evidence customers have of what the company stands for and their promises 

(Berry, 2000).  

According to Kevin L. Keller (2013), the challenge for many marketers when it comes to 

building a strong brand, is to ensure that the right experiences, perceptions, images, feelings, 

thoughts, beliefs and opinions is linked to the brand, and therefore the customers have the 

right type of experience with the companies’ products or services. With that in mind he 

conducted a Customer-based brand equity model with focus on the customer and their brand 

knowledge to a certain brand (Keller, 2008). A customer must have brand awareness, in terms 

of being aware of and familiar with the offering of the brand. Before Berry's service brand 

equity model and Keller's customer based brand equity model, David A. Aaker (1991) 

introduced the world to his brand equity model.  

Fig. 1: A Service-Branding Model (Berry, 2000). 
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In the model the point of departure is brand equity and the five dimensions that underlie the 

concept (D. A. Aaker, 1991). The five dimensions are as followed: brand loyalty, brand 

awareness, perceived quality, brand associations and other proprietary brand assets.  

According to Aaker (1991), brand equity is a set of assets that he assessed to be brand loyalty, 

brand awareness, perceived quality, brand associations and other proprietary brand assets. The 

assets effect customer's confidence and decision making process in purchases situation and 

moreover help interpret, process and contribute information about products and brands (D. A. 

Aaker, 1991).  

To sum up, a strong brand provides value to companies by enhancing brand loyalty, 

competitive advantage and efficiency and effectiveness of marketing related initiative (D. A. 

Aaker, 1991). Hence the focus in this study lays in the field of brand loyalty.  

Defining	Brand	loyalty	

In many ways the concept of loyalty has been the ultimate determinant of a successful 

business that is both profitable and generates repeated business (Krystallis & Chrysochou, 

2014). According to Lim et al. (2011), outstanding experiences affects brand loyalty. When 

Fig.2: Model of Brand Equity (D. A. Aaker, 1991). 
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customers are loyal to a brand they tend to stay loyal and are less likely to switch to another 

brand. For a company, a loyal customer is more profitable than acquiring a new customer, 

especially because loyal customers are less price sensitive and more responsive (Lim et al., 

2011). Loyal customers express some kind of commitment to the brand, which is not easy to 

obtain. Therefore brand loyalty often results in repeated purchase and positive word-of-

mouth. These two factors are expected to lead to profitability for the company (Krystallis & 

Chrysochou, 2014). Brand loyalty is influenced both directly and indirectly through customer 

satisfaction and customers' perception of price value and quality. Hence a brand that has high 

quality are more able to motivate consumers to repurchase (Balaji, 2011).  

Brand loyalty is one of the assets in Aaker’s (1991) brand equity model cf. fig. 2. Aaker 

describes brand loyalty as "the core of a brand's equity" (D. A. Aaker, 1991, p. 39), and 

points out that there is several levels of loyalty. Each level represents different marketing 

approaches and ways to manage. The  levels are illustrated as followed.  

 

The levels are not conceptualized and cannot be generalized as some customers will appear to 

have a combination of two levels and others may have different profiles which may not be 

represented as a level (D. A. Aaker, 1991). Aaker also emphasizes the fact that brand loyalty 

is tied closely to the experience connected with the use of a product or a service. Furthermore, 

a direct way to measure and determine brand loyalty, is by focusing on actual purchase 

patterns like repurchase, percent of purchases and number of brands purchased. Another way 

to measure brand loyalty is to look at the level of satisfaction, especially dissatisfaction (D. A. 

Aaker, 1991).  

There are two different approaches to brand loyalty according to the literature (Odin, Odin, & 

Valette-Florence, 2001). The first approach is behavioral loyalty, meaning loyalty is a 

behavior. Customers are said to be loyal to a brand when they systematically buy the same 

brand. However, with the behavioral approach, companies are facing difficulties in 

influencing repeat purchasing behavior as companies do not have any knowledge about the 

No brand loyalty

Satisfied 

no reason to 
cahnge

satisfied buyer

with switching 
costs

Likes the brand

considers it a 
friend

A committed 
buyer

Fig.3: Interpretation of the model of brand loyalty levels (D. A. Aaker, 1991). 
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actual cause of loyalty. The second approach is attitudinal loyalty, meaning brand loyalty is 

more of an attitude and can be treated that way (Odin et al., 2001). Researchers treat brand 

loyalty by these two approaches or something in between (Ishaq, Hussian, Asim, & Cheema, 

2014). It is important to have the two different approached in mind when addressing brand 

loyalty, because questions like why customers are loyal, are relevant to investigate. Customer 

can also be loyal to a brand because there is no other notable alternative. Loyalty is something 

a customer develops over time, and companies evoke the loyalty by being reliable, consistent 

and interesting in their marketing efforts. 

2.2.2.1	Shortlisted	constructs	gathered	from	the	theory	

The dimensions of brand satisfaction and brand personality are both assumed to be connected 

to brand loyalty. Therefore both dimensions are incorporated in the conceptual model and will 

be treated separately.  

Brand	satisfaction	

Brand satisfaction refers to an immediate response from the customers to the encounter with 

the brand in the stage of purchase. A brand’s performance can result in positive or negative 

customer expectations. Satisfaction is the direct outcome of a customer’s post-purchase 

evaluation of the attributes associated with the brand; hence both tangible and intangible 

brand attributes (Krystallis & Chrysochou, 2014). Controlled and uncontrolled 

communication are strongly linked to brand satisfaction, as the information a customer is 

gathering in the pre-purchase stage, is directly shaping customer’s expectations to the brand 

(Krystallis & Chrysochou, 2014). Brand satisfaction is also closely linked to service quality, 

and in this context perceived service quality. According to many researchers, brand 

dimensions like interaction with employees, price, brand name and core services have an 

effect on brand satisfaction (Krystallis & Chrysochou, 2014). A lot of studies also show a 

strong effect of customer satisfaction on brand loyalty, which means that satisfied customers 

tend to be more loyal to a brand than unsatisfied customers (Krystallis & Chrysochou, 2014). 

Therefore it is interesting to investigate if online customer experience influences brand 

satisfaction and if that would lead to brand loyalty in an online setting, which is believed not 

to have been tested before.  
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Brand	personality	

Brand personality is a construct of a brand that is connected to brand association (Schmitt & 

Zarantonello, 2009), and it refers to “the set of human characteristics associated with a 

brand”(J. L. Aaker, 1997, p. 347). For example when the Danish actor Mads Mikkelsen was 

participating in the travel agent Star Tour’s summer campaign (both advertising and TV-

spots), Mads Mikkelsen became the face of Star Tour like George Clooney is the face of 

Nespresso. As a result consumers are associating human characteristics to certain brands. Due 

to lack of measuring tools in the literature, J. Aaker (1997) created a framework of five 

dimensions of brand personality as a measuring scale. The five dimensions are: Sincerity, 

excitement, competence, sophistication, and ruggedness (J. L. Aaker, 1997). Based on J. 

Aaker’s (1997) findings, brands have distinct personality dimensions perceived by the 

customers, which provide a basis for the five dimensions (J. L. Aaker, 1997). If consumers’ 

self-expression fits with a brand personality, the brand can be consider as a person in the 

minds of the consumers, and thereby related more to the brand and become more loyal. Often 

the brand personality is used to express consumers’ own image or personality (Kim, Park, & 

Han, 2001). 

2.2.3	Online	customer	experience	impact	on	brand	loyalty	

By having a focus on customer experience, a company will be able to create brand awareness, 

secure brand loyalty and ultimately increase revenue (Lim et al., 2011). Earlier it was defined 

that online customer experience is customer experience in an online setting with some 

differentiations. Thus it is supposed that online customer experience also will be able to create 

brand awareness, secure brand loyalty and increase revenue. 

2.3	Conceptual	model	

Based on the theoretical review, a conceptual model has been developed in order to conduct 

an analysis on how visual images on social media influence brand loyalty with the help of 

online customer experience. The concept model provides an overview on how different 

constructs in online customer experience and service brand management interact with each 

other. The model presents servicescape, e-word of mouth, perceived service quality, reliability 

and brand awareness as influential constructs to online customer experience. The constructs 

are selected after researching the area of customer experience and online customer experience. 
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old friends (Shaw et al., 2010). Social media empowers people to express their own 

personality and differentiate from the mass online. In fact social media is moving power away 

from the companies and into the hands of the consumers. Companies have trouble handling 

the fact that social media cannot be controlled and whatever happens on social media is 

beyond their control (Shaw et al., 2010).  However, companies need to embrace social media 

and use it as a tool to build trust with customers (Shaw et al., 2010). In order to take 

advantage of social media, it is important to have an objective, as well as a strategy following 

the objective instead of not knowing what to do. If companies do not research the market 

before choosing a social media platform, a lot of time and resources can easily have been 

wasted. Companies tend to use known methods and choose Facebook as a social media tool, 

instead of researching to find out what kinds of social media channels would be the best to 

use in order to reach the target audience of the company (Chaffey & Ellis-Chadwick, 2012).   

Instagram	

The choice of social media for this research is the mobile app Instagram. Instagram was 

launched in October 2010, and only two month later, the community had expanded to 1 

million users and a year after launching it had expanded to 10 million users (Instagram, n.d.). 

Today Instagram is a community of more than 150 million users (Instagram, n.d.). The 

purpose of Instagram is to capture daily life through visual images, often followed by a small 

text. The users of Instagram need to be active, as they opt-in and show their commitment by 

following other profiles/companies. In 2012 the social media network Facebook acquired 

Instagram for 1 billion dollars, and the same year the Instagram app became available for 

Android platforms, instead of only IOS devices (Venderby, 2012). 

2.4.1	Brand	loyalty	with	online	customer	experience	in	a	social	media	context	

In an online setting, customers build more trust towards a brand due to certain risks attached 

with browsing online. Therefore customers have a tendency to be more attached and loyal to a 

brand in an online environment. A way of awaking customers’ attention to a brand, is by 

using social media to communicate with the costumers. When companies are uploading 

pictures to Instagram, they are influencing customers and creating noise about their services 

or products. Through images on Instagram, companies can create more reasons for a customer 

to keep choosing them in the future (Cancialdi, 2014). According to Cancialdi, companies 

should try to avoid using social media to sell and promote products or services. Instead social 
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media should be used to add actual value for the followers. Companies need to interact with 

their followers and customers on social media in order to create more brand loyalty, the 

approach should be engaging and genuine. A study by Laroche et al. (2013) shows that 

“social media could produce positive effects for brands” (Laroche, Habibi, & Richard, 2013, 

p. 81), but the research also considers if social media is the ideal environment for brands to 

operate in. First and foremost social media was invented as a communication platform 

between people and their friends and family, and some researchers believe that it should 

continue that way. However, another group of researchers believe that social media is the best 

place to connect and communicate with people in order to maintain focus on their brand 

(Laroche et al., 2013). As discovered through the theoretical framework, a customer's 

experience online is connected to brand loyalty. Hence if customers have a positive 

experience online with a brand, it is more likely that they are loyal to that brand in the future. 

Chapter	3	Analysis	and	discussion	

Before analyzing and discussing the key findings of the research, a case presentation is 

presented in order to give an introduction to the case companies and the industries they 

operate in.  

3.1	Case	presentation	

To implement the conceptual model in a business setting, three different case companies have 

been chosen. The three companies each represent different industries, which all are a part of 

the chain of travel from a consumers perspective; the airport, the airline and the hotel 

industries. Each industry and, the case company within, will briefly be presented below.  

3.1.1	Airport	Industry	

Social media is a part of many airport’s digital marketing strategy in order to benefit from the 

user-generated content which social media is empowering. Copenhagen Airport is very active 

within the field of social media, hence the reason why it was selected as the case company 

within the airport industry.  

Copenhagen	Airport	

Copenhagen Airport is the main airport in Denmark and was established in 1925 as one of the 

first civil airports in the world (Lufthavn, n.d.-b). Today Copenhagen Airport is Northern 
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Europe’s most important transportation hub, where more than 60 airline companies have 

services to more than 140 destinations worldwide (Lufthavn, n.d.-a). Copenhagen Airport has 

also been rewarded with several prices, latest the award for best Airport F&B in the year 2014 

(Lufthavn, 2014), as well as the award for the world’s best airport security in 2013 (Lufthavn, 

n.d.-c). Copenhagen Airport uploaded their first picture on Instagram 18 months ago and 

since then they have uploaded around 229 pictures and are followed by 5.029 users. 

Copenhagen Airport is using their Instagram profile to for instance encourage travelers to 

share images of the airport through the hashtag #CPHtravel.  

3.1.2	Airline	Industry	

Online marketing has become an important tool in the airline industry where social media is a 

way to interact directly with customers. However, many airline companies lack consistency 

and strategic perspective when utilizing social media (Hvass & Munar, 2012). Since 

Norwegian Air Shuttle (from here on Norwegian Airlines) is a Scandinavian based company 

with a strong market share in Denmark, it was selected as the case company within the airline 

industry.  

Norwegian	Airlines	

Norwegian Airlines is the second largest in Scandinavia after SAS (also known as 

Scandinavian Airlines) and the third largest low cost carrier in Europe (Norwegian Air 

Shuttle, 2014a). Based in Oslo, Norway Norwegian Airlines services 416 routes to 126 

destinations in Europe, North Africa, Middle East, Thailand and the United States 

(Norwegian Air Shuttle, 2014a), and carried more than 2 million passengers in September 

2014 (Norwegian Air Shuttle, 2014b). Norwegian Airlines started using Instagram for more 

than 2 years ago, they have uploaded 130 pictures ever since and is followed by 8.976 users.  

3.1.3	Hotel	Industry	

Implementing a social media strategy is widely used in the hotel industry. However, some 

hotels are still struggling in using the full potential of social media (Chan & Guillet, 2011). 

Radisson Blu Hotels & Resorts (from here on Radisson Blu Hotels) has three hotels in 

Copenhagen, and therefore the corporate brand’s Instagram profile was selected as the case 

company in the hotel industry.  
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Radisson	Blu	Hotels	

The international hotel chain is a part of the Rezidor Hotel Group. Radisson Blu Hotels are 

located in more than 230 hotels worldwide and the hotel chain brands itself as a first class full 

service hotel with key differentiators within their services in order to be able to differentiate 

themselves within the hotel industry (Radisson Blu Hotels & Resorts Worldwide, 2014). 

Around a year ago Radisson Blu Hotels started uploading pictures to Instagram and within 

that year they have posted 211 pictures and are followed by 1.774 users.  

3.2	Analysis	and	discussion		

The results from the interviews will be used in five analyses, with the aim to apply the 

conceptual model to different perspectives. A well-laid out research will generate a valid 

answer to the research question by analyzing the keywords for each analysis identified within 

the personal interviews. All five analyses will be conducted by the use of the keywords 

identified in table 2, 3 and 4 in appendix 6, 7 and 8 respectively. The analysis will begin with 

an analysis of the industry difference, then an analysis of the gender difference and finish with 

an analysis of the differences between those who use Instagram and those who do not. Each 

analysis will follow the structure of the conceptual model throughout the entire section. 

3.2.1	Difference	in	the	industry		

The following section will include three minor analyses between Copenhagen Airport, 

Norwegian Airlines and Radisson Blu Hotels with the purpose of clarifying possible 

differences between the airport, the airline and the hotel industries. The three analyses will 

help confirm or deny the assumption which is connecting servicescape, e-word of mouth, 

perceived service quality, reliability and brand awareness to online customer experience. The 

latter connects to brand satisfaction and brand personality, which in the end ties online 

customer experience together with brand loyalty. The three analyses will start with 

servicescape. The collective key words from the research are listed together in appendix 6.  
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Servicescape	

Service-
scape 
 

First impression of 
the company i.e. 
profile text 

 Boring 
 Standard 
 Attention 

 Informative 
 Business 
 Commercia-

lized 

 Minimalistic 
 Professional 

 

The construct Servicescape is the first impression a customer has with the company, and 

therefore the construct is determined as an important feature when it comes to online 

customer experience and brand loyalty. The focus with Servicescape has been on the profile 

text, which is the first connection customers have with the three companies on Instagram. The 

result shows that customers place great emphasis on what kind of approach to interaction 

companies have with their profile text. Copenhagen Airport introduces Instagram users (from 

now on referred to as users) with the following profile text; "Official Instagram of 

Copenhagen Airport (CPH). Follow us and we'll open out airport for you. Share your photos 

on #CPHtravel or @copenhagenairport" and according to the result, the profile text for 

Copenhagen Airport is short and precise, but close to being boring and can be categorized as 

a standard text. However, it is apparent that the profile text does have an influence on some 

of the respondents who are appealed by “We will open up our airport for you” part of the 

profile text (Respondent 5, 2014). This part of the profile text is appealing because it shows a 

kind of personality from Copenhagen Airport, and they try to connect with the users at first 

glance. As the only case company Copenhagen Airport uses a hashtag in their profile text in 

order to create a community, which respondent 8 noticed quickly and concludes that it is a 

good strategy within servicescape to activate users. The airport industry is all about the travel 

experience, which is joyful and exciting for many. Thus according to the result, Copenhagen 

Airport must include humor and other methods to spice up their first impression by making 

the profile text catchier and create attention among users. The majority of the respondents 

were not impressed by the Servicescape, and one even mentioned that she could not be 

bothered with it (Respondent 7, 2014).   

The airline industry is a very competitive industry, where price and service are unique selling 

points for many of the companies within the industry. Hence Norwegian Airlines has a 

different more business-oriented approach to Servicescape compared to Copenhagen Airport, 

by being highly informative and commercialized with the following profile text: "Norwegian 

is the third largest low-cost airline in Europe with base in Scandinavia. We offer free in-flight 
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Wi-Fi on the majority of our flights". According to the result, people get the feeling that 

Norwegian Airlines is trying to sell them something instantly (Respondent 3, 2014; 

Respondent 4, 2014). However, Norwegian Airlines is able to give some kind of value to the 

customers by being informative about the company and tell a story about what they can offer. 

Although Respondent 5 is more skeptical; “I would try to look at what is the first maybe 

largest low-cost airline instead of, because you are the third and okay you offer free inflight 

Wi-Fi, but is it one of the planes I am flying with or maybe it is not, because it is only the 

majority of your planes.” (Respondent 5, 2014, p. 174). On the other hand another respondent 

were drawn to the profile text because of the facts about free Wi-Fi and being the third largest 

low-cost airline, leading to her maybe considering the company in the future (Respondent 5, 

2014). However, Respondent 7 thinks that it is too much information, and she admits that she 

might easily forget it again very quickly (Respondent 7, 2014). It was kind of expected from 

Norwegian Airlines to have a more pushy approach to servicescape, because of the 

competitive airline industry, so none of the respondents were scared away. The result also 

shows that having a more commercialized approach to servicescape can be a disadvantage for 

the company, because Norwegian Airlines tend to appear too pushy and not very personal, 

which results in giving users a more neutral experience. However, it is clear from the results 

that Copenhagen Airport contributes to a more positive servicescape than Norwegian Airlines 

but it also shows that servicescape in an Instagram context does not have a signification effect 

on customers’ online experience with the social media channel, whereas relevant literature 

argues differently. Researchers Lim et al. (Lim et al., 2011) advocate that servicescape 

features either have a positive or negative influence on customer experience, but in the first 

two cases, the influence is more neutral with no influence. The following paragraph will 

discuss if this is different in the hotel industry.  

Radisson Blu Hotels has a very minimalistic approach to servicescape with the following 

profile text "Simple. Stylish. Sophisticated. NewRadisson. NewBlu. #radissonblu". According 

to the result, the profile text matches the conception of Radisson Blu Hotels and their brand 

perfectly; “I would definitely expect to see pictures which are stylish, sophisticated and 

iconic.” (Respondent 5, 2014, p. 180). This self-ensured approach oozes a professional 

profile with expectations about what kind of pictures the profile consists of. Before 

respondent 3 saw any pictures from Radisson Blu Hotels’ Instagram profile, he already had a 

clear assumption of what to expect based on the servicescape construct; “I am expecting to 
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see very stylish pictures with very much filter on it and just with no people on it, just their 

buildings or chairs or environment pictures” (Respondent 3, 2014, p. 143). Radisson Blu 

Hotels’ highly professional approach shows that the company knows what it is doing on 

social media and there is a well thought through strategy behind its initiative on Instagram 

(Respondent 8, 2014).   

The result shows that Radisson Blu Hotels’ approach to Servicescape catches attention more 

than Norwegian Airlines and Copenhagen Airport. Radisson Blu Hotels’ laid-back style 

appeals more to a positive experience for customers than the boring and standard approach by 

Copenhagen Airport, and the informative and commercialized approach by Norwegian 

Airlines. Customers would expect something different based on the servicescape construct 

from Radisson Blu Hotels (Respondent 4, 2014), because by first-hand impression their brand 

oozes more professionalism than the two others.     

The next step is E-Word of Mouth and the key words from the research are stated below cf. 

appendix 6.  

E‐Word	of	mouth		

E-Word of 
Mouth 

Communication 
between C2C and 
B2C in an online 
setting  

 Interaction 
 Negative vs. 

positive 
 Trustworthy 

 Context related 
 Negative vs. 

positive 
 Interaction 

 Interaction 
 Significance 
 

 

The second construct is E-Word of Mouth which is communication between C2C (Consumer 

to consumer) and B2C (Business to consumer) in an online setting. The result shows that 

Copenhagen Airport is being praised for their interaction with the users by replying back to 

comments and acknowledging users’ effort and actions on the pictures. Respondent 1 (2014) 

acknowledges Copenhagen Airport’s actions as being more personal and contributing to a 

lively media with more creditability. In general when Copenhagen Airport interacts with the 

users it has more impact, likewise the way Copenhagen Airport communicates back to the 

users has a bigger influence on the costumer, than the interaction between C2C. Copenhagen 

Airport appears more personal and familiar in the minds of the consumers when they interact 

with them. The actual comments from other users can vary in importance and there is a 

distinction between negative and positive comments. The result shows that the comments 

present on the picture A3 cf. appendix 3, are more neutral and they do not have an effect on 
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online customer experience and brand loyalty. However, if the comments were either more 

negative or positive it would have an effect; “Well if there are negative [comments] I would 

try to steer away from the company. If they are positive [comments] I would probably 

consider them a better company.” (Respondent 2, 2014, p. 119). Thus neutral comments 

would not have an influence, but instead there would be more focus on the response from the 

company and the latter would play an important part in online customer experience and brand 

loyalty. It is also notable that respondent 8 points out that a company can seem more 

trustworthy when a lot of positive comments have been made on social media by other 

people. Even though comments are often made by somewhat strangers, it is still more 

trustworthy when it comes from other customers than from the company itself (Respondent 8, 

2014). It is interesting to see that C2C comments could have an influence on online customer 

experience when it comes to the airport industry, since the main purpose of the airport is to 

service as a gateway for airlines companies to carry their customers from A to B.  

For Norwegian Airlines comments that are either negative or positive also have an influence 

on customers’ online experience and loyalty, but in this case it is interesting to discover that 

one single negative comment can easily overrule many positive comments. Customers tend to 

focus more on the negative rather than the positive comments, especially when it comes to e-

world of mouth in the airline industry due to the high switching cost. Norwegian Airlines’ 

strategic position in the airline industry results in negative comments overshadowing positive 

comments, even if there is a majority of positive remarks about the company. However, the 

result also shows that some comments need to be context related in order to have a full effect. 

In the situation with picture B3, in appendix 3, where a user is going into detail about a bad 

experience he had with the company, the result shows that because the comment is elaborated 

into details on social media, it somewhat falls out of context for many of the respondents 

(Respondent 3, 2014). Hence how Norwegian Airlines handles the situation is what matters to 

customers, and the fact that Norwegian Airlines does not delete all the negative comments 

makes them more trustworthy and transparent in some respondents opinion (Respondent 8, 

2014). The keyword interaction also makes itself felt for Norwegian Airlines, but in another 

way than for Copenhagen Airport. Norwegian Airlines does not respond to the comments on 

the pictures like Copenhagen Airport does, and that has an impact. The findings stated that the 

interaction between B2C via comments has just as much an influence, or even more, than 

comments posted by others. Some customers would not think worse of Norwegian Airlines 
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because of the negative comments, but would place more emphasis on the way that they 

respond back (Respondent 7, 2014). Due to the image Norwegian Airlines has by being a 

low-cost carrier, the result shows that some of the respondents did not even expect Norwegian 

Airlines to reply back, hence they do not expect that kind of service from a low-cost carrier. 

The fact is if Norwegian Airlines replied back, it would surprise some in a highly positive 

way, but it all depends on if they have a professional approach to the comments and reply 

back in a professional manner. Customers would then evaluate their opinion towards 

Norwegian Airlines based on the way they managed negative comments. As stated before 

Norwegian Airlines fails to respond to the comments on their Instagram pictures and it can be 

assumed that it is the same for their other pictures on Instagram. It is obvious that the airline 

industry is keener and e-word of mouth could influence more on online customer experience 

than Copenhagen Airport because customers are more on alert for negativity.       

The construct e-word of mouth is not always on everyone’s interest sphere; some comments 

can have an interest for one person, but be of no interest to others. Radisson Blu Hotels’ 

pictures on Instagram seem to have more significance than the comments, i.e. the picture of a 

paradise destination in picture C2 cf. appendix 3. The picture appeals to customers because it 

sparks a desire for travel and evokes positive feelings in the majority of the respondents. On 

the other hand, according to Respondent 6, if negative comments to a specific picture are in 

the line of ““this is not at all how is in reality, this is the worst shit ever”” (Respondent 6, 

2014, p. 199), then she would be influenced to think negatively about the company. Unlike 

Norwegian Airlines and their lack of interaction, the interaction is present for Radisson Blu 

Hotel, just like for Copenhagen Airport, which is something the respondents appreciate. For 

the customers it signals that Radisson Blu Hotels cares and shows interest in them. The result 

shows that for Radisson Blu Hotels the comments would probably not have that much of an 

influence on online customer experience. It is more the pictures that stands out and have an 

influence, hence the desire evoking emotions towards travelling.   

The result shows that when customers do not know the company that well, they are more 

influenced by the construct e-word of mouth than if they already have been in interaction with 

the company and already have built their own knowledge about the company through 

personal experiences. Copenhagen Airport is using the construct e-word of mouth in a more 

professional manner, where the keywords are interaction and how the negative and positive 
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comments are divided, whereas for Norwegian Airlines context related is also very important. 

No matter the industry, customers will always feel more valued and appreciated if they see 

that companies interact with them; “what they write you can sense that okay a person is 

sitting and writing that.” (Respondent 7, 2014, p. 206) 

Moving on to Perceived Service Quality and the key findings from the research are stated 

below cf. appendix 6.  

Perceived	Service	Quality				

Perceived 
Service 
Quality 

Different cues like 
pictures customers 
are using to 
evaluate intangible 
products   

 Expression 
 Quality 
 Sufficient   

 Efficiency 
 Personal 
 Expectation 
 Visual identity 

 Visual identi-
ty 

 Professional 
 Commercial 

 

The third construct perceived service quality is conducted by different cues, which customers 

are using in order to evaluate intangible products like a service from a service company. Cues 

in this context are the pictures uploaded on Instagram. Many of the respondents have trouble 

perceiving Copenhagen Airport as a company instead of a service organization, which may 

have had an influence on the result. According to Respondent 1, a high level of quality in 

pictures oozes professionalism (Respondent 1, 2014), and thereby perceived service quality 

can have an influence on online customer experience and later brand loyalty. Pictures can 

convey a high level of quality in many ways, but the result shows that many of Copenhagen 

Airport’s pictures presented to the respondents are not sufficient enough. Some pictures are 

not good enough quality for the audience, and many questioned especially picture A4’s 

existence; “I do not what the hell they are doing on Instagram really” (Respondent 6, 2014, 

p. 189). It shows that the quality of a picture needs to be high in order to get what you want 

out of the picture. When people are not satisfied with a picture, or if they do not understand 

the content of the picture, it can influence the total online customer experience. In this case 

Copenhagen Airport’s picture A4, in appendix 3, does not convey the experiences customers 

have with the airport, hence the quality of the picture is not high. Respondent 4 stresses the 

lack of people in picture A4, cf. appendix 3, and it gives her the impression that maybe the 

company is not doing too well, because she normally thinks of an airport as a busy place. 

Consequently she would be willing to go to a different airport, if she felt that the quality was 

not high enough determined by her own personal experience (Respondent 4, 2014). When 
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Copenhagen Airport uploads a picture with poor quality or service, the result shows that the 

likelihood for customer to believe that the company does not care about what they 

communicate out is stronger (Respondent 8, 2014). Experiences like the latter can have a 

negative influence on online customer experience because there may be expected high 

standard among the users, but the pictures convey another reality. This means that people 

actually have to go to the airport to validate their expectations and experiences in order to 

become brand loyal. On the other hand some other pictures, like picture A6 cf. appendix 3, 

manage to express feelings and emotions recalled by the users. It is especially the travel 

experience, and emotions associated with that, which people get from the pictures in the 

research (Respondent 2, 2014).   

Norwegian Airlines has managed to create a visual identity through their images on 

Instagram; “it seems like a high quality service minded and friendly airline” (Respondent 3, 

2014, p. 141), which conveys into a positive online experience for the majority of the 

respondents. In general, the result shows that the respondents are more pleased with the 

pictures from Norwegian Airlines than those from Copenhagen Airport. The visual identity 

conveys all aspects of Norwegian Airlines service product, and they are being able to kind of 

make their intangible service more tangible for customers by showing them what they can 

expect from Norwegian Airlines. The perceived service quality construct has also generated 

the keywords efficiency and personal through the pictures. Efficiency is very important for 

customers, as it proves that they would be able to go from A to B whenever they want in a 

safely manner. The pictures with the employees are inducing a better experience with a high 

level of service and quality, which causes in an increased expectation of the service level; 

“But I would have very high expectations for the staff now.” (Respondent 5, 2014, p. 176). 

Norwegian Airlines is capable of setting up high expectations by showing through the 

pictures that their service quality level is high and efficient. Respondent 7 portrays Norwegian 

Airline as a low-cost carrier with a higher sense of quality and professionalism than expected 

from other competitors (Respondent 7, 2014) and result shows that Norwegian Airlines’ focus 

on its visual identity is giving is a more personal, appealing and favorable profile on 

Instagram, which could lead to brand loyalty if it is able to deliver at the right price.  With the 

uploaded pictures Norwegian Airlines is giving the brand a more personal touch, which 

makes the respondents more drawn to Norwegian Airlines pictures and their brand. 



Brand loyalty on social media                                                                     Cand.soc. in Service Management, CBS 
 

 	
Page	38

	

Like Norwegian Airlines, Radisson Blu Hotels has created a visual identity with focus on its 

image through pictures on Instagram. With the use of images, customers can use the visual 

identity to evaluate the service that Radisson Blu Hotels provides. According to the result the 

visual identity is an expression of high level of quality, luxurious, stylish and sophisticated. 

According to Respondent 3, you will get excellent service from a good company by looking at 

the pictures (Respondent 3, 2014). Other cues like objects in the pictures also indicate a high 

level of quality, according to the respondents. In picture C6, cf. appendix 3, all respondents 

notice the designer furniture in the picture and associate it with high level of service and 

quality. Thus the visual identity is making the perceived service construct strong, and the 

respondents have a clear idea of what Radisson Blu Hotels stands for and how their image 

should be contemplated. Respondent 8 emphasizes the visual identity by saying; “they are 

selling a lifestyle and that is really important I think” (Respondent 8, 2014, p. 243). Many of 

the respondents knew the brand, but have not had any personal experience with it. However, 

there was consensus about the perceived service quality, and the evaluation of the brand 

through the pictures was very positive. The result also stresses the professional level of the 

pictures by determining that the company looks very professional. But according to some of 

the respondents, the professional side of the brand can also appear impersonal. The pictures 

look very professional, shot by photographers, but none of the pictures have people in them, 

which is being interpreted as a brand that is not personal (Respondent 7, 2014; Respondent 8, 

2014). Furthermore, the perceived service quality for Radisson Blu Hotels also conveys 

professionalism in an international environment, which is also determined by the hotel group 

being a global and successful hotel chain (Respondent 8, 2014). Lastly Radisson Blu Hotels 

approach to the perceived service quality construct is a bit more commercialized than 

Norwegian Airlines; “But I think you see a good example of commercialization and what you 

want to show, and how you should use for example an Instagram profile” (Respondent 5, 

2014, p. 180). The findings show that Radisson Blu Hotels’ Instagram profile is a perfect 

example of using a direct channel to customers, and thereby being able to show exactly what 

you want to show by using high quality pictures, pictures that also could be featured in an 

advertisement in a travel magazine.         

To sum up the perceived service quality construct, the result shows that Copenhagen Airport 

faces the issue of been misunderstood and portrayed differently from their corporate values 

and image by having pictures on Instagram which users do not understand. One respondent 
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event made it clear that she would not have allowed those type of pictures uploaded on 

Instagram if she was working in their marketing department (Respondent 8, 2014). It seems 

Copenhagen Airport has a lot of focus on Instagram where they integrate travelers in their 

communication. Due to the airport industry if an airport is successful on Instagram it does not 

have not big of consequence, since customers do not see the airport as a business. The airport 

is more viewed as a service feature, where there is no competitors to help increase the service 

and quality level in the industry. For the airline industry and the hotel industry, using 

Instagram is more a communication channel so show the world what kind of services they can 

offer. Norwegian Airlines and Radisson Blu Hotels faces a similar issue by create this visual 

identity that in the end can be far from the corporate identity they have offline. However 

customers are more skeptical in the airline industry, where they have more trust in the hotel 

industry. The image and identity in an offline setting is the one that should results in repeat 

business and not end up disappointing customers to the point that they seek alternatives. The 

literature points out that perceived service quality can have a direct relationship to brand 

loyalty (Lim et al., 2011). However, the result shows the kind of industry must be taken into 

consideration, before one can confirm if that relationship between perceived service quality is 

valid.  

The next step is Reliability where the key findings from the research are presented below cf. 

appendix 6.  

Reliability	

Reliability Consistency in 
terms of uploading 
images, connecting 
the images to the 
quality of a brand 
and connecting 
with the Instagram 
users in terms of 
reliability 

 Connection 
 Movement 
 Emotions 

 

 Product 
 Advertising 
 Expectations  

 Objects 
 Quality 

 

The fourth construct is reliability and which looks at how reliable a company is and how 

consistent they are with their pictures. On Instagram it is important for companies to be able 

to show users that they can deliver the promised service, quality and value in a consistent way 

through visual image. Copenhagen Airport has been able to show a connection between the 
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uploaded pictures;“Well these five pictures, you come to the airport, you go to check-in, you 

sit and wait for the plane, you fly and come home” (Respondent 1, 2014, p. 108), but not 

everyone was able to see the same connection as Respondent 1. The result shows that people 

do not understand and interpret the same thing, especially when it comes to images. There 

were different opinions to all the pictures, but it was noteworthy that most of the respondents 

were surprised about the quality of the majority of the pictures. One respondent even pointed 

out that Copenhagen Airport could do much better and could easily display a better brand 

(Respondent 5, 2014). It is clear that it is crucial to use images with high quality in order to 

appear more professional, and use images which are more readable for everyone. The result 

also shows that Copenhagen Airport is good at conveying a positive experience by uploading 

images that signify movement in terms of travel. Copenhagen Airport is appealing to the 

majority of the respondents by having pictures that enhance their desire to travel and in that 

way become loyal to the brand. Emotions are another keyword in this setting, as the result 

shows that some of the images evoke some sort of feelings when seeing other people in the 

pictures, and the pictures express the mood in an airport.  

Norwegian Airlines has focused on different aspects of their core product in the images and 

consequently customers rely on the company to perform the service that they express they 

would through the images (Respondent 2, 2014), which confirms the literature (Lin et al., 

2012). Respondent 8 mentions that the pictures together tell a little story about their all-round 

product (Respondent 8, 2014). As a result, the content of the images, especially picture B5 

and B10 in appendix 3, evoke expectations among users, particularly consumers who have 

never flown with Norwegian Airlines before. Expectations can quickly become a disaster for 

Norwegian Airlines if they do not live up to them. Therefore one of Norwegian Airlines tasks 

is to live up to the expectations and stay reliable consistently. Furthermore, findings show that 

customers are not expecting a high level of service from Norwegian, because they are a no-

frill service company. Hence they are more likely to be surprised than disappointed. It is clear 

for the respondents that Norwegian Airlines is advertising itself through images; “I mean they 

think a lot about how they look on social media ….. They are very aware of how they are 

showing themselves online.” (Respondent 6, 2014, p. 195). The respondents show no doubt 

about that strategic focus. Norwegian Airlines are selling themselves by showing the 

outstanding professional side of the company. However, the result shows that some people are 

not so easily fooled by the reliability construct that Norwegian Airlines are enhancing. They 
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know that reality can be somewhat different from the pictures they see on Instagram 

(Respondent 6, 2014).  

On the other hand Radisson Blu Hotels stay reliable through different keywords than 

Norwegian Airlines and Copenhagen Airport. Radisson Blu Hotels’ approach to the reliability 

construct is by focusing on objects rather than people in order to show their consistency. 

While there is no focus on people, like Norwegian Airlines has, the result states that the 

pictures still express a cozy atmosphere in a sophisticated hotel environment, which reflects 

an expensive experience. According to the result, Radisson Blu Hotels’ reliability construct is 

connected to the high level of quality they care committed to, indicated by their overall strong 

hotel brand community created within the hotel chain (Respondent 2, 2014; Respondent 3, 

2014), which means there is a clear connection between the pictures in terms of quality. 

However, the picture of the food in picture C2 cf. appendix 3 appears to stand out and is 

addressed by some of the respondents. One respondents think that the picture nevertheless fits 

in the high quality and exclusive visual identity (Respondent 7, 2014), but Respondent 5 

(2014) thinks that the pictures is bad quality and argues that there is other ways to show 

healthy food and living, which would connect better with the rest of the pictures;“you can 

show healthy food without writing it and you could explaining with the picture like all the 

other picture explains you have high quality” (Respondent 5, 2014, p. 182).  

It can be concluded that Norwegian Airlines is better at enhancing the reliability construct by 

showing pictures on Instagram that are more reliable, consistent and connected. This was 

expected since the airline industry is so competitive that Norwegian Airlines have to perform 

the best in every aspect of their marketing in order to create awareness. The images paint a 

picture of their core services, and thereby set some expectations by the customers, that 

Norwegian Airline can deliver the promised value, as the theory points out (Lin et al., 2012). 

Norwegian Airline again showcases another approach than Copenhagen Airport, by the type 

of pictures they upload. With Copenhagen Airport it shows that it is more difficult to see the 

message behind every picture, which is surprising since it seems that Copenhagen Airport is 

very active on Instagram, but maybe not effective. Furthermore, the airport industry is not 

looked upon as an actual business with competitors. Thus customers feel more brand loyal, 

because they do not feel that they have other alternatives. Radisson Blu Hotels seems like 

they are the ones who manage to show higher reliability in terms of consistency and quality. 
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In the hotel industry Radisson Blu Hotels is one of the dominating hotel chains, which is 

something that they convey to Instagram through their images.         

Moving on to brand awareness where the key findings from the research are presented 

hereinafter cf. appendix 6.  

Brand	Awareness		

Brand 
Awareness 

The ability to 
recognize a brand 

 Recognizability  Low-cost iden-
tity 

 Price 
 Recogniza-

bility 
 

The fifth construct is brand awareness, which is about customers being to recognize brands 

(D. A. Aaker, 1991). According to the findings, Copenhagen Airport has recognizability as 

the keyword due to the fact that everyone knows Copenhagen Airport and many of the 

respondents have been to the airport several times before. The airport industry also has the 

advantage that if customers want to go on vacation, depending on the type of vacation, they 

cannot avoid traveling in and out of an airport. Therefore the main focus should be on the 

amenities at airports instead, in order to create business in the C2C environment.  Copenhagen 

Airport has the advantage of performing horrible service, but still being able keep loyalty 

among customers, simply because customers do not have any clear alternatives.  

Norwegian Airlines is operating in a more competitive environment, where recognizability 

and cues like image, logo and slogan play an important role in order to be recalled in the mind 

of the consumers. Norwegian Airline’s keyword under Brand Awareness is low-cost identity 

due to the fact that everyone knows Norwegian Airlines because of their strong low-cost 

carrier brand. However, according to the result Norwegian Airlines’ strong brand awareness 

construct has no influence on online customer experience and brand loyalty. In the airline 

industry, customers simply base their online customer experience and brand loyalty on other 

criteria like interaction, price and personal experience. 

Radisson Blu Hotels is, like Norwegian Airlines, operating in a competitive environment in 

the hotel industry, and Kimpakorn and Tocquer (2010) argue that recognizability is very 

important in order to have an influence on customers’ choice of service. Equally Radisson Blu 

Hotels also has a strong brand awareness construct due to their recognizability. The hotel 

chain has a strong brand, which is recognizable, but many of the respondents thought they 
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knew Radisson Blu Hotels better, which was revealed not to be the case (Respondent 5, 

2014). One of the reasons why the respondents did not know Radisson Blu Hotels that well, 

could be because of price. According to the result, Radisson Blu Hotels appeals to more 

business people rather than students, which is the majority of the sampling. Therefore price is 

associated when the brand is being recalled in the minds of the consumers. 

However, result shows that for both Copenhagen Airport, Norwegian Airlines and Radisson 

Blu Hotels their strong brand awareness construct has no influence on online customer 

experience and brand loyalty simply because of the industries they operate in. On the other 

hand, the result also shows that the more a brand appears in the mindset of the consumers, the 

more familiar, comfortable, relaxed and safe they attend to be towards the brand (Respondent 

5, 2014; Respondent 7, 2014). This confirms Balaji’s (2011) take on brand awareness, where 

awareness creates familiarity and increases customer trust.  

The next step is online customer experience and the key words from the research are stated 

below cf. appendix 6.  

Online	Customer	Experience		

Online 
Customer 
Experience 

A combination of 
emotional and 
rational factors   

 Visual aspect  
 Creative 
 Communica-

tion 

 Visual identity 
 Expectations 
 Connection 

 Belonging 
 Desire 
 Pleased  

 

The sixth construct, online customer experience, is a combination of emotional and rational 

elements that influences customers’ perception of a brand through images on Instagram. The 

result shows that Copenhagen Airport is able to create a visual aspect of the airport through 

the images on Instagram. The visual aspect is somewhat appealing to many of the respondents 

because it evokes certain emotional factors like feelings and memories connected to a travel 

experience, which is a positive experience for many. The result shows that people are missing 

creative and professional photos, even though Respondent 3 likes that Copenhagen Airport 

interacts with users by using users’ photos through the hashtag #cphtravel (Respondent 3, 

2014). In order to achieve creative and more professional images, Respondent 1 suggests that 

by using Photoshop, Copenhagen Airport could make the photos more professional and 

appealing (Respondent 1, 2014). The result is clear, people are seeking features that can 

appeal, drive emotions and add value to them in order to acquire a positive online experience, 
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which conveys to the features that Chaffey and Ellis-Chadwick (2012) influences customers’ 

perception of a brand online. Hence Copenhagen Airport could work more on their visual 

aspect by appealing more to emotions, show consistent photos and even add some value. 

Value adding features could be offering discounts to various shops around the airport or 

showing other aspects of the airport in order to give users new memories. As already 

mentioned, Copenhagen Airport gets praised for its communication with its use of hashtags, 

which it should continue having focus on and improve even more (Respondent 8, 2014). 

Gentile et al. (2007) conceptualized Customer Experience into different components, and the 

lifestyle component is evident to use in an online setting, as Copenhagen Airport is creating a 

community on Instagram with the use of hashtags (Gentile et al., 2007). Thus they are 

encouraging customers to be a part of their community and share experiences when using the 

airport. Moreover, the result shows that being a part of this community would have an 

influence on Brand Loyalty; “would uphold me loyalty because it is very positive and it is a 

part of this community” (Respondent 3, 2014, p. 140). However, respondents are also seeking 

a more personal aspect of Copenhagen Airport’s brand, in terms of happy and smiling 

travelers and continuously providing more facts and information about its airport and new 

openings of stores. Even though the concept of online customer experience does not focus on 

the employees like its ancestor, the concept of customer experience, the result shows that 

customers are missing more emotional factors like faces of travelers or check-in staff, which 

they associate the brand with.  

Norwegian Airlines is using Instagram to show the best features of their brand by creating a 

visual identity. The visual identity is showing different aspects of their product and services 

through images. In doing so they manage to obtain a connection with the users. Norwegian 

Airlines are nurturing the connection with the users by showing a personal side of the brand. 

They are showing the users different sides of their services, which you normally do not get to 

see, such as the inside of a cockpit. As mentioned before, when Norwegian Airlines is 

presenting such a strong visual identity online, it causes the emotional factor expectation from 

customers. They would be able of accommodating some of the expectations by uploading 

never before seen pictures. On the other hand there are also expectations that they would fail 

to accommodate, like showing a type of service the users think they cannot deliver 

(Respondent 5, 2014). Many of the respondents think that an online customer experience 

initiative from Norwegian Airline could be to offer discounts and other types of offers 
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through pictures. Offers and discounts would provide value for the users by making them feel 

that they would gain something from  their interaction with Norwegian Airlines on Instagram. 

Furthermore, other respondents are missing more rational factors, hence another initiative 

could be uploading photos of destinations they are flying to and other kind of information and 

facts that customers are ignorant of.  

Radisson Blu Hotels’ activity on Instagram targets another audience than the sampling for this 

research. The result shows that the perception of Radisson Blu Hotels is very appealing, but 

the respondents do not feel that they belong to the target group of the brand; “I do not know if 

they want to appeal to more students, but I do not think that is their segment, so I do not know 

it if I would go in and like follow that profile” (Respondent 8, 2014, p. 241), which for some 

can convey into a negative perception of the brand; “Maybe a bit negative actually because I 

do not think I would be in their target group” (Respondent 1, 2014, p. 114). The result shows 

that Radisson Blu Hotels are able to evoke the emotional factor desire among the respondents 

in terms of travelling. The pictures invoke the desire to travel which is not necessarily related 

towards the Radisson Blu Hotel brand, but more the general urge to get away on a vacation. 

Overall the respondents are very pleased with the pictures from Radisson Blu Hotels, and 

because they are pleased they have a positive perception of the hotel. On the other side 

respondents are missing more value added interaction from Radisson Blu Hotels in order to 

get a more positive online experience. Like with Copenhagen Airport and Norwegian 

Airlines, respondents are suggesting offers and discount as a value adding initiative which 

would benefit the interaction. 

Overall it shows that with online customer experience there is no difference in industry. When 

it comes to pictures on Instagram, the emotional factor applies to every industry and 

customers within the industries are more emotional due to images. However, when purchasing 

services within the airline and hotel industries, the rational factor plays a crucial role, and the 

emotions are often put to the side. Some of the existing literature on customer experience 

could apply to online customer experience. The research shows that conceptualizing customer 

experience into dimensions like Gentile et al. (2007) did, is profitable to do with online 

customer experience as well. Copenhagen Airport, Norwegian Airlines and Radisson Blu 

Hotels are engaging several of the components with their use of visual images on Instagram. 

By the emotional component they are generating emotional experience through visual images, 
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and thereby creating a personal and affective relationship between customers and their brand. 

Furthermore, Gentile et al. (2007) conceptualized a lifestyle component where Radisson Blu 

Hotels offers a lifestyle experience on Instagram, which appeals to values and beliefs among 

the users; “they actually focus on lifestyle” (Respondent 8, 2014, p. 243). It can be values and 

beliefs that customers already are practicing or a lifestyle that customers wish and dream to be 

a part of. Before the latter can have an effect, customers need to believe that they are within 

the brand’s target group.    

Moving on to Brand Satisfaction where the key findings from the research are stated below cf. 

appendix 6.  

Brand	Satisfaction	

Brand 
Satisfaction 

An immediate 
response from the 
customers to the 
encounter with the 
brand 

 Expectation 
 Experience 
 Loyalty  

 Experience 
 Expectations 

 Experience  

 

The seventh construct, brand satisfaction, is the result of a brand’s performance compared to 

customers positive or negative expectations prior to the encounter. Copenhagen Airport is 

able to encourage some customers’ brand loyalty by performing satisfactory on Instagram 

(Respondent 3, 2014). However, the result shows that customers tend to be more loyal when 

there is no other alternative, no matter how satisfied they are by Copenhagen Airport’s online 

performance. Other respondents base their loyalty on other criteria, such as personal 

experience (Respondent 2, 2014). The result also shows that a satisfied online positive 

experience would make customers more loyal and willing to recommend the company to 

others (Respondent 4, 2014; Respondent 5, 2014). Like theory determined, expectations also 

have a role in Copenhagen Airport’s brand satisfaction, because if they do not live up to 

customers’ expectations, customers would be more disappointed with the brand, which would 

decrease their satisfaction towards the brand (Respondent 7, 2014).  

Norwegian Airlines has more to prove, according to their brand satisfaction construct, due to 

competitiveness in the airline industry. The result shows the same two keywords experience 

and expectations for Norwegian Airlines as for Copenhagen Airport. The reason behind this,is 

that the two keywords are common factors for achieving Brand Satisfaction according to 
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research done by Krystallis and Chrysochou (2014). The result shows that personal 

experience has a bigger role on brand satisfaction than an online experience. Customers value 

their own judgments and know-how’s in reality rather in online settings. In general the result 

shows that about half of the respondents would be more brand loyal if they are satisfied with 

an experience on Instagram, while the other half do not believe that they would be more brand 

loyal if they are satisfied with an experience on Instagram. Other factors like personal 

experience play a larger part than online experience. Norwegian Airlines causes some 

expectations that need to be addressed in order to achieve brand satisfaction. These 

expectations would most likely be meet in an offline setting during the service encounter with 

customers rather than online.  

It is under the same circumstances with Radisson Blu Hotels, but experience is more in focus. 

In general if customers have a good experience with a brand they tend to return. However, it 

can be assumed by the findings that a personal experience is more likely to have a greater 

effect on customers than an online experience. In this case, an online experience happens 

either before or after a consumption, which means that the actual satisfaction would be 

evoked during the consumption, and after, if there was a bad experience during the 

consumption. It can be determined that there is no difference between industries when it 

comes to the brand satisfaction construct. As literature argues, brand satisfaction is better to 

use in an offline setting, where a personal encounter with the brand is a part of forming brand 

satisfaction (Krystallis & Chrysochou, 2014). The findings support the theory by determining 

that no matter the industry, customers base their brand satisfaction on personal experience and 

not online experience.  

The next step is brand personality and the key words from the research are stated below cf. 

appendix 6.  
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Brand	Personality		

Brand 
Personality 

Human 
characteristics 
customers 
associate with a 
brand 

 Happy 
 Excitement 
 Sensitive 

 Price-sensitive 
 Professional 
 Friendly 

 Upscale 
 Professional 
 Quality-

conscious  

 

The eight construct is brand personality, which is the human characteristics customers 

associate with a brand (J. L. Aaker, 1997). The first keyword for Copenhagen Airport is 

happy. Even though the airport industry is not a typical business, but more a service feature, it 

is still possible to identify an airport like Copenhagen Airport with happy and smiling people. 

Identification is an important aspect of brand personality, and according to theory brand 

personality is often used to express customers own personality (Kim et al., 2001). Hence the 

result shows that if customers can identify themselves with people who have the same values 

and position in life, and that use the brand, they tend to be more safe and secure with choosing 

the brand, as it can fulfill their needs (Respondent 7, 2014). On the other hand, the pictures 

that Copenhagen Airport uploads to Instagram are sensitive for many. For respondent 5 

Copenhagen Airport is very appealing. However, the pictures conflict her thoughts and 

feelings about the airport with what she sees in the pictures. Thus she was unable to relate to 

some of the pictures because her thoughts and feelings about the airport did not convey. 

Copenhagen Airport needs to contemplate what kind of pictures they upload and consider 

how the outside world will interpret the images. On the other hand, Copenhagen Airport uses 

hashtags to create a community around the brand, which was acknowledged positively 

according to the results. Copenhagen Airport does not have employees that can create 

characteristic associated to the brand, in the same way that Norwegian Airlines does. Instead 

they are able to touch the feeling of excitement through this community, which evokes some 

kind of feelings that make it convenient for customers to associate the brand with 

(Respondent 3, 2014). Lastly the airport industry connects to a variety of different kinds of 

roles people have during their life, because everyone needs to make the acquaintance of an 

airport at one point in time (Respondent 7, 2014).  

Even though the airline industry is operating with a price-sensitive audience, the result shows 

that identification is also an important factor for Norwegian Airlines’ brand personality 

construct;“I would feel like this is the right choice for me because everyone else that I identify 
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myself is also using it.” (Respondent 7, 2014, p. 218). The reason behind it is that Norwegian 

Airlines is a low-cost carrier, and because the respondents are price-sensitive characters, they 

could better identify themselves with the brand. However, the identification could not reach to 

the degree of being more loyal to the brand. As an advantage, Norwegian Airlines has the 

ability to associate human characters like friendly and professional to their brand, in the form 

of the cabin crew and pilots. According to the result, the brand is becomes more personal to 

the customers when they upload pictures of cabin crew and pilots;“it is more personal than 

the one from Copenhagen Airport. So I feel more familiar with them, I can relate more to 

them.”(Respondent 7, 2014, p. 215). Norwegian Airlines is using its employees so customers 

better can associate the brand with human characters, as Aaker (1997) refers to brand 

personality. As a result customers think more highly of the brand, because they see it as being 

more personal and familiar. Respondent 6 could identify herself with Norwegian Airlines, but 

she also stresses that putting up pictures of employees would not always convey the reality; “I 

mean they look more tried and more they are very busy people and they look very relaxed and 

they got the time to look perfect and that is not reality, we all know that.” (Respondent 6, 

2014, p. 198). Customers can better associate the brand with the low-cost carrier profile 

Norwegian Airlines promote themselves to be, which is an advantages for the company, as 

theory stated customers tend to be more loyal when they can identify themselves with the 

brand (Kim et al., 2001).  

As for Radisson Blu Hotels, identification is also an important factor for the brand personality 

construct. Radisson Blu Hotels is using a different approach by not having people but objects 

in its pictures, which seems like it is a clear choice made by the marketing department. 

According to the research, customers feel that they can better identify themselves with others 

in the same life-circle (Kim et al., 2001), thus Radisson Blu Hotels is missing people in the 

pictures in order for users to better associate the brand; “If I saw some people on the pictures, 

I could better imagine myself being there.” (Respondent 7, 2014, p. 221). Radisson Blu 

Hotels lacks human characters in order for the respondents to identify with the brand;“It 

would be nice to include more people I think because it does not say anything about Radisson 

itself, it could be a picture from me” (Respondent 8, 2014, p. 240). On the other hand the 

respondents are using the objects and surroundings in the pictures and thereby associate 

professional features with the brand. Furthermore, respondents could easier relate or identify 

themselves with Norwegian Airlines, because they argued that they were in the same position 
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as the people they relate Norwegian Airlines with. This situation is different for Radisson Blu 

Hotels, where many of the respondents stress the fact, that they do not think they are in its 

target group. The pictures uploaded to Instagram convey upscale and quality-conscious 

characters associated with the brand. This results in problems with identifying themselves 

with the brand; “And their segmentation of the customers would like to have a more high end, 

and that is what they show.” (Respondent 5, 2014, p. 183). Instagram is a wide media to use 

as a distribution channel, therefore it is vital for Radisson Blu Hotels to know what type of 

people they are communicating to and be consistent in order to reach their segment.  

On the basis of the result, the brand personality construct has an influence on brand loyalty 

and due to online customer experience, customers will be more united with characters 

associated with the brand. However, in the airport industry customers are already loyal to the 

brand, as they do not see any other alternatives, whereas in the airline and hotel industries 

customers base their loyalty on other criteria like personal experience instead of brand 

personality.  

The last step is brand loyalty and the key words from the research are stated below cf. 

appendix 6.  

Brand	Loyalty	

Brand 
Loyalty 

Commitment to 
the brand  

 Personal expe-
rience 

 Price 
 Alternatives 

 Price 
 Personal expe-

rience 
 Alternatives 

 Price 
 Personal ex-

perience 
 Product 

 

The ninth construct is brand loyalty, which is one of the ultimate determinants of a successful 

business (Krystallis & Chrysochou, 2014). As theory argues, when customers feel loyal 

towards a brand they are less likely to switch to another brand because they stay loyal (Lim et 

al., 2011). According to the findings Copenhagen Airport, Norwegian Airlines and Radisson 

Blu Hotels share the same keywords for the brand loyalty construct. However, Radisson Blu 

Hotels has the keyword product instead of alternatives. The keywords are personal 

experience, price and alternatives and they are all associated with a commitment to a brand. 

However, personal experience assigns more importance to the airport industry, while price 

assigns more importance to the airline and hotel industry. It is clear that brand loyalty is a 

difficult construct to master. Aaker (1991) argues that brand loyalty is closely connected with 
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customers’ own personal experiences from using the service or product. This is illustrated in 

the airport industry in terms of Copenhagen Airport, where customers base their loyalty on 

personal experience rather than experiences online. If they have a positive personal 

experience with Copenhagen Airport, they tend to assign more importance to online 

experience especially in situations where they know the brand very well. In situations where 

the brand is fairly unknown, brand loyalty is solely depending on personal experience, price 

and alternatives. Based on the pictures from Instagram, the respondents could not see 

themselves as being more loyal to Copenhagen Airport, especially because they could not see 

any other alternatives. Even if there was an alternative to Copenhagen Airport, loyalty still 

depends on the price of a flight ticket. People would go to that airport where they could get 

the cheapest flight out of town. Surely amenities like restaurants, shops and other service 

related features are good to have, but it is not vital and it does not overrule the price of flight 

tickets.  

According to the result, Norwegian Airlines are facing the same issue with the brand loyalty 

construct as Radisson Blu Hotels; “Immediately I am thinking yes, but I also know that the 

loyalty when you sit at computer and you have to book and it comes to the price, then it can 

be different from what you think now, and what it going to happened in the actual situation 

can be different.” (Respondent 7, 2014, p. 217). Price is the keyword for both Norwegian 

Airlines and Radisson Blu Hotels, but personal experience and flight itineraries cf. 

Norwegian Airlines, do also play a role for customers. In the airline industry price is an 

important factor. Even though customers may experience a negative personal experience with 

Norwegian Airline, they still could consider using them again if they can offer a certain flight 

to a lower cost than the competitors. Respondent 8 had a bad personal experience with 

Norwegian Airlines, but still she would consider them for short haul flights; ”from that 

experience I was really like, I was considering if I want to fly with them again, but still if it is 

still short distance it would be okay.”(Respondent 8, 2014, p. 242). This situation conveys 

well with Aaker’s (1991) view on several levels of loyalty, where the airline industry is in the 

bottom level representing no loyalty. Customers are not more loyal in the airline industry then 

they would pay a little extra if the alternative has a much better service to a more reasonable 

price, especially most seen with long haul flights. For short haul flights, service does not have 

an influence. It is all about the cheapest alternative. In those situations where customers have 

narrowed two alternatives down, the personal experience with the two alternatives has more 
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to say than the price (Respondent 6, 2014; Respondent 7, 2014). In some cases people are 

willing to pay a little extra if they know that the alternative has a better service, especially 

families with children (Respondent 7, 2014).  

As mentioned before, Radisson Blu Hotels and Norwegian Airlines have the same two 

keywords, price and personal experience. The hotel industry is also a price-sensitive industry, 

where customers want as much service they can get for as low cost as possible; “again it 

comes down to money” (Respondent 1, 2014). Furthermore, respondent 6 stresses that she 

would need to go to some of Radisson Blu Hotels and experience the brand in order to 

become brand loyal, which again shows that personal experience is very important when it 

comes to brand loyalty (Respondent 6, 2014). Another keyword for Radisson Blu Hotels is 

product, as the result shows the importance of what Radisson Blu Hotels actually can offer 

compared with what they advertise. The hotel industry is about accommodation and most of 

the time customer would like to feel like they were home when they are staying at a hotel for 

more than a couple days. Therefore the product has to be right and in some opinion followed 

by the right price; “If it is a fair price for a fair room then that is what I take” (Respondent 1, 

2014, p. 116). This statement is contributing to connect price and product to a higher brand 

loyalty in the hotel industry. Obviously this would not be aimed at the airline industry because 

customers are even more price concerned and they are in general not spending the same 

amount of time on an airplane as in a hotel room.     

Based on the result, the airline and hotel industries are both struggling in requiring brand loyal 

customers, since both industries are very price-sensitive and loyalty is more based on an 

overall experience with the brand, where social media plays a smaller role in the overall 

picture. On the other hand some customers are just not loyal towards brands, and are instead 

focusing on what brands can provided for them in the future. The situation is different in the 

airport industry, where there is no other notable alternative to a brand, which explains 

customers’ brand loyalty. After analyzing the difference between airport-, airline-, and hotel 

industries it is interesting to further investigate if there was a general difference in the answers 

from men and women based on the same sampling.   
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3.2.2	Gender	difference		

The following section will present an analysis of the gender difference in a non-industry 

related content. The assumption for the difference between genders is that women appeal 

more to feelings and emotions, whereas men have a more rational approach. The following 

analysis will investigate in the hypothesis where the first step is servicescape and the key 

findings to the latter are presented below cf. appendix 7.  

Servicescape	

Servicescape 
 

First impression of the 
company i.e. profile text 

 Short & Precise 
 Simple & neutral 
 Standard & 

Business  

 Short & Precise 
 Personal & De-

scriptive 
 Standard & 

Commercialized 
 

The first impression of a company is crucial, as it is the basis of someone’s perception of the 

company. Customers constitute attitude and views towards a company based on their first 

impression, thus the it is very important for a company. The male respondents focus on a 

short & precise profile text, that should not end up being boring. A boring standard profile 

text may convey into a more negative experience rather than a positive one with a company 

(Respondent 2, 2014). A more business approach to a profile text is also accepted by the male 

respondents. Information and a short description of what a company can offer, contribute to a 

positive online experience because it gives value to the customer (Respondent 2, 2014). 

Keywords like neutral and standard give a very neutral experience whereas simple can be 

associated with a high standard and quality if it is the right brand who uses it in their profile 

text (Respondent 3, 2014).  

The female respondents are focusing on some of the same features for servicescape as the 

male respondents. However, the female respondents also have focus on short, precise and 

standard, but instead of seeing a company having a more business approach to servicescape, 

they are associate the latter as more commercialized. For the female respondents a 

commercialized and an informative approach conveys an impersonal brand;“I think because it 

is not very personal, so it is just information, that I can easily forget again” (Respondent 7, 

2014, p. 212). It is important for the female respondents that a profile text is personal and 

descriptive in order for them to get a positive online experience;“it is not catchy it is not wow 

effect I get from it” (Respondent 6, 2014, p. 194).  
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The result shows that the servicescape construct does not have a significant influence on both 

the male and female gender’s online customer experience, which is contradicting research 

from the literature, as it is arguing that servicescape does have influence on either a positive 

or a negative experience (Lim et al., 2011). The result shows that on Instagram, it is possible 

for servicescape to have less of an influence, and it can easily be more in the middle. For both 

genders it is important to have a descriptive and personal servicescape approach with humor 

to catch attention.            

The next section is looking at comments and their influence on the masculine and female 

gender cf. appendix 7.  

E‐word	of	mouth		

E-Word of Mouth Communication between 
C2C and B2C in an online 
setting 

 Have to be inter-
esting 

 Context related 
 Interaction 

 Entertainment 
 Negative vs Pos-

itive 
 Interaction 

 

According to literature when customers are communicating with each other they become 

more trustworthy and reliable (Lim et al., 2011), and customers trust reviews from others 

more than they trust the information from companies (Cheung & Thadani, 2012). The result 

confirms the theory by stating that comments made by a complete stranger on Instagram have 

an influence on the majority of the respondents, mostly the female gender. Even though 

comments come from people the respondents do not know, the comments are still reliable and 

trustworthy to them. 

In general the male respondents are not drawn by comments as much as the female gender. 

For the male respondents comments have to be interesting before they will pay attention to 

them; “they are people I do not know who make comments that do not interest me” 

(Respondent 2, 2014, p. 128). Furthermore, the comments need to be context related before 

they have an influence. On the other hand the female respondents get more drawn by 

comments and sees negative comments as entertainment; “I just think it is funny to read the 

negative comments. All the positive is like back-clapping all the time, it is like, yeah I do not 

know, but the negative ones are just more… entertainment” (Respondent 7, 2014, p. 213). 

The female respondents distinguish a lot between the positive and the negative comments, 

where both type of comments have more influence when they do not know the company well. 
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Moreover, negative comments have a lot of influence when they know the company very 

well. However, like the male respondents, the comments need to be to some extent semi-

context related to have a bigger influence on their online customer experience and brand 

loyalty.  

Both the genders agree that the e-word of mouth construct form a company’s perspective is 

highly important, hence the interaction between companies and customers. To some extent 

the interaction is more important than other customers’ view on a brand. Both genders are 

interested in the way a company manages negative comments on Instagram, and appreciate 

when companies respond to comments made by customers. From the male gender’s 

perspective; “But they in fact answer someone commenting on pictures of chairs. That is 

pretty cool.” (Respondent 3, 2014, p. 144), and from the female gender’s perspective; “the 

fact that they are responding to whatever there is being written also makes it more 

creditable” (Respondent 1, 2014, p. 106). Moreover, e-word of mouth related to Instagram 

does not have a significant influence on online customer experience and brand loyalty. The 

reason is that customers do not use Instagram to collect information about a brand, they use 

websites where customers can rate companies, i.e. Trustpilot or Tripadvisor.   

The next step in the analysis is the perceived service quality construct and the key findings are 

presented below cf. appendix 7.  

Perceived	Service	Quality		

Perceived Service 
Quality 

Different cues like 
pictures customers are 
using to evaluate 
intangible products   

 Environment 
 Quality 
 Service 

 Colors 
 People 
 Feelings 

 

Perceived service quality is important not to neglect by a company when it comes to selling 

intangible products. Pictures are customers’ main cue to use when evaluating a company on 

Instagram. The male respondents emphasize cues like quality, service and environment in 

pictures in order to assess a company on Instagram. The quality in the content of a picture, the 

male respondents can extend to the brand, which means that if a picture expresses high quality 

then the company is assumed to be of high quality as well. As for the male respondents 

perceived service quality can have an effect on brand loyalty, as the male respondents draw 

connections between what they see in the picture to what kind of service and quality the 
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company stands for (Respondent 2, 2014; Respondent 3, 2014). The environment is also a 

focus of the male respondents. The result shows that the male respondents notice a clean, 

cozy, friendly and comfortable environment and that is something they relate to a high 

standard, better quality and satisfied service (Respondent 2, 2014).     

The female respondents emphasize softer cues than the male respondents, by focusing on 

colors in pictures, where light colors express high quality and are more visually attractive;“It 

is a cool picture, I like the colors, and I think it is good quality” (Respondent 6, 2014, p. 195), 

whereas darker colors express gloominess. Colors are making the female respondents more 

pleased and awakes warmer emotions (Respondent 4, 2014), and neutral colors tend to give a 

neutral meaning about a picture. According to Respondent 4 (2014), pictures that are more 

vibrant and have lots of colors could make her more brand loyal, because it is giving her a 

positive online experience (Respondent 4, 2014). One of the reasons why the female 

respondents notice colors in pictures, are because colors appeal to feelings and warm 

emotions connects better to the female audience. Furthermore, people in pictures also convey 

a better experience, when the female gender can relate and identity with the people on the 

pictures. Thus cues like colors, feelings and people are some features the female gender uses 

when evaluating a brand in an online setting.  

The result shows that the male gender sees things related to the context of a picture, whereas 

the female gender sees other things apart from the context; “It is more like “Wow the sky is 

grey” and what is this mess, and there are a lot of baggage there” (Respondent 6, 2014, p. 

195). Thereby, it can be assumed that the female gender uses more cues which are not related 

to the context when they evaluate a company’s performance online.  

The next step is reliability and the key findings are presented below cf. appendix 7.  
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Reliability	

Reliability Consistency in terms of 
uploading images, 
connecting the images to 
the quality of a brand and 
connecting with the 
Instagram users in terms 
of reliability 

 Desire  
 Environment 
 Objects 

 Connection 
 Feelings 
 Colors 

 

From a company’s perspective, reliability is their ability to perform the promised service, and 

most important to perform the promised service right the first time (Keller, 2013). Reliability 

will be looking at the consistency of a company’s Instagram performance over time (Keller, 

2008). From a customer’s perspective reliability is about the belief you have towards a brand, 

that they can deliver their promised service. The visual images on Instagram can be used to 

show users that they can deliver the promised service, quality and value. Companies can show 

the male respondents that they can deliver the promised service by appeal to a desire, for 

example travel, and focus on the environment that the service generates from. The male 

respondents would like to see a commitment from the company through objects to customers 

by their brand and core services. Unfortunately the data collected was inadequate to analyze 

even deeper on this construct from a male gender perspective.  

The female respondents focus on the connection they see and feel from the company through 

the visual images. The feelings that come to existence when seeing a picture and connecting 

with the picture is important for the female gender. The connection the female respondents 

can see in the different pictures uploaded by a company on Instagram shows consistency and 

reliability from the company, which is something that attracts the female gender (Respondent 

8, 2014). Again colors are a variable that combines the consistency and reliability together, 

and if the female respondents have trouble seeing a connection between the pictures then they 

would get confused about what the company is trying to tell about their promised service 

(Respondent 7, 2014). 

The male and the female genders are not focusing on the same keywords, but the keywords 

are all appealing to a softer approach by the company. It is important for both genders to feel 

that they gain something out of connection with the brand on Instagram, and moreover, it is 
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also important that they can code a message behind every picture uploaded, in order that they 

do not get confused about what message the company is trying to tell.   

The next step is brand awareness and the key findings from the research are stated below cf. 

appendix 7.  

Brand	Awareness		

Brand Awareness The ability to recognize a 
brand 

 Recognizability 
 Quality 

 Recognizability 
 Personal Expe-

rience 
 

 

Both genders stress that it is important for the brand to have some kind of recognizability in 

order to increase their brand awareness. For the male respondents the cue quality influences 

their recognizability; “if I know the brand from quality, then I will recognize it“ (Respondent 

3, 2014, p. 137), thus the male respondents are more aware of brands that they associate with 

high quality. Balaji (2011) argues that customers tend to associate quality with brand 

awareness, since they do not trust the quality of an unknown brand. However, recognizability 

does not equal a positive online experience, as they also can recall brands that they associate 

with a bad experience (Respondent 2, 2014).  

For the female respondents it is more their personal experience with a brand that influences 

their recognizability. Thus if they have had a better experience they can better recall the brand 

in other situations (Respondent 4, 2014). However, some of the female respondents do not 

link recognizability to a constantly positive online experience like the male respondents. On 

the other hand, some other female respondents link recognizability with a positive online 

experience; “if I can recognize things then I feel comfortable and safe” (Respondent 7, 2014, 

p. 208). It is assumed that the degree of prior awareness to the brand is a key factor to how 

better both the male and the female gender can recall a brand in the future.  

The next step is online customer experience and the key findings from the research are stated 

below cf. appendix 7.  
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Online	Customer	Experience		

Online Customer 
Experience 

A combination of 
emotional and rational 
factors   

 Information 
 Interaction 
 Memories 

 Colors 
 Information 
 Personal-Touch  

 

According to literature, customers are using a combination of emotional and rational factors 

to influence their perception of a brand on Instagram (Chaffey & Ellis-Chadwick, 2012). Thus 

online customer experience is obtained when companies are not neglecting the focus on both 

emotional and rational cues. The result shows that both the male and the female gender are 

using a combination of emotional and rational factors which is influencing their online 

customer experience with brands on Instagram. The vast majority is the emotional factors 

where the rational factors are more related to creating new knowledge in the shape of facts 

and information about companies and their services. The result shows that the male 

respondents emphasize emotional factors like interaction and memories, whereas the female 

respondents emphasize colors and personal-touch. The male respondents are able to 

experience a more positive online experience based on pictures that evokes positive memories 

in them (Respondent 2, 2014). Moreover, a valuable interaction between them and the 

company also has a positive influence. The focus of interaction lies on value-adding incentive 

like offers and discounts, but also on a professional approach from the company where their 

interaction must be managed with respect for the customers; “they can handle themselves 

professionally” (Respondent 2, 2014, p. 31).  

The result shows that the female respondents emphasize emotional factors like colors and 

personal-touch. It is important for the female respondents to characterize a brand with a 

personal-touch. To obtain a personal-touch companies can implement a so called “Takeover” 

where mainly well-known people take over a company’s Instagram profile with the aim to 

generate more followers; “Instagramer of the day, or of the week, making it more personal 

that way around.“ (Respondent 1, 2014, p. 108). The female respondents would have a more 

positive experience if companies did something on Instagram that they have not experienced 

before. In this context it is very important that the female customers believe that they get 

something out of being interested in a company. The female respondents would like to feel 

that they acquire some kind of value by engaging in a company’s Instagram profile. If they 
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are prone to opt-in and follow a company on Instagram, it is because they want to be inspired 

and motivated, and are more curious in what the company can offer them; “I follow them 

because I want to get inspiration” (Respondent 8, 2014, p. 230). The result also shows that 

the female gender has a more positive online experience with a brand when they can relate to 

other people in pictures uploaded by the company. Moreover, colors are again a focus point 

for the female gender. Colorful pictures convey a positive online experience by appealing a 

lot to emotions and feelings. 

The next step is brand satisfaction and the key findings from the research are stated below cf. 

appendix 7.  

Brand	Satisfaction	

Brand Satisfaction An immediate response 
from the customers to the 
encounter with the brand 

 Encourage loyal-
ty 

 Personal Expe-
rience 

 Expectations 
 

A brand’s performance will result in either positive or negative expectations from customers. 

Brand satisfaction is the direct outcome of a customer’s evaluation of the brand performance 

and attributes associated with the brand (Krystallis & Chrysochou, 2014). According to 

research customers tend to be more loyal towards a company when they have a satisfied 

experience with the brand. The result shows that the male respondents tend not to be brand 

loyal after a satisfied experience with a brand, hence other features are the basis of their 

loyalty. However, when they are satisfied with an experience online it would encourage 

loyalty (Respondent 3, 2014) and place the brand in a favorable position among the 

alternatives.   

The female respondents are prone to lead brand satisfaction to brand loyalty; “every time I get 

satisfied, of course I would get more, or think “Oh okay I had a really good experience with 

this company and then I might also come back again”” (Respondent 8, 2014, p. 231). 

Moreover, the female respondents also emphasize that their personal experience would lead 

to brand satisfaction, thus if they have a personal experience in would have an influence on 

their brand satisfaction, as well as their online experience. Furthermore, the result confirms 

the literature about a brand’s performance, which can conveys into either positive or negative 

expectations towards the brand by the customers, and then brand satisfaction occur when the 
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brand managed to go over the positive or negative expectations by delivering something 

unexpected; “I think it depends on if it is something, if it is a positive experience if it is 

something that, I mean, if it is a service I expected or if they managed to go over my 

expectations then defiantly.“ (Respondent 7, 2014, p. 217). 

It can be assumed that brand satisfaction does not differentiate by genders but more from 

personal experiences and expectations. The female gender tends to connect brand satisfaction 

more with brand loyalty than the male gender. However, for both genders brand satisfaction is 

an outcome of an online customer experience which was either positive or negative.      

The next section is about brand personality and the key findings from the research are stated 

below cf. appendix 7. 

Brand	Personality		

Brand Personality Human characteristics 
customers associate with a 
brand 

 Adventurous 
 Personality 

 Professional 
 Price-conscious 

 

The brand personality is a construct of a brand that is connected to brand association (Schmitt 

& Zarantonello, 2009) gathered by human characteristics (J. L. Aaker, 1997). The male 

respondents can associate a brand with human characteristics like adventurous and 

personality, according to the result. Adventurous relates to a situation where it might not by 

yourself, but you are able identify with people who expresses this character, as it is the case 

with the male respondents; “because then you are a part of this environment”(Respondent 3, 

2014, p. 138). The result shows that the male respondents better can associate a brand with 

the human character personality, where the brand has a more personal side as one if its 

attributes. On pictures the personal side can be seen in terms of the employees and other 

people using the brand. The personality is important for the male respondents in order to 

associate with a brand. Consequently it could enhance the brand loyalty.  

According to the result, the female respondents can associate a brand with human 

characteristics like professional and price-conscious. The professional approach can be 

compared with one of the five dimensions used to measure brand personality (J. L. Aaker, 

1997). The female respondents focus on the feelings and emotions they would get out of a 

picture, hence professional appearance would help the female respondents to better associate 
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connections to a brand. The theory stresses that brand personality is often used to express own 

image or personality (Kim et al., 2001), which conveys among others to the keyword price-

conscious. The female respondents associate themselves with characteristics that match their 

current life situation. The female respondents are mainly students or very price-conscious, and 

thus it is natural that they associate human characters like price-conscious, as it matches their 

current state of mind.  

The result shows that the male and female genders do not associate the same human 

characteristics with a brand. The result does not discover if that conclusion is direct linked to 

a personal state of mind instead of a difference in genders.  

The last section is brand loyalty and the key findings from the research are stated below cf. 

appendix 7. 	

Brand	Loyalty	

Brand Loyalty Commitment to the brand  Product orien-
tated 

 Pictures no ef-
fect 

 Personal & pre-
vious experience 

 Pictures no ef-
fect 

 

Brand loyalty expresses a commitment to the brand by the customers, tied closely to the 

experience connected with the use of a product and a service (D. A. Aaker, 1991). In an 

online context the male respondents are very product orientated when it comes to brand 

loyalty. Their loyalty is surrounded by the kind of product can the company offer, and if it is 

more profitable than the alternative. Lastly, the male respondents are focused on to what 

degree the product can live up to their needs and standards. The result shows that one of the 

male respondent is more prone to be loyal towards brands than the other male respondent. 

Thus brand loyalty can be assumed to come down to an individual judgment and opinion, and 

hence it is difficult to generalize loyalty towards a brand. One male respondent stresses that 

pictures have no effect on Brand Loyalty; “No the pictures would have no influence. Their 

product would have an influence” (Respondent 2, 2014, p. 130), whereas the other male 

respondent states that he could be more loyal to a company by looking at their pictures; “Yeah 

because again they give me a good feeling” (Respondent 3, 2014, p. 142).  
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The female respondents focus on personal and previous experiences with a brand. Thus if 

they have had a positive experience before, then they tend to come back; “that would be with 

my personal experience with that place not from my experience from the social media.” 

(Respondent 7, 2014, p. 222). Personal and previous experience are formed by an encounters 

with the brand. However, according to the result, an encounter could have happened on 

Instagram, but then it would only have a minor influence on brand loyalty. Furthermore, the 

female respondents are like the male respondents, when it comes to a pictures effect. The 

result shows that pictures do not have a significance influence on brand loyalty; “No not by 

looking at the pictures, I don’t think that has an effect” (Respondent 1, 2014, p. 109).  

In certain industries price have a significant impact brand loyalty for both the male gender 

and the female gender cf. the analysis of industries difference. Hence brand loyalty is based 

on other criteria than online customer experience in terms of visual images on Instagram. This 

leads to Aaker’s (1991) view on brand loyalty, where he emphasizes that it is build up in 

several levels from no brand loyalty to a committed buyer. It is not either or with brand 

loyalty. The result shows that brand loyalty reflects more a personal state of mind, which can 

change frequently or overtime. 

After analyzing the difference between genders and their view on online customer experience 

and brand loyalty with the use of visual image, it is interesting to further investigate if there is 

a difference between Instagram users and non-Instagram users based on the same sampling.  

3.2.3	Instagram	users	vs.	non‐Instagram	users	

The following section will present an analysis of difference between Instagram users and 

Non-Instagram users in a non-industry related context. The assumption is that consumers, 

whether they use Instagram or not, share the same opinion on visual images, brand loyalty 

and online customer experience. The following analysis will investigate this hypothesis, 

where the first step is servicescape and the key findings from the research cf. appendix 8.  
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Servicescape	

Servicescape 
 

First impression of the 
company i.e. profile 
text 

 Hashtags 
 Informative & De-

scriptive  
 Commercialized & 

Personalized 

 Hashtags 
 Value-adding 
 Informative and 

Personal 

 

In the following section differences from two perspectives in seeing a company’s profile text 

on Instagram will be determined. According to the result Instagram-users and non-Instagram 

users have different views on using hashtags within the servicescape construct in terms of a 

company’s profile text on Instagram. Both groups impression of an Instagram profile text was 

the use of hashtags where Instagram users like the idea of creating a community with the use 

of hashtags; “their hashtags I would be prone to click it and see what is there” (Respondent 

1, 2014, p. 105), but non-Instagram users felt it was not appealing to them;“They are trying to 

get people to share their photos with them at their hashtag, but that does not really appeal to 

me.” (Respondent 2, 2014, p. 118). It can be assumed that one of the reasons why the use of 

hashtags is not appealing to non-Instagram users, is that they are not aware of how they work 

and what kind of community it contributes to.  

Instagram users emphasize an informative & descriptive profile text with a focus on using 

humor and making a catchy text, but still with information about the company and their 

product. A good impression of a profile text for Instagram users are when the text awakes 

attention and stands out. An Instagram user liked the highly informative profile text from 

Norwegian Airlines; “I like that one cause it draws me because it says that “We offer free 

inflight WiFi”, then it might attract the user to, okay then I actually maybe want to fly with 

this company. And I actually did not know that it was the third largest low-cost airline so 

yeah I like that profile text.” (Respondent 8, 2014, p. 233), whereas a non-Instagram user was 

more skeptical towards the same informative profile text from Norwegian Airlines; “I would 

try to look at what is the first maybe largest low-cost airline instead of, because you are the 

third and okay you offer free inflight Wi-Fi, but is it one of the planes I am flying with or 

maybe it is not, because it is only the majority of your planes.” (Respondent 5, 2014, p. 174). 

Furthermore, a commercialized & personalized profile text also has an impression on the 

Instagram users, where the focus is on a personalized profile text, which can make them feel 
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more familiar with the brand, and a commercialized profile text, which draws expectations to 

a more selling Instagram profile than a sharing one. 

Non-Instagram users also focus on a personal profile text, which can give them a more value-

adding feeling. A personal profile text is very appealing to non-Instagram users, and a text 

that can generates some kind of emotions and contribution to value that, would make a good 

first impression. Non-Instagram users do agree with Instagram users on the matter of 

information and how informative a company should be in a profile text. The servicescape 

construct does not have an influence on online customer experience and brand loyalty from 

both group’s point of view.     

The next section is e-word of mouth and the key findings from the research are stated below 

cf. appendix 8. 	

E‐word	of	mouth		

E-Word of Mouth Communication 
between C2C and B2C 
in an online setting 

 Interaction 
 Negative vs. 

Positive 
 Context related 

 Interaction 
 Negative vs. 

Positive 
 Skeptical & En-

tertainment 
 

E-word of mouth looks at the communication between customer to customer (C2C) and 

business to customer (B2C) in an online setting. According to the result there is no difference 

between users and non-users at this point, both groups focus more on a B2C communication 

than a C2C communication. Interaction from a company is really important for both groups, 

and they specifically focus on how high a professional level the company is communicating 

with their users. Furthermore, both groups are distinguishing between negative vs. positive 

comments in a C2C setting. In some cases negative comments can overrule positive 

comments, but mostly for the Instagram users the negative comments need to be context 

related before they can have a significant influence on their online customer experience and 

brand loyalty. For both groups the content of the comments also has relevance in order to 

contribute to their opinion of the company. However, the result shows that non-Instagram 

users tend to be more skeptical towards who is writing the comments, and tend to believe if 

the company hired someone to write the comments; “Yeah because then I know it is not just a 

computer, sometimes you get the feeling is this for sure or is it just someone who are hired to 
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write these text. I think about that sometimes” (Respondent 6, 2014, p. 200) Furthermore, 

some non-Instagram users also question why some people have the urge to comments on 

companies’ pictures on Instagram. It is interesting that only non-Instagram users are 

questioning companies’ motive and integrity online. It can be assumed that one of the reasons 

could be that customers feel like companies are invading their private sphere by using on 

social media. Social media is for many a channel to interaction with friends and family and 

not to get in contact with companies. Non-Instagram users also see especially negative 

comments as entertainment and they tend to get caught scrolling through all the comments 

just to get a scope of the problem.  

Comments on Instagram do have some influence on Instagram users, as the company who is 

in focus seems more trustworthy, but the users also argue that Instagram is not the channel to 

gather information about a possible purchase. On the other hand non-Instagram users stress 

that comments make them think about the company and their products which would have an 

influence on their online customer experience and brand loyalty. Furthermore, comments 

build awareness about the brand, which also has some kind of influence.        

The next step in the analysis is looking at perceived service quality and the key findings from 

the research are stated below cf. appendix 8.  

Perceived	Service	Quality		

Perceived Service 
Quality 

Different cues like 
pictures customers are 
using to evaluate 
intangible products   

 Quality 
 Environment 
 People & Ob-

jects 

 Creativity 
 Surroundings 
 People 

 

It is important for customers to use different cues to evaluate an intangible product. 

Companies are sending out cues through pictures on Instagram which customers can use to 

evaluate their service and brand in an online setting. Instagram users are focusing on quality, 

as they are more comfortable when they see a company with a high level of quality, since then 

they know the service would also be of a high level; “it is high quality and it makes me feel 

good.” (Respondent 4, 2014, p. 162). When Instagram users are looking at the content of a 

picture on Instagram they focus a lot on the environment, because it appeals to emotions and 

can determine if a company is efficient and effective. Lastly it is important for the users that 
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there are people and objects in pictures, which they can use as a cue to evaluate the product. 

People and objects brings out emotions and instant feelings towards something, and with 

people and objects users believe that they can get a better overall picture of who the company 

is and what they can offer.   

The result shows that non-Instagram users emphasize creativity and appreciates creative 

pictures as they express higher standard and quality; “And that is the thing I said about both 

the creative one and that it is a better quality in the picture” (Respondent 5, 2014, p. 168). 

High quality for a non-Instagram user means greater influence on brand loyalty. Non-

Instagram users focus more on the surroundings, with focus on colors, atmosphere and 

objects, all which can convey into to emotions and can also determine if a company is 

efficient and effective. Lastly non-Instagram users also use people in pictures to evaluate a 

company’s intangible product. People in pictures can be portrayed as professional and 

service-minded, which would automatically be conveyed to a company’s brand and again can 

say something about the brand. Therefore, people in pictures are crucial as that is what 

Instagram users and non-Instagram users place emphasis on when they are evaluating a 

company through their visual identity on Instagram.  

The perceived service quality construct is an overall feeling about a brand (D. A. Aaker, 

1991) and the pictures they upload on Instagram. An Instagram user and a non-Instagram user 

share some of the overall feelings about pictures on Instagram and both emphasize people, 

people and objects, environment and surroundings. However, the result shows that there is no 

difference in using or not using Instagram when it comes down to perceived service quality.     

Furthermore the next section is reliability and the key findings from the research are stated 

below cf. appendix 8.  
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Reliability	

Reliability Consistency in terms of 
uploading images, 
connecting the images to 
the quality of a brand 
and connecting with the 
Instagram users in terms 
of reliability 

 Movement 
 Connection 
 Product related 

 Connection 
 Product related 
 Professional 

 

Reliability is a company’s ability to perform the promised service right the first time (Keller, 

2013). Visual images can in some way express reliability, consistency and connect with the 

user all at once. It helps for both groups to see a connection between pictures uploaded on 

Instagram by a company. For both groups a connection is showing that a company has a clear 

purpose and strategy behind their Instagram activities and that nothing is accidental. Such 

professionalism can be converted to the brand, hence the brand would be more reliable. 

Furthermore, both groups would like to see a consistency in product related pictures. The 

consistency could be illustrated by telling a story through product related pictures or using 

colors to brighten the pictures. Thus, these initiatives will connect the images to the quality of 

the brand, which results in reliability; “that if it is high quality and exclusive then you also 

think that they have to be very reliable.”(Respondent 7, 2014, p. 220). Instagram users would 

like to see some kind of movement in the pictures; movement that would be translated into 

spaces, experiences and service related features, which could express some kind of 

commitment from the company to the user. Non-Instagram users would like to see a 

professional focus in the message to every picture uploaded. A professional focus would 

express reliability for non-Instagram users.  

The result shows that there is no significance difference in using or not using Instagram when 

it comes down evaluating a company’s ability to perform the promised service. Still it can be 

assumed that the reliability construct has an influence on online customer experience and 

brand loyalty according to both groups. 

The next step is brand awareness and the key findings from the research are stated below cf. 

appendix 8.  



Brand loyalty on social media                                                                     Cand.soc. in Service Management, CBS 
 

 	
Page	69

	

Brand	Awareness		

Brand Awareness The ability to 
recognize a brand 

 Recognizability 
 Own Experience 
 Product  

 Recognizability 
 

 

Brand awareness is about customers been able to recognize a brand (D. A. Aaker, 1991). 

Recognizability is very important for both groups, since when they better can recognize a 

brand in pictures, they are more familiar and comfortable with the brand. Recognizability in 

pictures could be cues like brand logo, employees and colors associated with the brand, and 

recognizability can be conveyed into a high level of quality for Instagram users. However, 

Instagram users have more knowledge about brand awareness though pictures on Instagram, 

which is why they also emphasis on own experience and product. Instagram users make use 

of friends’ and family’s knowledge about a brand in order for them to recognize a brand 

easily on Instagram and in other surroundings; “I think it would probably also depend on 

what my own experience was with the company like prior to. But also what I also heard from 

friends and family, that would have an influence as well. Like if someone’s opinion that I 

value, if they came and said that this is a really good product or a really good brand” 

(Respondent 4, 2014, p. 152). Their own experience also contributes to better being able 

recognize a brand in an online setting. Own experience is just as important for users as other 

attributes associated with the brand in order for them to recognize it better. Furthermore, the 

product also emphasizes the ability to recognize a brand, thus a high quality product tends to 

exist longer in a customer’s mindset than a product that does not live up to customers’ 

standards and expectations. With cues like own experience and product Instagram users have 

a stronger ability to recall the brand on Instagram and thus opting-in to follow the brand.     

Many of the non-Instagram users argue that they do not care about  and interact with brands 

online, which could be some of the reasons why they do not have Instagram; “I mean I do not 

care about companies online that much really” (Respondent 6, 2014, p. 191).  

The next step is online customer experience and the key findings from the research are 

presented below appendix 8.  
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Online	Customer	Experience		

Online Customer 
Experience 

A combination of 
emotional and rational 
factors   

 Identification 
 Value-adding 
 New Information 

 Value-adding 
 Facts & Infor-

mation 
 Customer in 

focus 
 

Online customer experience is a combination of emotional and rational elements that 

influences customers’ perception of a brand (Chaffey & Ellis-Chadwick, 2012). According to 

the result, Instagram users use a combination of emotional factors like identification and 

value-adding features and rational factors like new information. There is a larger amount of 

emotional factors than rational factors, because images appeal more to emotions and feelings 

than rational and sensible factors. Identification for Instagram users is very important for them 

in order to have a positive online customer experience. Identification can be in terms of 

connecting with a picture, because it shows something that the user desire or it attracts the 

user with colors. The ambience in a picture is also vital in order for users to relate to the 

picture and hence obtain a positive experience. Companies should also have focus on value-

adding activities in terms of contests, offers and discount rates. Instagram users would like to 

be assured that they gain some sort of value by following or interaction with brands on 

Instagram; “But also again to bring it to where I am… yeah again make some few offers.” 

(Respondent 4, 2014, p. 163). Users do not want to be taken for granted, and value-adding 

initiatives are one way of appealing to more emotional factors. Furthermore, the result shows 

that new information is a rational factor that users appreciate. Many of the users do not expect 

that much from companies on Instagram, thus it is essential to surprise the users with new 

information about the company or their service or product, so users feel well-informed and a 

personal connection is established.  

According to the result non-Instagram, users are also focusing the emotional factor value-

adding activities and the rational factor facts & information. As for Instagram users, value-

adding activities in terms of contests, offers and discount rate would help to gain some sort of 

value by following or interaction with brands on Instagram; “mostly to see if there is a way of 

seeing what is in it for me or if they have a sale or contests or stuff like that.” (Respondent 7, 

2014, p. 209). Customers would like to know what is in it for me before they commit 100 % 

to a brand. Furthermore, another emotional factor non-Instagram users stress is customer in 
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focus, which means that they would like to receive happiness, positive memories, desire, and 

moreover, have a respectful interaction with the company in order to gain a positive online 

customer experience. The rational factor facts & new information relates to Instagram users’ 

rational factor new information. Thus whether you are an Instagram user or a non-Instagram 

user, you still need facts and new information in order to create a personal bond between a 

company and a customer. That special bond would most definitely influence online customer 

experience even on Instagram.  

According to the result, there is no significant difference in whether you are an Instagram user 

or a non-Instagram user. Both groups combine some of the same emotional and rational 

factors in order to evaluate their online customer experience.  

The next step in the analysis is brand satisfaction and the key findings from the research are 

stated below cf. appendix 8. 	

Brand	Satisfaction	

Brand Satisfaction An immediate response 
from the customers to 
the encounter with the 
brand 

 Encourage 
Loyalty 

 Fulfill needs 
 Personal Expe-

rience 

 Price 
 Product 
 Service 
 Expectations 

 

Brand satisfaction is the direct outcome of a customer’s evaluation of a brand’s performance 

and attributes associated with the brand (Krystallis & Chrysochou, 2014). As mentioned 

before, customers tend to be more loyal towards a company when they are satisfied with their 

experience with the brand. The result shows that Instagram users’ satisfaction towards a brand 

would encourage loyalty and thereby create a commitment to the brand. The result shows, 

that when Instagram users are satisfied with an online customer experience, they tend to be 

more loyal and do repeat business. When the users are satisfied with an online customer 

experience they feel like their needs have been fulfilled, which is beneficial information for 

the company. Thus a satisfied encounter with the brand online would fulfill needs, which 

refers to customers’ own needs (Respondent 3, 2014). Instagram users also emphasis on their 

own personal experience, which could lead to brand satisfaction. Thus if they have a personal 

experience, it would have an influence on their brand satisfaction as well as brand loyalty.  
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On the other hand non-Instagram users’ immediate response to a brand on Instagram is 

completely opposite that of Instagram users. Their immediate response would be price, 

product, service and expectations. All of the keywords are connected to each other. Thus if 

non-Instagram users think the price is right for the product offered, and the service features 

provided before, during and after a purchase lives up to the expectations the non-Instagram 

uses have developed from activities on social media, then they would be satisfied with the 

brand. Satisfaction for non-Instagram users could turn into a satisfied buyer with switching 

costs and moving up to likes the brand - considers it a friend and ultimately become a 

committed buyer, cf. fig. 3 (D. A. Aaker, 1991).   

There is a difference in immediate response between Instagram users and non-Instagram users 

in encounters with the brand online. Non-Instagram users are more focused on if the price is 

right for the product and service offered, because they have no experience with encountering 

brands on Instagram. Instagram users have better opportunities to stresses actual Instagram 

situations where the outcome is satisfying. For both groups brand satisfaction has an influence 

on their brand loyalty.        

The second-to-last step in the analysis is brand personality and the key findings from the 

research are stated below cf. appendix 8. 	

Brand	Personality		

Brand Personality Human characteristics 
customers associate 
with a brand 

 Quality-
Conscious 

 Price-Sensitive 
 Friendly 

 Adventurous 
 Price-Sensitive 
 Upscale 

 

The brand personality is gathered by human characteristics (J. L. Aaker, 1997) in order for 

customers to associate with the brand (Schmitt & Zarantonello, 2009). As mentioned in one of 

the previous analysis, the theory stresses that brand personality is often used to express own 

image or personality (Kim et al., 2001), which connects among other things to the keyword 

price-sensitive, which both groups associate brands with. Both groups can associate 

themselves with characters that matches their current life situation, and by that means it is 

natural to associate with others who are in the same or similar life situation. Quality-

conscious can be linked to price-sensitive because it is something Instagram users can 

associate a brand with. The last keyword for Instagram users is friendly, because they can 
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associate a brand with positive human characteristic, especially if they are satisfied with the 

brand. Friendly and happy people would in most cases convey into a rather high brand loyalty 

experience instead of a negative one.  

According to the result, non-Instagram users would be able associate a brand with the 

characteristics adventurous and upscale. Adventurous and upscale relate to a situation where 

it might not be you in a picture, but you can identify with the adventurous and upscale people 

that you see in that picture. Thus you can associate characteristics that awake emotions and 

desires in you. The result shows that some of the non-Instagram users actually do not care if 

they can associate a brand with human characteristics, and some others do not base their 

brand loyalty on the brand personality construct; “No I know who I am, and I will not change. 

But I know in our would people are a lot like that, but I do not follow this kind of thinking, I 

do not care, it does not matter to me” (Respondent 6, 2014, p. 202). Instead other criteria than 

brand personality would be assigned importance to.   

Overall brand personality has to a certain degree an influence on brand loyalty for both 

groups, as it is easier to be more loyal to a brand if you can identify and relate to the brand 

through human characteristics.   

The last step is brand loyalty and the key findings from the research are presented below cf. 

appendix 8.  

Brand	Loyalty	

Brand Loyalty Commitment to the 
brand 

 Price 
 Product 
 Personal Expe-

rience 

 Personal Expe-
rience 

 Product 
 Alternative 
 Price 

 

Brand loyalty expresses a customer’s commitment to the brand. The commitment is tied 

closely to the experience connected with the use of a product and a service (D. A. Aaker, 

1991). For an Instagram user the price and the product are in focus when it comes to brand 

loyalty. Their loyalty is surrounded by what kind of product and to what affordable price the 

company can offer, and the result shows that pictures do not have an influence in situations 

like the above. Moreover, for non-Instagram users the alternatives to a product also have a 

significant influence on their loyalty. If an alternative has the same price, but the service and 
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their personal experience are remembered to be better with the alternative, then non-

Instagram user would end up choosing the alternative. Thus personal experience has an effect 

on both Instagram and non-Instagram users, as they assign importance to personal experience, 

and some non-Instagram users are even estimating brand loyalty on a case to case basis; “I go 

very much… on a… case to case bases, meaning that I would evaluate my loyalty from the 

last experience, I think, I had with the company” (Respondent 2, 2014, p. 121). 

Where non-Instagram users base their brand loyalty on a case to case basis with emphasis on 

personal experience, Instagram users do not see pictures in Instagram have an effect on their 

brand loyalty. They focus more on what a company can do for them, combined with their 

personal experience prior to the encounter.   

Both groups would therefore experience that their brand loyalty has several levels according 

to the situation as Aaker, (1991) indicates in his studies about brand loyalty. The levels cannot 

be generalized, as some customers will appear to have a combination of two levels and others 

may have different profiles which are not represented as a level as customers determines their 

brand loyalty on a case to case basis.  

3.3	Result	of	the	key	findings	

The key findings show that the constructs servicescape does not have an influence on online 

customer experience, no matter industry difference, gender difference or difference in 

Instagram user and non-Instagram user. Key findings show that servicescape tends to be 

neutral and standard, which does not have an effect on customers experience with the brand 

online, thus it does not affect brand loyalty either. Constructs e-word of mouth, perceived 

service quality and reliability all have a influence on online customer experience with a brand 

and consequently had an impact on brand loyalty. It is worth mentioning that the e-word of 

mouth did not have a significance influence on online customer experience and further brand 

loyalty in the industry analyses, which is due to the industry. However, interaction between 

B2C is very important for customers on Instagram, hence the construct still has a influence. 

Key findings show that the construct brand awareness only has an influence on online 

customer experience to some extent, due to the fact that customers evaluate their experience 

and loyalty from case to case, and brand awareness does not have a significance role. 

Furthermore, online customer experience influences brand loyalty partly, either through brand 

personality, or directly. Thereby, brand loyalty is not based on visual images in an airport, an 
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airline or a hotel industry. Furthermore, difference in gender has no impact on brand loyalty 

on social media, as key findings determine brand loyalty as being more a personal decision, 

which cannot be gender influenced. In the end, key findings also determine that, whether you 

are an Instagram user or a non-Instagram user, your views on the use of visual images on 

Instagram are essentially the same. 	

Chapter	4	Conclusion	and	future	research	

The aim with the thesis was to investigate a gap in the literature by conducting a conceptual 

model, which connected online customer experience with supporting constructs, to brand 

loyalty with supporting constructs. The key findings were discussed and analyzed in the 

previous section, which leads to the final wrap-up of the thesis.  

4.1	Conclusion	

The thesis has connected brand loyalty with visual images on social media with the emphasis 

on online customer experience in order to investigate the research question:  

How does the use of images on social media influence brand loyalty? 

Firstly, the picture app Instagram was selected as the social media platform in order to 

investigate the research question. Drawing on customer experience and brand management 

literature, a conceptual model was composed and presented in section 2.3. The conceptual 

model presents servicescape, e-word of mouth, perceived service quality, reliability and brand 

awareness as influential constructs to online customer experience. Moreover, the conceptual 

model shows that online customer experience is affecting brand loyalty by constructs brand 

satisfaction and brand personality.  

Secondly, a qualitative research composed by eight personal interviews was carried out and 

revealed that visual images do have an emotional effect and can contribute to a better online 

customer experience. However, brand loyalty is more difficult to retain by visual images. The 

key findings show that visual images do not have a significant influence on brand loyalty. 

Other criteria like price, product and personal experience have a more significant influence. 

This result calls out for a  revised conceptual model with key statement attached.  
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concluded that when customers tend to be loyal, they stay loyal. The result shows that many 

customers are very hard to reach either because they are very loyal customer or they are not 

loyal at all. Customers evaluate their loyalty based on a total experience, where a positive 

online experience only plays a minor role. Hence it can be discussed why companies bother to 

interact with customers on Instagram if it does not have a significance effect on their 

customer experience and brand loyalty. The thesis takes an airport industry, an airline 

industry and a hotel industry as the starting point, which from the beginning was believed to 

give some challenges due to the competitiveness in mostly the airline and hotel industry. 

The results of the thesis are valid and reliable, but some limitations were discovered through 

the research.   

Limitations		

The analysis of the thesis is based on a data sampling where the majority of the respondents 

are students, due to the fact that they come from the author’s acquaintances. Students often 

have a limited disposable income, which is expressed in their buying behavior and loyalty 

towards brands. Furthermore, the majority of the respondents’ occupation clashes with the 

price-sensitive industry that framed the multiple case study. This means that the sample is not 

deemed to be representative for the population’s general view and opinion on visual images 

and their effect on brand loyalty. However, this segment may very well be representative of 

the target audience of this particular social media outlet. 

During an interview with one of the respondents, it became evident that the respondent had a 

special knowledge to two of the case companies selected for the research. However, this 

realization was not believed to have any influence in the reliable answers conducted and the 

validation of the analyses.       

In the end my case analysis is based on three case companies operating in very price sensitive 

industries, where price and product are tied closely together. Moreover, for the airport 

industry it became evident through the research that customers do not see an airport as a 

business and therefore do not consider other alternatives when they are travelling.    
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4.2	Future	research	

The conclusion and limitations of the thesis calls out for future investigation. Firstly, after 

reviewing the conclusion, the thesis constitutes the basis of future research on other business 

areas, where costumers buying behavior is not characterized by price. Industries like personal 

goods, motor or other industries, where emotional buying behavior is more centered than 

price, would be a starting point for future research. 

Secondly, investigating the underlying genders differences could be useful, either within the 

three different industries used for this research or unfolded on industries mentioned below. 

The authors assumption of a difference in emotional and rational thought process’ between 

genders is still present and could be the basis for future research.     

Thirdly, with the growing interest for the Instagram app, a hashtag trend has evolved with the 

aim to create communities and solidarity on Instagram. The thesis does not address hashtags 

and the influence they can have on brand loyalty in connection with online customer 

experience. The use of hashtags and their influence on buying behavior could be a focus point 

of another independent research.   	
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Appendix 1 
Interview guide - Instagram users  

Intro:  

In connection to my master thesis about brand loyalty and online customer experience on social media. I 
would like to ask you some questions within different dimensions of online customer experience and brand 
management. The result of my interview will be used for my analysis in my thesis. Questions are based on 
your experience with the social media Instagram and different pictures uploaded to Instagram by my case 
companies. My case companies are Copenhagen Airport, Norwegian Airlines and Radisson Blu Hotels. Are 
you familiar with these three different brands? First I will ask you questions related to Copenhagen Airport, 
next I will ask the same questions about Norwegian Airlines and lastly Radisson Blu Hotel.  

The duration for the interview will be approx. 1 hour and 15 minutes and the language will be in English. 
Are you comfortable with that? Please feel free to stop me at any time of you have some concerns or if you 
need me to elaborate some of my questions.  

When you are ready, let's begin.  

Let me start with some introduction questions about yourself and your knowledge about Instagram:  

Questions: The following questions only to be asked one time. 

1. How old are you? 

2. What do you do for a living? 

3. Are you familiar with Instagram? 

4. How often would you say that you use Instagram from a scale to 1-5, where 1 is not so often and 5 is 
all the time. 

5. Do you upload pictures on Instagram?, if yes how often? 

6. Do you follow companies on Instagram? if yes, what type of companies and why?  

a. If no, why not?  

b. Have you considered it? 

7. Do you think that companies could make you more loyal towards their brand based on their activity 
on Instagram?  

 

Now we move on to talk more specific about the case companies, Instagram and different types of pictures.  

  

84 
 



 
 

Theme: Service Scape 

8. Show picture 1 (front page): Have you seen this profile before?  

9. What do you think about the profile text?  

10. Does this profile text have an influence on your experience with the “Case Company”  on 
Instagram? 

11. What do you think is a good profile text? - what should it contain? 

‘* Question 11 only to be asked one time 

 

Theme: E-world-of-mouth 

12. Do you ever comment on pictures on Instagram?, if yes why? 

13. Show 2 pictures: Would you comment on these pictures?  

14. Show them the comments related to the two pictures: Comments like the following would that have 
an influence on our online experience with the “Case Company”? 

15. Show 2 other pictures with comments: What about you loyalty towards the “Case Company”? would 
some of these comments have any influence on your loyalty towards the “Case Company”? 

16. Show the same 2 pictures as in question 12: Could some of the comments change your mind towards 
to the “Case Company”? 

‘* Question 12 only to be asked one time 

 

Theme: Perceived Service Quality 

17. Show them a picture 1: What level of quality does this picture express? 

18. Follow-up questions: Can a high level of quality make you more loyal towards a brand? 

19. Show picture 2: When you look at this picture, what level of service would you expect from the 
“Case Company”? 

20. Show picture 3: What kind of experience would you expect from the “Case Company” by looking at 
this picture? 

21. Show all 3 pictures: When you are looking at these pictures do you want to buy some of the “Case 
Company’s” products? or in the case of Copenhagen Airport do you want to experience their 
services/visit the airport? 

‘* Question 18 only to be asked one time 
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Theme: Reliability 

22. Show all 5 pictures: Do you see a connection between the pictures?(what type of connection?) 

23. Do you think that the pictures indicate reliability?  

24. Show all 5 pictures: Based on the pictures do you feel more drawn to the “Case Company”? 

 

Theme: Brand Awareness 

25. How well do you think you know the “Case Company”? 

26. In generally speaking is recognizability for you the same as quality and a positive online experience?  

27. On Instagram do you follow or interact with brands you know in order to get a better online 
experience? 

28. On Instagram do you follow or interact with brands because you are loyal towards them?  

 ‘* Question 26, 27, 28 only to be asked one time 

 

Theme: Online Customer Experience 

29. What can the “Case Company” do for you in order to get a better experience on Instagram?  

30. Show them all 5 pictures: Do you think the pictures give you a positive experience with the “Case 
Company” on Instagram? why? 

31. Would you be more loyal towards the “Case Company” by looking at these different pictures? 

32. Does the visual aspect (like pictures) have an impact on you? 

‘* Question 32only to be asked one time 

 

Theme: Brand Satisfaction 

33. If you are satisfied with an experience you have with “Case Company” on Instagram would that 
make you more brand loyal? Why? 

 

Theme: Brand Personality 

34. What type of people do you think uses the “Case Company”?   

35. If you can relate or identify yourself with the people you think uses the “Case Company” would that 
make you more loyal? Explain? 
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36. Show 1 picture: The people or the objects you see in the picture are those the types of people or 
objects which you identify with the “Case Company”?  explain? 

 

Theme: Brand loyalty 

37. If you were following “Case company” on Instagram would that make you more loyal towards to 
brand? explain? 

38. Show all 5 pictures: When you look at these pictures uploaded on Instagram would that have any 
influence on your experience when you purchase their services or visit the airport? 
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Appendix 2 
Interview guide – Non-Instagram users  

Intro:  

In connection to my master thesis about brand loyalty and online customer experience on social media. I 
would like to ask you some questions within different dimensions of online customer experience and brand 
management. The result of my interview will be used for my analysis in my thesis. Questions are based on 
your experience with the social media Instagram and different pictures uploaded to Instagram by my case 
companies. My case companies are Copenhagen Airport, Norwegian Airlines and Radisson Blu Hotels. Are 
you familiar with these three different brands? First I will ask you questions related to Copenhagen Airport, 
next I will ask the same questions about Norwegian Airlines and lastly Radisson Blu Hotel.  

The duration for the interview will be approx. 1 hour and 15 minutes and the language will be in English. 
Are you comfortable with that? Please feel free to stop me at any time of you have some concerns or if you 
need me to elaborate some of my questions.  

When you are ready, let's begin.  

Let me start with some introduction questions about yourself and your knowledge about Instagram:  

Questions: The following questions only to be asked one time. 

1. How old are you? 

2. What do you do for a living? 

3. Are you familiar with Instagram? 

4. Why don't you have Instagram?  

5. Do you use other social media platforms? 

6. Do you think that companies could make you more loyal towards their brand based on their activities 
on Instagram?  

 

Now we move on to talk more specific about the case companies, Instagram and different types of pictures 
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Theme: Service Scape 

7. Show picture 1 (front page): What do you think about the profile text?  

8. Does this profile text have an influence on your experience with the “Case Company” on social 
media? 

9. What do you think is a good profile text? - what should it contain? 

 ‘* Question 9 only to be asked one time 

 

Theme: E-world-of-mouth *CPH only two pictures with comments 

10. Show 2 pictures: Would you comment on these pictures?  

11. Show them the comments related to the two pictures: Comments like the following would that have 
an influence on our online experience with the “Case Company”? 

12. Show 2 other pictures with comments: What about you loyalty towards the “Case Company”? would 
some of these comments have any influence on your loyalty towards the “Case Company”? 

13. Show the same 2 pictures as in question 12: Could some of the comments change your mind towards 
to the “Case Company”? 

 

Theme: Perceived Service Quality 

14. Show them a picture 1: What level of quality does this picture express? 

15. Follow-up questions: Can a high level of quality make you more loyal towards a brand? 

16. Show picture 2: When you look at this picture, what level of service would you expect from the 
“Case Company”? 

17. Show picture 3: What kind of experience would you expect from the “Case Company” by looking at 
this picture? 

18. Show all 3 pictures: When you are looking at these pictures do you want to buy some of the “Case 
Company’s” products? or in the case of Copenhagen Airport do you want to experience their 
services/visit the airport? 

‘* Question 15 only to be asked one time 

 

Theme: Reliability 

19. Show all 5 pictures: Do you see a connection between the pictures? (what type of connection?) 

20. Do you think that the pictures indicate reliability?  
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21. Show all 5 pictures: Based on the pictures do you feel more drawn to the “Case Company”? 

 

Theme: Brand Awareness 

22. How well do you think you know the “Case Company”? 

23. In generally speaking is recognizability for you the same as quality and a positive online experience?  

24. On social media do you follow or interact with brands you know in order to get a better online 
experience? 

25. On social media do you follow or interact with brands because you are loyal towards them?  

‘* Question 23, 24, 25 only to be asked one time 

 

Theme: Online Customer Experience 

26. What can the “Case Company” do for you in order to get a better experience on social media?  

27. Show them all 5 pictures: Do you think the pictures would give you a positive experience with the 
“Case Company on social media? why? 

28. Would you be more loyal towards the “Case Company” by looking at these different pictures? 

29. Does the visual aspect (like pictures) have an impact on you? 

‘* Question 29only to be asked one time 

 

Theme: Brand Satisfaction 

30. If you are satisfied with an experience you have with “Case Company” on social media would that 
make you more brand loyal? Why? 

 

Theme: Brand Personality 

31. What type of people do you think uses the “Case Company”?   

32. If you can relate or identify yourself with the people you think uses the “Case Company” would that 
make you more loyal?  Explain? 

33. Show 1 picture: The people or the objects you see in the picture are those the types of people or 
objects which you identify with the “Case Company”?  explain? 
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Theme: Brand loyalty 

34. If you were following “Case company” on social media would that make you more loyal towards the 
brand? explain? 

35. Show all 5 pictures: When you look at these pictures uploaded on social media would that have any 
influence on your experience when you purchase their services or visit the airport? 
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Appendix 4 

Respondent 1 

Interview 18-09-2014 

C: In connection to my master thesis about brand loyalty and online customer experience on social media. I 
would like to ask you some questions within different dimensions of online customer experience and brand 
management.  

B: Mmm [nods] 

C: The result of my interview will be used for my analysis in my thesis and questions are based on your 
experience with the social media Instagram and different pictures uploaded to Instagram by my three case 
companies. My case companies are Copenhagen Airport, Norwegian Airlines and Radisson Blu Hotels. Are 
you familiar with…?  

B: Yeah all three brands 

C: All three brands…  

B: Yeah 

C: First of all I will ask you questions related to Copenhagen Airport, and next I will ask the same questions 
about Norwegian Airlines and lastly about Radisson Blu Hotel.  

B: Okay 

C: The interview will be approx. 1 hour and 15 minutes and the language will be in English. And I hope you 
are comfortable with that?  

B: Mmm  

C: Yeah… and please feel free to stop me at any time of you have some concerns or if you want me to 
elaborate some of the questions.  

B: Okay, sure.  

C: So when you are ready, we will begin. Are you ready? 

B: Yep 

C: Let’s go. First I will ask you some questions based on a little about you. So how old are you?  

B: I am 28 

C: What do you do for a living? 

B: I am a project manager at the Danish refugee council.  
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C: And are you familiar with Instagram?  

B: Yes  

C: Yes:  

B: Yes I am 

C: How often would you say that you use Instagram from a scale to 1-5, where 1 is not so often and 5 is all 
the time.  

B: Mmm compared to some of my friends there uses it a lot I will probably say a 3, I am not that active 
myself but I check it a few times everyday 

C: OK and do you upload pictures on Instagram?  

B: From time to times C: and why do you?  

B: well mostly if I take a pretty picture when I am out travelling, I don’t post pictures of everyday events.  

C: Okay, and do you follow companies on Instagram?  

B: No only one but that’s because it is my cousin’s company  

C: Okay and so why don’t you follow companies?  

B: probably because I consider it like invasion of my privacy and I don’t want advertisements on something 
that personal just like Facebook it annoys me that it is there.  

C: Okay and do you think that companies could make you more loyal towards their brand based on their 
activity on Instagram?  

B: I think so yeah, and well that is.... I am a pretty loyal customer, if I already shopped there once, I’ll go 
back if they have a good offer.  

C: Okay, so now we move on to talk more specific about my case companies, Instagram and different types 
of pictures. So the first picture [Showing picture A1] we have here is… we will start with Copenhagen 
Airport. This is their front page, and this is their profile. Are you familiar or have you seen Copenhagen 
Airport’s Instagram profile before?  

B: No, no not that I am aware of 

C: What do you think about this profile text?  

B: [Reading the profile text] well it’s fine, it’s pretty descriptive of what you can expect and how you can use 
it yourself so pretty okay.   

C: Does this profile text have an influence on your experience with the Copenhagen Airport on Instagram? 

B: After seeing like their hashtags I would be prone to click it and see what is there, so yeah using hashtags.  

C: And do you think is a good, what do you think is a good profile text on Instagram, what should it contain? 
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B: I think it is a pretty useful media so using humor, well that attracts me at least so that would be good.  

C: Okay so next on I would like to know if you ever comment on pictures on Instagram? 

B: Yes yes I do 

C: Why do you comment?  

B: Well if I have something to say or a joke about something often people post a picture it is yeah because 
they want to say something with that picture and if I feel like I want to answer I just answer  

C: Okay now I will show you two pictures [showing picture A2] from Copenhagen Airport’s Instagram 
profile, would you comment on those two pictures?  

B: Just want I see or… 

C: Yes just if you saw these two pictures would you comment? 

B: I think this is the picture of the Carlsberg Commercial which is more modern than the picture of the 
airplanes is, I think this is more, the picture of the plane is more geeky, you know people standing at 
flyvergrillen because they have an interest in the airplanes watching them land and take-off, I associate that 
picture with that and that is old school and the other picture is just really saying because it is a huge banner at 
the entrance area. 

C: So I can tell you that people are commenting on those two pictures [showing picture A3] so if you just 
read through the comments and I would like to know if they would have an influence on our online 
experience with Copenhagen Airport? 

B: [Reading comments] so what was your question again? 

C: Comments like those two would that have any influence on our online experience with Copenhagen 
Airport? 

B: Well tacking people and making it more personally also makes them more personal and the fact that 
people interact with them it makes it more personal and if you are able to get interaction with the customers, 
it is a much more lively media and I think so also more creditable.  

C: So again with these two pictures what about you loyalty towards Copenhagen Airport, would some of the 
comments have read would that have any influence on your loyalty? 

B: Not the actual comments but the fact that they are responding to whatever there is being written also 
makes it more creditable, I think if you have a Instagram profile or a Facebook profile there needs to be a 
reason for it and if your customers comment it increases customer loyalty in my opinion if you also answer  

C: So some of these comments could that change your mind towards Copenhagen Airport? 

B: Not the actual comments but the fact that people are commenting. If I did not know about Copenhagen 
Airport or Radisson or whatever if I could check it out and people where interacting and happy with the 
things they were getting yes.  

106 
 



C: Great so I will show you this picture [Showing picture A4] what level of quality does this picture express 
for you? 

B: About the airport or the picture 

C: the picture 

B: the level of… 

C: quality 

B: not very much I think it is the picture in its self is not that good quality to much like… I mean that might 
be what they are trying to visualize with all the skylight windows but it is just very… I don’t know the word 
for it, it is not sharp… and focus. It is just a lot of white and people moving into the light and that associates 
to death so that would probably not be so good. But the quality of the picture I think they could have 
photoshop and made it a little more visually pretty 

C: So can a high level of quality make you more loyal towards a brand? 

B: I think so because a high level picture or product oozes professionalism and that is I don’t know 
comforting I guess you know that they also on their Instagram profile, they have a professional approach   

C: So next picture [Showing picture A5] when you look at this picture, what level of service would you 
expect from Copenhagen Airport by looking at this picture? It is a little bit dark. 

B: [Thinking] Level of service… I know this area and I actually like it, it is typically Danish, there is a lot of 
areas where you can sit and be undisturbed and work if you have to or eat quietly and get away from the 
chaos of an airport and so I guess the level of service is quite high but I would not think of it unless you 
asked me to, so the picture in itself I don’t know says to me that much, does not say that much about quality.  

C: So by looking at this picture [Showing picture A6] what kind of experience would you expect from 
Copenhagen Airport? 

B: A good experience easy with all the signs and I expect that it would be easy to find the right terminal and 
desks and whatever.  

C: Show when you are looking at all three pictures [Showing picture A7] do you want to visit Copenhagen 
Airport? 

B: Yes there is nothing that you know scares me a way 

C: Good, so now we are moving on to something else, this is all 5 pictures [Showing picture A8] and I want 
you to tell me if you can see a connection between the pictures?  

B: [Thinking] 

C: Or if you think there is a connection? 

B: [Thinking] well the obvious connection to me is spaces that they are trying to illustrate the different types 
of spaces at the airport… yeah I forgot the question...  
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C: It is fine, just if you could see a connection and what kind of connection. 

B: Yeah well that would be it, taking pictures in action so to say what happened 

C: Do you think that the pictures indicate reliability?  

B: Yeah I think so. Well these five pictures, you come to the airport, you go to check-in, you sit and wait for 
the plane, you fly and come home to the so… that way yeah…   

C: Based on these pictures [Showing picture A8] do you feel drawn to Copenhagen Airport? 

B: Yeah I mean I know the airport quite well, so I don’t know if the photos changes my opinion but I think 
they are pretty saying for what I see the airport as.  

C: And you briefly mentioned it but how well do you think you know Copenhagen Airport? 

B: Fairly well yeah  

C: So in generally speaking is recognizability for you it that the same as quality and a positive online 
experience?  

B: Yes it is.  

C: And on Instagram do you follow or interact with brands you know in order to get a better online 
experience? I know you said you only followed one company. 

B: But I do, actually I also follow a health page but I do not interact with them… maybe not cause I only 
interact with the company where I know the owner cause that is more personal to me. I do not if it is an 
official page I guess.  

C: So on Instagram do you follow or interact with brands because you are loyal towards them?  

B: Yes if they get into my private sphere I am 

C: So now we will talk a bit more specific about online customer experience, so what can Copenhagen 
Airport do for you in order to get a better experience on Instagram?  

B: [Thinking] I don’t know what their target group is but I am thinking that it is fairly young because it is on 
Instagram. I always think that… you know pictures that say a bit more itself I don’t what the text for the 
pictures are but instead of just areas as I am seeing, it could be, I don’t know a desk manager saying hi or 
some of the small things that actually happened in an airport like you see it on television with all those 
airport shows, you follow somebody around for an entire day and see what they are doing. Maybe they could 
do like some of the communication agencies do where there is Instagramer of the day, or of the week making 
it more personal that way around.  

C: So by looking at all these 5 pictures [Showing picture A8] do you think the pictures would give you a 
positive experience with the Copenhagen Airport on Instagram? 

B: Yeah… 

C: And could you elaborate like why… because the pictures are interesting or? 
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B: No I do not know. My thoughts about being at the airport are always filled with excitement because I am 
going somewhere and that is also some of the thoughts that I have looking at the pictures. Just being in an 
airport like it is because I am going somewhere.   

C: And would you be more loyal towards Copenhagen Airport by looking at these pictures? 

B: No not by looking at the pictures, I don’t think that has an effect. 

C: Does the visual aspect like pictures just in general does that have an impact on you? 

B: Yes differently…  

C: And if you are satisfied with an experience you have with Copenhagen Airport on Instagram would that 
make you more loyal?  

B: Yes, I think so yeah.  

C: What type of people do you think uses Copenhagen Airport?   

B: The airport or the profile… 

C: The airport… 

B: What type of people? [Thinking] I do not see any type of people not using the airport. I do not know how 
narrow that down because everybody flies I mean some do more than others. But often it is a means to get 
wherever you want you know. I mean I do not know anybody who goes to the airport just for the coffee.   

C: But do you think a certain types of people who use the Instagram profile? 

B: I do not have that much experience with it because I don’t, so I don’t really know what kind of people do. 
But I could imagine that if you have an Instagram profile and you have some competitions or… I don’t know 
people that feel some kind of connectedness to the airport more than I do or might. I don’t know what their 
characteristic would be.   

C: Let me take the next question just in general, if you can relate or identify yourself with  people you think 
uses a brand would that make you more loyal to the brand? 

B: Yeah I think so…  

C: Yeah, and now I will show you a picture again [Showing picture A5], it is a little bit dark, but the people 
in this picture are those types of people that you would identify yourself with and with Copenhagen Airport? 

B: Yeah, I mean… there is a little of both and some businessmen, are they children or just small? 

C: I think they are just small 

B: Okay… Yeah I mean… have it been punk rockers or politicians I might not. But they seem like everyday 
people and I can relate to that. 

C: So if you were following Copenhagen Airport on Instagram would that make you more loyal to 
Copenhagen Airport? 
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B: Mmmm, I think so 

C: Okay and when you look at all these [Showing picture A8], when you look at all these pictures would that 
have any influence on your experience when you go and visit the airport? 

B: No I do not think so no… I mean… unless they made it more personal I can say I saw a joke about that or 
whatever. That person has been instagramer of the week so I feel like I know that person but this is just to 
anonymous.  

C: Perfect so that was case company number one so now we will move on. Of course some of the questions 
where quite general so we will skip them.  

B: Yeah 

C: So next company is Norwegian Airlines, let me find the right paper [trying to find the right paper] here it 
is. Okay so this is the first picture [Showing picture B1] and again it is the front picture of Norwegian 
Airlines Instagram profile have you seen this profile or are you familiar?  

B: No 

C: No… What do you think about the profile text?  

B: It is a bit more commercialized I think “we are low cost, we have in-flight Wi-Fi” I do not know it is more 
commercialized. 

C: And does this profile text have an influence on your experience with Norwegian Airlines on Instagram? 
Or would it have any influence? 

B:  I do not know, it does not say anything that I do not already know, it is not personalized in any way so.  

C: We will move on to the next two pictures [Showing picture B2] would you comment on those two 
pictures? 

B: I would never comment on them no 

C: Now I will show you some comments related to the two pictures [Showing picture B3] would comments 
like that have an influence on our online experience with Norwegian? 

B: [Reading through the comments] can you ask the question again? 

C: Would that have any influence on our online customer experience [pointing at the comments] with 
Norwegian, the comments? 

B: I think so but most solely the last comment on the picture with the flight attendants because it says it has 
lousy customer service and do not know why that stands out. All the positive things you know kind of scoops 
in the background but that one negative thing… yeah… I could imagine they say so much about how much 
money you can save travelling with them so why… I do not know… I just assume that of course the 
customer service is lousy.   

C: So here is two other pictures and again comments [Showing picture B4] what about loyalty towards 
Norwegian Airlines? Would some of those comments have any influence on your loyalty? 
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B: [Thinking] No I do not think so. Again I do not have that much experience with it due… the commercial 
part of Instagram. I do not think I go there to get a confirmation about other people opinions or that way I 
think I would go online instead on the computer and check out other… what is it called… evaluations… 

C: Yeah or… 

B: Comments…  

C:  Comments… reviews 

B: Reviews exactly… I do not think I have used Instagram with that 

C: So could some of these comments change your mind towards Norwegian Airlines if you read them on 
Instagram? 

B: I do not think so. To me Norwegian stands for… Low-price… travel… and not that much more, I do not 
expect… great customer service… or a personalized Instagram account even though by the photos I can 
already see that it is more personalized than Copenhagen Airport. But I would not expect it.  

C: So moving on to the next picture [Showing picture B5] what level of quality does this picture express? 

B: [Thinking] well a higher level… I mean…  

C: It is kind of funky… 

B: Yeah exactly… it is easy to see that it has been photoshopped and there is some layers and some lightning 
and… that it has been professionalized a bit and that there is probably an idea of display of funky airplane 
compared to in over lighted part of the airport… so I think… yeah more professional. 

C: So the next picture [Showing picture B6] when you look at this picture, what level of service would you 
expect from Norwegian Airlines? 

B: Good service. I mean this picture to me represents efficiency like we are loading one aircraft and rolling 
one out and another one is landing and… you know… efficiency and a timely manner.  

C: And the next picture [Showing picture B7] what kind of experience would you expect from Norwegian 
Airlines? 

B: Cozy, I mean they look nice it is more personalized that way and if you get a face to your pilot… yeah 
that is just nice. 

C: And now looking at all three pictures [Showing picture B8] do you want to buy some of Norwegian 
Airlines’ products 

B: Yeah I might, I mean professionalism [Pointing at picture B5], efficiency [Pointing at picture B6] and 
cozyness [Pointing at picture B7] that is good, if you have to travel anywhere, I mean I know that it is low 
cost so I guess so yes.  

C: Here you have all five pictures from Norwegian Airlines’ Instagram profile [Showing picture B9] do you 
see a connection between the pictures?  
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B: [Thinking] No. 

C: Do you think that the pictures indicate reliability? 

B: Yeah I think so, I mean… I cannot say that anything stands out and it is more reliable than something 
else. But… yeah…  

C: So based on these pictures do you feel drawn to Norwegian Airlines? 

B: A bit I think it is… they managed to make it more personal for me… so yeah a bit 

C: And how well do you think you know Norwegian Airlines? 

B: Not that well 

C: Not that well 

B: I know they have cheap flight; that is about it.  

C: So what could Norwegian Airlines do for you in order to get a better experience on Instagram? 

B: [Thinking] 

C: Cause now you said that they are a little bit more personalized than Copenhagen Airport so…  

B: [Thinking] maybe something about their destinations not necessarily just a map of where they are flying 
to but “Hey this is Norwegian crew in…” I do not know where they fly to but in some country or “This is a 
Norwegian plane in…” here making more about where you are going to than with the company.  

C: Do you think the pictures [Showing picture B9] give you a positive experience with them 

B: Yes 

C: On Instagram?  

B: I think so. Again the… you know… the personal, the professional, the coziness, efficiency… I think so 
yeah.  

C: And would you be more loyal towards Norwegian Airlines by looking at these pictures? 

B: I do not know. I am really… I do not think so, I mean if I already… Is it called liking on? 

C: Following… 

B: Yeah following… 

C: But you can also like pictures 

B: If I follow Norwegian, I mean it would be because they already made an impression and then I would be 
more loyal and more likely to but Norwegian tickets but just based on the pictures I do not think so.  

C: If you are satisfied with an experience you have Norwegian Airlines on Instagram would that make you 
more brand loyal? 
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B: Yeah I think so. 

C: And what type of people do you think uses Norwegian Airlines?   

B: [Thinking] Business people, students, people that just… you know… they want to go from A to B and 
they wanted a reduced fare and it does not really matter that you do not I mean for a students at least all the 
service and food provided and we can live without. We as if I was still a student but I imagine students can 
live without if they know that they can spare 300 bucks for something else.  

C: If you can relate or identify yourself with people that use Norwegian Airlines would that make you more 
loyal towards the brand? 

B: No… with regards to travel agency or aircraft agencies or whatever it is called… I am not loyal at all; I 
take the cheapest and easiest flight.   

C: So now I will show you a picture [Showing picture B10] the people that you see in the picture are those 
the types of people which you identify with Norwegian Airlines? 

B: I guess I could, I mean they are really young but I mean much crew personnel is, I rarely see ladies that 
have been doing it for 30 years, I mean I know that they are there but often it is young people.  

C: If you were following Norwegian Airlines on Instagram would that make you more loyal towards their 
brand 

B: No… again taking a vacation or just flying somewhere and visit, I would always take the cheapest.  

C: Show when you are looking at all these pictures [Showing picture B9] they are all uploaded on Instagram 
would that have any influence on your experience when you are purchasing Norwegian Airline tickets? 

B: Maybe a little I mean if I had already bought a ticket I mean it would be nice to see those pictures because 
there is something happy about it but again if an alternative was 200 bucks cheaper I would take the cheaper 
alternative.  

C: Okay perfect now the last one. 

B: Yeah. 

C: Last Company and that is Radisson Blu Hotel. And again you have they front page of their profile 
[Showing picture C1] have you seen Radisson Blu Hotels Instagram profile before? 

B: No 

C: What do you think about their profile text?  

B: [Reading profile text] I do not know it is very minimalistic I mean I would associate that kind of a text 
with them a minimalistic hotel as well so that is what it is I mean that would be right around the money but it 
is not very informative but I do not know if you use Instagram to look for information  

C: So this profile text would that have any influence on your experience with Radisson Hotels on Instagram? 
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B: Maybe a bit negative actually because I do not think I would be in their target group… again it comes 
down to money I would not necessarily pay 500-600 bucks more to sleep if I knew I could get it cheaper. So 
the whole thing about it being a little more flashy a little more nice I mean it is great but I do not use the 
extra money for it.   

C: So again we have two pictures here [Showing picture C2] would you comment on those two pictures?  

B: Nope 

C: Again people are commenting [Showing picture C3]…  

B: Yeah… 

C: Would that have any influence on our online experience with Radisson? 

B: Pictures of somewhere hot and with the pool and a beach  

C: But the comments on… 

B: Oh…  

C: Would comments like that have any influence at all 

B: No it does not say anything to me 

C: So now I will show you two other pictures [Showing picture C4] so what about you loyalty towards 
Radisson hotel would some of these comments have any influence. 

B: [Thinking] No I… no I do not think that it would have any affect  

C: So could some of these comments change your mind towards Radisson Blu Hotel 

B: No… I would… no… not these in particular. I do not think any comments would actually.  

C: So here is the picture [Showing picture C5] what level of quality does this picture express? 

B: A high level… 

C: And can you give a reason why… 

B: It is just you know the lightning, the sunset, the light from the houses and the light from the street. I think 
it is really good quality and also expresses to me some kind of calmness that ones the sun is set this is where 
you will spend the night. So that is why.  

C: Go to next picture [Showing picture C6] when you look at this picture, what level of service would you 
expect from Radisson? 

B: High level, if they boost their image to be all about Danish design or design in general I would presume 
that the level of service would be high.  

C: Yeah… And what kind of experience would you expect from Radisson Blu by looking at this picture 
[Showing picture C7? 
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B: Luxurious… I mean plain and simple but I would probably do that just by the name of the hotel. This to 
me is… yeah… luxurious.  

C: Good, so we have all three pictures here [Showing picture C8] when you are looking at these pictures do 
you want to buy some of the Radisson Blu’s products?  

B: Just based on the pictures yes. It is very appealing all three.  

C: So we have all five pictures [Showing picture C9] from Radisson Blu hotels Instagram do you see a 
connection between the pictures?  

B: [Thinking] I do not know if they are trying to make it look a little… like relaxed thing and homey. I do 
not see any other obvious connection.  

C: Do you think the pictures indicate reliability?  

B: Yes I think so but that also to me is within their brand. 

C: And based on those pictures [Showing picture C9] do you feel drawn to Radisson? 

B: Yeah it looks really good.  

C: How well do you think you know Radisson Blu Hotels? 

B: Not that well… no… 

C: We are almost there, so we have also discussed it with the two other case companies, what can Radisson 
Blu Hotel do for you in order to get a better experience on Instagram?  

B: [Thinking] I do not know… I mean when I ever I visit a hotel it is always or mostly a good experience the 
fact that it is as luxurious as it is. I mean… it is a little out of my reach I think so maybe if they were 
appealing to people like me with a lower budget than what I presume that they are targeting with these 
pictures. I would be more keen to also act on it. I mean it is very high-class and that is very lovely and very 
attracting but I do not think I would be necessarily in the target group because I opt to think it is out of my 
reach  

C: What about their activities on Instagram if they were good at interacting with their followers or interacting 
with the people who comment on their pictures or would that make you feel like you would get a more 
positive or better experience.  

B:  I guess… I mean… the hotel business is all about making people feel welcome so yeah I guess if people 
actually comment and the hotel comments back like the guy asked them for pictures from yeah a local hotel 
and if they answer him I guess… I guess but again I do not really use comments on Instagram, it does not 
really have that big an effect on my cause I do not use it commercially. 

C: Do you think these pictures [Showing picture C9] could give you a positive experience with the Radisson 
Blu Hotel on Instagram?  

B: Yes 

C: And would you be more loyal towards Radisson Blu Hotels by looking at these pictures? 
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B: Yeah if the alternative cost the same or vice versa I think so because it is recognizable with the Danish 
design and it is desirable with the destinations. Yeah I think so.  

C: If you are satisfied with an experience you have with Radisson Blu Hotels on Instagram would that make 
you more loyal?  

B: No I do not think so. When I travel like when I buy tickets to travel it is all about pricing. If it is a fair 
price for a fair room then that is what I take.  

C: What type of people do you think uses Radisson Blu Hotel?   

B: [Thinking] Business people, people with a lot more money, people that are our parents’ generation that 
is… or people that just you know prioritize having nice stuff around them they are maybe a little but more 
materialistic… yeah people that are willing to pay for quality.  

C: If you can relate or identify yourself with the people that you think uses Radisson Blu Hotels would that 
make you more loyal?  

B: Maybe… [Thinking] yeah probably again if I had the money and that was a priority… yeah I guess.   

C: So I will just show you a picture [Showing picture C7] so the objects you see in the picture are those the 
types of objects that you would identify with Radisson Blu Hotel? 

B: Everything but the ocean… I mean Radisson Blu… to me is a business or an airport hotel so I would not 
necessarily link it to the ocean.  

C: Okay if you were following Radisson Blu Hotel on Instagram would that make you more loyal towards 
their brand? 

B: [Thinking] nope. 

C: And last question by looking at all these five pictures [Showing picture C9] uploaded on Instagram would 
that have any influence on your experience when you are going to purchase hotel rooms? 

B: Yeah I mean it would defiantly spark conversation at least whether to buy a more experience room than a 
regular. I think I would be prone to just take the cheaper one or the one that is more fairly priced, but looking 
at these pictures you cannot help to think twice whether 500 bucks more would be okay to spend. 

C: Okay well thank you for your time 

B: That was is? 

C: Yeah that was it; I do not have anything else  

B: Perfect.  
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Respondent 2 

Interview 19-09-2014 

 

C: In connection to my master thesis about brand loyalty and online customer experience on social media. I 
would like to ask you some questions within different dimensions of online customer experience and brand 
management. The result of my interview will be used for my analysis in my thesis. Questions are based on 
your experience with the social media Instagram and different pictures uploaded to Instagram by my case 
companies. My case companies are Copenhagen Airport, Norwegian Airlines and Radisson Blu Hotels. Are 
you familiar with these three different brands?  

J: Yes I am. 

C: First I will ask you questions related to Copenhagen Airport, next I will ask the same questions about 
Norwegian Airlines and lastly about Radisson Blu Hotel. The interview will be around an hour and the 
language will be in English. Are you comfortable with that?  

J: Yes 

C: Please feel free to stop me at any time of you have some concerns, or if you want me to elaborate any of 
the questions. So when you are ready, let us begin? 

J: Well let us begin then. 

C: Perfect let me start with some introduction questions about yourself and your knowledge about Instagram. 
So how old are you?  

J: I am 28… 29 

C: And what do you do for a living? 

J: I am a student 

C: you are a student… Okay where are you studying? 

J: I am studying urban design at Copenhagen University.  

C: Okay are you familiar with Instagram?  

J: I am  

C: And I know that you do not use Instagram, how so?  

J: I have no need for the services it provides.   

C: Do you use other social media platforms? 

J: I use Facebook  
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C: And how often would you say that you use Facebook 

J: Probably everyday 

C: Okay do you think that companies could make you more loyal towards their brand based on their 
activities on social media?  

J: To some degree yes 

C: Okay so now we move on to talk more specific about the case companies, Instagram and different types 
of pictures. I will show you the first picture [Showing picture A1] which is the front page of Copenhagen 
Airport, we will start with Copenhagen Airport, and this is their front page. What do you think about the 
profile text?  

J: It is very short and precise maybe a little bit boring 

C: Okay and how could they make it more interesting? 

J: They are kind of… they are trying, they state “Follow us and we will open up our airport to you” or for 
you and it could be… they could spice that up a little bit, maybe that could be a little bit longer. They are 
trying to get people to share their photos with them at their hashtag, but that does not really appeal to me.   

C: Okay, so does this profile text have an influence on your experience with Copenhagen Airport on social 
media? 

J: [Thinking] it does have an influence on my experience it is not… I would not say it is negative… very 
negative but… I mean it does not have a positive experience. 

C: okay but not negative? 

J: No it is quite neutral, the experience. 

C: So what do you think is a good profile text?  

J: Well it is something that catches my attention but also states… I guess states that it is the official account 
of set the company or a person and something that I guess that has a little bit of bite in it.  

C: So we will move on to the next question, and here I will show you two different pictures [Showing picture 
A2] would you comment on these pictures? 

J: No I usually do not comment on pictures 

C: You do not comment on pictures, why don’t you comment on pictures? 

J: I do not feel the need for it and unless there is somebody that ask me directly I think 

C: Okay here are the some pictures again but with comments [Showing picture A3], so if you read through 
the comments then I would ask you the questions afterwards 

J: [Reading through the comments] Mmm… 
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C: Would comments like the following have an influence on your online experience with Copenhagen 
Airport? 

J: Would what? 

C: Would the comments, the comments you just read, would that have an influence on your online 
experience with Copenhagen Airport. 

J: They probably would if they were negative or very positive but here they are kind of intern and these 
would not have an influence no.  

C: And what about you loyalty towards Copenhagen Airport? Would some of these comments have any 
influence on your loyalty? 

J: No. 

C: No how come? Because they are neutral? 

J: They do not because they do not… they do not really speak about the company I think… I mean they 
could be negative or positive about the company but here they… yeah. They do not really tell me anything I 
need to know.  

C: Okay if the comments had been either positive or negative would that have any influence on your loyalty 

J: Probably… 

C: In what way? 

J: Well trust if there are negative I would try to steer away from the company. If they are positive I would 
probably consider them a better company. 

C: Okay and again could some of these comments change your mind towards to Copenhagen Airport. 

J: As I just said if they are negative or positive. Not any of the comments right here.  

C: Okay but if the comments… again if the comments were positive or negative that could have an influence 
on your… that could change your mind about the company?  

J: It could… I am not saying… I mean it would depend on the comment but it could… And their response to 
the comments could also change my opinion.   

C: Okay… so I will show you the first picture [Showing picture A4] what level of quality does this picture 
express? 

J: [Thinking] it is a very clean environment and… it is almost a sterile environment, it does convey that it is, 
there is a bit of high standard over it, but then again it is hard to see what kind of people there are. You can 
see one suitcase but I mean it is hard to tell that it is at the airport, I would say.  

C:  Okay so can a high level of quality make you more loyal towards a brand? 

J: [Thinking] Yeah… if the brand is high quality… 
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C: Mmm… Or if it expresses high quality? 

J: The brand or the picture? 

C: The brand… 

J: If it is in line with the price I guess it could. 

C: Next picture… when you look at this picture [Showing picture A5] what level of service would you 
expect from Copenhagen Airport? 

J: Well I do not really see any service workers or anything but they provide amenities in the form of seating 
arrangements and you are able to look over the planes. So I guess it is as sufficient service, I would be… I 
mean not a surprisingly good but not a bad aggregate service I guess. 

C: Okay… and the next picture [Showing picture A6] what kind of experience would you expect from 
Copenhagen Airport by looking at this picture? 

J: The picture looks kind of cluttered… There are lots of things at the picture… It does not look like you are 
able to walk straight ahead when you get down the stairs there. So it looks like it is a bit kind of hectic and I 
think it maybe could be a little more clean. What was the question? 

C: What kind of experience? 

J: Kind of… [Thinking] a little bit of a hectic experience I guess.  

C: Okay, so here you have all three pictures [Showing picture A7] and when you are looking at these 
pictures do you want to visit the airport? Just by looking at the pictures? 

J: Yes in some way cause they do convey the travel experience, and I, as a lot of other people, see that 
experience as a good one. So in that way they do succeed in awaking my interest to visit them.    

C: Okay here you have all five pictures [Showing picture A8] all the pictures are taking from Copenhagen 
Airport’s Instagram profile. Do you see any connection between the pictures?  

J: You see a lot of people on the pictures but there no, you cannot identify any of them. They are kind of 
faceless travelers… and I think the pictures are, they kind of try to sell the dream or the idea of… of travel I 
guess, and the experience… a good experience connecting to that idea.  

C: Do you think that the pictures indicate reliability?  

J: Yes I do in most part; most of the pictures are very clean however the picture with the stairs on them kind 
of conveys as I said before kind of hectic or cluttered feeling and… maybe not as much reliable it leads 
thoughts back to all the problems they have with the baggage sorting and stuff like that and they others do 
convey reliability, I think.  

C: So based on the pictures do you feel more drawn to Copenhagen Airport? 

J: In some way. It does awaking my… my waiting to travel.  

C: So how well do you think you know Copenhagen Airport? 
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J: I know Copenhagen Airport quite well 

C: And have you visit the airport a lot of times? Have you been to the airport a lot of times? 

J: I have… yeah… I come there regularly.  

C: In generally speaking is recognizability for you the same as quality and a positive online experience?  

J: [Thinking]  

C: So if recognizability for you is the same as quality and a positive online experience? 

J: No not at all. I mean… I recognize some things that I… Do not think is a good experience… So no.  

C: On social media do you follow or interact with brands that you know in order to get a better online 
experience? 

J: No I do not interact with brands online.  

C: Why not? 

J: I have [Thinking] I am not interested in it.  

C: Do you feel that social media for you is more personal than commercial? 

J: You could say that. I use social media to… to arrange appointments and not as much to interact with 
companies.  

C: So you could say that… My next question was on social media do you follow or interact with brands 
because you are loyal towards them? But you said that you do not follow any brands. But if you were to 
follow a brand or interact with a brand would that mean that you are loyal towards them? 

J: [Thinking] No I do not think so. [Thinking] I go very much… on a… case to case bases meaning that I 
would evaluate my loyalty from the last experience, I think, I had with the company. And there are very few 
companies that I am very loyal to.  

C: So what can Copenhagen Airport do for you in order to get a better experience on social media?  

J: Well… I guess they could… Tell me facts that I didn’t know about the airport, that could help my 
experience there next time I visit it. And…  

C: But what about your experience on social media? What could they do for you to have a, that you feel that 
you have a good experience on social media.  

J: Yeah I think that is…  

C: Okay 

J: That is it. I like to know things that I did not know before.  

C: Okay… Again try and look at all five pictures [Showing picture A8] do you think the pictures would give 
you a positive experience with Copenhagen Airport on social media? 
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J: I think my experience looking at the pictures is more positive than negative. They do evoke some positive 
memories in me.  

C: And would you be more loyal towards Copenhagen Airport by looking at these different pictures? 

J: Not more loyal no 

C: No, why not? 

J: Because my loyalty more relies on personal experience with the company and I am very… I am not very 
loyal to companies.  

C: So does the visual aspect like pictures, just in general, does that have an impact on you? Do pictures have 
an impact on you? 

J: They do evoke some feelings but… Yeah I guess you could say that they do evoke some feelings.  

C: So now we will talk about your satisfaction. If you are satisfied with an experience you have with 
Copenhagen Airport on social media would that make you more brand loyal?  

J: [Thinking] it could… a little bit… but as I said before I am not very loyal to companies. I base my…  

C: But you said you based your loyalty on positive experience… 

J: On previous experience… 

C: Previous okay… 

J: I guess I also base it on what product they can offer me the next time. And that goes above loyalty for me, 
I think.  

C: What type of people do you think uses Copenhagen Airport? 

J: A wide variety of people, people who travel. 

C: Yeah, and if you can relate or identify yourself with the people you think that uses Copenhagen Airport 
would that make you more loyal?   

J: No… 

C: Why not? 

J: Again I… that is not one of the criteria that I base my loyalty on.  

C: I will show you a picture [Showing picture A5] the people you see in the picture are those the type of 
people which you identify with Copenhagen Airport? 

J: Yes I guess you can say so. They are travelers and however they are identifiable which I guess or the 
people I expect to be using Copenhagen Airport.  

C: If you were following Copenhagen Airport on Instagram or on social media would that make you more 
loyal towards their brand? 
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J: No it would not as I said before my loyalty is kind of based of what they can provide for me in the 
future… and yeah more on their… 

C: So social media has no influence? 

J: No 

C: No, and not your experience with them on social media, it does not have any… 

J: [Thinking] I guess you could say if to companies were… have the exact same product but I was following 
one of them on social media, I probably could be more loyal to them if they… had a… If I had a better 
experience with them on social media than I had with the other company but I would first and foremost judge 
by their product and secondly by my loyalty.     

C: Take a look at [Showing picture A8] the five pictures one last time, when you look at these pictures on 
social media would that have any influence on your experience when you go visit or when you visit the 
airport? 

J: It could have, meaning that if they are showing of something new in the airport like, I guess one of the 
pictures shows a newly opened area in one if the terminal and a new… commercial in one of the in the 
airport. It could be something that I want to go and check out. And if I like that that would be a positive 
experience I guess.  

C: That was Copenhagen Airport now we will move on to my next case company which is Norwegian 
Airlines; again I will ask you some of the same questions, just with Norwegian Airlines. We will start with 
their front page of their Instagram profile, and take a look at the profile text and tell me what you think 
[Showing picture B1].  

J: I think it is an okay, a good profile text. It tells me something about the airline and it gives me value in that 
they tell me that they offer free Wi-Fi on, on the majority of their flight. I do miss that it says that it is the 
official Instagram for them. But I think it is a good text.  

C: And would that profile text have an influence on your experience with Norwegian Airline on social 
media? 

J: It would, I appreciate that they… that they give me some value in form of they announce that they have 
free Wi-Fi, so they do provide some value in their text. 

C: Right… moving on. I will show you two pictures [Showing picture B2] would you comment on these 
pictures?  

J: No 

C: No? 

J: Cause in general I do not… 

C: You do not comment on pictures… 

J: I do not feel the need to comment on pictures on social media.  
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C: But people feel the need to comment… so if you just take a look of the comments [Showing picture B3] 
and then I will ask you the question afterwards.  

J: [Reading the comments] mmm… 

C: So comments like the following would that have any influence on our online experience with Norwegian 
Airlines? 

J: [Thinking] There are some… there are some negative comments which I guess would have a… I mean I 
usually… see the negative comments more than I do the positive. There are some positive comments, it says 
that the staff’s clothes is really good quality… but in general I… it also says that they have bad customer 
service and one of their flights was delayed which is… and they received bad service so I think I would have 
an overall negative experience with these comments.  

C: Okay, I have two more pictures [Showing picture B4] if you just read through the comments and then I 
will ask you the questions afterwards.  

J: [Reading the comments] mmm… 

C: What about you loyalty towards Norwegian Airlines? Would some of these comments have any influence 
on your loyalty? 

J: [Thinking] No… I do not see them responding to any of the comments and… which I think would be 
important for me if I had to make up my mind about them and some of the comments are a little bit negative. 
Some of them are… a little bit positive but… in general no.  

C: So if they could respond to negative comments or positive comments, would that make up for it? 

J: It would depend on their response, if they responded professionally and… yeah in a way that I liked. 
They… I mean… I could have, they could have a positive effect on me and raise my opinion of them but 
however if they responded… unprofessionally that would defiantly have a negative experience, very 
negative. Be negative for my loyalty towards them.  

C: Could some of the comments change your mind towards to Norwegian Airlines? 

J: No none of these comments no.  

C: Could comments in general change your mind towards Norwegian Airlines  

J: In general… If they were very negative or if they responded in a good way yes.  

C: The first picture here [Showing picture B5] what level of quality does this picture express? 

J: I think it expresses high level of quality, it is a brand new plane that has some cool features in it and they 
seem to cater to the passengers very well and that they have a screen for each passenger and the seat so… I 
think it conveys a decent good quality.  

C: The next picture [Showing picture B6] what level of service would you expect from Norwegian Airlines? 

J: Again… it is a picture with a lot of planes so I would actually expect that they have a lot of departures and 
probably one that would suite me and as they have so many they probably would be cheaper which would be 
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good service. And it does not tell me any about the level of service onboard the flight though and nothing 
about their customer service. The picture would generally illustrate good service in the areas that it talks 
about. 

C: Right… Next picture [Showing picture B7] what kind of experience would you expect from Norwegian 
Airlines by looking at this picture? 

J: Generally when you see a pilot you kind of get a good trust relationship with them. But these two pilots 
actually look a little bit goofy and maybe not to professional so there is a bit of mix feelings. 

C: Does that have any influence on the experience that you expect? 

J: It is actually a little of bit of the negative experience there.  

C: Okay… so how could they take a picture of the pilots and turn your experience into a more positive 
experience? 

J: They could have two pilots that… instead of conveying a little bit of goofiness, conveyed a little bit more 
professionalism. And I think some that conveyed that they knew what they were doing and that they would 
bring me safe from point A to point B when I flew with them.  

C: Okay… I will show you all… Oh sorry… we just need one more question. You have all three pictures 
here [Showing picture B8] when you are looking at these pictures do you want to buy a Norwegian Airline 
ticket or do you want to purchase some of their services? 

J: I would defiantly look into it and see if their product was one that I would be willing to purchasing. But 
my interest is defiantly awaking by especially the first picture of the inside of one of their new aircrafts… 
so… and the second picture that they have a large of presences at the Copenhagen Airport and those two 
would defiantly make me check out if their product was one I wanted.  

C: Okay… here you can see all five pictures [Showing picture B9] do you see a connection between the 
pictures?  

J: [Thinking] well they are all from… they all have to do with… the company’s product I guess. Either their 
service, employees or their aircrafts. And not so much about other things, I think it is totally fine.  

C: Do you think that the pictures indicate reliability?  

J: Yeah I do. 

C: In what way? 

J: [Thinking] one of the pictures is the staff, they are waiting for me. They seem professional. There are a lot 
of aircrafts there and they look good, they look new and fresh and not run down. So yeah I believe that they 
could… I would rely on them to provide the service that they say that they would.  

C: Based on the pictures do you feel more drawn to Norwegian Airlines? 

J: [Thinking] from some of the pictures yes, others no. They draw me in that they have professional looking 
staff and new planes and not some much with the pilots.  
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C: How well do you think you know Norwegian Airlines? 

J: I know them fairly well.  

C: Have you used them? 

J: I have used them once or twice yes.  

C: What can Norwegian Airlines do for you in order to get a better experience on social media?  

J: They could offer me a good deal on social media or they could show me or tell me some positive facts 
about themselves and they can handle themselves professionally and in that context.  

C: Now you have to look at the five pictures again [Showing picture B9] do you think the pictures would 
give you a positive experience with Norwegian Airlines on social media?  

J: Yes generally I think these pictures would provide an experience that was a little bit more positive than 
negative.  

C: Would you be more loyal towards Norwegian Airlines by looking at these pictures? 

J: No and again because my loyalty depends on what their next product I need is. 

C: If you are satisfied with an experience you have with Norwegian Airlines on social media would that 
make you more loyal? 

J: Probably not unless, well again as I explained for Copenhagen Airport, my loyalty… 

C: And that is the same for Norwegian Airlines? 

J: Yeah it is the same when flying with Norwegian. 

C: What type of people do you think uses Norwegian Airlines? 

J: [Thinking] I mean all kinds of types of people but maybe they are a little bit more… they go for price a 
little bit more than the customers in Copenhagen Airport necessarily would go for. They are… they do check 
a little bit what they before they choose airline company I think.  

C: If you can relate or identify yourself with the people you think uses Norwegian Airlines would that make 
you more loyal?   

J: No 

C: No… why not? Again…  

J: Because my loyalty more depends on the product they can offer, than me being… or their customers being 
associate… I associate myself with their customers. 

C: So if Norwegian Airlines every time could a perfect product for you, would you be loyal? 

J: If they every time provided the product that I needed at the price I want to pay yes.  
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C: Take a look at this picture [Showing picture B10] the people you see in the picture are those the types of 
people which you will identify with Norwegian Airlines? 

J: Yes…  

C: Why? What way? 

J: Well they are employees for Norwegian Airlines so I identify their employees with the company.  

C: If you were following Norwegian Airlines on social media would that make you more loyal towards their 
brand? 

J: No 

C: No, not if they could on social media tell you more about their product or give you a little inside scoop of 
their product or products, would that make you more loyal? 

J:  Perhaps if they could convince me that their product, if they on social media could convince me that their 
products were better than other companies products then maybe. But I tend to research a lot outside of the 
social media context. I actually do not rely very much on social media.  

C: Take a look at the five pictures [Showing picture B9] when you look at these pictures uploaded on social 
media would that have any influence on your experience when you purchase Norwegian Airlines’ services? 

J: Perhaps one of them would tell me that their planes are actually quite technologically advanced 

C: Which picture is that? 

J: The picture showing the inside of the cabin. That could… that could do it for.  

C: Okay, but not by looking at some of the employees?  

J: [Thinking] No 

C: No… okay… so last case company is Radisson Blu Hotels. And we will start from the beginning. Look at 
their profile text [Showing picture C1] and tell me what you think? 

J: It is very short, and it does not really tell me anything about the company. It tries to give… it gives me 
some words that I suppose to make my think for myself, I think, about the company. But they do not really 
do anything for me.  

C: Does this profile text have an influence on your experience with Radisson Blu Hotel on social media? 

J: [Thinking] I guess it does… but it is not in a necessarily good way. 

C: Okay, why? How come? 

J: Do to the reasons I explained just before.  

C: Okay… Now I will show you two pictures [Showing picture C2] would you comment on these pictures?  

J: No as I usually do not comment on pictures.  
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C: If you read through the comments [Showing picture C3] then I can ask you the question later… or 
afterwards 

J: [Reading through the comments] Mmmm… 

C: So comments like the following would that have any influence on our online experience with Radisson 
Blu Hotel. 

J: No… they are people I do not know who make comments that do not interest me.  

C: Okay… here I have two other pictures with comments [Showing picture C4] and if you can read through 
the comments.  

J: [Reading through the comments] Mmmm… 

C: What about you loyalty towards Radisson Blu Hotels? Would some of these comments have any 
influence on your loyalty? 

J: No and I would answer the same as I answered in the last two cases.  

C: And again some of the comments could they change your mind towards Radisson Blu Hotels? 

J: Not any of these comments. At least here they actually respond, I see, to the comments and I respect that. I 
do not think it would have any influence on my loyalty though.  

C: Okay… First picture [Showing picture C5] what level of quality does this picture express? 

J: It expresses a high level of quality, I think. Their building, which I guess is the hotel, looks fancy and it 
looks like it is located in a good base in the town it is located in.  

C: Next picture [Showing picture C6] when you look at this picture, what level of service would you expect 
from Radisson Blu Hotel? 

J: From this picture I would not really… [Thinking] much service. I would expect that my stay would be 
comfortable but I cannot say anything about the quality of the personal service with this picture.  

C: The last picture [Showing picture C7] what kind of experience would you expect from Radisson Blu 
Hotels by looking at this picture? 

J: What kind of experience? 

C: Yeah 

J: [Thinking] it is hard to say from this picture. I would expect that they are maybe a bit expensive and… 
yeah. The picture looks like they also convey expensive experiences if you want to pay for it.  

C: Look at all three pictures [Showing picture C8] when you are looking at these pictures do you want to buy 
some of Radisson Blu Hotel’s products?  

J: [Thinking] perhaps they… the pictures look like they were designed for a different target audience than me 
and I would not purchase any of their products but… if I did it… they do convey that I might have a positive 
experience. 
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C: So this is all five pictures from their Instagram profile [Showing picture C9] do you see a connection 
between the pictures?  

J: Yes they mostly focus on objects and not on people. They… [Thinking] they also convey kind of what 
some would call high quality I guess, but also in the same sentence kind of an expensive experience 

C: Would you say that there is a different between using objects and/or people? Because you say here you 
only see objects in the picture you do not see any people. Would it be different if they used people instead? 

J: I think if they used people it would be a more personal experience for me. I am not sure whether that is 
positive or negative.  

C: Because you can identify with the people or? 

J: [Thinking] because it is easier to… well I think because that would have a face to put on them and that 
could give me an idea of who I would communicate with. But again I am not sure if that is positive or 
negative. 

C: Do you think that the pictures indicate reliability?  

J: Yes in some way. They are reliable.  

C: Do you feel more drawn to Radisson Blu Hotel by looking at the pictures [Showing picture C9]? 

J: A little bit… I do feel that I want to go and experience the downtown area in one of pictures. However 
another one of the pictures look kind of cool, the one with the furniture in it. But they do awaking a desire to 
travel in me and I automatically know that if I stayed at the Radisson Hotel I would get the experience that 
they convey in the pictures so I think, so in that way yes. 

C: How well do you think you know Radisson Blu Hotel? 

J: I do not know them very well  

C: Have you stayed at their, in some of their hotels.  

J: No I do not recall having done so.  

C: So what can Radisson Blu Hotels do for you in order to get a better experience on social media?  

J: They could give me an offer, I could get offered a product or they could… show me some… some fact I 
did not know about them or they could show me where the airport hotels were located. If they were located 
in good areas or nice neighborhoods, that kind of thing.    

C: Now look at all five pictures [Showing picture C9] do you think the pictures would give you a positive 
experience with Radisson Blu Hotels on social media?  

J: In some way yes I would. Some of the pictures would kind of make me dream of travelling and that would 
be a positive experience.  

C: Would you be more loyal towards Radisson Blu Hotels by looking at these different pictures? 

J: Probably not… 
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C: No, okay… if you are satisfied with an experience you have with Radisson Blu Hotel on social media 
would that make you more brand loyal?  

J: Probably not… they offer hotels and I would probably go research in the area I was going to if there were 
other hotels that could offer me a better product.  

C: What type of people do you think uses Radisson Blu Hotel? 

J: I think it is a little bit more upscale people, kind of business people, I would say.  

C: If you can relate or identify yourself with the people you just mentioned, would that make you more 
loyal? 

J: No due to reasons explained earlier. 

C: Okay… Look at this picture [Showing picture C7] the objects you see in the picture are those the types of 
objects which you identify with Radisson Blu Hotel? 

J: No not at all. 

C: Why not? 

J: Well it… their objects are kind of the sea and a decorated table and I would more… I would more…  

C: Would you identify those objects with Radisson Blu Hotel? 

J: I would more identify objects that convey a hotel experience and not a restaurant experience.  

C: If you were following Radisson Blu Hotel on social media would that make you more loyal towards their 
brand? 

J: No… 

C: No… 

C: Take a look at the five pictures one last time [Showing picture C9] when you look at these pictures 
uploaded on social media would that have any influence on your experience when you purchase saying their 
services? 

J: Can you… 

C: So if you go… 

J: No no, can you just ask me again  

C: Yeah when you look at these five pictures also on social media, would that have any influence on your 
experience when you are purchasing their services 

J: No the pictures would have no influence. Their product would have an influence and…  

C: You do not think that their pictures represent their product?   
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J: Actually I do not think that they, the pictures do not represent the things that I find important when looking 
for a product like theirs.  

C: Okay, well thank you for your time. I do not have any other questions. 

J: You are very welcome. 

C: Thank you.  
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Respondent 3  

Interview 21-09-2014 

 

C: In connection to my master thesis about brand loyalty and online customer experience on social media. I 
would like to ask you some questions with different dimensions of online customer experience and brand 
management. The result of my thesis will be used for my analysis in my thesis. Questions are based on your 
experience with the social media Instagram and different pictures uploaded to Instagram by my case 
companies. My case companies are Copenhagen Airport, Norwegian Airlines and Radisson Blu Hotels. Are 
you familiar with those three different brands?  

M: Yes yes I am.  

C: Okay, first I will ask you questions related to Copenhagen Airport, and then I will ask the same questions 
about Norwegian Airlines and lastly Radisson Blu Hotels. The interview will be around an hour and the 
language will be in English. And I hope you are comfortable with that?  

M: It is perfect 

C: Please feel free to stop me at any time if you have any concerns or if you want me to elaborate some of 
my questions. So when you are ready, let's begin.  

M: Let us begin.  

C: Perfect, I will start with some introduction questions about you and your knowledge about Instagram. 
How old are you? 

M: I am 28 

C: What do you do for a living? 

M: I am a studying at CBS 

C: And are you familiar with Instagram? 

M: Yes I use it 

C: How often would you say that you use Instagram from a scale to 1-5, where 1 is not so often and 5 is all 
the time?  

M: I think it is 3… 

C: 3? 

M: Yeah 

C: So you check it everyday? 

M: I check it every day, but I do not upload… 
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C: Pictures every day?  

M: Pictures everyday no 

C: Do you follow companies on Instagram?  

M: Yes I do 

C: Yes, what type of companies?  

M: [Thinking] I follow… I think I follow Arla and…  

C: So companies you have an interest in? 

M: Yeah… companies where I buy products 

C: Why are you following them? 

M: Just to follow their new products or… yeah… just that.  

C: Do you think the companies could make you more loyal towards their brand based on their activity on 
Instagram?  

M: Yeah they could. 

C: They could? How? 

M: I think when I follow a company on Instagram it is somewhat… It… It… I follow it because this 
company has…  

C: Something they can offer you? 

M: Yeah but they can… I do not remember the word… If I follow Arla for example it is because I like what 
they do for the environment… yeah so it fulfills my… I cannot remember the word I English.  

C: Say it in Danish… 

M: Altså det sådan støtter min… måde at tænke verden.. altså tænke på altså de støtter om omkring det.  

C: I get what you are saying… Perfect. Now we will talk more specific about my case companies, Instagram 
and different types of pictures. If you look at the first picture [Showing picture A1] this is Copenhagen 
Airport’s front page of their Instagram profile. Have you seen their Instagram profile before? 

M: No  

C: No? 

M: No 

C: What do you think about the profile text?  

M: It is a very standard Instagram text… yeah and… perhaps… yeah standard boring… perhaps. 
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C: And does this profile text have any influence on your experience with Copenhagen Airport on Instagram? 

M: [Thinking] No no 

C: No, It is too boring? 

M: Yeah… but it is very standard because it tells you to share photos and use the hashtags they created so it 
is… yeah it is what you do on Instagram.  

C: What do you think is a good profile text on Instagram?  

M: But in fact I think this is a… perhaps boring is not the proper word. But it is very standard, give them… 
yeah give them some hashtags and tell them invite them to join this community.  

C: Do you ever comment on pictures on Instagram yourself or do you comment on Instagram pictures?  

M: Not from companies 

C: No, but friends? 

M: Friends and yeah… 

C: I will show you two pictures [showing picture A2] would you comment on these two pictures if you saw 
them on Instagram? I know that you say you do not comment on pictures from companies, but if you saw 
these pictures? 

M: I would not comment on them, perhaps I would give them a like.  

C: A like… 

M: Yeah 

C: Yeah… okay. There are some people who have comment on the pictures. If you read through the 
comments [Showing picture A3] and then I would ask you the question afterwards.  

M: [Reading through the comments] Yeah…  

C: Yeah, comments like those comments would that have any influence on our online experience with 
Copenhagen Airport? 

M: Yeah because all the comments are very positive and I think it is cool that they take pictures from users 
and use them and credits… yeah and credit the user who took the picture. And it is… I think that follows 
their initial statement that they want you to share Copenhagen Airport.  

C: So it gives you a positive experience? 

M: Yeah 

C: And what about your loyalty towards Copenhagen Airport. Would some of these comments have any 
influence on your loyalty?  
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M: [Thinking] yeah because from these pictures it seems that people like Copenhagen Airport, so yeah there 
is no bad experiences in these pictures.  

C: And could some of those comments change your mind towards Copenhagen Airport? 

M: Yeah it could if… if… yeah…  

C: Would you say the other way around if some of the comments were negative would that… 

M: Yeah it could too… 

C: That could change your mind too? 

M: Yeah 

C: Yeah… okay… now I will show you one picture [Showing picture A4] and I want you to tell me what 
level of quality does this picture express? 

M: Quality? 

C: Yeah so do you think that by looking at this picture that Copenhagen Airport has a high level of quality? 

M: [Thinking] 

C: Or if it does not really tell anything? 

M: It does not really tell anything I would say… perhaps it is a bit stupid that there is no people on the 
picture, because then it seems empty. But yeah…  

C: What do you think about the picture? 

M: It does not really say anything I would say, it is just a hall way.  

C: Can a high level of quality make you more loyal towards a brand? 

M: Yeah… Yeah it could… 

C: Why? 

M: As a quality in general is what I like about my product experience.  

C: Okay… So the next picture [Showing picture A5] when you look at this picture, what level of service 
would you expect from Copenhagen Airport? 

M: [Laughing] 

C: It is a little bit dark… 

M: Yeah… Service… I have no clue… 

C: You have no clue? 

M: No… not really… 

135 
 



C: But do you think that they have service at the airport when you see this picture. Of course you know they 
have some kind of service but… 

M: This is a service counter? 

C: Yeah… and the seating area… 

M: Okay… [Thinking] 

C: What do you think of the picture if you saw this picture on Instagram? 

M: I would need some text or something to tell me what to think about this picture.  

C: So the picture does not represent anything by its own 

M: No, no I do not think so.   

C: Okay… Let us move on to the next picture [Showing picture A6] what kind of experience would you 
expect from Copenhagen Airport by looking at this picture? 

J: I would expect a very busy airport and… when you stand in front of that elevator you can, you know 
because you have been there that there is a lot of people and you have to know where to go, you have to 
check everything… yeah that it is busy and… but also that there has to be a various guides everywhere at the 
photos so you can see where to go and who to ask… yeah I think this picture gives a lot of information. 

C: Yeah… Compared to the other picture? 

M: Compared to the other picture yes? 

C: Which is really plain… 

M: Yeah 

C: Yeah… So we have all three pictures here [Showing picture A7] When you look at these pictures do you 
want to visit Copenhagen Airport just by looking at the pictures? 

M: [Thinking] yeah… but not the second one, the dark one, it seems… yeah it does not give me anything… 
but the other pictures seems nice  

C: Okay… Here you have five pictures they all are uploaded on or they all are from Copenhagen Airport’s 
Instagram profile [Showing picture A8] Can you, do you see any connection between the pictures?  

M: Yeah I can. They all express people going from somewhere to somewhere. So it signifiers travel. 

C: And do you think that the pictures indicate reliability?  

M: [Thinking] Yeah I think so because if Copenhagen Airport is to get people from somewhere to 
somewhere. These pictures show people getting from somewhere to somewhere. And they have an airplane 
on the first one and all the people have bags and, yeah so… I would say so.  

C: Based on these pictures [Showing picture A8] do you feel drawn to Copenhagen Airport 
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M: A little because I think when I see the five pictures together they express very different to the… to 
different parts of Copenhagen Airport  

C: Okay so how well do you think you know Copenhagen Airport? 

M: From the pictures? 

C: Just in general… 

M: Yeah… I know it because I travel and then I use the airport it. 

C: Yeah you use it when you travel? 

M: Yeah so that is it.  

C: Do you recognize them in commercials? 

M: Yeah 

C: Okay… In general speaking is recongizability for you the same as quality and a positive online 
experience?  

M: [Thinking]  

C: So if you recognize a brand do you assume that. If you know the brand beforehand and you recognize it 
would you automatically assume high quality? 

M: Yeah if I know the brand from quality, then I will recognize it.  

C: Then you will assume that you will get high quality and a positive online experience? 

M: Yah  

C: On Instagram do you follow or interact with brands you know in order to get a better experience? 

M: No I do not… 

C: Why do you follow or you said that in the beginning you follow brands on Instagram because they can 
give you some kind of value… 

M: Value… yeah I think so…  

C: On Instagram do you follow or interact with brands because you are loyal towards them? 

M: Yeah I would say so… yeah… yeah because I do not follow that much brands. I just follow… yeah those 
I am loyal to… I think so…  

C: What can Copenhagen Airport do for you in order to get a better experience on Instagram?  

M: [Thinking] 

C: Is there some kind of pictures they could upload or if there is anything else they can do, so you would get 
a better experience with them on Instagram? 
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M: [Thinking] Yeah… in fact I like that they use user’s pictures and that is a good way because then it gives 
different aspects of the airport. So I would do that.  

C: They kind of encourage interaction and communication 

M: Yeah exactly.  

C: Yeah… I will show you all five pictures again [Showing picture A8] do you think that, do you think that 
the pictures would give you a positive experience with Copenhagen Airport on Instagram?  

M: Yeah… except the dark one… but yeah.  

C: Besides the dark one? 

M: Yeah… 

C: Would you be more loyal towards the Copenhagen Airport by looking at these different pictures? 

M: [Thinking] perhaps because… it seems cozy at the airport so if I was someone who were at the airport 
very very often I would… I could see me being there these places and they seem cozy.  

C: Does the visual aspect like pictures; does that have an impact on you just in general speaking? 

M: Yeah it has an impact… 

C: A more impact than text? 

M: Yeah it will have… I think so. But I am not sure right know because I lack some text to these photos right 
now… Yeah in fact I am not sure if.  

C: So it might be combination between the two? 

M: A combination is better than just visuals I think. 

C: If you are satisfied with an experience you have Copenhagen Airport on Instagram would that make you 
more brand loyal? 

M: Yeah it would… because… yeah it would encourage my loyalty.  

C: Yeah… what type of people do you think uses Copenhagen Airport? 

M: In general business people travelling and just tourist going sometimes.    

C: If you can relate or identify yourself with the people you think uses Copenhagen Airport would that make 
you more loyal?  

M: Yeah it would… yeah… because then you are a part of this environment, yeah of course it would.  

C: And then you can relate to… the other people that a using… 

M: Yeah yeah…  
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C: Okay… I will show you a picture, and I know that it is the picture that you do not like [Showing picture 
A5] but the people that you see here is that, are those the types of people which you identify with 
Copenhagen Airport? 

M: Yeah because they look like business people and people traveling and perhaps having a busy life.  

C: if you were following Copenhagen Airport on Instagram would that make you more loyal towards their 
brand? 

M: I am not sure because if I follow a company on Instagram it is because I am already loyal. 

C: You are already loyal? 

M: Yeah I think so; I follow companies because I have some kind of… 

C: But then some of their activities could they do that you would be un-loyal? 

M: Yeah if they broke totally with the values I put into this brand and then put it on Instagram. 

C: That could make you…  

M:  Un-loyal 

C: So all these five pictures [Showing picture A8] would that have any influence on your experience when 
you go visit the airport, so if you saw these five pictures before going to the airport, would that have any 
influence on your experience? 

M: I do not think so really… No… 

C: Okay… That was the first company, so now we have two more to go. So the next company is Norwegian 
Airlines and again you have their front page. Have you seen their Instagram profile before? 

M: Not before… No 

C: If you read the profile text [Showing picture B1] and if you can tell me afterwards what you think.  

M: [Reading] I think in contrast to Copenhagen Airport this looks more like a business company telling why 
you should by tickets from them. It is not the whole share your experience, it is just buy some tickets because 
we give free Wi-Fi, so it is a more business approach to Instagram I think. It does not tell me that this is 
some kind of a community like Copenhagen Airport. 

C: Do you mind if companies use Instagram to try and sell you their product. 

M: No… 

C: You do not mind that? 

M: No… because I think I can see if a company is trying to sell me something, so I have no bias towards 
that.  

C: Does this profile text have an influence on your experience with Norwegian Airlines on Instagram? 
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M: From this I tells me that by following Norwegian… I think there will be mostly offers and yeah selling, 
they would be selling stuff on this Instagram.  

C: Here you have two pictures [Showing picture B2] would you comment on those pictures? 

M: Yeah… [Thinking] they seem happy and welcoming you. 

C: So would you put a, write a comment to the pictures do you think? 

M: [Thinking] perhaps but only if I just had flown with them. But not just from the picture I would not say, 
perhaps I would give it a like but I would not say anything.  

C: If you read these comments [Showing picture B3] and then I will ask you the question afterwards 

M: Yes [Reading through the comments] okay…  

C: Comments like the ones you just read would that have an influence on our online experience with 
Norwegian Airline? 

M: [Thinking] I think it is pretty cool that people just comment positive on the picture. The first one with the 
uniforms they just say “Cool uniforms”, and “Congrats with the new airplane” but I do not think that the 
negative ones… are suited for the picture, it somewhat falls out of this context. 

C: So you do not focus on the negative one? 

M: No I do not… because it is not a part of this online context with the pictures, I would say.  

C: Okay… Now I will show you two other pictures [Showing picture B4] and if you just read through the 
comments I will ask you the questions afterwards.  

M: Yeah [Reading through the comments] yeah…  

C: What about you loyalty towards Norwegian Airlines, would some of these comments have any influence 
on your loyalty? 

M: [Thinking] Again I… [Thinking] I think that the positive ones uphold this loyalty and would uphold me 
loyalty because it is very positive and it is a part of this community and this context that… yeah so it would, 
and again there is some small negative ones… it would not do anything for me because personally I think 
these negative comments are out of context.  

C: Could some of these comments change your mind towards to Norwegian Airlines? 

M: [Thinking]  

C: Could they make you like them even more? 

M: Yeah they could, I think they could… because there is some very positive comments from some random 
guys… And yeah it would, it could.  

C: So this picture [Showing picture B5] what level of quality does this picture express? 

M: [Thinking] I think it reflects high quality. 
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C: In what way? 

M: It looks good, so it seems again cozy… so yeah high quality. There is nothing wrong or… yeah it is clean 
and I could sit there.  

C: [Showing picture B6] what level of service would you expect from Norwegian Airlines?  

M: Fine service, they pack the airplane and that is what their job is to get their luggage on that airplane, so 
yeah fine service.  

C: And the last picture [Showing picture B7] what kind of experience would you expect from Norwegian 
Airlines by looking at this picture? 

M: I like these two guys [Laughing] yeah so good… a friendly… yeah a friendly experience… I think so 
friendly, perhaps a bit… they look like a family and yeah… so it is just “fly with us and be happy”.  

C: So here you have all three pictures [Showing picture B8] by looking at these pictures do you want to buy 
some of Norwegian Airlines’ products?  

M: Yeah I could… I would. 

C: Because they are all positive? 

M: Yeah it seems nice and seems quality… it seems like a high quality service minded and friendly airline 

C: Here you have all five pictures [Showing picture B9] do you see a connection between the pictures?  

M: Yeah now I do because as I said the friendly looking pilots and the family like stewardess… yeah so they 
are connected these pictures.  

C: And do you think that the pictures indicate reliability?  

M: Yeah I think so because again the picture with the luggage it seems brought on the plane and the 
technician is doing something very good to the plane… yeah I would say so.  

C: [Showing picture B9] based on these pictures do you feel drawn to Norwegian Airlines? 

M: I do a little in fact. Because it seems… yeah it seems friendly and you can “fly with us and just relax” 

C: Have you used Norwegian Airlines, have you flown with Norwegian Airlines before? 

M: I have, and it was, I had no bad experience, it was… 

C: So you know them quite well? 

M: Yeah… as it should be.  

C: What can Norwegian Airlines do for you in order to get a better experience on Instagram?  

M: [Thinking] I think that when you show me these pictures… there is no hint of that business-like approach 
I saw in the beginning when they had the text, so that is like, I would just change the text at their front page 

141 
 



and just perhaps give them like Copenhagen Airport had some hashtags or something and use users pictures. 
I do not know if these are user pictures. 

C: They are not. 

M: No, but because this atmosphere is very friendly and cozy and I would join this community if I could. 
And perhaps I would just change the front page… and… yeah 

C: [Showing picture B9] do you think the pictures give you a positive experience with Norwegian Airlines 
on Instagram? 

M: Yes… 

C: Because like you said they are cozy, friendly… 

M: Yeah. 

C: Would you be more loyal to Norwegian Airlines by looking at these different pictures? 

M: Yeah because again they give me a good feeling 

C: A good feeling? 

M: Yeah 

C: If you are satisfied with an experience you have with Norwegian Airlines on Instagram would that make 
you more brand loyal?  

M: Yeah it would, because right now I really like Norwegian. 

C: What type of people do you think uses Norwegian Airlines?  

M: I think that it is mostly students perhaps who look for cheaper tickets, so it is more tourists.  

C: If you can relate or identify yourself with the, those people you think that uses Norwegian Airlines would 
that make you more brand loyal?  

M: Yes… I am not sure about the question what you mean exactly 

C: You said that it is students you think uses Norwegian Airlines, so if you can identify yourself with 
students would that make you more loyal?  

M: Yeah it would.  

C: Here you have a picture [Showing picture B10] do you think that these people in the pictures types of 
people you would identify with Norwegian Airlines?   

M: Yeah I think it is pretty much Norwegian Airlines.  

C: In what way? 

M: It is because I think Norwegian is… just flying everywhere and these people are mixed with… with 
Scandinavians and more black people so it is just… yeah… friendly, global… company 
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C: If you are following Norwegian Airlines on Instagram would that make you more loyal towards their 
brand?  

M: Yeah because again I follow companies… 

C: Because you are loyal? 

M: Yeah 

C: Yeah… when you look at these pictures [Showing picture B9] all five pictures would that have any 
influence on your experience when you purchase their services? So if you saw these five pictures before you 
were going to purchase flight tickets would that have any influence? 

M: Yeah because I would like to have the airplane with all the colors, yeah so it would give me a more… it 
would give me more… I think this would make me but tickets and then I would buy these tickets and then I 
would go to Norwegian with a positive approach when I have to fly and use the tickets.  

C: Now we just need the last case company which is Radisson Blu Hotel. And again we will start with their 
front page. Have you seen their profile page before on Instagram? 

M: No 

C: What do you think about their profile text [Showing picture C1]? 

M: Wow…  

C: It is quite different 

M: Yeah it is quite different, it is very simple, it is very heads on… it is… all these words are very, it gives 
me some kind of feeling that that I am going to look at a very high quality very… high quality company.  

C: Does this profile text have an influence on your experience with Radisson Blu Hotel on Instagram? 

M: Right now I am expecting to see very stylish pictures with very much filter on it and just with no people 
on it, just their buildings or chairs or environment pictures or something.  

C: Let us start with the two first pictures [Showing picture C2] would you comment on these pictures?  

M: Yeah it is, as I said it is just pictures of the environment. What you get at these hotels. And yeah I think 
that the food one is very… what do you say… I can see a person taking this picture having used a lot of time 
to arrange this picture. And that is what I am feeling… and the first one does not have any people on it, it is 
just… 

C: It is just paradise… 

M: Yeah exactly. 

C: Okay [Showing picture C3] just quickly read through the comments and then I will ask you the question.  

M: [Reading through the comments] yeah… 
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C: So would comments like the following have any influence on our online experience with Radisson Blu 
hotels.  

M: Yeah because it is, the first one is people waiting you to go to paradise, and I want to go there too. I want 
to be in that water, like all the other people. Yeah it gives me a positive idea about how to live very 
luxurious.  

C: Okay the next two pictures [Showing picture C4]  

M: [Reading through the comments] yeah… 

C: What about you loyalty towards Radisson Blu Hotels? Would the comments have any influence on that? 

M: Yeah I… firstly I like that they take pictures of a Arne Jacobsen chair, but I like that one of these users 
say something about post some pictures from another hotel and then they answer this person and say “We 
will try to do our best” or something, and this shows me that, they in fact listen to their users. So that is 
pretty cool. And it is somewhat contrast to the first picture which, where I said it that it would only be 
pictures of yeah like it is a picture of chairs  

C: Yeah exactly… 

M: But they in fact answer someone commenting on pictures of chairs. That is pretty cool.  

C: So could some of these comments change your mind towards Radisson Blu Hotels? 

M: Yeah it could because already now I am experience another Radisson Blu than I was expecting.  

C: So the first picture [Showing picture C5] what level of quality does this picture express? 

M: High quality… 

C: In what way? 

M: It seems stylish and sophisticated as they said themselves so it is a nice hotel.  

C: And the second picture [Showing picture C6] what level of service would you expect from Radisson Blu 
Hotel? 

M: A very high service. In fact excellent service, yeah you get treated as a customer from a good company.  

C: Is it because you know that this is a designer chair, you said Arne Jacobsen? 

M: It could be, but it is also because the picture is very, it is very nice and it is neat so I expected if I was 
sitting there waiting for some kind of service, I would get it.  

C: And you would get it? 

M: Yeah.  

C: [Showing picture C7] what kind of experience would you expect from Radisson Blu Hotels by looking at 
this picture? 
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M: [Thinking] it is very, very like a vacation experience. You just enjoy life and you do not have to think 
about anything. 

C: So when you look at all these three pictures [Showing picture C8] do you want to buy some of Radisson 
Blu Hotels’ hotel rooms? 

M: Yeah I do… yeah because it is… it looks like a nice place where I can have my vacation.  

C: Okay… so here you have all five pictures [Showing picture C9] do you see a connection between the 
pictures?  

M: Yeah I do, it is again the high quality that… they have some kind of commitment to being this 
sophisticated and stylish hotel chain.  

C: So do you think that they indicate reliability?  

M: Yeah they do. Because it is again a line of sophisticated hotel environment 

C: Do you feel more drawn to Radisson Blu Hotels by looking at the pictures? 

M: Yeah I do, it looks nice and classy and you can relax in these places.   

C: How well do you know Radisson Blu Hotels? 

M: I have not… I do not think I have been to their hotels. So I am, I just know it from commercials.  

C: Okay… We have talked about what Copenhagen Airport and Norwegian Airlines could do for you to get 
a better experience on Instagram, so what could Radisson Blu hotels do for you in order to get a better 
experience?  

M: [Thinking] Perhaps I would but some people on their pictures so if it is there or something like 
Norwegian did. 

C: So it is more personal? 

M: Yeah it needs some personal touch cause again it is very arranged especially the food picture and the 
drinking picture but I would give it some personal touch with some people.  

C: Do you think that the pictures give you a positive experience with Radisson Blu Hotels on Instagram?  

M: Yeah I think it looks like a nice place.  

C: So by looking at these five pictures would you be more loyal towards their brand? 

M: Yeah I would.  

C: If you are satisfied with an experience you have with Radisson Blu Hotels on Instagram would that make 
you more brand loyal?  

M: Yeah It would… it would fulfill me needs to…  

C: Do you think by looking at these five pictures that you would prefer this hotel over another hotel brand? 
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M: It could because this hotel shows me, this hotel brand shows me, that it has… It has… it works and it has 
control over things and it is ready for you. You do not have to do anything because things are in order at this 
hotel.  

C: What type of people do you think uses Radisson Blu Hotels? 

M: I think it is very middle income, people wanting to stress off, just relax, have a vacation.    

C: And if you can relate or identify yourself with the people you think uses Radisson Blu Hotels would that 
make you more loyal?  

M: Yeah because again I think if this group wants to have a vacation they just want to have the vacation and 
relax, and everything should just be in order.  

C: And that is something you can identify yourself with?   

M: Yeah 

C: [Showing picture C7] the objects you see in this picture are those the types of objects that, would you 
identify with Radisson Blu Hotels? 

M: Yeah… because it is very simple objects it is not… yeah it is very, what do you say, the lines are very 
just plain and it is… these Radisson Hotels are just in order.  

C: If you were following Radisson Blu Hotels on Instagram would that make you more loyal towards their 
brand?  

M: Yeah because they have shown me that they have things in order. 

C: This is actually the last question, when you look at  all these five pictures uploaded on Instagram 
[Showing picture C9] would that have any influence on your experience when you are purchasing hotel 
rooms, when you are purchasing Radisson Blu Hotel rooms? 

M: Yeah it would make me expect that things are in order when I get this hotel room? 

C: So when you have a positive experience on Instagram you would expect that you would get the same 
experience? 

M: Yeah I expect that, exactly.  

C: Well perfect, I do not have more questions. 

M: Okay. 

C: Thank you very much. 

M: You are welcome.  
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Respondent 4 

Interview 22-09-2014 

 

C: In connection to my master thesis about brand loyalty and online customer experience on social media. I 
would like to ask you some questions within different dimensions of online customer experience and brand 
management. The result of my interview will be used for my analysis in my thesis. Questions are based on 
your experience with the social media Instagram and different pictures uploaded to Instagram by my case 
companies. My case companies are Copenhagen Airport, Norwegian Airlines and Radisson Blu Hotels. 

L: Okay 

C:  Are you familiar with these three different brands?  

L: Yes I am.  

C: First I will ask you questions relating to Copenhagen Airport, next I will ask the same questions about 
Norwegian Airlines and lastly Radisson Blu Hotel.  

L: Yeah 

C: The interview will be around approx. one hour and the language will be in English. And I hope you are 
comfortable with that?  

L: That is fine. 

C: Feel free to stop me at any time of you have some concerns or if you need me to elaborate some of my 
questions. So when you are ready, let's begin.  

L: Let us begin then.  

C: Let me start with some introduction questions about yourself and your knowledge about Instagram. So 
how old are you? 

L: I am 27 years old 

C: what do you do for a living? 

L: I am a student. 

C: Are you familiar with Instagram? 

L: Yes I am 

C: How often would you say that you use Instagram from a scale to 1-5, where one is not so often and five is 
all the time?  

L: Five probably 
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C: Yeah you check it every day? 

L: Everyday yeah, several times a day 

C: Do you upload pictures on Instagram? 

L: Occasionally  

C: Do you follow companies on Instagram?  

L: Let me think... not that many companies. I think it is mainly private persons  

C: Any particularly reasons why you do not follow companies? 

L: No not at all. 

C: Have you considered it? 

L: No I have not actually  

C: Do you think that companies could make you more loyal towards their brand based on their activity on 
Instagram?  

L: Yeah defiantly, I think it could boost their repertoire. Yeah, and people’s knowledge about the company. 
Probably make it a bit more personal for the customers.  

C: So we will move on and talk more about specific the case companies, Instagram and different types of 
pictures. Here you have the first picture [Showing picture A1] which is the front page of Copenhagen 
Airport’s Instagram profile. Have you seen their profile before?  

L: No 

C: If you read through the profile text and tell me what you think about it? 

L: Do you want me to read it out load or… 

C: No… it is okay. 

L: [Reading through profile text] well it is very short and precise. Yeah I think it is what I would expect from 
a company like professional company.   

C: Does this profile text have an influence on your experience with Copenhagen Airport on Instagram? 

L: No, it does not make me feel any different or it is all about Copenhagen airport.  

C: So a profile text does not have that big of an influence. 

L: No. 

C: What do you think is a good profile text in general? 

L: Well if the words are catchy and the phrases are catchy. Yeah  if… I mean obviously it also depends on 
what kind of company it is, but if maybe a bit of humor and… yeah that would sort of catch my attention.  
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C: Do you ever comment on pictures on Instagram? 

L. Yeah but that is also mainly private people like my friends photos if they post something and I comment 
on that. But not people I do not know.  

C: So only people that you know? 

L. Yeah 

C: I will show you two pictures all from their Instagram profile. [Showing picture A2] would you comment 
on these pictures? I know that you said that you do not comment on people you do not know. But if you saw 
these two pictures.  

L: No I do not think I would.  

C: No? 

L: No 

C: Now I will have you to read through the comments [Showing picture A3] and then I will ask you the 
question afterwards. 

L. Yeah [Reading through the comments] yeah… 

C: Comments like the following would that have an influence on our online experience with Copenhagen 
Airport? 

L: Well I mean like, in this case, they say, they get very or they get personally in the sense that they use their 
profile viewers with their own photos. So if I were to follow them and they used one of my photos then yeah 
I think I would comment on them as well. 

C: But what about these specific comments do that have any influence on your experience 

L: With Copenhagen Airport? 

C: Yeah 

L: No not really. 

C. What if there were a lot of negative comments? 

L: Yeah well. I suppose that might influence in a more negative way I suppose yeah.  

C: What about you loyalty towards Copenhagen Airport would some of these comments have any influence 
on your loyalty? 

L: They would not send me in a negative direction no.  

C: But could comments make you more loyal? 

L: I do not think so, no. I think it would more be my own personal experience with Copenhagen Airport that 
would like influence my loyalty towards them.  
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C: Could that also be an experience you have on Instagram with them?  

L: Yeah for example, if I did send a photo in to them and they used it. If they used it in a negative way then I 
would probably not feel so loyal towards them.  

C: Could some of these comments change your mind towards to Copenhagen Airport? 

L: [Thinking] how do you mean?  

C: Like again if it was negative comments could that make you more… 

L: Feel more negative towards them? 

C: Yeah… if somebody else comment something negative 

L: Yeah if there was a lot of them and it was the majority of the comments were negative, then I would 
probably think again… about Copenhagen Airport.  

C: Is it the same away around if it was positive comments? 

L: I think so yeah. 

C: Now I will show you one picture [Showing picture A4] what level of quality does this picture express? 

L: [Thinking]  

C: Like the content of the picture what… 

L: Yeah… [Thinking] level of quality… as in regards to quality of Copenhagen Airport? 

C: Yeah… like what you see, do you feel it express a high level of quality or? 

L: Not really… No because I mean there is not a lot of people there. It does not look busy. [Thinking]  

C: So if you could see more people in the picture. Do you feel that you could see more what the picture is 
about? 

L: Well yeah because I just think like, when I think of an Airport I think of a very busy place. If there is like 
not a lot happing in an airport than you would sort of probably think that maybe the company was not during 
too well or… so yeah. Now I do not see a high quality in this photo.  

C: Can a high level of quality make you more loyal towards a brand? 

L: I think so yeah. 

C: How come? 

L: Because I rather spend extra money on something good or somewhat good, then less money and then have 
a bad experience with the product or company.  

C: Picture number 2 [Showing picture A5] When you look at this picture, what level of service would you 
expect from Copenhagen Airport? 
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L: Service… [Thinking] Well you got quite a lot of different people so… that sort of says to me that maybe 
Copenhagen Airport can service different needs and like different types of people. So I would expect high 
quality of service. Or in a higher level.  

C: And the next picture or the third picture [Showing picture A6] what kind of experience would you expect 
from Copenhagen Airport by looking at this picture? 

L: Again I think maybe a good experience. But I do not exactly know why it sort of appeals a bit to me. I 
mean again you got… It is a bit of a busy picture so there are a lot of things going on and yeah room for… 
for a lot of different experiences.  

C: So it kind of gets you a feeling of a busy but a good experience but busy.  

L: Yeah  

C: So here you see all three pictures [Showing picture A7] when you are looking at these pictures do you 
want to experience the services in Copenhagen Airport or do you want to visit Copenhagen Airport by 
looking at these pictures? 

L: [Thinking] yeah… I would say yes I think. I mean it does not have an negative influence on me at all, I 
mean and I know what Copenhagen Airport is like so.  

C: Is there something that stands out when you are looking at? 

L: I think it is probably that picture [The picture with the escalator] but it is also because it is a bit more 
vibrant, a bit more color in it. And the two other ones they seem a bit dark and gloomy.  

C: Now we will move on and here you have five pictures [Showing picture A8] do you see a connection 
between the pictures?  

L: Yeah I do. 

C: What type of connection? 

L: Well they all got like people on them but it is also people who are going somewhere and like you can see 
that there is like movement… Yeah movement.  

C: Do you think that the pictures indicate reliability?  

L: No… No 

C: No? Can you elaborate a little bit? 

L: Well reliability then I think of something constant and something that does not change, and these photos is 
very much about change.   

C: But when you look at these pictures do you get the sense that Copenhagen Airport could deliver the same 
quality and service every time you go to the airport? 
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L: [Thinking] Yeah probably. But then again a part from that they are all… or those two… I am not sure. 
Yeah I think I would expect well like from these photos I would expect the same sort of experience and 
airport service from Copenhagen Airport.      

C: Based on the pictures [Showing picture A8] do you feel more drawn to Copenhagen Airport? 

L: Not really… 

C: No? 

L: No 

C: Is it because the pictures are not…  

L: I do not know 

C: you do not like the pictures? 

L: Yeah I think, yeah and the colors, and… as I said it is well they are a bit… how do you call it. Yeah dark 
and hostile but not hostile but yeah… they do not make me sort of very happy or wakening warm emotions 
in me at all. It is very sort of streamline and clean and… yeah.  

C: So if the pictures were more happy, could that be pictures of people? Happy people 

L: Yeah people like going on holiday and being happy because they are going on a holiday or moving abroad 
or whatever…yeah… I think that would probably get me emotions up.   

C: Okay, how well do you think you know Copenhagen Airport? 

L: Like on a scale from… I do not know. 

C: Have you been? 

L: I have visited it like a few times, but I do not, probably do not know the area. 

C: The areas? 

L: Like complete in an area and outs of the airport.  

C: In generally speaking is recognizability for you the same as quality and a positive online experience?  

L: [Thinking] 

C: So if you recognized a brand online would you immediately relate that to high quality and a positive 
online experience?  

L: I think it would probably also depend on what my own experience was with the company like prior to. But 
also what I also heard from friends and family, that would have an influence as well. Like if someone’s 
opinion that I value, if they came and said that this is a really good product or a really good brand… then I 
think I would be more likely to sort of…. 

C: To think that you would get the same positive…  
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L. Yeah 

C: experience?  

L: Experience then from someone I do not know online   

C: On Instagram do you follow or interact, well you said in the beginning that you do not    
follow companies on Instagram… 

L: I was just trying to think what companies I… but I think there is a few but only a few. Oh yeah I do… I 
follow H&M.  

C: So do you follow or interact with brands you know in order to get a better online experience? 

L: [Thinking] Yeah would probably say I do. Yeah because I am like… I mean with H&M then it is sort of 
see what is coming up with like fashion and stuff like that, or if they got any offers or something like that. So 
yeah would say yes.  

C: On Instagram do you follow or interact with brands because you are loyal towards them?  

L: [Thinking] Yes but that is also to do with my prior experience. 

C: Okay, so you do not think you would follow a brand on Instagram that you did not have any previous 
experience with?  

L: Well maybe if what they came with was really catchy and I thought like…  

C. If you think they can offer you something some kind of value?  

L: Yeah something I have not experienced before. Yeah then I think I would probably follow them to see 
what else they could come up with.  

C: Now we will move on and I would like to know what Copenhagen Airport could do for you in order to get 
a better experience on Instagram?  

L: Yeah [Thinking] happy smiley people on their photos [Laughter]. Yeah I think maybe… yeah some 
maybe a bit more creative photos. 

C: What about photos that shows more their space? 

L: Yeah… probably 

C: In the airport 

L: Yeah 

C: Like different shops and? 

L: Yeah… that would be a good idea. 

C: Pictures with travelers? 

L: Yeah [Thinking] yeah restaurant and shops and yeah what is going on out there.   
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C: If you look at the five pictures [Showing picture A8] do you think the pictures give you a positive 
experience with `Copenhagen Airport on Instagram? 

L: Yeah, I would not say it is negative.  

C: No… do you feel more maybe neutral? 

L: Yeah but I think that is also because all the colors are very neutral and very sort of… I do not feel either 
or, it is just a bit blah…  

C: In between? 

L: Yeah.  

C: Would you be more loyal towards Copenhagen Airport by looking at these different pictures? 

L: No, I do not think so.  

C: No, could other pictures with more color or vibrant pictures make you more loyal? 

L: I think so yeah. 

C: Does visual aspect like pictures have an impact on you, just in general? 

L: Yes they do.  

C: More than text? 

L: I think so yeah. 

C: Yeah how come? 

L: Because when you see photos they sort of… they bring out instant emotions rather what text does. So like 
on… like even though I am not quite aware of it, I do still sort of relate to a photo event though I am not sort 
of aware of it. Or make up my mind about a photo… even though I am… yeah not aware of it. I think so 
yeah.  

C: If you are satisfied with an experience with Copenhagen Airport on Instagram would that make you more 
loyal?  

L: Probably yeah, I mean positive experience.  

C: So when you are satisfied you tend to be more loyal? 

L: Yes…  

C: Now we will talk a little about brand personality, what type of people do you think uses Copenhagen 
Airport? 

L: [Thinking] well all kinds of people. Do you mean out from these photos or in general? 

C: In general 
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L: Well people going on holiday, people going on business trips, going away from the weekend or. All 
different types of people. 

C: If you think you can relate or identify yourself with the people you think uses Copenhagen Airport would 
that make you more loyal?  

L: Probably not, or maybe yeah [Thinking] yeah I suppose so. If I could not identify with any of the people 
using the airport then I would probably use a different airport.  

C: And now I will show you a picture [Showing picture A5] the people you see in the picture are those the 
types of people which you identify with Copenhagen Airport?   

L: Yeah that sort of sums it up quite well.  

C: In what way? 

L: Well that they are all like different and some are waiting and some are going and you do not know who 
they are.  

C: If you were following Copenhagen Airport on Instagram, would that make you more loyal towards their 
brand?  

L: [Thinking] maybe I mean like if I knew that they… like what shops were out there and restaurants and 
what else they could offer part from… when you use an airport it is very much what airport is closes to 
where I live and where I am going to and bla. Bla. Bla. But if they have more photos like with the general 
amenities and that, then I think I would probably, because if was aware of it, then I would probably be more 
loyal towards their brand.    

C: The last picture [Showing picture A8] again it is the five, it is all five picture. When you look at these 
pictures uploaded on Instagram would that have any influence on your experience when you are visiting the 
airport? So if you saw these pictures before going to the airport, would that have any influence on your 
experience? 

L: [Thinking] well I would probably sort of make my mind up that it was… was not a very vibrant place and 
then maybe I would be pleasantly surprised when I came out there. 

C: So if you see pictures of a brand beforehand or pictures about a product beforehand on Instagram, that 
could have an influence on… 

L: Yeah it could. 

C: How you… 

L: Yeah how I would see the product, yeah defiantly.  

C: Perfect, that was Copenhagen Airport, so now we will do the same again. Of course there were some 
general questions that I would not ask again. But now we will move on with Norwegian Airlines. Picture 
number 1 [Showing picture B1] is their front page, and have you seen their Instagram profile before?  

L: No 
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C: No… if you look at the profile text and then tell me what you think.  

L: I would say it is very short and straight but also it… you get the feel that they are trying to sell instantly.  

C: Is that… do you feel that it is negative or positive or… it does not matter for you? 

L: No it does not really matter. But it does say that in the text.  

C: So this profile text would that have any influence on your experience with Norwegian Airlines on 
Instagram? 

L: [Thinking] No I do not think so.  

C: Okay, I will show you two pictures [Showing picture B2] would you comment on these pictures?  

L: No [Laughter] 

C: But people are commenting on the pictures [Showing picture B3] so if you could read through the 
comments and then I will ask you the question afterwards. 

L: [Reading through the comments] Mmm… 

C: So the comments would they have an influence on our online experience with Norwegian Airlines? 

L: Maybe a little bit. 

C: In what way? 

L: Well I think… it just seems like the people commenting are people working for Norwegian which makes 
the reliability a bit, seem a bit low. Since it is not like happy customers or which is customers in general. 
That is what I make of it anyway. But I am not sure that it is entirely true.  

C: So are there some comments that pops up in your mind? 

L:  Like the first photo it is all very sort of… yeah happy and like one says “it is the happiest airline staff 
ever” and ladidi ladida and then the last comment is saying it is a rubbish customer service. And I do not 
know but it seems… the negativities sort of pops out stronger than the positivity does.   

C: Two other pictures [Showing picture B4] again if you could read through the comments  

L: [Reading through the comments] Mmm… 

C: What about you loyalty towards Norwegian Airlines? Would some of these comments have any influence 
on your loyalty? 

L: [Thinking] No not in a negative way.  

C: But if there were a lot of negative comments that could… 

L: Probably yeah… 

C: Influence… 
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L: Yeah 

C: Could some of these comments change your mind towards Norwegian Airlines? 

L: [Thinking]  

C: Are what sort of comments could change your mind? 

L: Well if there were lot of comments about people who have experience a lot delays and like their bad 
experience with Norwegian. And I think I would probably hesitate to fly with them.  

C: Okay… first I will show you one picture, or the first picture here [Showing picture B5] what level of 
quality does this picture express? 

L: I think a fairly high level quality.  

C: What makes you say that? 

L: Colors [Laughter], no… it seems like it is… like it is the same and it is very… like… from what I see here 
if I sat on a seat on the right side or on the left side it would not matter because it would be the same level of 
quality all over.  

C: The next picture [Showing picture B6] what level of service would you expect from Norwegian Airlines 
when you look at this picture? 

L: Fairly high level cause there is a lot of airplanes which means that they, or should mean, that they have the 
capacity to take on a lot of people.  

C: The last picture [Showing picture B7] what kind of experience would you expect from Norwegian 
Airlines by looking at this picture? 

L: Makes you think of personal experience or a good personal experience because… like you rarely see the 
pilots so if they are willing to sort of sit up and smile for the camera and then the staff like working for 
Norwegian they sort of… they must be like customer driven and like… willing to go an extra mile for their 
customers.  

C: I will show you all three pictures [Showing picture B8] and when you are looking at these pictures do you 
want to buy Norwegian Airlines’ tickets? Or purchase any of their services when you are looking at these 
pictures? 

L: Yeah… I would not mind flying with them.  

C: And what makes you say that in practically  

L: Well it seems like they have a good quality of… like the standard of the flights and that they are quite 
good quality and there is a lot of them. And that they try their best to sort of give you the best personal 
experience.  

C: So if you saw these pictures on Instagram you would… you could think again about choosing Norwegian 
Airlines? 
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L: Yeah.  

C: Next picture is a picture of all the five pictures [Showing picture B9] do you see a connection between the 
pictures?  

L: Yeah… airplanes and people working on airplanes… yeah. 

C: So you kind of see what their product… 

L: Yeah, I am not… in doubt in like what they have and what it is that they are trying to sell.  

C: And what they offer? 

L: Yeah. 

C: Do you think that the pictures indicate reliability?  

L: [Thinking] yeah… yeah I would say so yeah.  

C: What makes you say that? 

L: Well there is no, any photos of like delays… and bad experiences or anything.  

C: If they uploaded a picture that could indicate kind of a bad experience just to show that sometimes bad 
experiences happens, would that have any influence on you? 

L: Probably yeah… I think so then I would probably choose a different airline.  

C: So it is better that they keep on uploading positive pictures? 

L: Yes… I mean I am aware that of course delays happens and all that. But yeah I do not want to know about 
it.  

C: Yeah exactly, so based on these pictures [Showing picture B9] do you feel more drawn to Norwegian 
Airlines? 

L: I would not say more drawn but… I mean I would not think that they were trying to sell me a bad 
experience or I would have a bad experience flying with them, not from these photos.   

C: Okay, how well do you think you know Norwegian Airlines? 

L: I have never flown with them so… so not that much, I mean I know that they are a low-cost airline, but 
that is about it really.  

C: So like we talked about what Copenhagen Airport could do for, what can Norwegian Airlines do for you 
in order to get a better experience on Instagram? Now you have seen a little bit of what types of pictures they 
upload.  

L: Maybe like pictures of destinations that they fly to and like price because is… I mean… they do sell 
themselves on cheap flights. So if I could get a good deal with them, then that would probably appeal to me 
more. Pictures of… 
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C: Would you feel that you could get a better online experience if they uploaded pictures with good deals 
that only were for Instagram users.  

L: Yeah for example… Makes you feel special somehow [Laughter] but that is the whole thing about it.  

C: So you do not feel, you would not feel that you will kind of get ambushed by, they trying to push deals on 
you? 

L: It is a question of balance really, I mean if, probably if they were, if that was the only thing that they 
posted like deals and offers, then I would probably think it would be too much. Also because I do not use 
airlines that much. But sort of like every now and then… if they put up a good deal I think… 

C:  So you will still feel it is special for you? 

L: Yeah but not like as you said not to be bombarded with it cause then I would probably use unfollow them 
because it is too much… you know. 

C: When you look at these five pictures [Showing picture B9] do you think that the pictures give you a 
positive experience with the Norwegian Airlines on Instagram?  

L: Yeah I would say so. It is not… yeah I do not feel negative in any way.  

C: Would you be more loyal towards Norwegian Airlines by looking at these different pictures? 

L: [Thinking] maybe… it is tough to say. Yeah again I mean I do not get any negative vibes or anything so 
yeah I probably would yeah.  

C: And if you are satisfied with an experience you have with Norwegian Airlines on Instagram would that 
make you more brand loyal?  

L: Yeah probably because then that is my personal experience.  

C: What type of people do you think uses Norwegian Airlines? 

L: Well when you think low-cost then you think people who is not, not got well like everyday people who is 
like… people like me who does not got loads of loads of money. It is not… yeah normal people like… who 
wants to travel.    

C: If you can relate or identify yourself with the people you just mentioned that you uses Norwegian Airlines 
would that make you more brand loyal?  

L: Yeah I think so.  

C: So it is a bit important for you that you can kind of relate to…? 

L: Yeah because if the people using their product was like people with load of money and who travel a lot 
and all that. Then I think I would probably… yeah because then I would not be able to identify myself and 
then I would, I do not think I would be very loyal towards Norwegian, cause then they were selling their 
product to someone else.  
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C: This picture [Showing picture B10] the people you see in the picture are those the types of people which 
you identify with Norwegian Airlines? 

L: Yeah I think so. It is stewardess and stewards… yeah… airline people.  

C: What about like their age? 

L: Yeah okay… 

C: Could you identify? I mean would it be harder for you if they were 50+ stewards and stewardesses? 

L: Maybe yeah. It is just when I see like these people, then I think, well that is like typical woman or man 
who works for an airline. But I mean it is… you rarely see a 60 year old woman work or working as a 
stewardess so.  

C: Does it have any influence for you if you can identify the employees with the brand? Like if you feel that 
the employees kind of are the brand or look like the brand? 

J: [Thinking] I do not know really, I mean I… I do not think so. I would probably, I would expect them to 
wear the brands uniform so I know that they work for them and they have… knowledge about what I need 
answers about but… but where they come from and who they are I do not think that would have some sort of 
influence.  

C: If you were following Norwegian Airlines on Instagram would that make you more loyal towards the 
brand?  

L: Probably… maybe… again I think it would depend on what my experience with them was.  

C: If you are going to follow brands on Instagram, it is brands that you kind of have a little bit of an 
experience with before you start following them.  

L: Yeah… I mean yeah… And if I do start following someone that I do not know then it would probably be 
because they have been recommended or they like posted something that stands out and sort of catches my 
attention.   

C: By looking at all five pictures uploaded on Instagram [Showing picture B9] influence on your experience 
when purchasing any tickets?  

L: [Thinking] I think I would expect a positive experience when flying with them. 

C: Because the pictures are…? 

L: Yeah they seem positive and service-minded. 

C: Okay… Now we just need to talk about Radisson Blu Hotels and then we are done.  

L: Alright 

C: Okay, so we will start with the first picture [Showing picture C1] have you seen Radisson Blu Hotels’ 
Instagram profile before?  

L: Nope 
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C: What do you think about their profile text? It is a little bit different than the others. 

L: It is… yes… Yeah well that is kind of cool because it stands out and yeah they are sort of very self-
ensured [Laughter] 

C: Does this profile text have an influence on your experience with Radisson Blu Hotels on Instagram? 

L: I would probably expect something a bit different from them. I mean like compared to the other two 
companies.  

C: Why? 

L: Because they sort of have a different approach I suppose. Well they sort of promote themselves in a 
different way like in their profile text.  

C: Now I will show you two pictures [Showing picture C2] would you comment on these pictures?  

L: No 

C: If you just read through the comments pictures [Showing picture C3] and then I will ask you the question 
afterwards 

L: [Reading through the comments] yeah… 

C: Comments like the following would that have any influence on our online experience with Radisson Blu 
Hotels? 

L: No… I mean I could probably relate to what they were saying.  

C: That you want to go… 

L: Yeah get me there now… I mean it would not have influence on the photos and the way I feel about the 
photos.  

C: The next two pictures [Showing picture C4]  

L: [Reading through the comments] yeah… 

C: What about you loyalty towards the Radisson Blue Hotels, would some of these comments have any 
influence on your loyalty? 

L: [Thinking] well probably in a positive way because they are all very positive.  

C: Could some of the comments change your mind towards Radisson Blu Hotels? 

L: No I do not think so, cause they sort of confirm my vision of Radisson. So yeah I do not think it would 
change my mind.  

C: I will show you the first picture [Showing picture C5] and what level of quality does this picture express? 

L: Well it looks quite expensive so… but it is also a nice photo. So I think it also expresses a high level of 
quality.  
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C: So when you feel like the photos are… look… how do you say… professional like it is a professional 
photography who took the photo. Would you convey that to the brand? 

L: Probably yeah… I would in this case anyway.  

C: The next picture [Showing picture C6] what level of service would you expect from Radisson Blu Hotels 
by looking at this picture? 

L: [Thinking] I am not sure to be honest because there is not a lot going on in the photo. So it would be hard 
to say, but again it portrays my knowledge or experience with Radisson. Again it confirms what I already 
think.  

C: So what about this picture [Showing picture C7] what kind of experience would you expect from 
Radisson Blu Hotels? 

L: A good experience [Laughter]. Cause is it something, you relate to something, or you think of something 
positive when you see that photo.  

C: Now I will show you all three pictures [Showing picture C8] when you are looking at these pictures do 
you want to buy some of Radissons Blu Hotels’ products?  

L: Yeah I would not mind… no… yeah… 

C: Because there all, it looks good? 

L: Yeah… it is high quality and it makes me feel good.  

C: When you are looking at all five pictures here [Showing picture C9] do you see a connection between the 
pictures?  

L: Yeah it is… yeah you sort of think of high standard and… a higher price range and quality products.  

C: Do you think that the pictures indicate reliability?  

L: Yeah, I would say so [thinking] because I mean it is a higher price range and it is… like normally if you 
pay a bit more you get better service.  

C: Based on the pictures [Showing picture C9] do you feel drawn to Radisson Blu Hotels? 

L: Yes [Laughter] yes I do 

C: How well do you think you know Radisson Blu Hotels? 

L: Not very well. Not from personal experience it is from what others told me. 

C: Commercial or? 

L: Yeah and like the image they sort of portray towards… I mean from what you see… yeah as you said 
commercials.  

C: So what can Radisson Blu Hotels do for you in order to get a better experience on Instagram? 
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L: [Thinking] well I would probably say, I mean, keep on during what they do. But also again to bring it to 
where I am… yeah again make some few offers. Yeah like the suggestion you came with offers for 
Instagram users and stuff like that. But again not in, not to be bombarded with because then I suppose it ruins 
their reputation as well.  

C: [Showing picture C9] do you think the pictures give you a positive experience with Radisson Blu Hotels 
on Instagram?  

L: Yeah defiantly, I do not feel… I feel very drawn to them yes.  

C: Would you be more loyal towards Radisson Blu Hotels by looking at these different pictures? 

L: Yes I think so. Because they are nice photos and sort of makes you feel that you would love to go there 
and stay.  

C: If you are satisfied with an experience you have with Radisson Blu Hotels on Instagram would that make 
you more loyal towards their brand?  

L: I think so yes.  

C: Yeah…  

L: Yeah… 

C: So when you are satisfied with a brand, I think I asked you that before, but that makes you more loyal to? 

L: Yeah because if I have a good experience with a brand, then it makes me want to go back and use it again.  

C: Is that the same on Instagram if you have a good experience with them on Instagram you… 

L: I think so yeah… 

C: You would keep following them or you will keep look after their photos? 

L: Yeah for example if I asked a question in a picture and they replied. If my question was answered then I 
think I would feel more… more keen on using them in the future.  

C: So if they kind of reached out to you or interacted with you, you would be more drawn to them? 

L: I think so yeah. 

C: What type of people do you think uses Radisson Blu Hotels?   

L: People who like quality and who like… who like, who has a little bit more money than like the average 
person.  

C: If you can relate or identify yourself with the people that you think uses Radisson Blu Hotels would that 
make you more loyal to the hotel or to the brand?  

L: I do not think it would have an influence because I do not think I would be able to relate at such to the 
people I think uses the brand. But I would still feel loyal toward or loyal… I would not have any negative 
feelings towards Radisson Blu Hotels.   

163 
 



C: Now I will show you one picture [Showing picture C7] the objects you see in the picture are those the 
types of objects which you identify with Radisson Blu Hotels? 

L: [Thinking] 

C: So you said that the people you think uses Radisson Blu Hotel is a little bit more upscale, expect more 
quality and want more quality… for them. Is that the same type of feeling you get when you look at these 
objects in the picture? 

L: I think so yeah because you, I mean maybe not the objects but the view anyway. That is probably 
something you would a bit extra for. But I think the objects actually look quite… if you call it… very 
standard… they do not stand out or anything. It is just glasses and cutlery.   

C: If you were following, we have two questions left. 

L: Yeah that is fine.  

C: If you were following Radisson Blu Hotels on Instagram would that make you more loyal towards their 
brand?  

L: Yeah probably.  

C: So if you are following brands on Instagram could they be certain that you will consider them when you 
are… when you are purchasing…  

L: I would defiantly…  

C: Something that they offer or would you want to. Or I can ask you in a different way like if you were 
following three different hotel brands on Instagram. Could those hotel brands be certain that you would 
include them in your… pre-purchase stage like when you are searching for… 

L: Yeah… I think so because… or they could be certain because, I think if, I mean if I saw their images and 
their name everyday then if… I had to go on holiday then I would probably automatically think “oh I am 
following such and such on Instagram, let me see if they have any offers”. Cause they have been in daily 
contact with me.   

C: Look at the five pictures on last time [Showing picture C9] and when you look at these pictures uploaded 
on Instagram would that have any influence on your experience when you are purchasing their services? 

L: I would [Thinking] I would probably… my experience… [Thinking] I would be expecting some sort of 
high level, upscale level quality 

C: And service? 

L: And service yeah.  

C: So again does it have a… do you think it helps you to see pictures first before you purchase… anything 
from a brand? 

L: Probably yeah… yeah it does because [Thinking] 

164 
 



C: So you know what you get yourself into and involved in? 

L: Yeah you know what to expect. 

C: Yeah… okay perfect… I do not have anything else.  

L: Alright. 

C: Thank you so much. 

L: You are very welcome. 

C: Thank you. 

Respondent 5 

Interview 22-09-2014 

 

C: In connection to my master thesis about brand loyalty and online customer experience on social media. I 
would like to ask you some questions within different dimensions of online customer experience and brand 
management. The result of my interview will be used for my analysis in my thesis. Questions are based on 
your experience with the social media Instagram and different pictures uploaded to Instagram by my case 
companies. My case companies are Copenhagen Airport, Norwegian Airlines and Radisson Blu Hotels. Are 
you familiar with these three different brands?  

L: Yes 

C: Yes… good… First I will ask you questions related to Copenhagen Airport, next I will ask the same 
questions about Norwegian Airlines and then lastly Radisson Blu Hotel. The interview will be around an 
hour and the language will be in English, and I hope are you comfortable with that? 

L: Yeah 

C: Please feel free to stop me at any time of you need me to elaborate some of the questions or if you have 
some questions or concerns. When you are ready, let's begin.  

L: Yeah 

C: Let me start with some introduction questions about yourself and your knowledge about Instagram. First 
how old are you? 

L: 26 

C: What do you do for a living? 

L: I am a project manager with a background in civil engineering for innovation and design 

C: Are you familiar with Instagram? 
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L: Yes 

C: I know that you do not use or have Instagram. Why don't you have Instagram?  

L: Actually I think I do not like to upload everything in my life and I feel a lot of people who has Instagram 
try to, try to make other people see them in a certain manner and try to show a person they maybe are not or 
they are. I think some people misuses it and think they only have a life if they upload pictures every minute 

C: Do you use other social media platforms? 

L: I use Facebook but I do not upload a lot.  

C: Do you think that companies could make you more loyal towards their brand based on their activities on 
Instagram or on social media?  

L: Not on Instagram because I do not have it. But, I do not know on Facebook maybe because if somebody 
has liked something maybe you click on it if you find it interesting. So that is a maybe.  

C: Now we will move on to talk more specific about the case companies, Instagram and different types of 
pictures. First I will show you a picture [Showing picture A1] which is Copenhagen Airport’s Instagram 
profile, the front page of their profile. What do you think about the profile text?  

L: Is this the profile text? [Laughter] 

C: Yeah, that is the profile text [Laughter] 

L: I think it is appealing; it tries to connect with the users because they like “We will open up our airport for 
you”. I think they try to appeal to you in a personal way and say okay if you do this we will open our arms 
and hug you.  

C: Does this profile text have an influence on your experience with Copenhagen Airport on social media? 

L: No. 

C: No? 

L: No, but I know a lot of Copenhagen Airport and the whole commercial part of Copenhagen Airport. So I 
do not know, maybe if I had read it and I was considering flying into Copenhagen Airport. But I think 
because I know so much about the airport then I do not think it make a difference for me also because I know 
a lot of their commercial strategy and yeah…  

C: What do you think is a good profile text?  

L: I think that is a good profile text, I think it is personal and I think instead of saying “We will show you 
information about out airport and show you pictures” it says “We will open up” and I think that is a good 
phrase to use instead of using more informative phrases, it is more appealing and… appealing to the feelings 
I think.  

C: I will show you two pictures [Showing picture A2] would you comment on these pictures if you saw them 
on social media? 
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L: I rarely comment on pictures. If you should choose one to comment on it would be “Welcome to the 
world’s happiest nation”. I think the colors are more warm, I do not know, but it says more to me than the 
airport or the picture with the plane. I actually do not know what is, is it the ceiling?  

C: Yeah 

L: Okay, I would not comment on that one. If I should comment, it would be on the “Welcome to the world’s 
happiest nation”. Is it one picture? 

C: Is actually two, this is one and this is one.  

L: It seems like it is a picture two. But that would be the picture I would comment on.  

C: If you can read through the comments [Showing picture A3] and then I will ask you the question 
afterwards. 

L: [Reading through the comments] where is it that picture? (The picture with the “The world’s happiest 
nation”) 

C: Where it is? 

L: I do not know where it is in the airport.  

C: It is in arrivals or when you… I believe it is when you arrive around terminal F.  

L: Yeah, okay.  

C: But I am not quite sure. 

L: [Reading through the comments] yeah… 

C: Comments like the following would that have an influence on our online experience with Copenhagen 
Airport? 

L: The comments the airport writes or the comments other people write? 

C: The comments other people wrote 

L: [Thinking] not those comments. I think some comments would have, but not those ones.  

C: Because they are very neutral or 

L: Yeah… maybe the one where there is something funny in it like “it is me with the camera in front”. But 
yeah not the other ones. I think it is to general.  

C: What about your loyalty towards Copenhagen Airport, would some of these comments have any influence 
on that? 

L: I think it is a good thing that they actually answer the last one. That shows they care because I do not use 
it that much I do not think that would influence me because I would not see it actually. But I think… 

C: But what if you saw it on another social media platform 
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L: Yeah if I saw it on another social media I would think that it is a good thing that they actually just… not 
just upload a picture and then does not care about it and say “okay now people can just write what they want 
and we do not care” but they actually answers and responses and like say “it is good to hear”, “we love that 
our users are showing pictures” and they reaches out in a personal manner and not just saying yeah “thumbs 
up” “Fine” it is good” but they actually write to people, so yeah it would.  

C: Could some of the comments change your mind towards Copenhagen Airport? 

L: No. More the… if it should then it should be the comment from the airport. It would change it if people 
wrote something like “it is always good service in the airport” and “I love to be greeted in this way or” that 
would maybe change it, because then people would actively show that it is a good airport. So that would 
change it. But more the comments from the airport.  

C: Then I will show you the first picture here [Showing picture A4] it is uploaded by Copenhagen Airport. 
What level of quality does this picture express? 

L: I think it express poor quality actually.  

C: In what kind of way? 

L: It is not sharp or what it is called. It is pixeleret… and there is too much light and, I could actually see 
why they would like to take a picture of this spot if it was a good picture. But it is more like why have this 
picture at all.  

C: Can a high level of quality make you more loyal towards a brand? 

L: I think either a high level or a quite creative way of taking pictures. It would.  

C: What about the next picture [Showing picture A5] what level of service would you expect from 
Copenhagen Airport by looking at this picture? 

L: I actually like it more than the other one because they have, they show more the people in the center. But 
still I think it is to dark actually. And I cannot see what, I can see that the people are sitting down and 
relaxing, I think it is a cozy picture and the people look like they are enjoying being there. But I think it 
misses what if I, maybe if it is going to say that it is a cozy airport you can do, you can sit down and relax 
and it is fine. But you do not see the guy who is, I do not know what he is doing, the guy at the desk. But it is 
a cozy picture, I do not like the other one, I like this more.  

C: The third picture [Showing picture A6] what kind of experience would you expect from Copenhagen 
Airport by looking at this picture? 

L: I would actually expect it to be welcoming. And that is the thing I said about both the creative one and 
that it is a better quality in the picture. But it gives a lot of information; you can see that they try to help you 
when you are… I hope it is going down (The escalator) [Laughter] 

C: I hope so too [laughter] 

L: When you are arriving at the escalator they are already trying to help you and already showing you the 
information to guide you. So I like this picture and I think it is a good thing that it is just not just like an 
escalator but it is done in a good way.  
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C: Here you have all three pictures [Showing picture A7] when you are looking at these pictures do you want 
to buy some or not buy but do you want to visit the airport or experience their services when you look at 
them (pictures)? 

L: The second and the third one yes, but not the first one no. The first one actual looks like it is a storage 
building or something in Poland where it is very cold and yeah you do not, yeah it is empty and the… 
yeah… not that one. The other two yes.  

C: Now I will show you five pictures [Showing picture A8] all uploaded on Copenhagen Airport’s Instagram 
profile. Do you see a connection between the pictures?  

L: Not between all of the pictures maybe between picture two and four. I think they are trying to appeal to 
the feelings more than the other ones. But like picture five most, I think it is because it is more informative 
than the other twos or other fours. But mostly picture two and picture… maybe four and five. It is in the 
same… the same… professional manner and you can see okay there is a reason why they have uploaded this. 
While the two others… it could just be on a field where they toke the picture and yeah I do not like picture 
three at all… I actually think it is a stupid thing to upload that picture. 

C: Do you think if a text followed that picture (picture number 3) would that make any difference do you 
think? 

L: It should be a very good text. But I do not think so I, I think if you, I do not know, I have never seen a 
Instagram profile so I do not how it works but I think the most important thing when you communicating it 
that you get their attention by the pictures. When I scroll down on my Facebook page it is the, maybe it is the 
headlines sometimes but it depends very much of what it is, but it is mostly the pictures you see. And maybe 
if it is a newspaper you read the first line but it needs to be right in your face.  

C: So the pictures actually need to stand alone? 

L: Yeah they need to communicate what they want, because the first picture I think it is okay to have it 
uploaded because it shows a plane and it is leaving and that is fine. But still the picture three I do not think it 
shows anything, I know it is in the when you arrive to the airport and you need to check-in and does things. 
But it does not say anything, it actual says it is an empty airport and there is no people so why come here.  

C: Based on the five pictures do you feel more drawn to Copenhagen Airport? 

L: Even though I said that picture number four is very dark, it would actually be that one and picture five. I 
do not think, I think maybe some people who… is more happy with that “We are the happiest nation” would 
say that it was picture two. But I defiantly think it is picture four and five, I think they show the mood in the 
airport and I think picture five is a very great picture of showing that, we knew what we are during, we are in 
control, we inform you, do not be afraid to come here, we have all in control.   

C: How well do you think you know Copenhagen Airport? 

L: Very well, I wrote my master thesis in a project and the project I am working on is in collaboration with 
Copenhagen Airport. So I have been there maybe 3 month in one year every day.  

C: Okay, so you it fairly well.  

L: Yeah 
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C: In generally speaking is recognizability for you the same as quality and a positive online experience?  

L: I know where two of the pictures are taking but I do not, it very much depends on what it is. But I think 
there is always something about when you see things more and more you are more familiar and you are more 
relaxed and you know things.  

C: You know what to expect? 

L: Yeah you know that to expect and I think it is with everything if you have… if you see something in 
fashion for example, you see it and maybe it is on the runway and then you think okay it is very stupid or it is 
weird. Then a year after you would buy something which is a bit similar to it because you have seen a lot of 
people wear it all the time. So I think defiantly there is something with if you know where you are then you 
will feel more drawn to it or you will feel more okay it is actually good it is nice this one. Or if you can 
connect it to another thing, like for example picture four where people are sitting up in the top. It is an 
everyday thing they are during, they are sitting down, they are relaxing and everybody can… connect or 

C: relate to it? 

L: Yeah relate to it. And I think that is why I think it is a good picture.  

C: On social media do you follow or interact with brands you know in order to get a better online 
experience? 

L: No. 

C: You do not follow any or interact with brands online? 

L: [Thinking] I may not be a brand loyalty person, but I just need to make sure what you mean by follow.  

C: Like… like you for example on Facebook you can like brands like companies. They have Facebook 
profiles and you can like them. You did not know that? 

L: No, I do not do… I like people’s company I know.  

C: So if you interact with companies just in general speaking would that mean that you interact with them 
because you know that you can get a better experience.  

L: No… I see for example Samsung when there; because you get the commercial thing according to what 
you search I see it. And sometimes I click on it to see what they have launched, but it is not a thing I follow 
or have, now I am saying have to do. But it not in that what, it is not something I think about it is more like 
sometimes I do it sometimes I do not, it depends on what is on my wall. But… now Facebook for example 
has this “suggested page” which is supported by companies sometimes I do scroll over because it is there. 
But I do not follow anything.    

C: If you were interaction with brands online, is that because you are loyal towards them or is it just because 
you feel attracted? 

L: The reason why I interact with Samsung is because I have a Samsung phone and I have a Samsung 
computer and I have Samsung music.  

C: So you are kind of loyal towards Samsung? 
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L: I am quite loyal to them and that is why I am looking at them. But on the other side if I see something 
which I think is appealing to me or okay maybe I follow something some artists work where I see a picture 
and then you have to like it because you want to find it again. But that is more the reason why.  

C: So it does not make you loyal? 

L: No, maybe when I am going to buy a picture I know I have followed something, so…  

C: So you could consider that?  

L: Yeah but I look at things I have maybe because I am looking the Samsung’s as one of the ten. So maybe.  

C: So what could Copenhagen Airport do for you in order to get a better experience on social media?  

L: I do not actually think that they can do more. I think they have something because on Facebook, I was on 
their Facebook page but not because it was related to my work. But all people I knew who has been in the 
airport was the first pictures in the airport, and I thought it was a bit funny, so the first 10 pictures was of 
people I knew who was taken pictures in the airport. So I thought it was a good feature. But I think maybe I 
am a bit bias in this way because I know what they are doing to attract people and I know the whole 
commercial strategy so…  

C: So you are a little bit subjective in that way 

L: Yeah.   

C: Okay. 

L: Sorry. 

C: It is okay. 

L: Yeah but I do not think they could do more, I actually think they do a lot on their Facebook page and they 
also have another page on their webpage where you as a user can upload your ideas of how to make the 
airport better. So I think… 

C: So the feature that they interact with their customers is appealing to you? 

L: Yeah it is and that they try to show, they want to show, that they are listing to their customers, not only on 
social media but also on their own webpage and also in the airport and I think they appeal to a lot of people 
also outside Denmark for example in their tax-free they have people talking Asian languages to appeal to 
them.  

C: Do you think the pictures, when you look at the five pictures [Showing picture A8] would give you a 
positive experience with Copenhagen Airport on social media?  

L: I actually do not think they are the best at it. I do not think it is bad at all, now it is, I think it is just 
neutral. I do not think they have selected these five pictures in the right way or I think they are missing like 
to have a clear line of what they upload and what quality to make it more okay. It is more serious, now I am 
saying serious, but in a good way because if they do that, the people would say okay all the pictures are not 
taking by professionals, I know people can hashtag things. But yeah I think they need to be more, if it is 
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Copenhagen who would upload all these pictures they need to be more consistent in what they upload. It 
should show the feelings they want to have, to show that they have the customer in focus all the time.  

C: Would you be more loyal towards Copenhagen Airport by looking at these different pictures? 

L: [Thinking] No… No 

C: So does visual aspect like pictures have an impact on you? 

L: Yeah it does. It is not, like when, you can see a picture sometimes and think “Wow that’s amazing” even 
though it is not nature or something or a great picture but it is just showing something. And I actually think it 
is because there is so much mixed in what they have uploaded that I do not think, they are appealing enough. 
So no… but it is not that it would have an negative effect it is just neutral, I think.  

C: If you are satisfied with an experience you have with Copenhagen Airport on social media would that 
make you more brand loyal? 

L: I need to make sure what you mean.  

C: If you are satisfied with an experience or if you are satisfied with the, let us say a picture or if you 
comment on a picture and they reply back, so if you are satisfied in that way, would that make you more 
brand loyal.  

L: Yeah, it would make me more… it would make more happy or I would say to my friends “Yeah 
Copenhagen Airport they are really nice because they reply on my picture “ or they showed this and this and 
this. So that is kind of a brand loyalty so yeah.  

C: What type of, now let us talk about personality, what type of people do you think uses Copenhagen 
Airport? I know it is a wide question.  

L:  All people. 

C: Yeah all kinds of people? 

L: A lot of Danish people of course, because that is the primarily way out. I know that it is a hub so a lot of 
people who has to transfer as well, and I know a lot of people are happy with Copenhagen Airport because of 
their… they know that it is important to have a clean airport and a design airport so maybe that is also why I 
do not think it is the best brand they are showing, because I know they can do so much better than this. But I 
think it is all kind of people who travel, and I think it is hard to pin point what type of people. I know what 
type of people it is appealing to, it is not appealing to “den jyske bonde”.  

C: the farmer… 

L: yeah the farmer because they do not care if the floor is polished, they just need to travel, they need to 
travel at this time so. But all people use it, but this is more appealing to people who… to the Danish people 
who likes, the Nordic design people. 

C: If you can relate or identify yourself with the people you think that uses Copenhagen Airport would that 
make you more loyal? You said Nordic design people if you can relate to them…   
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L: I think it would… the airport is appealing to me. I think it is a good airport and I think they show good 
things in real life. And maybe that is also why I, some of the pictures I do not relate to, because it is not the 
feeling I think Copenhagen Airport is. But defiantly if there were some people where I said okay that is me 
or they have the values and… yeah… defiantly.  

C: Now I will show you a picture [Showing picture A5] and the people the picture are those the types of 
people or objects which you identify with Copenhagen Airport? 

L: Yeah… yeah. It is because there is somebody who is travelling, there is somebody who is relaxing and 
somebody who is sitting and talking to each other and is enjoying life before travelling, so defiantly.  

C: If you were following Copenhagen Airport on social media would that make you more loyal towards their 
brand?  

L: No. But I also think it is because it is an airport. I think it is more practical for me also, because I need to 
go to Copenhagen Airport maybe if there were two different airports next to each other, defiantly it would 
make me more brand, have more brand loyalty.   

C: There is an airport in Malmö. 

L: Yeah but that is still longer and it cost more to go there, so I would never consider it. So I think because it 
is my only option and maybe that is also way I think it is a good thing that they actual try to reach out to their 
customers, because that is the biggest airport we have in Denmark, we have Roskilde and we have Karup and 
Billund, Aalborg but you do not travel long distance. But more if there was a competing airport.  

C: Take a look at the five pictures again [Showing picture A8] when you look at these pictures uploaded on 
social media would that have any influence on your experience visiting the airport? 

L: The pictures? 

C: Yeah so if you saw these pictures before going to the airport, if you saw them on social media before you 
want to the airport. Would that have any influence on your experience? 

L: Number two picture, I would defiantly said “I saw that on a picture” but the other ones.  

C: Okay that was the first company. Two more to go. But of course there were some general questions that I 
would not ask again.  

L: Yeah 

C: So the next company is Norwegian Airlines, and this is their front page [Showing picture B1] and what do 
you think of their profile text 

L: I think it is defiantly more informative. I like Copenhagen more, cause it is, this is more business and facts 
showing instead of focusing on an experience, it is like…  

C: More straight, more straight forward? 

L: Yeah it is more bullet point and yeah more informative, and I actually think it is too informative. 
[Thinking] I think low-cost carriers that is because it is a business case and that is what they focus on. If you 
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take SAS the text would be more on service I think. It is “fedt” good with Norwegian, but it does not appeal 
to me at all, actually.  

C: So it would actually, would that profile text have an influence on your experience with Norwegian 
Airlines on social media? 

L: When I compare them I would say Copenhagen Airport has a more positive one, it is just neutral, it is not, 
okay then I would try to look at what is the first maybe largest low-cost airline instead of, because you are 
the third and okay you offer free inflight Wi-Fi but is it one of the planes I am flying with or maybe it is not, 
because it is only the majority of your planes. But not a negative one, but it would just be  

C: Neutral? 

L: Neutral yeah.  

C: Now I will show you two pictures [Showing picture B2] would you comment on these two pictures?  

L: Yeah I think the first one is… is again the quality I do not really get why upload pictures in that quality. 
But I like the picture, it is welcoming, it shows people, it shows service. But it does not fit with the profile 
text at all. The second picture is… I… maybe I find it interesting, but it is more because I am doing airport 
projects, normally I would not appeal to more at all. This is to me showing a process, I do not care about. It 
is… something it is just have to work, I am sitting inside the plane normally.  

C: So if you saw these two pictures on social media would you like them or? 

L: I would maybe like the first one, I would never like the second one.  But I could actually like the first on 
also if I saw it on Facebook.  

C: If you just read through the comments [Showing picture B3] and then I will ask you the question 
afterwards. 

L: [Reading trough the comments] yeah  

C: Comments like the following would that have an influence on our online experience with the Norwegian 
Airlines? 

L: I actually think the first one is a bit confusing for me it is like okay somebody has a very good experience 
and somebody think it is a lousy. And I am actually more drawn to the lousy comment. Even though there is 
more happy comments. But if you think about it people are more likely to say the negative things so, it 
should have been different but it is not, it is like it is lousy and okay…  

C: And that has an effect on you? 

L: Yeah it does, and even though in the last one like people are congratulation them with their airplane it is 
more… the last comment who is like okay that is, I know it is not their fault but it is pretty lousy. But maybe 
at the first one I would actually think that okay it is a low-cost carrier so what kind of customer service could 
you expect, but the last one is more like okay, that is very lousy.  

C: I have to more pictures, so if you can read the comments [Showing picture B4]  

L: [Reading through the comments] the first one does not… 
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C: But what about you loyalty here with these comments? 

L: The first one it does not matter at all. The last one I think it is very nice, I think it is, I like the comments 
even though there is one negative it does not overrule the positive ones, because you have, and it is also 
because the picture you have people on it, they seem friendly and they are just doing their job, so I think, 
people like, like the last comment should stop and try to blame it on somebody who does not have anything 
to do with it, and I get more angry on him than on anything else. The first one it does not do anything.  

 
C: So could some of the comments change your mind towards Norwegian Airlines? 

L: I actually think… that it would not. The comments on the other one could change it in a negative 
direction; this is more okay, it is a company whose fly is playing in for one the low-cost carrier I would 
choose this one. No not these pictures.  

C: Now I will show you the first picture here [Showing picture B5] what level of quality does this picture 
express? 

L: It looks more like a train where there can sit a lot of people. So it does not express any quality at all, it 
more expresses that it is efficient and focusing on getting you to the right place than getting you a good 
experience.  

C: What about the next picture [Showing picture B6] what level of service would you expect from 
Norwegian Airlines? 
L: I would just expect that they are flying on time and that they know what to do, but nothing else. It is a 
picture showing the processes of getting your luggage in the plane.  

C: And the last picture [Showing picture B7] what kind of experience would you expect from Norwegian 
Airline? 

L: That is defiantly a more positive experience and… a positive one. And a friendly crew and a nice flying 
trip actually even though it is not flying right there. It is more personal and a good one. And that would 
appeal to me defiantly.  

C: So do you like when brands are a little bit more personal? 

L: Yeah and maybe not, because you could also do it without people on it. But you are trying to express a 
feeling and I think this picture does, and I also think the other picture, not the one where the airplane is 
getting all the luggage in, but the one where you see the whole plane, it is also expressing a feeling, it is not a 
feeling which appeal to me, but it is a feeling, and this is just more… more cozy and more friendly.  

C: [Showing picture B8] When you are looking at all three pictures do you want to buy some of Norwegian 
Airlines’ products by looking at these pictures? 

L: Yeah I think picture number three does it actually. If I only saw picture number 2 it would not matter at 
all, it will just be okay there is a lot of… I do not think I would see that it was Norwegian Airline who was… 
the planes was from them, I would not see it. It is more because I know it now, I would not have seen it even 
though I have been so much in the airport. The first one would actually make me think like “okay do I really 
want to fly with this because I save 200 Danish kroner”. But the last picture just say “okay fly with us”.  

175 
 



C: Here you have all five pictures [Showing picture B9] do you see a connection between the pictures?  

L: Yeah. The first two one shows the process of like, this is what we do to get you up in the air, and number 
three and five is showing a trying to appeal to the more personal or feelings like friendly feelings. And so 
there is connection between the other two. Number four is what it is you buy. They do not try to sell you a lot 
of things which they do not give you; they can give you a nicely staff and show a nice crew. They cannot 
show seat which are bigger because they do not have it. So they actually show the product you are giving and 
nothing else. They are not trying to do it more romantically than it is. So a connection between number one 
and number two and four and five, no three and five, yeah. 

C: Do you think that the pictures indicate reliability?  

L: Yeah number one and two and maybe number three. Reliability in what they sell?  

C: Yeah 

L: Defiantly 

C: And reliability in what you can expect 

L: Yeah they do, but I think it is more because I have been in an airplane from Norwegian. Because I think it 
is a good thing to show what you sell but I also think it is a “Drastisk” to show picture number four, because 
if people have never flown with Norwegian, then it would be…  

C: They would expect that but they could sometimes get something else.  

L: Yeah and it would be more scary, and the… and the nicely pictures I think they would not have the effect 
that they are trying to do, because people would see picture number four and think “Oh I am going to be 
inside that plane and there is a lot of people in there and maybe badvr”  

C: Based on the five pictures do you feel more drawn to the Norwegian Airlines? 

L: Actually yeah because of the service they are trying to show from the staff. I know what I buy when I buy 
Norwegian, they are also showing that. I think it is funny to show it but it is okay that they show it, because 
it is what you get, and you do not have high expectations. But I would have very high expectations for the 
staff now.  

C: How well do you think you know Norwegian Airlines? You said you used them a couple of times. 

L: I think I have been flying with them 10 times  

C: Oh okay 

L: Three times within the last year 

C: Oh yeah. So why do you keep using them? 

L: It is because my company pays for my tickets.  

C: So it is work related? 

L: Yeah, when I buy a ticket work related it is more which airplanes matched the time. So… 
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C: So it does not have anything with the brand? 

L: Maybe actually SAS because they have some business, they have tried to appeal more to business 
customer. So if I know I have an early meeting, I would defiantly choose SAS actually. If I know I have a 
whole day before I have a meeting then I could choose Norwegian or if it does not matter of what time I have 
to fly and there is two tickets and one if from SAS and one is from Norwegian and I do not have a time then I 
would actually choose the cheapest one. But it would depend on what how long a flight I was going on.  

C: So you could say that social media does not have any influence in that content 

L: No, not at all…  

C: We talked about what Copenhagen Airport could do for you… 

L: Sorry  

C: What? 

L: If somebody wrote that your plane always crashes. Then it would defiantly have a negative experience.  

C: Yeah that would be kind of odd if it did not have any negative influence on you.  

L: So yeah… I think it could more be when you are having something which is more… very competition 
driven on prices and you have a lot of suppliers and you do not focus on quality then there is not a lot of 
negative publicity which is needed to bring it down. But if you are focus more the quality for example Thai 
Airways, where you always get good service and good quality and they try to sell it on than, they can handle 
more negative comments because there is so many who has getting good service, so I think if you are on the 
line of what people will accept and not expect but accept as a zero. Then you do not have a lot to tip it.  

C: Good point. But what can Norwegian Airlines do for you in order to get a better experience on social 
media? 

L: I have to say nothing because when I am flying out, also when I am going on holiday, maybe more flights 
or try to describe, because I know that they have a lot of planes scheduled for the most common big cities 
because that was their strategy to go out to the big cities where people has to fly in and out all the time. So I 
know that they have a lot of these but that is also because I know it. Cause I have been working with airlines 
and airports. I think they should, if they showed more say like, instead of saying we are cheap, we are more 
connected. That would appeal. 

C: What about commercials? 

L: They have commercials… 

C: But I mean on social media. 

L: Like on Facebook? 

C: Yeah or not commercials but also discount offers or something. 

L: I think they actually have because you get, again data mining of peoples’... In the size where you say take 
this 10% off, or fly to the big city for 250 Kroners or something.   
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C: But something like that does that enhance your experience? 

L: I do not know if it enhances, maybe it enhances brand loyalty more because you have seen it more. Even 
though you have not clicked on it, you know, okay they sometimes give this cheap offer so I have to check 
out with the time and… 

C: Yeah if you can use it… 

L: So defiantly it has an impact because you see it and you recognize it more and more. 

C: Do you think these five pictures [Showing picture B9] do you think the pictures would give you a positive 
experience with Norwegian Airlines on social media in general? 

L: Yeah number three and five would defiantly. I am drawn to picture five actually. So yeah defiantly picture 
three and five. Picture one and two that is just pictures. Number four I think is drastic to put it on.  

C: Would you be more loyal towards Norwegian Airlines by looking at these different pictures? 

L: Maybe yeah, but that is again number three and five. I actually did not expect to see these kinds of 
pictures from Norwegian.  

C: What kind of pictures did you expect? 

L: More if there should be something from where their staff check-in a person and the cockpit I did not 
expect at all. But more one where it shows the functions rather than the experience.  

C: If you are satisfied with an experience you have with Norwegian Airlines on social media would that 
make you more brand loyal?  

L: [Thinking] I think I am a hard customer to reach on that because for me flying is more A to B and… I 
know a lot of airlines do a lot of things for their customers and both on social media and also in persons. But 
defiantly if I had a bad experience but that again that is again I do not expect anything from them so if I had 
a bad experience and I uploaded something on Instagram or Facebook or whatever and they responded with 
like “We are sorry can we do this for you” I would be more surprised so yeah that would make me more 
brand loyal. But I do not expect anything from Norwegian, I think they have more line to do what they or to 
give me more poor service than for example SAS. So I do not expect anything so yeah maybe if I suddenly 
saw they were caring and saying “okay we will try to handle this and you should not feel this”. But I actually 
also look at the comments and Norwegian did not post anything on it, so I also think that this says something 
about like they did not comment at all. And I did not expect them to, I had being surprised if there has been a 
lot of comments from Norwegian.   

C: What type of people do you think uses Norwegian Airlines? 

L: I think all people mostly… mostly people who are more price focused. But also people who, also business 
people who could need to have these connections and you need to have specific times to go to meetings. If I 
think business people more prefers SAS but if there was not a plane available they would take Norwegian. 
But I do not think it is appealing to business people at all. Maybe small start-up companies who does not 
have money, but to the more high-end business it does not appeal because it is a low-cost carrier and it is cut 
to the bone what you get. But that is fine for some people, and it is fine if you are going on a holiday for the 
weekend with your boyfriend. But if you are going to different meetings all over the world, you would need 
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to have something else. So the more common passenger or what to say, but yeah…. The more regular people 
in this society actually.  

C: So if you can relate or identify yourself with the people you think uses Norwegian Airlines would that 
make you more loyal?   

L: I think I am it is appealing to me actually because I think… I do not want to pay for things I do not use. So 
defiantly and when I said that I was not brand loyal maybe I am because I know Norwegian is cheap and I 
think it is a good thing, that they are cheap so.  

C: This picture [Showing picture B10] the people you are seeing in the picture are those the types of people 
which you identify with Norwegian Airlines? 

L: No, as I said before. It is not because I had bad service at Norwegian, but it is more because again like I 
said I do not expect good service. Not that I expect a Steward who is spitting ad me and saying stupid things. 
But I do not expect them to do the extra and I think the picture try to show that they would go the extra mile 
for you. I do not think they will, but it shows it, I would not expect the picture and that people.  

C: If you were following Norwegian Airlines on social media would that make you more loyal towards their 
brand?  

L: Maybe loyal and sceptic. I would think okay I will try them next time and see.  

C: Take a look at all five pictures [Showing picture B9] when you look at these pictures uploaded on social 
media would that have any influence on your experience when you are purchasing their tickets? So again if 
you saw the pictures beforehand… 

L: And maybe like I said before I would actually expect a better service and I would like to buy tickets 
because I expect a better service… 

C: By looking at the picture? 

L: By looking at the people on the pictures. But I would know what I would get because of the picture 
number 4, that I would get a seat, and that is what you get. I do not, the first and the second picture again it is 
only a process, it could be any kind of plane.  

C: That was Norwegian 

L: Perfect 

C: Let us move to the last case company Radisson Blu Hotels. 

L: And I do not know anything about Radisson  

C: Okay 

L: So that is more… 

C: Bias anyway here 

L: No 
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C: What do you think about this profile text [Showing picture C1] or their profile text?  

L: I think it is short and the more pit pointing what they what to show and what they want to say and how 
they want people to see them.  

C: Does this profile text have an influence on your experience with Radisson? 

L: I would defiantly expect to see pictures which are stylish, sophisticated and iconic.  

C: Let us hope you will see that 

L: So yeah it is positive.  

C: The first two pictures [Showing picture C2] would you comment on these pictures if you saw them on 
social media? 

L: Yeah, mostly the first one I think. But again I have to say this, I think the quality of the pictures is pretty 
stupid. But yeah I could comment on them, but again I do not comment on pictures, but if I should choose a 
picture to comment on, it could be that one.  

C: If you read through the comments [Showing picture C3] then I will ask you the questions afterwards. 

L: [Reading through the comments] Yeah…  

C: Comments like the following would that have an influence on our online experience with Radisson Blu 
Hotels? 

L: Yeah it would it is more, it is very positive and that is like okay people other people thinks that it is nice 
then it is nice. Because I also think it was nice. So yeah. The last one that is yeah it looks good but it does not 
do anything.  

C: What about if you read the next two comments [Showing picture C4] 

L: [Reading through the comments] it is… hov I did not read the last one [Reading again] it is actually 
showing what they want from the profile text. And people like it and you know that it is not a picture would 
is not like that because some people has I think has been there or would say it is not like this “try another 
one” or something like that. And I like that they are answering it. I really like, I think I would actually more 
comment or like the last picture. I do not know if you like things on Instagram  

C: You can yeah…  

L: Okay. But that is more for the creative side of the picture. But I think you see a good example of 
commercialization and what you want to show, and how you should use for example an Instagram profile.  

C: What about you loyalty towards Radisson Blu Hotels would some of these comments have any influence 
on that? 

L: I actually do not think it would with these comments more the other ones, but it is due to that it is more 
about both the pictures, which are nice I like the pictures very much. But the picture would have an effect, 
not the comments at all.  
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C: So the comments do not have an effect, could it still change your mind towards Radisson Blu Hotels? 

L: If it was negative yeah. Again I think you have, if it was negative and they did not answer. I think it very 
important that people recognize that by having an open profile for people to comment on, that you have a lot 
of positives again, and if you have one negative, it will have an effect and it will affect people and you need 
to respond at it. Because that would also have an effect in a positive way because they show that they care. 
Yeah it would.  

C: Next picture [Showing picture C5] what level of quality does this picture express? 

L: Again the quality of the picture is not that quite stunning but the picture is quite good. Actually I did not 
see it was Radisson Blu, so I think it is more a nice picture.  

C: So you do not think the picture says anything about Radisson Blu, since you did not recognize it first 

L: I would know it since it was on an Instagram profile, and then it would say a lot. Because it is a warm 
atmosphere and it is showing the sophisticated thing they want to say. So yeah it would.  

C: Next picture [Showing picture C6] When you look at this picture, what level of service would you expect 
from Radisson Blu Hotels? 

L: Because they have Danish design furniture in it. I would expect a good service and my expectations would 
be very high so yeah. So high.  

C: And the next picture [Showing picture C7] what kind of experience would you expect from Radisson Blu 
Hotels? 

L. A good relaxing one.  

C: Due to? 

L: Due to the setup. And that it is always nice to eat out with somebody you liked. If it was only one glass of 
wine and one glass of water, it would not be the same. But it shows a good dinner between two people.  

C: [Showing picture C8] When you are looking at all three pictures do you want to buy some of Radisson 
Blu Hotels’ products?  

L: Yeah defiantly.  

C: They appeal to you? 

L: Yeah 

C: This is five pictures from their Instagram account [Showing picture C9] do you see a connection between 
the pictures?  

L: I mostly see a connection between the first four. I think it is very good to focus on the healthy part but I do 
not think I would not expect it defiantly. But I would show it in another way I think. But defiantly a 
connection between the first four.  

C: Do you think that the pictures indicate reliability?  
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L: Yeah but I would actually do this, remove picture number five. I think they have done a very good job on 
showing exactly what they said on the profile text. Except the last one, you can show healthy food without 
writing it and you could explaining with the picture like all the other picture explains you have high quality, 
you have a cozy atmosphere, you have a nice mood and you have a wonderful nature around and you could 
show healthy food in another way.  

C: Based on the pictures do you feel more drawn to Radisson Blu Hotels? 

L: Yeah. I actually had a picture of Radisson Blu Hotel as not a cheap hotel but nothing fancy.  

C: But you another picture? 

L: Yeah another picture in my head defiantly 

C: How well do you think you know Radisson Blu Hotels? 

L: Apparently not at all. I thought I knew some. I knew the brand…  

C: But you never stayed at a Radisson Hotel? 

L: No.  

C: What can Radisson Blu Hotels do for you in order to get a better experience on social media?  

L: [Thinking] 

C: Could they upload different kinds of pictures? 

L: I actually think they do it quite well. But I think it is very appealing for me, it is more appealing for a 
vacation time than a business time.  

C: Is it more appealing for vacation time just in general or more appealing for vacation time at their hotel? 

L: The first picture is at their place, the other three could, the three next one could be all hotels doing that. 
Because they also have a Radisson Blu Hotel in Copenhagen and you cannot suspect to have a nice beach 
next to it. So it is more appealing to go on a holiday. But the first one is about the hotel, and I cannot say that 
the three one is about the hotel, but I know it is, but I could not see the brand. But it could also just be me.  

C: [Showing picture C9] Do you think that the pictures would give you a positive experience with Radisson 
Blu? 

L: At Radisson Blu or with them? 

C: With them on social media 

L: Defiantly with them, I think they do it quite well. Again do to all the three cases with this one I think it is 
a bit sad to see that they do not take the full potential of having a, not a strict but yeah a more strict policy on 
what to upload. Because I think there is a differentiation on what to show on a profile where all people can 
comment, all people can see and it is actually a channel to show what you would like to show, and then 
people can hashtags other pictures, they can hashtags this one. But instead of Radisson Blu being the one 
who is showing it, I think they should have focused more on these kind of picture which is we are high 
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quality and we do not have to write it, we do not have to, I am saying making it corny. I think it is a bit, you 
can show the things without doing in it that way. Because the other pictures are so much appealing and then 
the last is bad, so it is a bit wired.  

C: So it stands out a little bit? 

L: Yeah. 

C: Would you be more loyal towards Radisson Blu Hotels by looking at these pictures? 

L: Yeah…  

C: Is that because you have a positive online experience with them, if you saw these pictures online? 

L: Yeah, I think it is actually informative in a way and it has a good mood.  

C: If you are satisfied with an experience you have Radisson Blu Hotels on social media would that make 
you more brand loyal?  

L: I think I am more into what the question is more about and I would have to say yeah now, more than to 
the other two because it is actually appealing more to me than the other two. So I have to say yes to this one 
and I do not know what I answered.  

C: What type of people do you think uses Radisson Blu Hotels? 

L: Not the regular people. People who are going on, maybe the regular people but who… if it is that, people 
who have saved a lot of money to go on this one time holiday in five years or business people. Actually 
business people even though I do not think it is appealing to business people, because they get paid from 
their company. And people who have more money.  

C: If you can relate or identify yourself with the people you think uses Radisson Blu Hotels would that make 
you more loyal?  

L: Defiantly it will, I think it is always important to identify yourself with the brand. But with that said I also 
think it is important for a company to know, which type of people they are communicating to. Because they 
are communicating to a certain kind of segment. And their segmentation of the customers would like to have 
a more high end, and that is what they show. So defiantly, it is a good strategic move to say which people 
would we appeal to. So defiantly yeah, but I think that is the answers with all three of the things. Because if 
you can relate to something it would always appeal to you.  

C: Also if you can relate to people that uses the brand? 

L: Yeah defiantly, if some of my friends always use the brand, it would be okay or people always talked 
about it, people in your network, then you would defiantly be more brand loyal. And if people always 
uploaded pictures on Instagram, social media. 

C: About the brand? 

L: But I do not think I would recognize that it was affecting me but it would. 
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C: Take a look at this picture [Showing picture C7] the objects you see in the picture are those the types of 
objects which you identify with Radisson Blu Hotels? 

L: I think it could be any kind of hotel, I did not know anything about Radisson Blu Hotel apparently, so I 
actually cannot answer it correctly. I think it, it is actually more a travel experience for me… 

C: Than a hotel experience? 

L: Yeah. But in combination with the other pictures then it shows something.  

C: If you were following Radisson Blu Hotels on social media would that make you more loyal towards their 
brand?  

L: I have a… I do not… I actually do not know. That is a bit hard for me to say, because I do not think I am, 
because I am not following brands. So it is a bit hard to say if it would influence me. I think would because 
you would see a lot of things from them. I think it would pop-up… 

C: So the awareness… 

L: Yeah the awareness would be more, and you would… yeah just the awareness of the brand and you would 
know what to expect more than I know now. So if I was following them I would know that I could expect 
this kind of level of service. Yeah maybe… but I do not follow anything so I kind not right pin point it.  

C: Could you consider following brands? 

L: No, I actually like that it does not influence me that much. I know it does anyway. 

C: Do you feel that social media for you is more personal, so you do not want kind of like brands? 

L: I think is a bit annoying every time, everywhere you go there are brands and there are things where they 
try to push things on you. I think for me social media is more personal and a communication tool to interact 
with my friends and with a company. I do not feel like doing it, because it is also my like free time, I would 
like know what I will do. But if I was going to search for a hotel maybe if their Facebook page came up, I 
would look at it, but I would never follow it.  

C: Could you consider using Instagram for that because you can see pictures on Instagram? 

L: To follow? 

C: No, when you are searching for hotel for example.  

L: I actually think it is bit annoying when they only like have pictures, so you have to have an Instagram 
profile. That makes me more reluctant actually, but that is because I do not have it. And I do not want to be 
forced to have it. I think they forces people a bit, like people who does not have Facebook also is a bit forced 
if they want to see some information about a company sometimes. I have made a choice on not having 
Instagram, because I cannot see the point of it. That is also because my friends upload Instagram pictures on 
Facebook.  

C: Okay, so you do not miss out on anything? 
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L: No, and I think maybe you miss out of something, but if people really want to show it, then I think they 
would just upload it on Facebook anyway.  

C: Actually this is the last question. So look at the five pictures [Showing picture C9] when you look at these 
pictures uploaded on social media would that have any influence on your experience when you purchase 
Radisson Blu Hotels’ services? 

L: If I was going to purchase, it would. It would have a positive experience in towards their services and 
towards what to expect. I would look forward to going to the hotel. So defiantly yeah.   

C: Perfect, I do not have any more questions 

L. Perfect. 

C Thank you so much.  
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Respondent 6 

Interview 23-09-2014 

 

C: In connection to my master thesis about brand loyalty and online customer experience on social media. I 
would like to ask you some questions within different dimensions of online customer experience and brand 
management. The result of my interview will be used for my analysis in my thesis and questions are based 
on your experience with the social media Instagram and different pictures uploaded to Instagram by my case 
companies. My case companies are Copenhagen Airport, Norwegian Airlines and Radisson Blu Hotels. Are 
you familiar with these three different brands?  

M: Yes 

C: First I will ask you questions related to Copenhagen Airport, next I will ask the same questions about 
Norwegian Airlines and lastly Radisson Blu Hotel. The Interview will be around one hour and the language 
will be in English and I hope you are comfortable with that?  

M: That is fine with me. 

C: Please feel free to stop me at any time if you have some concerns or if you want me to elaborate some of 
my questions. So when you are ready, let's begin. 

M: I am ready.  

C: Perfect, let me start with some introduction questions about yourself and your knowledge about 
Instagram. So can you tell me how old you are? 

M: I am 28 years old 

C: And what do you do for a living? 

M: Right now I am studying, and I got some work beside my studies.  

C: Are you familiar with Instagram? 

M: Yes I am.  

C: And I know that you do not have Instagram.  

M: That is right. 

C: Why don't you have Instagram?  

M: Well I use Facebook and I think that is enough. I can upload my pictures on Facebook. And there are a 
lot of things you can connect to, and I do not think I have the time so I do not really think about it. I just do 
not use it.  

C: You said you used Facebook, so you use other social media platforms beside Facebook? 

M: No, I do not think so, not at all really.  

186 
 



C: Do you think that companies could make you more loyal towards their brand based on their activities on 
social media?  

M: Yes defiantly, I mean if you take your time to look at it. Sometimes I am just you know on Facebook and 
at least I am scrolling and I do not really look at the companies or the advertisement’s next to my wall. If you 
take your time, I think maybe our generation is used to that much advertisement so sometimes we do not 
look at it. So I think it is… sometimes you do and sometimes you do not.  

C: Now we will move on to talk more specific about the case companies, Instagram and different types of 
pictures. We will start with Copenhagen Airport and I will show you this picture [Showing picture A1] 
which is their front page of their Instagram profile. What do you think about the profile text?  

M: This text? 

C: Yeah that is the profile text 

M: [Thinking] It is okay, I do not… it does not do that much to me at all. I do not think that much. I do not… 
when I read it, it is like “okay whatever”. 

C: So this profile text would that have any influence on your experience with Copenhagen Airport on social 
media? 

M: Not really, I do not think so.  

C: Because it is just standard? 

M: Yeah it is pretty much standard, it is like yeah okay that is one company is saying that and yeah.  

C: Could they have done anything differently like being informative or? 

M: Maybe if they talked more to me. Or made me think about something. I cannot tell you what right know, 
but if they had a catchy headline or did something, maybe I would think more about it. I think that is 
important because we get spammed with all this advertisement in our would, so maybe if it is more catchy, 
that would help a lot.  

C: What do you think is a good profile text in general? 

M: Yeah what I said, yeah if it is catchy and make me think about something. Yeah and it talks to me, I mean 
not just in general, but if it talks to me in… yeah and I got some emotions out of it.  

C: If it gave you some kind of value? 

M: Yeah exactly.  

C: Now I will show you two pictures [Showing picture A2] do you think you would comment on these 
pictures if you saw them on social media? 

M: Well I do not use social media…  

C: Or Facebook?  

M: Yeah okay on Facebook. No I do not think so; I mean I would scroll further on.  
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C: Now I will like you to read through the comments [Showing picture A3] and then I will ask you the 
questions afterwards.  

M: So everything 

C: Yeah 

M: [Reading through the comments] and this one?  

C: Yeah 

M: [Continues reading through the comments] Mmm… 

C: Would comments like the following have any influence on our online experience with Copenhagen 
Airport? 

M: Yeah maybe, I mean, I do not think, I mean in Instagram it is all about looking at pictures and reading the 
text right? 

C: Yeah.  

M: And it is… I mean… yeah maybe if I would Copenhagen Airport right. Yeah but I do not think it would 
mean anything to me the text or the picture, because it does not interested me that much really so.  

C:  What about people commenting and what they say to the pictures? 

M: If I think it is? 

C: Yeah if that have any influence? 

M: Yeah because then I would think about what they say and maybe if they say something good about the 
text or someone said “Super”, then I would say “Yeah okay that is pretty cool” and then it will make me 
think even more about it because every the comments and if they are very unhappy with something I would 
think okay I do not agree with that. That makes me think more about it. I am sure.  

C: Negative comments would that make you more negative towards the company or would you kind of like 
reflect and think do I agree in the negative comments? 

M: I mean, if it is a company I do not that much the negative comment or the positive would defiantly have 
an influence on me. But with Copenhagen I am pretty… I know what it is all about and I know the company. 
So then I would be more like “okay I do not think so” or. But I would never comment because someone 
comment negatively, I would never say “That is not true because of that and that”. Copenhagen Airport does 
not mean that much to me. But defiantly it would have an influence on me.  

C: What about your loyalty towards Copenhagen Airport when you read these comments, those that have any 
influence on your loyalty?  

M: No not really, I mean I have to use Copenhagen Airport when I am going somewhere so I cannot… I 
cannot really choose not to support it. So not really.  

C: Could some of these comments change your mind towards Copenhagen Airport? 
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M: No I do not think so. Maybe if it was more important I might say. If it was something, a big deal, or 
something I head on the news and then I saw picture or a text with a big news stuff, whatever. Then it might 
have an influence on me, but…  

C: Not other peoples’ comments? 

M: Not really, no.  

C: I will show you one picture [Showing picture A4] this picture is from their Instagram profile, they 
uploaded it. What level of quality does this picture express? 

M: It is very bad quality defiantly. It is hard to see what the hell is going on, and, yeah of course I see it, but 
it is very bad. Actually Copenhagen Airport is very nice airport but it makes it look old and grey and boring.  

C: Can a high level of quality make you more loyal towards a brand? 

M: Yeah defiantly because it makes me think that it is a good company. It defiantly has an influence on me, 
and it makes me think that they are helping in some way. I do not know have to express it.  They have 
something going on, it is a good company, and it is modern and trendy. So it has an influence on my 
defiantly.  

C: The next picture [Showing picture A5] what level of service would you expect from Copenhagen Airport 
by looking at this picture? 

M: Wow it is dark. 

C: I know. 

M: Service [thinking] well the service in the picture are not that good or maybe it is just because they are 
taking the picture with the window reflecting of the light reflecting. But it looks very dark and it looks like 
they should do something about their… that is instead of playing with lights. So if it is they want to express 
something about the service it is very bad and I do not way it is there at all, it does not look that nice in 
anyway, so poor service. I know that the service is quite good but from that picture it is not that good.  

C: The last picture [Showing picture A6] what kind of experience would you expect Copenhagen Airport by 
looking at this picture?  

M: Experience… wow… good question. I think it is… it looks like something big. It is a pretty cool picture 
actually. It is like something is going on here; it is like, it makes me think about Time Square in some wired 
way. It is just you know with all the lights and the colors and I do not know why, but it is pretty cool. It is a 
big think or yeah.  

C: So defiantly a positive experience? 

M: Yeah defiantly a positive experience, it is cool, very cool.   

C: When you look at all three pictures together [Showing picture A7] do you want to visit the airport when 
you look at these pictures? 

M: Yeah because of the last picture. I think that the two first pictures are very bad and I do not what the hell 
they are doing on Instagram really, but when I look at the last picture. I think it is very cool.  
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C: If you had some text connected to the first… now you said you really do not like the first two pictures. If 
you had some kind of text connected to the pictures, would that help? 

M: Maybe because then I could have an explanation why it is so bad. So maybe because there must be a 
reason why they uploaded those pictures.  Maybe it would make me understand. 

C: A little bit more? 

M: Yeah.  

C: Now I will show you all five pictures [Showing picture A8] all uploaded on their Instagram account. Do 
you see a connection between the pictures?  

M: Well there are humans on all their pictures but no I do not see a connection. They are very different… 
yeah very different. It is like some of the pictures, yeah two of the pictures they are good and nice and high 
quality and… 

C: Which two? 

M: The green one and this one with the stairs. I know this is taking in a certain why so that is why it looks 
like it does. But I think these two connects and I do not know… I think; I do not know why they put those up 
there.  

C: Do you think that the pictures indicate reliability?  

M: No I do not think so 

C: Why? 

M: [Thinking] I do not know it is just how can I rely on you, you look so different. It is a bit of everything 
going on here. Well I do not know about the quality of their service because it looks like it is very different 
from each day or from each picture.   

C: So based on these five pictures do you feel more drawn to Copenhagen Airport 

M: No I do not. I like some of the pictures yes, but not like I am more drawn to it.  

C: How well do you think you know Copenhagen Airport? 

M: Pretty well, I been there a lot of times travelling, and I worked there. So pretty good.  

C: In generally speaking is recognizability for you the same as quality and a positive online experience? 

M: How do you mean? 

C: I mean if you recognized a brand would you automatically assume that is high quality and you will get a 
positive experience with them online. 

M: Not at all, again I think Copenhagen Airport is one of the best airports in the world and they got some 
prices for that I think as well. They are in the high end, and with that in my mind I do not understand these 
pictures because you do not see the fantastic thing about Copenhagen airport. It is big, it is nice, it is huge 
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and it is a very good experience being there, and I do not get it from seeing those pictures. I think they 
should not have been there at all if that is what they got out of Instagram.  

C: On social media I do not know if you follow any brands on social media in this connection on Facebook 
because that is the social media platform that you use.  

M: Yeah… no 

C: But if you were following or interacting with brands online, would you do that in order to get a better 
online experience? 

M: No I would not, no. I mean I do not care about companies online that much really.  

C: Do you use social media more for a private purpose? 

M: Yeah defiantly, I use it because it is easy to connect with my friends and uploading my pictures or watch 
their pictures and if people are far away from me I think it is a good way to connect. I do not care about 
companies online.  

C: Do you think that companies are maybe invading your private space by being on social media? 

M: Well I can follow them and choose not to. So I that I do not think so, but sometimes I think it is to much 
with the advertisement on the right side of my screen. But beside that no.  

C: If you were following or interacting with some brand on social media, is that because you are loyal 
towards them?  

M: No I do not think it is because I am loyal. I think it is because I am curious maybe, but not loyal. I could 
follow a company I do not buy anything from or do not specifically like but, but I could follow them because 
they got some funny jokes or whatever.  

C: Now I want you to tell me a little about what Copenhagen Airport could do for you in order to get a better 
experience on social media, are there some certain types of pictures they could upload or in order for you to 
get a better experience? 

M: Well I told you that I think they should put other pictures on… they should think more about what they 
upload, I do not know who they pay for working on Instagram, but I think they should maybe get a new 
employee, and change the way they think about Instagram, because it is very bad, it looks like a very bad 
photo I made myself, and that is not very professional. More pictures about the fantastic space Copenhagen 
Airport is, they got great things going on, they should that on Instagram.  

C: What about if they showed a bunch of the travelers travelling through the Airport.  

M: Yeah defiantly and people coming home from a vacation and their families wanting and then waiting for 
them to come out of the airport. I think that would be cool and that would make me happy. 

C: So if they can put… express more feelings in you with pictures that would? 

M: Yeah I mean people make you happy. Happy people make you happy. I think that it would be a very 
good idea and make me… I would get a happy feeling from looking at it, you know. So yeah they would be a 
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good idea, you know, something about people connection, we make people happy or something, you know 
with a catchy text like that, that would be a very good idea 

C: Look at all five pictures again [Showing picture A8] do you think the pictures would give you a positive 
experience with Copenhagen Airport on social media?  

M: Not really. I think I answered the question a bit all ready. No I do not think so.  

C: More positive pictures with happy people…. 

M. Yeah that would do more for me, if you can say that.  

C: What about the pictures were like, you said before, more professionalized that could also? 

M: I think they should think about what they upload and how they take the pictures. I do not know, can 
everyone just upload pictures in there or is it just only the company? 

C: Well it is only the company but they are using hashtags  

M: Yeah I know about hashtags 

C: What they do actually is that if people are taking a picture in the airport and use a certain hashtag they use 
the hashtag to find pictures and then they will upload them also on their Instagram account. So they kind of 
interact with the… 

M: So the poor pictures might be some person out there…  

C: It could be, but actually this picture is something they uploaded themselves.  

M: What are they thinking about… 

C: Honestly I cannot remember with this picture, but I think it is the same. But these two pictures are some 
travelers have uploaded. So I get a sense that these pictures would not make you more loyal towards 
Copenhagen Airport.  

M: Not at all.  

C: Could other pictures make you more loyal or as you said it is the only airport there is so? 

M: Well I am loyal because I have to go from A to B sometimes and I choose Copenhagen Airport because I 
do not want to travel five hours to go to Germany or Jutland to fly out from. So I will use, you might say, 
Copenhagen Airport and does not matter to me what they look like or how they react on Instagram because 
as long as I can catch my plane, I would be happy. And if it was a very… yeah the airport was not nice and it 
was poor and everything was wrong, I will still go there cause I have to go from A to B.  

C: What if there was a second airport in Copenhagen, would their activity then have an influence?  

M: No in the end it is all about is the flight from A to B and if it is cheaper at the other airport I would go 
there. I do not care, no.  

C: Would you say that visual aspect like pictures have an impact on you? 
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M: I think it has [Thinking] it is easier with pictures sometimes than words and it is easier to express 
something through pictures than writing a big text about something. So of course it has.  

C: Now we will talk a little bit about your satisfaction. So if you are satisfied with an experience you have 
Copenhagen Airport on social media would that make you more brand loyal?  

M: [Thinking] Yeah maybe but then again I do not think about it that way really. Still it is Copenhagen 
Airport and I am loyal because I have to use it.  

C: What type of people do you think uses Copenhagen Airport? 

M: Everyone, I mean everyone who travels use Copenhagen Airport. It is as simple as that. I mean if you 
want to go somewhere and you do not want to go with the train you have to use Copenhagen Airport. I think 
everyone who is travelling.  

C: If you feel like you can relate or identify yourself with the people you think uses Copenhagen Airport 
would that make you more loyal?   

M: If I can what? 

C: If you can identify or relate yourself with the people that you think uses Copenhagen Airport would that 
make you more loyal? 

M: Not at all, that does not have any influence. I do not think about who goes there and how they look like 
and no not at all.  

C: In this picture [Showing picture A5] you can see that there is some people in it, the people are those the 
types of people you would identify with Copenhagen Airport? 

M: Well I can hardly see them it is all dark so I cannot see if they are… if it is business men or garbage men 
or what it is. So it is hard for me to answer that question because I do not know what they look like because 
it is all dark. Well I cannot tell you.  

C: If you were following Copenhagen Airport on social media would that mean that you were more loyal 
towards them? 

M: No it would not have any influence again I use it because I have to and… so if you followed them I 
would be because I thought it was fun to look at their pictures and their text.  

C: The last question, look at all these five pictures [Showing picture A8] if you saw these pictures on social 
media before you were going to the airport would that have any influence on your experience when you are 
visiting the airport?  

M: Well if I have not been there before, if I was a tourist for example, I would think “Hey that is dark and 
old and what is this and what is there” I mean the pictures are very different and my experience would be if 
when I get there “Wow this is not at all what I expected, I thought it was a 100 years old” so I would get a 
positive experience when I got there from these pictures, but I think it is a bad strategy. 

C: That was Copenhagen Airport, now we will move on to my other case company Norwegian Airlines. So 
we will start with the beginning. This is their front page of their Instagram profile [Showing picture B1] and 
the profile text would do you think about it? 
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M: [Thinking] well it is okay, there is a lot of information and text: it is the third largest and it is low cost. 
They offer this and this. It is very informative, it is not catchy it is not wow effect I get from it. It is very 
informative.  

C: Does this profile text have an influence on your experience with Norwegian Airlines? 

M: No it would be like “okay that is who they are” but no it would not change anything.  

C: Let me show you two pictures [Showing picture B2] would you comment on these pictures?  

M: Again I do not comment on pictures like that, but if I would it would be “wow happy faces, it is nice” It 
is nice to look at happy employees, you hear a lot also from Norwegian that people are unhappy working 
there, I guess that would make me think more positively about the people. 

C: Please read through the comments [Showing picture B3] and then I will ask you the question afterwards. 

M: [Reading through the comments] Mmm…  

C: Would comments like the following have any influence on our online experience Norwegian Airlines? 

M: Yeah because if we take the first picture, it is like: Oh yeah it is actually poor service sometimes. It 
makes me think about something when I read through the text defiantly.  

C: What about the second one? 

M: The second indeed I think it is… the last comment with the delay and stuff I think it is, well a meal does 
not make up for anything, and I would agree and I would think “Wow okay that is bad service” I have to get 
somewhere at a certain time, maybe I would not use them because I cannot really rely on them.  

C: So the comments actually have a little bit of a bad influence? 

M: Yeah I think so defiantly.  

C: There is two more pictures [Showing picture B4] so if you can read the comments related to the pictures. 

M: [Reading through the comments] Mmm…   

C: What about you loyalty towards Norwegian Airlines would some of these comments have any influence 
on your loyalty? 

M: Well I would still travel with them, and I mean it is cheap and I am a student and I think a lot about what 
I am paying and… so I would not as they suggested one of the comments used this instead of SAS because 
of something, but I would still use Norwegian.  

C: So you loyalty is based on other criteria than peoples’ comments. 

M: Yeah defiantly 

C: Could some of these comments change your mind towards to Norwegian Airlines? 
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M: I do not think so, maybe if it was something horrifying. Yeah I read somewhere that the employees were 
treated really bad and their salary are lousy and if that is true I would… I would not be happy flying with 
them but I would do it anyway because it was cheap.  

C: Take a look at this picture [Showing picture B5] and tell me what level of quality does this picture express 
for you? 

M: It is a cool picture, I like the colors, and I think it is good quality. That is because of the colors, it is dark 
and I am not able to see if the seats are old and whatever. But I think it is a cool picture, it is from a nice 
point of view.  

C: The second picture [Showing picture B6] what level of service would you expect from Norwegian 
Airlines by looking at this picture? 

M: Well service. When I look at this picture I do not think about service at all. So maybe I am just slow but I 
do not know. I do not think about service at all when I look at it.  

C: So it does not have any effect that you can see like one, two, three, four Norwegian Airlines planes… 

M: No… 

C: At the same time… 

M: No, I mean when you say it I was like “okay wow they are busy” but from looking at it, it is not what I 
think about. It is more like “Wow the sky is grey” and what is this mess, and there are a lot of baggage there.  

C: Interesting. The last picture [Showing picture B7] what kind of experience would you expect from 
Norwegian Airlines by looking at this picture? 

M: A good experience, happy employees and there are a lot of systems, I do not know. I looks very 
professional and they look nice and good guys and I can rely on the fact that they would get me safely from 
A to B.  

C: Look at all three pictures together [Showing picture B8] when you are looking at these pictures do you 
want to buy some of Norwegian Airlines’ services? 

M: Yeah it is fine.  

C: Also due to the pictures or? 

M: Yeah defiantly, I have nothing negative to say about the pictures.  

C: Now I will show you five different pictures or five pictures [Showing picture B9] do you see a connection 
between the pictures?  

M: Well they… this is advertisement. I mean they think a lot about how they look on social media. They 
want to have people to think about something positive and if they do not that might be because of the 
comments. They are very aware of how they are showing themselves online.  

C: Does it have an impact on you that it is very advertising when it is on social media? 
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M: No because it is social media and it is Instagram. If you choose to follow them or whatever you do I think 
that is what you expect.  

C: Do you think that the pictures indicate reliability?  

M: Yeah why not. Yeah defiantly.  

C: In what way? 

M: I thinking about it and I cannot really tell you, but it is… they look happy, they look nice from that… I 
think it is… 

C: So it looks like also that you can expect the same kind of service every time you use them? 

M: From looking at that, but in reality no. But yeah defiantly it looks good, good service, they got something 
good going on.   

C: Do you feel more drawn to Norwegian Airlines based on the pictures? 

M: Yeah based on the pictures yes. It looks like something high end or whatever, very professional.  

C: How well do you think you know Norwegian Airlines? 

M: Well I know their service very well. I travel with them a lot of times, mostly within Denmark, but still I 
know them well. From now I have been satisfied, but I have heard stories, but I am happy with the company.  

C: What can Norwegian Airlines do for you in order to get a better experience on social media?  

M: Well they should keep doing their good work. I do not know, I think it is nice with good pictures, they 
could take some pictures from the air maybe to do something. That would be nice. A sunset or something 
maybe. But I do not know, keep on doing what they do.  

C: What about if they uploaded a picture where you could get a special discount or something, would you 
think that would be cool? 

M: Of course, I mean who does not like offers and being able to save money, that is nice. If they did that and 
I used Instagram, I would follow them because they had offers and I could save money some days. That 
would be a very good idea.  

C: Take a look at the five pictures again [Showing picture B9] do you think the pictures would give you a 
positive experience with the Norwegian Airlines on social media?  

M: Yeah defiantly.  

C: Is there some of the pictures that stand out or that is better than the other ones 

M: I like the three in the bottom. I would suggest taking pictures where the sky is blue and the sun is shining 
maybe. Because that just makes me more happy looking at it. But then again if they did not take the pictures, 
then it is difficult of course, but that would change something for me at least.  

C: Would you be more loyal towards Norwegian Airlines by looking at these pictures? 
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M: No, it still depends on the prices and where I am going and how many times I have transfers. I am not 
loyal to any company in this industry. I am taking what I think as the best price.  

C: If you are satisfied with an experience you have with Norwegian Airlines on social media would that have 
any influence on your loyalty? 

M: If? 

C: If you were satisfied with an experience you have with Norwegian Airlines, I know you said that you are 
not loyal in this industry. Could it have any influence? 

M: No I do not think so. I cannot think about it would have any influence. I am just going to Momondo, 
searching and buying, that is it.  

C: So you are not thinking “Oh I used Norwegian Airlines the last time” you would not include them in your 
thinking process when you are purchasing tickets? 

M: No and not Norwegian. I mean if I am going from one place in Denmark to another it takes half an hour, 
so it does not matter to me who I am flying with. I am just happy that I get to where I want to go. But if I am 
going to Australia and it was a long flight and I could take Norwegian or I could take Singapore Airlines, I 
would take Singapore Airlines if the price were equal, because it is much better. I know it is much better, 
yeah it is nice pictures, but I know the quality on Norwegian is not the same on Singapore Airlines. It is one 
of the world’s best companies. It is based on the price and if the prices almost the same, I would look at how 
many times do I have to change flight and how are the connections and then in the end think about service.  

C: Let us move on to talk about what type of people do you think uses Norwegian Airlines? 

M: Well it is people like me who want to save money and it is defiantly not business men and women of 
course. It is people who like to save money, who do not care about service, who do not care about if they get 
anything on the plane when they are going somewhere and they just want to go where they are going.  

C: So If you feel like you can relate or identify yourself with the people you just mentioned could that have 
any influence on your loyalty? 

M: No I mean do not care if I travel with poor people, let me travel with poor people. It does not matter to 
me; I am not staying with those people forever. And I do not think about that, I do not compare me self with 
people like that.  

C: Could you compare yourself with a brand personality like if Norwegian had a face on their brand for 
example the staff here, if you feel like you could identify yourself with them, would that have any influence?  

M: Maybe not for me, but some people. I mean it is clever that they use brown dark people on their picture 
as well as Asian or whatever on the picture. I know it is a way to identify, its got very popular to include 
everybody so that you can identify, but with a company like Norwegian it does not matter to me, if they were 
all dark, let them be dark.  

C: We talked a little bit about and you mentioned it, so these the people in the picture [Showing picture B10] 
is that the types of people that you can identify with Norwegian Airlines? 

M: If that is the people that I see on the flight? 
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C: Or you can identify with the brand 

M: Yeah I can identify with the brand, but I am not sure if I think, that is the people in reality look like this, 
like this picture. I mean they look more tried and more they are very busy people and they look very relaxed 
and they got the time to look perfect and that is not reality, we all know that.  

C: If you were following Norwegian Airlines on social media would that make you more loyal towards their 
brand?  

M: If? 

C: If you were following them on social media… 

M: No 

C: That would not make, so if they looked at who are following Norwegian Airlines on social media, they 
could not automatically assumed that you would be more loyal to their brand because you are following 
them.  

M: No I mean a company like that I would, I guess, I would follow it because I like it. Because it is not like 
such very cool like that, is not like “wow I have to follow that company because it is awesome” and that is 
not what I think about Norwegian. So I think they can draw some parallels but again I would never follow it. 
If they had some great offers I would for sure and then they can say that people are in there because they like 
it and maybe if there was more advertisement.  

C: So the last question, when you are looking at these five pictures [Showing picture B9] uploaded on social 
media or if you saw these pictures from social media, would that have any influence on your experience 
when you are purchasing Norwegian Airlines’ services? 

M: No not really. 

C: Not really? 

M: No. I think I have been around it a bit don’t I. No can you make an example if there is something you 
want me to think about?  

C: No, I just want to know that if you saw pictures before if that could kind of like help you or have any 
influence on your experience when you are in direct contact with the company afterwards?  

M: [Thinking] No I do not think so. I do not think about it like that, it does not matter to me.  

C: So it does not give you kind of like: if you look at these pictures and you get your hopes up high than you 
will get a fantastic service and then you are in direct contact with them and then it is something else.   

M: Well maybe if the woman in the front picture with all the staff, she looks very nice and yeah I just told 
that I do not think that is the way they look in reality, and then again I know that is how it all works you 
know. So no I do not expect that much and I know… I know that Norwegian and what they stand for and it is 
not anything special, so I would never get disappointed from looking at the pictures.  

C: Let us move on to the last case company Radisson Blu Hotels. Again let us start with their front page, 
what do you think about the profile text [Showing picture C1]? 
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M: I like it, I like it is very spot on, it is easy to read, I think the other two very… it was tough to get through 
it, especially the first one. But this is easy, I do not have to think I can just read one word by word.  

C: So does it have an experience with Radisson Blu Hotels on social media? 

M: Yeah it is spot on. It is very good.  

C. So it is positive? 

M: Yeah 

C: The next pictures here [Showing picture C3] if you can read through the comments 

M: [Reading through the comment] Mmm… 

C: The comments like the following would that have an influence on our online experience with Radisson 
Blu Hotels? 

M: Yeah but well, the picture itself especially the first one looks very nice and if maybe the comment would 
be like “this is not at all how is in reality, this is the worst shit ever” they did something on Photoshop or 
whatever, then it would have an influence on me maybe, but all the comments are very positive and the 
picture is positive so maybe I would think “okay they got something going on, and it looks like people like it 
so I would, if I wanted to go there I would go there for sure.  

C: What about the next [Showing picture C4] can you read through the next comments 

M: [Reading through the comments] Mmm… 

C: What about you loyalty towards Radisson Blu Hotels would some of these comments have any influence 
on your loyalty? 

M: Again I am very price oriented. 

C: Also with hotels? 

M: Yeah mostly. Again I am a student, so I do not go to Radisson. But defiantly if I wanted to go somewhere 
nice and I wanted a certain type of quality, that would make me think “Oh yeah it is good, I know what it is, 
I know the name, I know the brand”. And from these pictures I see yeah hey I am going there, it is what I 
want if I want to stay somewhere nice.  

C: Do you in general get affected by other peoples’ comments? 

M: Well I do not always read them mostly I do not actually. But sometimes I think it is fun and if I am going 
somewhere if I am doing something, yes I like to read to the comments especially when I am trying to find a 
nice hotel, I would read them it and it could make me think if I should go there or not. It is way different 
from the airport and from the flight, where I do not care. But here if I want something nice I would read each 
one of them.  

C: And it does not matter that the people who comments are or the people who make a comment is… you do 
not know them. 
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M: No is does not matter. Sometimes I think about where they are from and… I think it is nice if it is a Dane 
or a name I know or…  

C: You recognize… 

M: Yeah because then I know it is not just a computer, sometimes you get the feeling is this for sure or is it 
just someone who are hired to write these text. I think about that sometimes, besides that I do not care if I do 
not know the people.  

C: So could some of these comments change your mind towards Radisson Blu Hotels? 

M: Yeah if it was comment that was like that is not at all how it looks like, and this is just the suite which 
look like that, the other rooms are very bad and old. That would differently make me think about if this was 
the right place for me to go.  

C: Does it have an influence or does it matter that Radisson Blue Hotels comment back or? 

M: Yeah I do think that is very good service and they take their time to write back because that is they are 
strategy because they know it is good being close to their customers.  

C: Now I will show you this picture [Showing picture C5] what level of quality does this picture express for 
you? 

M: I think it is a good picture, it is… well quality within Radisson I cannot tell because it is dark. But the 
picture is nice and it is beautiful to look at so that is good, and they know that, that is why they put it in 

C: [Showing picture C6] what level of service would you expect from Radisson Blu Hotels by looking at this 
picture?  

M: I do not know about service, I mean I know the chair, so it looks high-end and that would be what I 
would think about that. High service.  

C: So high service? 

M: yeah  

C: The last picture [Showing picture C7] what kind of experience would you expect from the Radisson Blu 
Hotels by looking at this picture? 

M: A good experience. It is… if I wanted to go somewhere like that it is defiantly not Denmark. I would be 
ready to, I mean it looks good and again good service.  

C: When you look at all three pictures together [Showing picture C8] do you want to buy some of Radisson 
Blu Hotels’ products?  

M: Yeah I could do that for sure. I actually… I just look at the three pictures together I am thinking the 
picture with the room why is it so dark, it looks a bit old maybe actually. But I did not think about that 
before, but when I see it know I think it looks old actually because the third picture with the ocean and the 
blue sky looks very nice. I would think about it if it is old hotel rooms, but besides that I am ready to go.   

C: Let me show you all five pictures [Showing picture C9] do you see a connection between the pictures?  
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M: Yeah there is a connection with the colors. You got the blue going on and the orange thing from the food 
and the street and yeah so there is connection and again it is high-end, it is good quality, you know what you 
get. So there is a good connection it is all good uploads or good pictures.  

C: Do you think that the pictures indicate reliability?  

M: Yeah defiantly. I know what I get for sure.  

C: By looking at these pictures? 

M: Yeah.  

C: Do you feel more drawn to Radisson Blue Hotels based on the pictures? 

M: I do not know if I am more drawn like that, I mean there are so many hotel chains so I would never, I 
mean I would go a certain place if I like the place but I am not sure that I would go to the same hotel. I barely 
go the same places and so I am not more drawn but I think after this talk we just at now, I would think about 
them in the future.  

C: How well do you think you know Radisson Blu Hotels, have you stayed at one of their hotels? 

M: No I have not stayed there, I have been in there a few times in meetings. But not besides that.  

C: We talked about this with the two other case companies but what do you think Radisson Blu Hotels could 
do for you in order to get a better experience on social media? 

M: They should keep up their good work and if like we talked about with Norwegian if they got an offer or 
something “go to London or where ever this weekend and get everything for 50%”, I would be happy to 
follow them if I used Instagram to get a good offer like that.  

C: Would that kind of offer make you a little bit, feel a little bit more special because you know that they 
only offered this kind of discount through Instagram 

M: No, I mean everyone can go in there and it would not make me feel special, it would make me think 
“Well it is good that I am using Instagram because then I can get a piece of the cake”. But no 

C: When you look at all these five pictures [Showing picture C9] do you think the pictures would give you a 
positive experience with Radisson Blue Hotel on social media?  

M: Yeah I mean it is nice to look at and it is good pictures so yeah I guess that it would if I wanted to follow 
them. But I do not think I will but yeah it is positive after that.  

C: Would you be more loyal towards Radisson Blu Hotels by looking at these different pictures, I know that 
you said that you are not loyal to brands within the hotel industry. But could it make you be a little? 

M: I think before I can be loyal I need to go to some of their hotels, I need to stay there before I can be loyal. 
Still it has much more to do with the price and where is the pool, I do not see a pool if I want to go to 
Thailand I want to see a good pool and more surroundings. So I am not loyal by looking at these.  

C: We are all most there. Again if you are satisfied with an experience you have Radisson Blu Hotels on 
social media would that make you more loyal? 
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M: If? 

C: If you are satisfied, let us say that they put up a discount rate on Instagram, and you got this rate and you 
used it and you are satisfied, would that make you more loyal? 

M: Me as a student I am not loyal anything, I am loyal my own yeah… I am loyal to what I want and it does 
not matter how or what or whether, if I want to go somewhere I go there because I wanted to see the city or 
not because I want a specific hotel. But if I get a job later on where I would do a lot of travelling, I think if I 
got a good experience with Radisson then I think, well I go there because my company is paying and I know 
it is good, so I will use it, but right know no, I am not loyal to stuff like this.  

C: What type of people do you think uses Radisson Blu Hotels? 

M: I think it is business, people are using it for business in general so meetings and stuff like that. I see that 
as one of the biggest industry so yeah you know what I mean. I do not think people are going to Radisson 
because they are going to a vacation for two weeks and well Radisson is the place to stay, so business.  

C: If you can relate or identify yourself with the people you think uses Radisson Blu Hotels would that make 
you more attracted to the brand?   

M: No I do not care about people who stays at Radisson, if I wanted to go there I would stay there, of course 
I would, if it is all high-end, I would think about how I dress and stuff like that. But I would not think about 
who the people are who stays there. No 

C: So you would not if Radisson Blu Hotel had, let us say, high-end profile or personality connected to their 
brand, you would not feel “Oh I have to stay at this hotel because then I will also be a little bit more high-
end”.  

M: No I know who I am, and I will not change. But I know in our would people are a lot like that, but I do 
not follow this kind of thinking, I do not care, it does not matter to me if I can upload a picture where I am at 
a fancy something, so my friends can say “Wow”. So does not matter to me.  

C: When you look at this picture [Showing picture C7] the objects that you see in the picture are those the 
types of objects which you identify with Radisson Blu Hotels? 

M: Yeah well I look at the champagne or whatever they are about to, but it looks like champagne glasses and 
I think that would be a perfect starter at the place. It would be wired if it was beer glasses on the picture, so it 
connects very well with my thought of Radisson.  

C: If you were following Radisson Blu Hotels on social media would that make you more loyal towards their 
brand? 

M: I do not think so, no.  

C: This is the last question and the last picture [Showing picture C9] you see all five pictures, when you look 
at these pictures uploaded on social media would that have any influence on your experience when you are 
purchasing their services? 

M: I think I know what to expect and if that is not reality I would wonder because… 

C: Is that because of the pictures that you? 
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M: Yeah maybe I mean I would go there to this place where the pictures come from, I would be unhappy if 
the room does not have the furniture which I looked at or the beach or the water or whatever, if the place 
does not look like this, but besides that, no.  

C: Okay well thank you so much  

M: Thank you 

C: I do not have any other questions 
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Respondent 7 

Interview 25-09-2014  

 

C: In connection to my master thesis about brand loyalty and online customer experience on social media. I 
would like to ask you some questions within different dimensions of online customer experience and brand 
management. The result of my interview will be used for my analysis in my thesis. Questions are based on 
your experience with the social media Instagram and different pictures uploaded to Instagram by my case 
companies. My case companies are Copenhagen Airport, Norwegian Airlines and Radisson Blu Hotels. Are 
you familiar with these three different brands?  

I: Yes  

C: First I will ask you questions related to Copenhagen Airport, next I will ask the same questions about 
Norwegian Airlines and lastly Radisson Blu Hotels. The Interview will be around one hour and the language 
will be in English. And I hope you are comfortable with that?  

I: Yes  

C: Please feel free to stop me at any time of you have some concerns or if you need me to elaborate some of 
my questions. So when you are ready, let's begin.  

I: Yeah 

C: Let me start with some introduction questions about yourself and your knowledge about Instagram. How 
old are you? 

I: 34  

C: What do you do for a living? 

I: Right now I am applying for job, I finish my master thesis half a year ago.  

C: I know that you do not have Instagram, any particular reason why you do not have it?  

I: I think I am just never got around to familiarize myself with it.  

C: But do you use other social media platforms? 

I: I use Facebook, but apart from that, not.  

C: Do you think that companies could make you more loyal towards their brand based on their activities on 
Instagram? 

I: Probably yes.  

C: In what way?  

I: Well if… if they make me aware of themselves by posting pictures and ads and campaigns, it will… the 
next time, for instances, if it is a vacation thing, then the next time I am going to book a vacation I probably, 
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if they manage to make my brain remember it then it will probably pop up the next time I am going to order 
a vacation.  

C: Now we move on to talk more specific about the case companies, Instagram and different types of 
pictures. We will start with Copenhagen Airport and here you have the first picture [Showing picture A1] 
which is their front page of their Instagram profile, and this is the profile text and what do you think about it? 

I: The text? 

C: Yeah the text.  

I: [Thinking] Actually the first thing that comes to me mind is, I do not know if I could be bothered. Like are 
they just going to bombard me with ads if I follow them.  

C: So does this profile text, would that have any influence on your experience with Copenhagen Airport on 
social media? 

I: Can you repeat it.  

C: Yeah the profile text would that have any influence on your experience with Copenhagen Airport? 

I: Not in general, it is not that I am thinking negative of them because of that. 

C: What do you think is a good profile text?  

I: Yeah that is a good question. [Thinking] I do not know, maybe… well probably because I am not their 
target group, but something that.  

C: But just in general.  

I: Yeah but I think something that does not demand any active actions from me actually.  

C: What about if they were more personal in their profile text? 

I: Well that is always a fine line because then you can also something think “okay now you are to close”. But 
yeah the more personal it gets the more it speaks to you.  

C: I will show you two pictures both pictures are from Copenhagen Airport’s Instagram profile. [Showing 
picture A2] if you saw these two pictures in a social media content, would you comment on them? 

I: No 

C: Do you normally on pictures on social media 

I: yeah well I comment on, when it is personal friends, but not on companies. Unless it is a contest, then I 
can comment if I know if there is something in it for me.  

C: I will like you to read through the comments [Showing picture A3] and then I will ask you the question 
afterwards.  

I: [Reading through the comments] Yeah.  
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C: Comments like the following would that have an influence on our online experience with Copenhagen 
Airport? 

I: I am not sure. I mean I do think that it does make them more… well I think I would feel that I am more 
familiar with them; it is more personal because you can… what they write you can sense that okay a person 
is sitting and writing that.  

C: Do you normally get influenced when you read other peoples comments online? 

I: Yeah of course, I mean it depends on the subject, if it is just, I know where everybody is happy and saying 
good things I tend to just scroll over them, but if someone is saying something negative, then I get more 
catch by them and then I have to see where does this discussion go.  

C: What about you loyalty towards Copenhagen Airport, would some of these comments have any 
influence? 

I: I do not think so because, I live in Copenhagen, so I would not have any… well okay I could go to Malmö 
but then I also have to take the train or go by the bridge, so it is like monopoly.  

C: So that would not have any influence? 

I: No 

C: Could some of the comments change your mind towards Copenhagen Airport? You would probably still 
use them 

I: Yeah 

C: But could comments change your mind, could you feel less of them? 

I: It could, of course it could, both make me think more and less depending on. So of course yes.  

C: Does it have any influence that you really do not know the people that are commenting? 

I: No I do not think so.  

C: Let us move on. Take a look at this picture [Showing picture A4] what level of quality does this picture 
express? 

I: Not very high level. It is… I do not know the English word.  

C: You can say it in Danish, it is okay.  

I: It is krynet. 

C: What about the quality of Copenhagen Airport? 

I: It seems… now I have been there lots of times. I would say that if I have not been there, I would think 
okay this looks like a clean and very modern airport.  

C: Even though I have been there, you would still? 
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I: Yeah. It just confirms my experience with the airport.  

C: Can a high level of quality make you more loyal towards a brand? 

I: Yeah defiantly.  

C: So that is some of the features that you…  

I: Appreciates, yeah.  

C: Next picture [Showing picture A5] when you look at this picture, what level of service would you expect 
from Copenhagen Airport? 

I: [Thinking] I am not sure of what you mean… I mean that there is a bar.  

C: So does that tell you anything of what you can expect of the service level.  

I: Well when I am seeing this picture I am thinking a little… you know… high service level, business like.  

C: The last picture [Showing picture A6] what kind of experience would you expect from Copenhagen 
Airport by looking at this picture? 

I: By looking at this picture, a little bit… confusing maybe. When I look at it from here, and if have not been 
there, I would think maybe it looks a little… uoverskueligt, but still they have a lot of signs saying where to 
go, and they are also in English. Even though the picture looks a bit okay where are we going, then of course 
yeah they have signs in English. A good information level.  

C: Here you can see fairly more people than you could on the other two pictures, does that have an 
influence? 

I: Yeah you would think it is a business airport. A lot of people going and going.  

C: Take a look at all three pictures [Showing picture A7] when you are looking at these pictures do you want 
to experience the airport or do you want to visit the airport just by looking at these pictures? 

I: Yeah defiantly, it would make me feel comfortable by going there.  

C: Is there any particular reason, is there any picture you are more drawn to? 

I: It is just because it looks modern and it looks informative and a high service level. I would expect, if I 
have to go there, that I would have a good experience. Even though I think the pictures are dark, they have 
put them themselves on Instagram right, so I am just… I would have expected that the quality of the pictures 
would have been better.  

C: Here you have all five pictures from their Instagram profile [Showing picture A8] do you see a connection 
between the pictures?  

I: Well there are people on all the pictures. Travelers and guests. But they all are silhouettes more or less. So 
you do not… they are very anonymous.  

C: You could say that they do not put the travelers in focus 
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I: Yeah 

C: How do you feel about that? 

I: Well I think that if you did not have said it, I would not have thought about it. I mean… yeah it is true. It 
does not look as they put the travelers on focus, but still they put the… information and service and cleaning, 
in that way you can say okay that is for the customers.  

C: Do you think that the pictures indicate reliability?  

I: Yeah I think so.  

C: In what way? 

I: Well because they look professional.  

C: Do you think by looking at these pictures you would get the same experience, well maybe the same 
quality or service every time you visit the airport? 

I: Yeah I would expect it to be a constant experience, constant level.  

C: Based on the pictures do you feel more drawn to Copenhagen Airport? 

I: I do not know, it makes me want to go travel some, you can say that. In that sense I want to go there.  

C: Also even though you said that the quality, like they do not look professional the pictures, but that does 
have, you still.  

I: Yeah because, as I think I said before, I do not think I have… I do not have an alternative option if I want 
to go travel. I do not dislike because of the bad quality, but I would not think can I do something else 
because… 

C: You can go to Malmö? 

I: Yeah exactly but I cannot be bothered.  

C: Can you tell me how well you know Copenhagen Airport? 

I: Relatively well. But of course they build every time you go there; they change something, but yeah 
relatively well.  

C: In generally speaking is recognizability for you the same as quality and a positive online experience?  

I: Yes defiantly.  

C: In what way? 

I: Well because if… if I can recognize things then I feel comfortable and safe. The other thing makes me feel 
insecure about okay where do I go now and how am I going to do this.  

C: And is that the same feelings you take with you online? 
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I: Yeah everything with computers, it has to be the same, and every time there is updates and stuff like I need 
it because… 

C. And the same with social media? 

I: Yeah.  

C: On social media do you follow or interact with brands or companies?  

I: A few.  

C: Do you follow or interact with them because you know you would get a better online experience? 

I: I think I would just… mostly to see if there is a way of seeing what is in it for me or if they have a sale or 
contests or stuff like that.  

C: So if they can give you some kind of value? 

I: Yeah 

C: Again on social media do you follow or interact with brands because you are loyal to them?  

I: I do not think so, no it is more… I think it is actually a very spontaneously thing because if I am… 
whatever mode I am in on a particularly day when I go into Facebook and if I am in a good mode and it pops 
up to follow and then it looks a little interesting, yeah of course why not. But if I am bored or in a bad mode I 
am just like “no go away you are ignoring me”. So I think that depends very much on my mood.  

C: So you can easily follow a company that you actually have not been in contact with? 

I: Yeah exactly.  

C: So companies, if they saw you on their list or if they saw that you were following them, they should not 
automatically assume that you will turn to them... 

I: No 

C: Every time you want to buy a product. Okay. So on social media what can Copenhagen Airport do you in 
order to get a better experience? 

I: That is a good question. Well for instance they can… I have a feeling I have said this before but you know, 
if there is something in it for me, they put some value it in, a contest or something like that. Right know the 
current situation I am in if they have… make possibility for jobs or stuff like that.  

C: Is there any particular kind of pictures they could upload? 

I: Well I would, I do not know if they do that because… I get drawn by pictures from foreign countries. To 
make me want to go there would probably be by putting up exotic pictures.  

C: Look at all five pictures again [Showing picture A8] do you think the pictures would give you a positive 
experience with Copenhagen Airport on social media?  

I: If the pictures would give me a positive. 
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C: Yeah 

I: I am not really sure. I mean they do not… I do not think they do anything… they do not go straight in, if 
you know what I mean.  

C: They are neutral? 

I: Yeah. I mean the one about the plane taking of or landing that is, I think that is the one I get most drawn 
by.  

C: In general does the visual aspect or does visual aspect like pictures have an impact on you? 

I: Yeah they can easily have.  

C: More than text? 

I: I think so yes. 

C: Is it because you can…? 

I: Well I think is I can picture myself in that place then I get the… for instance today on Facebook there have 
been a lot of pictures, and I do not even know it is that posts them but I most have said yes to follow 
someone. But it is about fall pictures from America saying the best fall city to go, the best fall road trips. I 
mean fall as in autumn. And I see this and they just have these pictures of how beautiful it is there when it is 
autumn. I love the States when it is autumn. The colors over there are so much more intense then here. So 
today I was really like “oh can I go there soon” I just wanted to go there now.  

C: They made a big impact.  

I: Yeah 

C: Would you be more loyal towards Copenhagen Airport by looking at these different pictures? I know that 
you said that there is no other alternative but.  

I: So if there were… 

C: If there were.  

I: [Thinking] maybe because… because I can see that it looks effective and modern and high service level. 
Then I would probably think that they… especially if the alternative did not do Instagram or did not have 
nice pictures.  

C: So now we will talk a little bit about satisfaction. So if you are satisfied with an experience you have with 
let us say Copenhagen Airport on social media would that make you more brand loyal?  

I: Probably yes. Yeah I think so, but I mean… well it is also difficult to say because it is not like a product in 
itself but I mean normally I would say yes to the degree where it is not much more expensive than the 
alternative.  

C: Now we will talk a little bit about personality. What type of people do you think uses Copenhagen 
Airport? 
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I: Well, all kinds of people.  

C: And if you can relate or identify yourself with the people you think uses Copenhagen Airport would that 
make you more loyal?   

I: Yes probably defiantly. I have been backpacker going out, I have been going out as part of my job, I have 
been going out on friend trips and on relationship trips so I have been in different roles and they all, in every 
role I had, has fulfilled my needs. So yes.  

C: Take a look at this picture [Showing picture A5] the people you see in the picture are those the types of 
people which you identify with Copenhagen Airport? It is a little bit dark.  

I: Yeah that is hard to see.  

C: Just the silhouettes of…  

I: Yeah it is. I think, actually think about, I think I do when I look at the picture I image it a bit more you 
know professional and business people wise. [Thinking] Yeah so I think that… I mean it does confirm my 
thoughts about what some of the target group… some of the clients going through the airport are.  

C: If you were following Copenhagen Airport on social media would that make you more loyal towards the 
brand?  

I: Unconsciously probably yes.  

C: Take a look at the five pictures again [Showing picture A8] when you look at these pictures uploaded on 
social media would that have any influence on your experience when you are visiting the airport? So if you 
saw these five pictures before going to the airport would that have any influence on your experience? 

I: Probably because I would recognize these areas when I came out there and I would feel more familiar with 
the airport.  

C: Would you set up some expectations just by looking at the pictures? 

I: Yeah and of course if they were not meet, I would be disappointed.  

C: Well that was Copenhagen Airport, so let us move on to my second case company Norwegian Airlines. 
We will start again with their front page and this is their profile text [Showing picture B1] so can you tell me 
what you think about it?  

I: [Thinking] it is very informative, I mean it is not very personal. It is just neutral, I think informative. But 
of course they are selling, I mean they are selling them self in what they are best at, I mean what is their, they 
are the third largest and what they offer.  

C: Do you mind that they are a little bit more…  

I: Pushy.  

C: Yeah 
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I: No but I think that is because I expect more, that I would expect more from them because they are, what I 
would call, a normal company where Copenhagen Airport, I think a lot of people do not see that as a 
company but more as a service institution, they have to be there so I can go and catch my flight, where this is 
an airline among thousands of others. So I expect that from them.  

C: But with Copenhagen Airport you could say that they could be a little bit more pushy in a way where they 
were trying to make you visit their shops or… 

I: That is true.  

C: Going to their tax free. Would that change, would you think that would be a little bit odd if they had that 
approach? 

I: No exactly not, because I think it is just a matter of change people, like myself, perception of them being 
just a service institution that has to be there. Of course they also has a lot of things to offer that I… yeah in 
another sense as a business.  

C: Well back to Norwegian. This profile text would that have any influence on your experience with 
Norwegian Airlines on social media? 

I: [Thinking] I do not think so, no.  

C: Why not? 

I: Well because… well I… yeah again I think because it is not very personal so it is just information, that I 
can easily forget again, yeah thank you for telling me. Yeah of course if I have to go in a month from now go 
book a ticket it might pop up.  

C: Even though you feel it is a little bit neutral, you think, it maybe still would pop up? 

I: Yeah because they have the low-cost, I mean in the text they say low-cost.  

C: Again I will show you two pictures, [Showing picture B2] would you comment on these pictures if you 
saw them in a social media environment? Or do you comment on pictures from companies?  

I: No I do not. 

C: Only, yeah you said only competitions  

I: Yeah only competitions 

C: Okay, then let us move on because people are commenting [Showing picture B3] so please read the 
comments and then I will ask you the question afterwards.  

I: [Reading through the comments] then I got catch because someone is saying bad customer service then I 
think okay, then I also think it is interesting now to see what does Norwegian Airlines reply to that 
[Continues reading through the comments]. Yeah.  

C: Comments like the following would that have an influence on our online experience with Norwegian 
Airlines? You said that the negative comment… 
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I: The negative would. The positive is more, I do not know, I always you know, if I see an Instagram on 
Facebook and I read quickly the comments, I do not know. I think it is because for me it is unpersonal, I 
mean we do not know each other they are a company and I am a person. And I am always like why do 
people bother to spend time commenting, that is for me very… yeah it is just weird for me in my world I am 
like why want I comment on something when I do not know the person. Yeah the negative I will… 

C: So the negative comments kind of overrules even though there are more positive ones? 

I: Yeah they pop up more in my eyes. 

C: Now we do not know if Norwegian replied back to the negative comments…  

I: No 

C: But what if they did. Would that have any influence on you? 

I: Yeah if they, and that depends okay, and of course, well they probably do, but do they manage to reply in 
the service minded way or not. Of course that, and if not then of course that would make, even though I was 
like this down here, this guy who is really complaining and going into details, of course this is not the right 
place to do this, there could be a complaint department he can do that. Even though I think he is stupid to do 
that here, if they just answered in a rude or short way that would make my experience with them bad or my 
perception of them bad. Even though I know he is being a fool to start this discussion here but still I would 
expect them to be professional about it.  

C: So you would still, that comment… the last comments there would still have an impact on you even 
though you feel like it is maybe the wrong situation or maybe the wrong context.  

I: No it would not… it is not that I am… I do not think that it makes… that he is saying something negative 
about his experience with Norwegian does not make me think worse of them. Well not in that situation. It is 
more the way they respond to it that matters for me.  

C. That matters for you, okay.  

I: Yeah 

C: So the interaction…  

I: Yeah exactly because I think a lot of times people are just so unprofessional when they write something 
negative and that you know, I just think it is funny to read the negative comments. All the positive is like 
back-clapping all the time, it is like, yeah I do not know, but the negative ones are just more… entertainment, 
good entertainment.  

C: But what if there were more negative ones than positive ones? 

I: Yeah then it would make me start wondering okay what is going on with Norwegian.  

C: What about your loyalty towards Norwegian Airlines would comments like the following have any 
influence on your loyalty? 

I: I do not think so, I think mostly for me it is more a matter of price when I have to go book a ticket. But I 
mean if I found two tickets that was exactly the same price then if I heard a lot of bad things about one of 
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them on social media and good things about the other for instance Norwegian, then I would choose 
Norwegian. But for me it does come down to the price.  

C: Could some of the comments change your mind about Norwegian Airlines? 

I: Yes I would make, I do not know if it would make a difference when I actually go buy the ticket. But my 
opinion about them would be shaped by… if there is mostly positive comments over welling positive 
comments. Because then I of course I would think okay it sounds like a good airlines, really friendly staff 
and stuff like that.  

C: But you said for you I was also important that they replied back like they have an interaction…  

I: yeah exactly, that they just do not reply.  

C: So do you, yeah you actually, I think you answered that it is a little bit more important to you than just 
random comments from strangers. 

I: Yeah. 

C: Can you look at the picture [Showing picture B4] and read the comments. 

I: [Reading through the comments] so what I am thinking is that it looks like Norwegian is big in 
Copenhagen.  

C: Yeah I just want to know again if some of these comments have any influence on you and your opinion 
about Norwegian Airlines  

I: [Continuous to read the comments] Not really. I think this one; I mean it is funny to see, because you never 
go there yourself, to see the, what is it called 

C: The cockpit 

I: The cockpit yeah. Again I just think all these comments, I do not know, I am very atypical but I am like 
who cares what you think. Of course Norwegian cares about what their customers think but I am, why does 
everyone else has to know what you think. For me that is just so, it does not really matter what other people 
think. Yeah of course if I have to buy, I would like to know, of course, if it is a popular airline. Again I just 
do not…  

C: But in a social media context… 

I: Yeah context it does not really no. I am like why, I do not care if you are travelling with Norwegian 
through Kastrup tomorrow, I do not care, I mean so it is just a lot of, to me, a lot of crap the comments. 

C: Let us move on to the first picture here [Showing picture B5] what level of quality does this picture 
express? 

I: High I think, it looks really new and modern. I mean you can see that they have in-flight televisions and 
this is something with a rainbow in the cabins. And it looks like they can… It looks like a big plane, lots of 
seats, so it looks… yeah and it looks very modern.  

C: The next picture [Showing picture B6] what level of service would you expect from Norwegian Airlines? 
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I: Well I see that they have the bag handling and there is a van with the food coming in, [Thinking] so I 
would expect a certain level of service that food is going to be served and that they are remembering my 
luggage.  

C: Does it say anything to you that they have four Norwegian flights in this picture? 

I: Yeah of course also that they have many departures.  

C: The third picture [Showing picture B7] what kind of experience would you expect from Norwegian 
Airlines by looking at this picture? 

I: The first word that pops into my mind is personal. Because they go into the cockpit and they look friendly 
and relaxed actually, they do not have their jackets on and they do not look to, I mean they have shirts and 
ties, they do not look… they look very sympathetic.  

C: Does it have an impact or does it have an influence on you that you can kind of put a… put faces on 
Norwegian Airlines’ brand.  

I: Yeah of course it makes it more personal. This is actually the guys that are going to take me somewhere or 
this could be the guys to take me somewhere.  

C: So you prefer when brands are…  

I: Are more personal 

C: Are more personal? 

I: Yeah  

C: Again you can see all three pictures here [Showing picture B8] when you are looking at these pictures do 
you want to buy some of Norwegian Airlines’ services, tickets?  

I: Yeah sure. Also because they… to me… they look more… it is more personal than the one from 
Copenhagen Airport. So I feel more familiar with them, I can relate more to them.  

C: Here you have all five pictures [Showing picture B9] do you see a connection between the pictures?  

I: [Thinking] I feel like I am in an exam situation where you know the clap goes down, where is the 
connection? 

C: You tell me. 

I: Well there is something with the colors I guess  

C: You do not have to like be forced to see a connection, if you cannot see it, maybe there is not a 
connection.  

I: [Thinking] 

C: But does it matter for you that you would not…. 
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I: Yeah I think it looks, well I do not know if it is all. Especially the three down here, I am thinking… that it 
is seems like a nice company, I mean, they look happy to work there, and they also look satisfied, and this is 
a bit I do not know, to me it is a bit… a sense of humor that they put in these colors of the rainbow in flight, 
so it is very down to earth. But I do not know about these two have that connection. No.  

C: Does it matter for you that you can see when a company is uploading on social media, that you can… that 
there is a… how do you say… red line between the pictures?  

I: Yeah I would that… in that way that if they want to send out a message about being exclusive or 
something, then I am expecting the same type of pictures and not something  here and something there and 
then I get confused about what they are trying to tell me about themselves.  

C: And here with their profile text there were a little bit more pushing and selling, is that also something you 
get out of the pictures?  

I: I mean you can say that they are… like here they are showing okay we have four and probably more, but 
we have a lot of departures in the airport and look at what we can offer with the picture of the flight inside 
and here maybe you would think okay I get a good service from them because they are happy and so in that 
way you can say that it relates to the message they are trying to sell.  

C: Do you think that the pictures indicate reliability?  

I: Yeah for sure.  

C: Get you give a reason? 

I: Well I think it is because pictures of professional… well pictures of the flight being loaded and stuff like 
that and the stewardess in their uniform and the pilots in the cabin crew, it is something about being 
professional and effective I think.  

C: Based on the pictures do you feel more drawn to Norwegian Airlines? 

I: Yeah I actually do.  

C: Because you have a positive experience with the pictures? 

I: Yeah I can relate to the pictures.  

C: How well do you think you know Norwegian Airlines? 

I: That is hard to say. 

C: Have you flown, have you used them before? 

I: yeah relatively well, I mean I take them as a low-cost airline but still with a higher sense of quality than for 
instance Ryanair that you have so many bad stories about them than Norwegian. I mean they are, in my 
opinion, would I take them for is being a low-cost but with being professional at the same time.  

C: When you are choosing an airline are you price sensitive or are you budget concern? 
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I: When it is short haul then I am very price sensitive, when I am flying long haul because I have kids I am of 
course price sensitive but still also thinking about… if there is a 1.000 kroner difference and one has 10 hour 
less stopover, I would take the one that is 1.000 kroner more, because I have kids and I am not 20 anymore, 
so I do not want to sit 10 hours in an airport to save 1.000.  

C: We talked about what Copenhagen Airport could do for you in order to get a better experience on social 
media, what do you think Norwegian Airlines could do for you? 

I: [Thinking]  

C: What if they uploaded pictures on social media where you could get a discount rate or something like 
that? 

I: Yeah that could be a thing, but also my target group, if they uploaded pictures that they have special kids 
entertainment or stuff like that, that would probably also make me more positive or interested in them when 
choosing between them and another one.  

C: When you are looking at all five pictures [Showing picture B9] do you think the pictures would give you 
a positive experience with Norwegian Airlines on social media?  

I: From seeing the pictures, yeah would have a positive experience form that.  

C: And by looking at these different pictures would you be more loyal towards Norwegian Airlines? 

I: It is always hard to say because I am thinking, immediately I am thinking yes, but I also know that the 
loyalty when you sit at computer and you have to book and it comes to the price then it can be different from 
what you think now and what it going to happened in the actual situation can be different. But sitting here, I 
would say yes.  

C: Are you loyal to a certain airline? 

I: No 

C: It all comes down to price? 

I: yeah it comes down to price and as I said before if I have to choose between Norwegian and Ryanair, I 
would choose Norwegian.  

C: Again if you are satisfied with an experience you have with Norwegian Airlines on social media would 
that have any influence on your brand loyal?  

I: I think it depends on if it is something, if it is a positive experience if it is something that, I mean, if it is a 
service I expected or if they managed to go over my expectations then defiantly.  

C: You would be more loyal? 

I: Yeah.  

C: A service that you did not expect could that be, now when we are talking about social media, could that 
be, if you take the time to comment on a picture or something, and they responded.  
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I: Yeah 

C: Could that be a service that you did not expect? 

I: Yeah.  

C: What type of people do you think uses Norwegian Airlines? 

I: Well people, who are price sensitive, yeah in general price mostly price sensitive people. So I would not 
expect business people to fly Norwegian if they had other possibilities. I mean they would probably choose 
SAS if they are both flying the same route. So leisure mostly.  

C: So if you feel like you can relate or identify yourself with the people, with the price sensitive people you 
just mentioned, would that make you more loyal?  

I: Yeah I would because then I would feel like this is the right choice for me because everyone else that I 
identify myself is also using it. 

C: The people that you see in the picture [Showing picture B10] are those the types of people which you 
identify with Norwegian Airlines? 

I: Yes I think so they look very average like average people. I mean they do not look exclusive but they do 
not look poor either, I mean they are just somewhere in between. And also they look as if they have fun. So I 
mean you can also have fun while doing business.  

C: If you were following Norwegian Airlines on social media would that indicate that you are loyal towards 
their brand?  

I: To a certain degree yes.  

C: And again look at all five pictures [Showing picture B9] when you look at these pictures uploaded on 
social media would that have any influence on your experience when you are purchasing tickets from 
Norwegian Airlines? 

I: Yes I am quite sure it will because then I would think of them as “ohh yeah that is that airline with the 
people who looked very relaxed but still effective” and that is something I could identify myself with. 

C: So you can say that: it is very important what kinds of pictures they…  

I: They put on 

C: Upload? 

I: Yeah, defiantly.  

C: That was Norwegian Airlines, so now we will move on to Radisson. Again what do you think about this 
profile text [Showing picture C1]? It is a little bit different from the other ones.  

I: Yes it is. It is… actually it reminds me a little bit of “Mad Men” you know, you could see Don Draper put 
those words down, so very business-like. I am thinking not me.  

C: So what would you expect from Radisson? 
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I: I would expect something a bit glamorous when you walk in there.  

C: So this kind of profile text what kind of influence would that have on your experience with Radisson Blu 
Hotel on social media? 

I: I guess I would expect them to, not only when I walk in there but also on their social media, to be very 
exclusive and business-like.    

C: Again here is two pictures [Showing picture C2] and you mentioned that you do not comment on pictures 
so we will move on. Please read through the comments [Showing picture C3] and then I will ask you the 
questions afterwards.  

I: [Reading through the comments] yeah 

C: Comments like the following would that have an influence on our online experience with Radisson Blu 
Hotels? 

I: [Thinking] it is hard to differentiate between that. I think it would have an influence on, if… I do not know 
if it could have, I do not know if it would have an influence about what I think of them in their social media 
approach. But it would make me think okay if they have a hotel there I would like to go there of course. But 
want I think about them in the social media from that, I think that they understand to upload pictures that 
makes people want to go there.  

C: The next two pictures [Showing picture C4] please read the comments.  

I: [Reading through the comments] Mmm… 

C: What about you loyalty towards Radisson Blu Hotels, would some of these comments have any influence 
on your loyalty? 

I: [Thinking] not necessarily because what other people think about that picture does not necessarily make 
me more curious about their social media appearance.  

C: What about the fact that Radisson Blu Hotels reply back to a comment.  

I: Well I am expecting it when you, I do not know a lot about Instagram, but I… Is it not expected that they 
do reply back from time to time?  

C: Actually some companies they do not.  

I: Wow okay, because I did not know that. Okay well if that is not… 

C: But I think you can still expect or you can still think that they should reply back.  

I: If it is not a given that they reply back, and then they do it anyway then that would affect me positively.  

C: Could some of the comments change your mind towards Radisson Blu Hotels? 

I: Yeah of course, I am going to where ever it is and I see all these positive comments then of course I would 
think okay that sounds good.  
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C: Do you think that social media could be a channel that you would use when you are deciding between 
which hotel you should? 

I: I have never done… what I normally do is that I go to one of the portal like hotels.com I see what other 
people have rated, look at the stars how many, but I mean that is not their own personal Instagram, I mean 
that is just on how they have been commented and rated on hotels.com. So I do not think it would pop-up to 
my mind to say “oh maybe I should go on Instagram to see what other people say about them”. 

C: What about what they upload? 

I: No I would not have thought about it. But I am also old fashion.  

C: By looking at this picture [Showing picture C5] what level of quality does this picture express? 

I: A high level. It looks very expensive and exclusive and luxurious. Is that Washington? 

C: It is actually Minneapolis, so it is in the States. Next picture [Showing picture C6] what level of service 
would you expect? 

I: Also a high level because they have designer furniture. So I would expect a high level. 

C: Last picture [Showing picture C7] what kind of experience would you expect? 

I: Luxurious and exotic 

C: Does it have anything to say that it is not the hotel you can see here? It is maybe a restaurant.   

I: Well to me that is, I think that is, well of course I would also like to see what the hotel looks like, but it is 
also positive when they are not just showing themselves but showing the surroundings.    

C: You can see all three pictures together here [Showing picture C8] do you want to buy some of Radisson 
Blu Hotels’ products, when you are looking at these pictures? 

I: I am actually torn because some part of me say “Oh it looks exclusive and luxurious” and who does not 
like that, but I also think it is a bit unpersonal.  

C: Let us move on. Here you have all five pictures [Showing picture C9] do you see a connection between 
the pictures? 

I: A part from that I am thinking the name Radisson Blu and it is very blue colors. 

C: So apart from the food picture.  

I: Yeah, it is about high quality, I think you can see, I mean there is healthy food and you can see the design 
furniture. It looks very high quality and exclusive.  

C: Do you think that the pictures indicate reliability?  

I: Yes defiantly. In my world that often goes together, that if it is high quality and exclusive then you also 
think that they have to be very reliable.  

C: Based on the five pictures here [Showing picture C9] do you feel more drawn to Radisson Blu Hotels? 
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I: Yeah I think, like a answered before I part of me does but then also because, I mean there is no people on 
the pictures, it is a bit unpersonal. So yes and no.  

C: So not familiar faces? 

I: No it does not have to my father or my brother 

C: No but… 

I: If I saw some people on the pictures, I could better imagine myself being there.  

C: How well do you know Radisson Blu Hotels? 

I: Not that well, I mean of course I know the chain and I see the hotels but I have never stayed at a Radisson 
Blu.  

C: What can Radisson Blu Hotels do for you in order to get a better online experience on social media?  

I: I think if they made it more personal, then I would be more attractive to them.  

C: So you feel that the two other case companies where more personal?  

I:  Especially Norwegian.  

C: By looking at these five pictures [Showing picture C9] do you think that they give you a positive 
experience? 

I: Yes overall yes.  

C: So If you saw these in a social media context you will be positive? 

I: Yeah mostly, I mean there is something about that picture that makes me think I would feel lonely sitting 
in that room 

C: So the first one? 

I: Yeah I think it is because there is no one it in and then the colors are so cool, not as in cool cool but kølig I 
mean… 

C: Not warm  

I: Not warm 

C: Cold  

I: So I would just image that when I look at the picture I would feel lonely in that room, but the others 
defiantly.  

C: Would you be more loyal towards Radisson Blu Hotels by looking at these pictures? 

I: No, again because I do not see myself in them.  

C: So you do not think you are the target audience? 

221 
 



I: No. That is also because me personal situation, as I have kids, so I do not see kids fitting very much into 
those pictures.  

C: So even though you do not feel you are the target group, still if you were satisfied with an experience with 
Radisson Blu Hotels on social media could that make you more loyal towards their brand? 

I: Yeah it probably could. 

C: So in general when you are satisfied… 

I: Yeah then I am more loyal.  

C: You tend to come back? 

I: Yeah  

C: What type of people do you think uses Radisson Blu Hotels? 

I: I would guess business people and over middle class.  

C: If you can relate or identify with those types of people you just mentioned, would that have any influence 
on your loyalty  

I: Yes of course.  

C: But in this case you cannot identify with? 

I: I think if I tried to make it myself with my family there then no, but if I was going on a business trip with 
my job with my work then I would say yes. So it depends on my personal situation.  

C: On this picture [Showing picture C7] the objects that you see in the picture would you identify them with 
Radisson Blu Hotels? 

I: Yeah because there is some kind of simplistic style.  

C: And again if you were following Radisson Blu Hotels on social media would that be an indication that 
you are more loyal towards their brand? 

I: No I do not think so.  

C: Is it because it is a hotel or? 

I: Yeah probably.  

C: And you are not? 

I: If I like a hotel brand or chain then… well if I had a good experience with it, then I would see if I had to go 
to another place and stay at the same chain again, but that would be with my personal experience with that 
place not from my experience from the social media.  

C: So in general your personal experience is what influences your loyalty? 

I: Yeah 
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C: This is actually the last question, you have the five because here [Showing picture C9] when you look at 
these pictures uploaded on social media, so again if you saw them before you had any experience or you 
were going to purchase Radisson Blu Hotels’ services, would the pictures have any influence on your 
experience? 

I: Yes I would expect a high level of service and exclusivity and luxury. 

C: So would you expect that the property of Radisson Blu Hotels would reflect that but what about also their 
customer service?  

I: Yeah also the intangible aspects yes.  

C: Okay, that is it. I do not have anything else. Thank you very much.  
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Respondent 8 

Interview 26-09-2014 

 

C: In connection to my master thesis about brand loyalty and online customer experience on social media. I 
would like to ask you some questions within different dimensions of online customer experience and brand 
management. The result of my interview will be used for my analysis in my thesis. Questions are based on 
your experience with the social media Instagram and different pictures uploaded to Instagram by my case 
companies. My case companies are Copenhagen Airport, Norwegian Airlines and Radisson Blu Hotels. Are 
you familiar with these three different brands?  

L: Yes 

C: First I will ask you questions related to Copenhagen Airport, next I will ask the same questions about 
Norwegian Airlines and lastly Radisson Blu Hotel. The interview will be around one hour and the language 
will be in English, and I hope you are comfortable with that? 

L: Yeah 

C: Please feel free to stop me at any time of you have some concerns or if you need me to elaborate some of 
my questions. So when you are ready let us begin.  

L: Alright 

C: Let me start with some introduction questions about yourself and your knowledge about Instagram, so 
first how old are you? 

L: I am 26 

C: And what do you do for a living? 

L: Right now I am studying; I am a master student at CBS. And I also have a part time job as a sales assistant 
at Group 88.  

C: Are you familiar with Instagram? 

L: Yes 

C: And I know that you are an Instagram user, so how often would you say that you use Instagram from a 
scale to1-5, where 1 is not so often and 5 is all the time.  

L: It depends actually, sometimes in like, if I do something like if I go out a lot in a period of time in my life, 
then I use Instagram more often. But like right now I am just studying, so I am more inactive on Instagram. 
So I would say probably around 3 or 4.  

C: Do you upload pictures on Instagram? 

L: Yes I do. 
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C: And how often would you say that you upload pictures? 

L: Like I said that it really depends but right now maybe maximum once a week actually. It is not that often 
right now.  

C: Do you follow companies on Instagram? 

L: Yes I do 

C: What type of companies? 

L: Fashion companies, lifestyle companies, design companies 

C: Why do you follow them? 

L: Because I am interested in, in that industry, and it inspires me, they inspire me. 

C: Do you think that companies could make you more loyal towards their brand based on their activity on 
Instagram?  

L: Yeah in some way yeah because it is…. For it really, it is more, I get more attracted to visual like pictures 
and stuff like that, so to me I think it would defiantly.  

C: Enhances your loyalty? 

L: Yeah 

C: Okay, we will move on to talk more specific about my case companies, Instagram and different types of 
pictures. So the first company Copenhagen Airport and this is the front page of their Instagram profile 
[Showing picture A1] have you seen their profile before?  

L: No, not really.  

C: If you can read the profile text and let me know what you think? 

L: Well it is very short and precise and it shows that they want to include the what you call their customers 
or their  

C: Users 

L: Users yeah, because they are like “Follow us and we will open up our airport for you” and they also to, 
they are interested in the followers, the users pictures and the users life.  

C: So this profile text does it have an influence or would it have an influence on your experience with 
Copenhagen Airport on Instagram? 

L: Do you mean if I want to follow Copenhagen Airport? 

C: Yeah and if it kind of have an effect on you? 
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L: I do not think I would use it actually, because that is not really, when I go to the airport I just check, if I 
need to check something like departure times or arrivals then I just go the website, I do not use Instagram for 
things like that. I do not think I would use it.  

C: What do you think just in general what do you think a good profile text is? 

L: A good profile text, it is something short and really precise, but also something that shows that they want 
to include the user somehow. Maybe something that awakes your attention in some way.  

C: Now I will show you some pictures, do you ever comment on pictures on Instagram?  

L: Yes 

C: Do you comment on companies’ pictures or just your friends’ pictures.  

L: Both 

C: I will show you two pictures, they are both from Copenhagen Airports Instagram profile [Showing picture 
A2] would you comment on these pictures if you saw them on Instagram? 

L: If I followed them? 

C: Yeah  

L: [Reading the text from one of the pictures out loud] no, I do not think so.  

C: I will show you some comments [Showing picture A3], and if you can please read through the comments 
and then I will ask you the questions afterwards 

L: [Reading through the comments] do you want me to read both of them? 

C: Yeah both of them. 

L: [Continuous to read through the comments] okay. 

C: Would comments like the following, would that have any influence on our online experience with the 
Copenhagen Airport? 

L: Well it shows that they really do a great effort to include the users. That they find them really important to 
them. But I do not, I still do not think I would use, that I would follow the site.  

C: What about your, yeah that is kind of the same, your loyalty towards Copenhagen Airport would some of 
these comments have any influence on your loyalty? 

L: Of course it shows some kind of loyalty to the brand also… I mean…  

C: Are you in general affected by comments that you read on Instagram? 

L: Yeah well I mean in some way of course it has an influence on, okay if I see a lot of good ratings on the 
company then I would like be more, then the company would seem more trustworthy to me. So yeah 
defiantly I would look at the comments.  
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C: Even though it is from strangers? 

L: Yeah because it is more trustworthy when it comes from the customers themselves compared to the 
company.  

C: So could some of the comments change your mind towards Copenhagen Airport? 

L: It depends, if I had a really bad experience with Copenhagen Airport then I do not think those comments 
affect my experience, but right now no I think they are kind of neutral.  

C: Now I will show you one picture [Showing picture A4] what level of quality does this picture express? 

L: Not really good quality to me, it is really blurry and it does not, I do not know, I do not see the meaning of 
the picture like what do they want to tell with this picture. Is there a story behind it or.  

C: So you could use some kind of text followed to the picture? 

L. Yeah defiantly.  

C: Can a high level of quality make you more loyal towards a brand? 

L: Yeah defiantly because if the quality is really poor then I would think that it seems to me that the 
company does not really care about their way of expression and it is, it shows that the quality and everything 
from that company that they communicate out is like perfect and flawless then it signals that to me that they 
are very professional.  

C: Take a look at the next picture [Showing picture A5] what level of service would you expect from 
Copenhagen Airport by looking at this picture? 

L: What level of service. It is really dark so it is actually hard to see what, it is a really bad picture I mean. It 
does not really tell me anything about the service. So I do not know.  

C: What about the silhouettes were sitting? 

L: They are working, it seems like they are working and there is this guy standing at the front desk, but there 
is no customers.  

C: So for you it does not express any service? 

L: It does not express anything in particular in terms of service.  

C: What about the next picture [Showing picture A6] what kind of experience would you expect from 
Copenhagen Airport by looking at this picture?  

L: They are really good at signing like all the different navigation signs which they are really bad at in New 
York, I just been in New York and they are really bad at it. Yeah navigation signs, but yeah it seems to me 
that they… there are signs everywhere that navigates you through the airport like which direction to go.  

C: So that is positive? 

L: Yeah defiantly [Thinking] what else, I mean the picture is a bit blurry as well but you can like you can 
sense that there might be some restaurants or stores up stairs so signals that it is international and they try to 
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provide a lot of different shops and it tries to provide an international environment and also they translate all 
the navigation signs both in Danish and in English. This is really good and also I actually noticed in the 
airport that they have signs in Chinese as well. So that is really good I think. I really like Copenhagen 
Airport itself, it is really international and very, yeah they are really good with all the, they have a lot of 
cafe’s and shops. It is a really good airport I think.  

C: So positive experience. 

L: Yeah.   

C. When you look at all three pictures here together [Showing picture A7] do you want visit the airport, 
when you look at these pictures? 

L: Those particular three pictures I would not say are really showing Copenhagen Airport as I see it when I 
am there, so it is not, I would not put those pictures up if I were within the company, if I want to promote 
Copenhagen Airport, 

C: So if you have not been to Copenhagen Airport before and you saw these three pictures on Instagram, you 
would not in particular… 

L: Be fond of it no.   

C: Here you have all five pictures all from Copenhagen Airports Instagram profile [Showing picture A8] do 
you see a connection between the pictures?  

L: [Thinking] well there of course is travelers and tourist on all pictures but beside from that, if I did not 
know, I would not know that this particular picture was taking from the airport, this could be from any 
airport. I mean it says SAS but it could also be somewhere in Scandinavia.    

C: The first one.   

L: And this one is defiantly very Danish. This picture I actually like. 

C: The second one. 

L: Yeah because it says something about Denmark and the nation and also the picture itself is very nice. But 
other than that I do not really see… 

C: You do not see a line? 

L: No a red line, no.  

C: Do you think that the pictures indicate reliability?  

L: If they are trustworthy? 

C: Yeah and if you get a sense out of the pictures that they kind of can perform the same…  

L: Service. 

C: The same service every time.  
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L: No not really, no. That picture when you asked me about the service I cannot really see that much on the 
picture and here you cannot, well here it says something about of course the way they set up everything at 
the airport but it is…  

C. Picture number five okay 

L: But in general no not all the pictures.  

C: Based on the pictures do you feel more drawn to Copenhagen Airport? 

L: No defiantly not.  

C: What kind of pictures could make you more drawn to the airport? 

L: This picture I like very much... 

C: Number two yeah. 

L: Something that it has to be, especially when it is images, they has to be really good quality. Because it is 
the only thing that you can base your judgment on, so something, maybe people want to see inside the airport 
not just like, also some of the shops especially if you come from outside, maybe some of the shops or café’s 
would draw more attention and also maybe something more Danish like this one I really like it says 
Copenhagen Airport.  It has to be something about Denmark I would say. Otherwise it could be other, like 
every other airport in the world. 

C: How well do you think you know Copenhagen Airport? 

L: The Company or the airport itself? 

C: Both 

L: The airport pretty well because I travel a lot. But I do not know that much about the company itself.  

C: In generally speaking is recognizability for you the same as quality and a positive online experience?  

L: Is what sorry. 

C: Recognizability is that the same for as quality and a positive online experience, so if you can recognize a 
brand would you automatically assume… 

L: Connect it to? 

C: Yeah connect it to a high quality and a positive online experience? 

L: Yeah of course, everything has a connection to everything they communicate out of course has, I would 
think of that company. That is why you have to be really careful as a company when you want to 
communicate anything it out that is has a red line to everything in what they do.  

C: So on Instagram do you follow or interact with brands you know in order to get a better online 
experience? 
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L: I follow them because I want to get inspiration, and if sometimes it is just easier to look at the picture and 
then, you do not have, like if you are business you do not have time to read a whole text then it is just easier 
to look at this picture.  

C: So you do not follow them because you think that you will always get a, because you feel like you would 
always get a positive experience with them? 

L: Yeah if they have a strong brand and I really like the brand then I would defiantly follow them.  

C: Again On Instagram do you follow or interact with brands because you are loyal towards them?  

L: Not necessarily just, I would not say that I only go to one like if for example if I follow Illum I would not 
only buy clothes at that place. It could be because they have some really awesome that I like to follow or I 
just really like the company bot I also go to other places to go shopping. 

C: So you would not say that you are brand loyal in particularly? 

L: No not really. Maybe it might have something to do maybe with that, as a student you just go search for 
like if I want to go travelling I would probably just go to search for the cheapest tickets compared to if I, 
yeah. I am not brand loyal to; I only want to travel with Norwegian because it is only because they are cheap.  

 C: You mentioned a little bit about what kind of pictures Copenhagen Airport could upload so you would 
feel more drawn to them. What else could Copenhagen Airport do for in order to get a better experience on 
Instagram?  

L: [Thinking] that is a good question. I do not know, do they have any competition like any like if you do 
this, if you regram this pictures you can win something.  

C: I do now think so. If there was competitions? 

L: Yeah maybe 

C: So they could interact more with their users? 

L: Yeah defiantly. 

C: Not just the hashtags? 

L: No, more interaction defiantly  

C: Try and look at the five pictures again [Showing picture A8] do you think that the pictures give you a 
positive experience with Copenhagen Airport on Instagram? You said that you are not that fancy about the 
pictures; if the quality was better it might give a better experience? 

L: I do not know if it is something with… did you copy paste it from Instagram or something or did you?  

C: No you can go online and… 

L: and find it okay.  

C: I do not know, it is kind of a website that shows Instagram online… 
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L: Yeah I know that. 

C: And then I just toke the pictures from there. So they should represent the picture that they upload 

L: I mean they are nice pictures some of them…  

C: Yeah but they are more neutral for you. 

L: Yeah it does not awake any feelings to me when I look at them.  

C: So you would not be more loyal to Copenhagen Airport by looking at these pictures? 

L: No not really.  

C: You said before that visual aspect like pictures are very important to you.  

L: Yeah 

C: Is it because you can relate to pictures or they can give you some kind of emotions or feelings.  

L: Yeah defiantly they awake emotions and I am more drawn to visual things. I can maybe somehow better 
relate to visual things because they defiantly awake some kind of emotions.  

C: What about text? Do you like the visual aspect more than text? 

L: I like if they add both visuals and texts  

C: Okay a combination? 

L: Yeah like hashtags so that you know of like this one you do not know, why do they upload this…  

C: Picture three 

L: And what is this all about. Then it would be nice with some hashtags or a short text or something.   

C: Let us talk a little bit about your satisfaction. If you are satisfied with an experience you have with 
Copenhagen Airport on Instagram would that make you more brand loyal?  

L: Yeah of course, every time I get satisfied of course I would get more, or think “Oh okay I had a really 
good experience with this company and then I might also come back again”.  

C: And that is also with Instagram? 

L: Yeah 

C: Now let us talk a little bit about personality. What type of people do you think uses Copenhagen Airport? 

L: Maybe tourist that want to visit Copenhagen and also maybe employees and people that are somehow 
interested in the company itself and not just regular travelers like me maybe if you travel a lot but I would 
not, I do not think I would go follow the Instagram profile.  

C: If you can relate or identify yourself with the people you think uses Copenhagen Airport and the regular 
airport would that make you more loyal?  
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L: Sorry can you say that again. 

C: If you can relate or identify yourself with the people that you think uses Copenhagen Airport would that 
make you more loyal? 

L: No I do not think so no. No because actually I do not really see Copenhagen Airport as a company, I see it 
as the airport I use when I go from A to B when I go travelling.  

C: And you do not have any other options for Airport? 

L: No 

C: This picture, you know it is a little bit dark [Showing picture A5] but there are some people in the picture. 
The people you see in the picture are those the types of people which you identify with Copenhagen Airport? 

L: Well you mean hard-working people or it seems like they are all working there, it seems like it is offices 
up there right.  

C: Actually I think it is… 

L: Café’s? 

C: the waiting area 

L: Okay 

C: A waiting area 

L: So you mean… 

C: It is the area between gate A and B 

L: Yeah yeah yeah, so they actually provide this waiting area. That actually signals something about their 
service. But sorry what was the question again.  

C: So the people that you see here is that the types of people you think use Copenhagen Airport? 

L: I think there are a lot of types there use Copenhagen Airport. But families, business people and all kind of 
people I would say. So yeah it gives you a picture of like a great selection of the guests or, what you call it, 
the travelers.  

C: So if you were following Copenhagen Airport on Instagram would that indicate that you are more brand 
loyal towards them? 

L: No guess as I told you before when I follow a company it does not mean that I am brand loyal to them.  

C: When you look at these five pictures uploaded on Instagram [Showing picture A8] would that have any 
influence on your experience when you are visiting the airport? So if you saw these pictures before going to 
the airport would that have any influence on your experience? 

L: Yeah well I mean if I were a tourist and then I would probably look at this and think “oh okay they are 
really good at navigation signs then it would make it a lot easier for me to navigate around the airport” and 
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also yeah this one it says something about Denmark so “oh okay Carlsberg is Danish of course” and it is says 
something about the culture and the country you are about to visit.  

C: Okay that was Copenhagen Airport so let us move on to Norwegian Airlines and we will start again with 
their front page [Showing picture B1] have you seen their Instagram profile before? 

L: No 

C: What do you think about this profile text? 

L: [Thinking] I like that one cause it draws me because it says that “We offer free inflight WiFi”, then it 
might attract the user to, okay then I actually maybe want to fly with this company. And I actually did not 
know that it was the third largest low-cost airline so yeah I like that profile text.  

C: So does this profile text have an influence on your experience with Norwegian Airlines on Instagram? 

L: Well I do not follow Norwegian Airlines but it defiantly catches my attention.  

C: Here is two pictures [Showing picture B2] would you comment on these pictures if you saw them on 
Instagram? 

L: No I do not think so. 

C: If you can read through the comments [Showing picture B3] and then I will ask you the question 
afterwards 

L: [Reading through the comments] okay… 

C: Would the comments like the following have an influence on our online experience Norwegian Airlines? 

L: Yes defiantly. 

C: What make you say that? 

L: I like that they, actually they keep both the negative and also the good ones because it makes them more 
transparent and trustworthy actually but I do not like that they do not really get back to the customer, they do 
not reply on that comment. There should be more interaction with their customers.  

C: So if they replied back that would give you a better experience? 

L: Yeah. But yeah I like that they just keep it as it is.  

C: Because you mean that they could easily just delete? 

L: Yeah they could, I mean it is online and you can so easily just to go delete all the negative and keep all the 
good comments which would seems like oh they like the companies, it is perfect.  

C: Let me show you the next picture [Showing picture B4] and if you can read through the comments then I 
will ask the question afterwards 

L: [Reading through the comments] yeah…  
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C: The comments here could they have an influence in your loyalty towards Norwegian Airlines? 

L: Yeah of course I would be more. Some of the negative comments I would of course, because people are 
not writing negative comments if they do not have anything, if there is no hold in what they say. Defiantly I 
would maybe somehow look further into it if I do a research and if another airline company is maybe a little 
bit more expensive than maybe I would actually choose the other company compared to Norwegian if they 
had really bad reviews. Even though it is cheap, well it depends if I want to travel a long way then I would 
probably use another company because this is just, if I just want to fly from A to B a really short trip, then I 
would not mind just flying with the cheapest company, so it would effect.  

C: So negative comments kind of overrule positive comments for you? 

L: Yeah because you will rather remember the negative comments than the positive ones.  

C: Could some of the comments you just read could they change your mind towards Norwegian Airlines? 

L: [Thinking] Stop the, you mean stop the loyalty?  

C: Just change what you think about Norwegian Airlines? 

L: Not from those comments I think no.  

C: Could comments in general? 

L: Yeah comments in general could but not really in particular those comments.  

C: Let us move on. Here you have the first picture [Showing picture B5] what level of quality does this 
picture express? 

L: The quality might be a little bit blurry. It is not really good quality to, it is not really sharp.   

C: What about the quality…  

L: Of lightning or?  

C: Yeah or just the content of the picture? 

L: Oh the content. I like it, it is colorful and yeah it has something some kind of visual attraction, like it 
catches your attention somehow.  

C: Let me show the next picture [Showing picture B6] what level of service would you expect from 
Norwegian Airlines by looking at this picture? 

L: I do not by looking at this picture, but as I know Norwegian Airlines they, I know, they are a no-frills 
company so they only fly from A to B and you are only, you pay for, you get what you pay for. But from that 
picture it does not really tell me anything in particular about the service.  

C: What about that you can in fact see four Norwegian Aircrafts? 

L: Oh yeah that way, it indicates of course that they fly very frequent. I think they fly to, I cannot remember 
which country was it London or New York, like five or six times a day or something like that. I mean it is a 
good thing.  
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C: [Showing picture B7] what kind of experience would you expect from Norwegian Airlines by looking at 
this picture? 

L: A friendly staff, friendly pilots. But the picture indicates to me that they, I like that they go behind the 
scene because they are not the people that you usually see when you are a traveler. So it gives you kind of 
like a personal connection to the company. Yeah I like that;  it is a good way to interact with customers.  

C: So to make the brand more personal.  

L: Yeah defiantly.  

C: Take a look at all three pictures [Showing picture B8] when you are looking at these pictures do you want 
to buy some of Norwegian Airlines’ plane tickets?  

L: Yeah I would because they are frequent flyers and also because of this personal relation to their customers 
and also it looks really nice in the flight, it looks clean and it looks nice.  

C: So these pictures appeal more to you than for example Copenhagen Airport’s pictures did? 

L: Yeah, there is some kind of story telling behind it but of course they should still use some kind of hashtag 
or headline or something.  

C: Look at all five pictures [Showing picture B9] do you see a connection between the pictures?  

L: Yeah I do.  

C. What type of? 

L: Like you see that, here you see it is like a little history, so you see here outside the airport and here you 
see the actual flight and the employees on board and then you see the, how it looks like inside and here you 
see like behind the scenes with the crew also.  

C: So you kind of see all around… 

L: Yes all around the… 

C: All around the product… 

L: The company,  

C: Do you think that the pictures indicate reliability?  

L: Yes I do think that.  

C: What makes you said that? 

L: Because, yeah it gives you an overall picture of the whole company that they, it seems like, also with the 
comment or do you want me just from the pictures? 

C: Just from the pictures. 
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L: Just from the pictures okay, they have like happy staff and they seem very, they seem like they are 
welcoming you and it seems clean and it makes the brand seem loyal.  

C: Based on these five pictures do you feel more drawn to Norwegian Airlines? 

L: Not more than I would before.  

C: So they are not that fantastic? 

L: No, it would not no.  

C: How well do you think you know Norwegian Airlines? Have you used them before? 

L: I think I might have, yeah I have used them several times, and I think I actually had a case in our study 
program or maybe it was not that program. I think I used it in some kind of case once. So I know the 
company a little bit and I of course fly with them once in a while.   

C: So we walked a little bit about what Copenhagen Airport could do for you in order to get a better 
experience on Instagram. Based on what you have seen here, what do you think Norwegian Airlines could do 
for you in order to get a better experience on Instagram?  

L: They should defiantly as a start reply back to the comments that would be a really good start. And yeah 
otherwise I think actually they are doing pretty well.  

C: Would you be more attracted to them if they offered some kind of discount rates? 

L: Maybe yeah if you have some kind of or if you, I give you post if you repost this picture maybe you can 
get like some kind of discount or something like that.  

C: Would you feel more special if you knew that they only did it on Instagram or it does not matter? 

L: No does not really matter. But they could maybe do it on Instagram and link it to their website or 
something like that, Facebook page.  

C: Do you think that the pictures give you a positive experience  

L: Yeah they do defiantly.  

C: And would you be more loyal towards Norwegian Airlines by looking at these pictures [Showing picture 
B9]? 

L: Not more loyal than I am right now, because they are just a discount airline, so you cannot really expect 
too much, you get what you pay for.  

C: Would you say that your loyalty kind of like starts with an experience you have with the company and 
then it kind of develops? 

L: Yeah  

C: Or would you say that your loyalty could start with your experience online and then develop or is it 
experiences you have…  

236 
 



L: No it is experiences that I have before and then I would develop my loyalty towards the company, yeah 
defiantly.  

C: And then do you follow brands online that you have not had any interaction with before or have not 
communicated with before? 

L. Yeah I do that, if I like their visual identity or if I have seen the brand somewhere like, if they have a 
strong brand and they are good at communication out and then yeah I would follow them.  

C: But that is because your personal interest? 

L: Yes 

C: Again if you are satisfied with an experience you have with Norwegian Airlines on, or we actually 
mentioned that, you actually mentioned that if you were satisfied with an experience on Instagram with 
Norwegian Airlines that would not necessary make you brand loyal?  

L: No 

C: What type of people do you think uses Norwegian Airlines? 

L: Instagram page or just the company? 

C: Just the company.  

L: I think a lot of students because it is so cheap and also like short distance, if you travel short distance or 
frequent flyers that travel short distance, I think they are mostly relevant if you want to fly not to long 
distance because they might want to choose a company that has a better service.  

C: Do you think it is the same people that use their Instagram profile? 

L: No, I do not follow them on Instagram, probably the same people that use Copenhagen Airport. 

C: So that the people you mentioned you think uses Norwegian Airlines if you can relate or identify, you 
said students, so if you can relate or identify yourself with the people you think uses Norwegian Airlines 
would that make you more loyal towards their brand? 

L: Like if a lot of students use? 

C: Yeah if you can relate to the people that you think uses the brand or identify yourself with the people that 
you think uses the brand.  

L: Yeah of course then I would…  

C: Would that make you more brand loyal? 

L: Yeah I think so yeah.  

C: Also is this case? 

L: If we have the same interest or if we, then I would think okay I can identify myself with this girl so if she 
chooses this airlines it might be a good solution for me too or something like that.  
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C: The people that you see in the picture [Showing picture B10] are those the types of people which you 
identify with Norwegian Airlines? 

L: Well yeah on board I always have a good experience I think mostly, I cannot really think of any bad 
experience on board. But after, the service from the company itself… 

C: The customer service? 

L: Yeah the customer service it is not what I see on the picture. But they are always nice on board.  

C: So look at all five pictures uploaded on Instagram [Showing picture B9] would these five pictures have 
any influence when you are purchasing their services? 

L: Yeah, if you know they have a lot of departures then I would, it makes it more flexible to me and then I 
would probably choose them another time.  

C: Would these pictures create some kind of expectations? 

L: For my next flight? 

C: Yeah or for the next time you are interacting with Norwegian Airlines? 

L: Yeah I would expect a really happy staff and helpful staff and good service, but it is not, but what I have 
experienced before it just not always what… 

C: What the pictures reflect? 

L: Yeah.  

C: Well that was Norwegian Airlines, so now we just need Radisson Blu Hotels.  

L: Okay. 

C: And we will start with their Instagram profile, have you seen their Instagram profile before? 

L: No 

C: We will start with the profile text [Showing picture C1] what do you think about it? 

L: I also like that it is very short and precise. It is almost like a fashion company like “Iconic, stylish, 
sophisticated, new Radisson, new blue”  it something like, something that you will remember also that they 
use the new some word new Radisson, new blu. It catches your attention again.  

C: Do you like this approach more laid back approach where they are not trying to sell you anything? 

L: Yeah I like that.  

C: So this profile text would that have any influence on your experience with Radisson Blu Hotels on 
Instagram? 

L: I have never seen their Instagram page before, so I cannot really tell.  

C: What about just by reading the text?  
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L: If it will make my click on their page or? 

C: Or if it kind of creates some expectations again to what kind of pictures you would see? 

L: Yeah it signals that it is professional and they know what they are doing, there is a strategy behind it, it is 
well thought through.  

C: Let me show you these two pictures [Showing picture C2] would you comment on these pictures if you 
saw them on Instagram? 

L: I do not if I would comment on them but maybe I would like them.  

C: If you can read through the comments [Showing picture C3] then I would ask you the question afterwards.  

L: [Reading through the comments] yeah.  

C: Comments like the following would that have an influence on our online experience with Radisson Blu 
Hotels? 

L: No they do not say that much, they are just like “wow” “Get me there”, not it does not say that much.  

C: The next picture [Showing picture C4] if you can read the comments. 

L: [Reading through the comments] yeah.  

C: What about you loyalty towards Radisson Blu Hotels would some of these comments have any influence 
on your loyalty? 

L: Yes I like that, here they actually reply back to the comment, I really like that, and also in relation to that 
they also take some really nice pictures which I really like as well. So from looking at this I would, it will, 
yeah I think it will affect my, I would maybe consider Radisson Blu next time and want to stay somewhere.  

C: So these comments could defiantly change your mind towards Radisson Blu Hotels? 

L: Not only the comments but also the pictures.  

C: Look at this pictures [Showing picture C5] what level of quality does this picture express? 

L: Of the quality of the company you mean or? 

C: Yeah or just what you see. 

L: It seems like they are very international that they are, it is defiantly not Denmark so it seems like it is, I 
know it is a chain and it is around the whole world.  

C: So that reflects quality for you? 

L: Yeah it seems very like professional and global.  

C: [Showing picture C6] what level of service from Radisson Blu Hotels? 

L: It looks very clean but of course it is a hotel room, still some hotels do not get that, and I like that they 
have Danish design “The Egg Chair”.  
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C, Does that say anything about the service do you think? 

L: I do not about the service, but it says something about the company, that they, also like Copenhagen 
Airport, they represent Denmark, that they include Denmark, because Denmark is really well known of 
Danish design and it also tells you that they like high quality and they want to provide a really got service to 
you.  

C: What about the third picture [Showing picture C7] what kind of experience would you expect from 
Radisson Blu Hotels by looking at this picture? 

L: [Thinking] it looks nice, it looks really nice. But you do not really see the people, but it seems like they 
are so international and everywhere. It looks really high quality to me.  

C: What if you could see more people in the pictures? 

L: It would be nice to include more people I think because it does not say anything about Radisson itself, it 
could be a picture from me, I could have taken this picture also. But it is a nice picture but it would be nice if 
they included people.  

C: So when you are looking at all three pictures here [Showing picture C8] do you want to buy some of 
Radisson Blu Hotels’s products 

L: Yeah I think I would. 

C: The pictures appeals to you? 

L: Yeah they do defiantly. 

C: Do you that these pictures have a little bit more wow effect than the two other companies? 

L: Yeah defiantly, they look more professional and if, especially if you are going for a business trip, I think it 
would be ideal. But not, yeah it depends on what kind of vacation of course, or what your purpose it for the 
trip. But defiantly for business and this one looks more like maybe family, couple vacation but not if I was 
going with my friends then I would probably not choose Radisson, it depends on… 

C: Price?  

L: What the purpose is for the trip, yeah and also price because I am a student right now.  

C: Looking at all five pictures [Showing picture C9] do you see a connection between the pictures?  

L: Yeah I do. Again you see the hotel from outside, you see the like… there is a really good connection. You 
see it from outside and you see the hotel room from inside and then you see what you can get and what kind 
of food they serve and what places in the world they are located, so yeah I would say that.  

C: Do you think that the pictures indicate reliability?  

L: Yeah [Thinking] I do not know what like… 

C: Is there a certain picture that makes you say that or is it just the overall? 
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L: I think it is just the overall, it has a really good connection, everything makes sense, and it draws you 
attention.  

C: So you feel more drawn to them by looking at these pictures? 

L: Yeah 

C: How well do you think you know Radisson Blu Hotels? 

L: Not that well, because as I said I think they are more appealing to either business people or maybe you, 
not students because what I feel that they have there the prices are a bit higher than usual.  

C: So based on what you have seen so far what can Radisson Blu Hotels do for you in order to get a better 
experience on Instagram? Include more people in? 

L: Yeah maybe that, but also I do not know if they want to appeal to more students, but I do not think that is 
their segment, so I do not know it if I would go in and like follow that profile. So maybe if I, when I get a 
full time job or… 

C: So say that you were not a student what could they? 

L: Yeah beside from include more people they, what else could they do, the same thing as like include 
maybe some more interactive activities with the followers. Some kind of, I do not know, competitions or 
some kind of, I do not know if they have does member cards or something that you can collect points. But 
something like that, that includes their followers more.    

C: So based on these five pictures [Showing picture C9] do you think that pictures give you a positive 
experience with Radisson Blu Hotel? 

L: Yeah they do 

C: And would you be more loyal towards them by looking at these pictures? 

L: No the pictures would not affect my loyalty; it is more want they actually do. If I had a really good 
experience with them before then I would probably go back and use them again. The pictures do not really; it 
is just like a side promotion or what you call like to the brand, it is not like what will affect me the most.  

C: So their, in general, activities on Instagram does not have that big of an effect on your loyalty?  

L: It depends a lot I think on the industry, it is not all companies are meant to be on social media. So it really 
depends on what kind of industry you are in, I would say.  

C: So what type of people do you think uses Radisson Blu Hotels? 

L: Like I said I think mostly business people and people that like have a proper work and also maybe here it 
signals that it could also be a couple in their late twenties, thirties, forties around, but not for younger people, 
I do not think it is their target group. But I really like that they also focus on health.  

C: So if you can relate to the people that think uses Radisson Blu Hotels would that have an effect on your 
loyalty? 
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L: Yeah the same as I said with Norwegian.  

C: So when you can relate and identify with somebody that uses the brand that… 

L: Then it would defiantly have an effect on my choices. 

C: Do you think it would have a more effect than your experience? 

L. No not more but it would defiantly also play a great deal. Because well if I have not used the brand before 
it would of course have a greater say. But if I had tried the brand before then I will just base it on my own 
experience.  

C: And that again is not experience on social media?  

L: No 

C: The object that you see in the picture here [Showing picture C7] those the types of objects which you 
identify with Radisson Blu Hotel? 

L: Yeah very, it seems very clean and professional and that everything is structured and they are very 
professional and yeah high class.  

C: So you said that your loyalty is not, you do not base your loyalty on companies’ activities on social 
media. What influence your loyalty towards a brand? 

L: My whole experience from everything. If we take Norwegian Airlines, I had a really bad experience with 
them actually when I flow back home from New York. The flight was delayed four hours and then I went 
talking to the staff at the front desk and they were really rude and they did not give you any information at all 
and from that experience I was really like, I was considering if I want to fly with them again but still if it is 
still short distance it would be okay, but I actually wrote them a mail saying that it was not okay, I really had 
a bad experience with you beside that I used to have, I never experienced that before because usually I had 
great experience with Norwegian Airlines, but from that experience, it actually made me think another time 
if I wanted to choose that company again. 

C: So your overall experience or the whole experience has an influence on your loyalty? 

L: Yeah 

C: So also the way they handle your complain afterwards? 

L: Everything from what they communicate out to… 

C: What would you say social media or Instagram what part would that have in the whole picture, you said 
everything they communicate out? 

L: Yeah 

C: Is that also on Instagram or?  

L: Yeah of course it is also on Instagram.  

C: So if you look at it in the whole picture how much influence do you think? 

242 
 



L: Not that much at all, everything is about what you, one thing is what you say but you also have to, it looks 
really good on the pictures I mean but if you want to, they also have to give the customers that experience as 
they express on the pictures in real life. So it does not matter if you have really nice pictures you still have to 
perform well in real life.  

C: So you can say it is actually kind of dangerous for companies to upload pictures or to use Instagram 
because it sets, it gives you some expectations.  

L: Yeah it does, if you have not used the company’s service before, it certainly gives you some kind of 
expectations and if the company cannot like… 

C: Deliver…  

I: Give you… deliver that, then it could be really hurtful for the company.  

C: Okay my last question is just take a look at all five pictures here again [Showing picture C9] and if you 
saw these pictures on Instagram would that have any influence on your experience when you are purchasing 
Radisson Blu Hotels’ services or when you are going to interact with them? 

L: Yeah you mean if I would use their services at all or? 

C: Yeah if these pictures have an effect on you? 

L: Yeah defiantly they have an effect, also I really like that they also focus on health and it is not only about, 
it is not only, they actually focus on lifestyle I would say, like the whole. They are not only selling one 
product they are selling like the whole… 

C: Package… 

L: Package, they are selling a lifestyle and that is really important I think.  

C: So if you saw some images on Instagram and if they had an effect on you, you will remember them and 
take that with you when you are… 

L: Yeah I will defiantly 

C: Either when you are deciding which hotel you are using or either?  

L: Yeah I would.  

C: Okay, well thank you so much, I do not have any other questions.  

L: You are welcome.  
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Appendix 5 
Statements leading to keywords:  

Servicescape 

“it’s pretty descriptive of what you can expect and how you can use it yourself so pretty okay.”  

“their hashtags I would be prone to click it and see what is there, so yeah using hashtags.”  

“ I think it is a pretty useful media so using humor, well that attracts me at least so that would be good.” 

“It is very short and precise maybe a little bit boring” 

“ they could spice that up a little bit,” 

“They are trying to get people to share their photos with them at their hashtag but that does not really appeal 

to me. “ 

“ it does have an influence on my experience it is not… I would not say it is negative… very negative but… 

I mean it does not have a positive experience.” 

“Well it is something that catches my attention but also states… I guess states that it is the official account of 

set the company or a person and something that I guess that has a little bit of bite in it. “ 

“standard boring” 
 
“Yeah… but it is very standard because it tells you to share photos and use the hashtags they created so it 

is… yeah it is what you do on Instagram.”  

“But in fact I think this is a… perhaps boring is not the proper word. But it is very standard, give them… 

yeah give them some hashtags and tell them invite them to join this community.”  

“well it is very short and precise. Yeah I think it is what I would expect from a company like professional 

company. “ 

“No, it does not make me feel any different or it is all about Copenhagen airport.“ 

“Well if the words are catchy and the phrases are catchy. Yeah if… I mean obviously it also depends on what 

kind of company it is, but if maybe a bit of humor and… yeah that would sort of catch my attention. “ 
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“I think it is appealing; it tries to connect with the users because they like “We will open up our airport for 

you”. I think they try to appeal to you in a personal way and say okay if you do this we will open our arms 

and hug you.”  

“So I do not know, maybe if I had read it and I was considering flying into Copenhagen Airport.” 

“I think that is a good profile text, I think it is personal and I think instead of saying “We will show you 

information about out airport and show you pictures” it says “We will open up” and I think that is a good 

phrase to use instead of using more informative phrases, it is more appealing and… appealing to the feelings 

I think.”  

“It is okay, I do not… it does not do that much to me at all. I do not think that much. I do not… when I read 
it, it is like “okay whatever”.” 
 
 “Not really, I do not think so.“ 

“Yeah it is pretty much standard, it is like yeah okay that is one company is saying that and yeah.”  

“Maybe if they talked more to me. Or made me think about something. I cannot tell you what right know, but 

if they had a catchy headline or did something, maybe I would think more about it. I think that is important 

because we get spammed with all this advertisement in our would, so maybe if it is more catchy, that would 

help a lot. “ 

“Yeah what I said, yeah if it is catchy and make me think about something. Yeah and it talks to me, I mean 

not just in general, but if it talks to me in… yeah and I got some emotions out of it.”  

“If it gave you some kind of value?” “Yeah exactly.”  

“Actually the first thing that comes to me mind is, I do not know if I could be bothered. Like are they just 

going to bombard me with ads if I follow them.”  

“Not in general, it is not that I am thinking negative of them because of that.” 

“Yeah but I think something that does not demand any active actions from me actually.”  

“Well that is always a fine line because then you can also something think “okay now you are to close”. But 

yeah the more personal it gets the more it speaks to you.”  

“Well it is very short and precise and it shows that they want to include the what you call their customers or 

their users, because they are like “Follow us and we will open up our airport for you” and they also to, they 

are interested in the followers, the users pictures and the users life.”  
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“I do not think I would use it actually, because that is not really, when I go to the airport I just check, if I 

need to check something like departure times or arrivals then I just go the website, I do not use Instagram for 

things like that. I do not think I would use it.”  

“A good profile text, it is something short and really precise, but also something that shows that they want to 

include the user somehow. Maybe something that awakes your attention in some way.”  

“commercialized” 

 “it is not personalized in any way so.”  

“I do not expect… great customer service… or a personalized Instagram account even though by the photos I 

can already see that it is more personalized than Copenhagen Airport.”  

“I think it is an okay, a good profile text. It tells me something about the airline and it gives me value in that 

they tell me that they offer free Wi-Fi on, on the majority of their flight. I do miss that it says that it is the 

official Instagram for them. But I think it is a good text.”  

“so they do provide some value in their text.” 

“I think in contrast to Copenhagen Airport this looks more like a business company telling why you should 

by tickets from them. It is not the whole share your experience, it is just buy some tickets because we give 

free Wi-Fi, so it is a more business approach to Instagram I think. It does not tell me that this is some kind of 

a community like Copenhagen Airport.” 

“From this I tells me that by following Norwegian… I think there will be mostly offers and yeah selling, they 

would be selling stuff on this Instagram.”  

“No, but because this atmosphere is very friendly and cozy and I would join this community if I could. And 

perhaps I would just change the front page… and… yeah” 

“I would say it is very short and straight but also it… you get the feel that they are trying to sell instantly.”  

“Is that… do you feel that it is negative or positive or… it does not matter for you?” “No it does not really 

matter. But it does say that in the text.” 

 
“I think it is defiantly more informative. I like Copenhagen more, cause it is, this is more business and facts 

showing instead of focusing on an experience, it is like…” 
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“Yeah it is more bullet point and yeah more informative, and I actually think it is too informative. [Thinking] 

I think low-cost carriers that is because it is a business case and that is what they focus on. If you take SAS 

the text would be more on service I think. It is “fedt” good with Norwegian, but it does not appeal to me at 

all, actually.”  

“When I compare them I would say Copenhagen Airport has a more positive one, it is just neutral, it is not, 

okay then I would try to look at what is the first maybe largest low-cost airline instead of, because you are 

the third and okay you offer free inflight Wi-Fi but is it one of the planes I am flying with or maybe it is not, 

because it is only the majority of your planes. But not a negative one, but it would just be “ 

“But I like the picture, it is welcoming, it shows people, it shows service. But it does not fit with the profile 

text at all.” 

“well it is okay, there is a lot of information and text: it is the third largest and it is low cost. They offer this 

and this. It is very informative, it is not catchy it is not wow effective I get from it. It is very informative.“ 

“No it would be like “okay that is who they are” but no it would not change anything.”  

“it is very informative, I mean it is not very personal. It is just neutral, I think informative. But of course they 

are selling, I mean they are selling them self in what they are best at, I mean what is their, they are the third 

largest and what they offer.”  

“Pushy.”  

“No but I think that is because I expect more, that I would expect more from them because they are, what I 

would call, a normal company where Copenhagen Airport, I think a lot of people do not see that as a 

company but more as a service institution, they have to be there so I can go and catch my flight, where this is 

an airline among thousands of others. So I expect that from them.”  

“I think because it is not very personal so it is just information, that I can easily forget again, yeah thank you 

for telling me. Yeah of course if I have to go in a month from now go book a ticket it might pop up.”  

“Yeah because they have the low-cost, I mean in the text they say low-cost.”  

“I like that one cause it draws me because it says that “We offer free inflight WiFi”, then it might attract the 

user to, okay then I actually maybe want to fly with this company. And I actually did not know that it was 

the third largest low-cost airline so yeah I like that profile text.”  

“Well I do not follow Norwegian Airlines but it defiantly catches my attention.”  

“very minimalistic” 
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“I mean that would be right around the money” 

“not very informative” 

“It is very short, and it does not really tell me anything about the company. It tries to give… it gives me 

some words that I suppose to make my think for myself, I think, about the company. But they do not really 

do anything for me.”  

“Does this profile text have an influence on your experience with Radisson Blu Hotel on social media?” “I 

guess it does… but it is not in a necessarily good way.” 

“Yeah it is quite different, it is very simple, it is very heads on… it is… all these words are very, it gives me 

some kind of feeling that that I am going to look at a very high quality very… high quality company.”  

“Right now I am expecting to see very stylish pictures with very much filter on it and just with no people on 

it, just their buildings or chairs or environment pictures or something.”  

“Yeah it is, as I said it is just pictures of the environment. What you get at these hotels. And yeah I think that 

the food one is very… what do you say… I can see a person taking this picture having used a lot of time to 

arrange this picture. And that is what I am feeling… and the first one does not have any people on it, it is 

just…” 

“Yeah well that is kind of cool because it stands out and yeah they are sort of very self-ensured”  

“I would probably expect something a bit different from them. I mean like compared to the other two 

companies.”  

“Because they sort of have a different approach I suppose. Well they sort of promote themselves in a 

different way like in their profile text.” 

“I think it is short and the more pit pointing what they what to show and what they want to say and how they 

want people to see them.”  

“I would defiantly expect to see pictures which are stylish, sophisticated and iconic.”  

“I like it, I like it is very spot on, it is easy to read, I think the other two very… it was tough to get through it, 

especially the first one. But this is easy, I do not have to think I can just read one word by word.”  

“Yeah it is spot on. It is very good. So it is positive?” “Yeah” 

“Yes it is. It is… actually it reminds me a little bit of “Mad Men” you know, you could see Don Draper put 

those words down, so very business-like. I am thinking not me.”  
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“I would expect something a bit glamorous when you walk in there.”  

“I guess I would expect them to, not only when I walk in there but also on their social media, to be very 

exclusive and business-like.”    

“I also like that it is very short and precise. It is almost like a fashion company like “Iconic, stylish, 

sophisticated, new Radisson, new blue”  it something like, something that you will remember also that they 

use the new some word new Radisson, new blu. It catches your attention again.”  

“Do you like this approach more laid back approach where they are not trying to sell you anything?” “Yeah I 

like that.“ 

“Yeah it signals that it is professional and they know what they are doing, there is a strategy behind it, it is 

well thought through. “ 

E-Word of Mouth 

“Well tacking people and making it more personally also makes them more personal and the fact that people 

interact with them it makes it more personal and if you are able to get interaction with the customers, it is a 

much more lively media and I think so also more creditable.”  

“they are responding to whatever there is being writing also makes it more creditable” 

“if your customers comment it increases customer loyalty in my opinion if you also answer”  

“They probably would if they were negative or very positive but here they are kind of intern and these would 

not have an influence no.”  

“They do not because they do not… they do not really speak about the company I think… I mean they could 

be negative or positive about the company but here they… yeah. They do not really tell me anything I need 

to know.”  

Well if there are negative I would try to steer away from the company. If they are positive I would probably 

consider them a better company.” 

“As I just said if they are negative or positive.” 

“But if the comments… again if the comments were positive or negative that could have an influence on 

your… that could change your mind about the company?” “It could. I mean it would depend on the comment 

but it could… And their response to the comments could also change my opinion.”  
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“Yeah because all the comments are very positive and I think it is cool that they take pictures from users and 

use them and credits… yeah and credit the user who took the picture. And it is… I think that follows their 

initial statement that they want you to share Copenhagen Airport.”  

“Yeah because from these pictures it seems that people like Copenhagen Airport, so yeah there is no bad 

experiences in these pictures.”  

“Would you say the other way around if some of the comments were negative would that? Yeah it could 

too…” 

“Well I mean like, in this case, they say, they get very or they get personally in the sense that they use their 

profile viewers with their own photos. So if I were to follow them and they used one of my photos then yeah 

I think I would comment on them as well.” 

“With Copenhagen Airport?” “Yeah. No not really.” 

“Yeah well. I suppose that might influence in a more negative way I suppose yeah.”  

“They would not send me in a negative direction no.”  

“Yeah if there was a lot of them and it was the majority of the comments were negative, then I would 

probably think again… about Copenhagen Airport.”  

“Is it the same away around if it was positive comments?” “I think so yeah.” 

“I rarely comment on pictures.” 

“not those comments. I think some comments would have, but not those ones.” “Because they are very 

neutral or?” “Yeah… maybe the one where there is something funny in it like “it is me with the camera in 

front”. But yeah not the other ones. I think it is to general.”  

“I think it is a good thing that they actually answer the last one. That shows they care because I do not use it 

that much I do not think that would influence me because I would not see it actually. But I think…” 

“Yeah if I saw it on another social media I would think that it is a good thing that they actually just… not just 

upload a picture and then does not care about it and say “okay now people can just write what they want and 

we do not care” but they actually answers and responses and like say “it is good to hear”, “we love that our 

users are showing pictures” and they reaches out in a personal manner and not just saying yeah “thumbs up” 

“Fine” it is good” but they actually write to people, so yeah it would.”  
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“No. More the… if it should then it should be the comment from the airport. It would change it if people 

wrote something like “it is always good service in the airport” and “I love to be greeted in this way or” that 

would maybe change it, because then people would actively show that it is a good airport. So that would 

change it. But more the comments from the airport.”  

“so I do not how it works but I think the most important thing when you communicating it that you get their 

attention by the pictures.” 

“No I do not think so; I mean I would scroll further on.”  

“Yeah because then I would think about what they say and maybe if they say something good about the text 

or someone said “Super”, then I would say “Yeah okay that is pretty cool” and then it will make me think 

even more about it because every the comments and if they are very unhappy with something I would think 

okay I do not agree with that. That makes me think more about it. I am sure. “ 

“I mean, if it is a company I do not that much the negative comment or the positive would defiantly have an 

influence on me. But with Copenhagen I am pretty… I know what it is all about and I know the company. So 

then I would be more like “okay I do not think so” or. But I would never comment because someone 

comment negatively, I would never say “That is not true because of that and that”. Copenhagen Airport does 

not mean that much to me. But defiantly it would have an influence on me.”  

“No not really, I mean I have to use Copenhagen Airport when I am going somewhere so I cannot… I cannot 

really choose not to support it. So not really.”  

“Maybe if it was more important I might say. If it was something, a big deal, or something I head on the 

news and then I saw picture or a text with a big news stuff, whatever. Then it might have an influence on me, 

but…”  

“Not other peoples’ comments?” “Not really, no.”  

“Unless it is a contest, then I can comment if I know if there is something in it for me.” 

“I am not sure. I mean I do think that it does make them more… well I think I would feel that I am more 

familiar with them; it is more personal because you can… what they write you can sense that okay a person 

is sitting and writing that.”  

“Yeah of course, I mean it depends on the subject, if it is just, I know where everybody is happy and saying 

good things I tend to just scroll over them, but if someone is saying something negative, then I get more 

catch by them and then I have to see where does this discussion go.”  
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“I: I do not think so because, I live in Copenhagen, so I would not have any… well okay I could go to 

Malmö but then I also have to take the train or go by the bridge, so it is like monopoly.”  

“I: It could, of course it could, both make me think more and less depending on. So of course yes.”  

“Does it have any influence that you really do not know the people that are commenting?” “No I do not think 

so.” 

“Well it shows that they really do a great effort to include the users. That they find them really important to 

them. But I do not, I still do not think I would use, that I would follow the site.”  

“L: Of course it shows some kind of loyalty to the brand also… I mean…” 

“Yeah well I mean in some way of course it has an influence on, okay if I see a lot of good ratings on the 

company then I would like be more, then the company would seem more trustworthy to me. So yeah 

defiantly I would look at the comments.” 

“Yeah because it is more trustworthy when it comes from the customers themselves compared to the 

company.”  

“It depends, if I had a really bad experience with Copenhagen Airport then I do not think those comments 

affect my experience, but right now no I think they are kind of neutral.”  

“All the positive things you know kind of scoops in the background but that one negative thing” 

“I just assume that of course the customer service is lousy.”  

“I do not think I go there to get a confirmation about other people opinions or that way I think I would go 

online instead on the computer and check out other” 

“see the negative comments more than I do the positive” 

“and they received bad service so I think I would have an overall negative experience with these comments.”  

“J: [Thinking] No… I do not see them responding to any of the comments and… which I think would be 

important for me if I had to make up my mind about them and some of the comments are a little bit negative. 

Some of them are… a little bit positive but… in general no.”  

“It would depend on their response, if they responded professionally and… yeah in a way that I liked. 

They… I mean… I could have, they could have a positive effect on me and raise my opinion of them but 

however if they responded… unprofessionally that would defiantly have a negative experience, very 

negative. Be negative for my loyalty towards them.”  
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“In general… If they were very negative or if they responded in a good way yes.“ 

“Perhaps but only if I just had flown with them. But not just from the picture I would not say, perhaps I 

would give it a like but I would not say anything.” 

“I think it is pretty cool that people just comment positive on the picture. The first one with the uniforms they 

just say “Cool uniforms”, and “Congrats with the new airplane” but I do not think that the negative ones… 

are suited for the picture, it somewhat falls out of this context.” 

“So you do not focus on the negative one?” “No I do not… because it is not a part of this online context with 

the pictures, I would say.”  

“I think that the positive ones uphold this loyalty and would uphold me loyalty because it is very positive and 

it is a part of this community and this context that… yeah so it would, and again there is some small negative 

ones… it would not do anything for me because personally I think these negative comments are out of 

context”  

“Yeah they could, I think they could… because there is some very positive comments from some random 

guys… And yeah it would, it could.”  

“it just seems like the people commenting are people working for Norwegian which makes the reliability a 

bit, seem a bit low. Since it is not like happy customers or which is customers in general.” 

“And I do not know but it seems… the negativities sort of pops out stronger than the positivity does.”  

“No not in a negative way.”  

“But if there were a lot of negative comments that could?” “Probably yeah” 

Well if there were lot of comments about people who have experience a lot delays and like their bad 

experience with Norwegian. And I think I would probably hesitate to fly with them.” 

“I actually think the first one is a bit confusing for me it is like okay somebody has a very good experience 

and somebody think it is a lousy. And I am actually more drawn to the lousy comment. Even though there is 

more happy comments. But if you think about it people are more likely to say the negative things so, it 

should have been different but it is not, it is like it is lousy and okay” 

“Yeah it does, and even though in the last one like people are congratulation them with their airplane it is 

more… the last comment who is like okay that is, I know it is not their fault but it is pretty lousy. But maybe 

at the first one I would actually think that okay it is a low-cost carrier so what kind of customer service could 

you expect, but the last one is more like okay, that is very lousy.”  
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“The first one it does not matter at all. The last one I think it is very nice, I think it is, I like the comments 

even though there is one negative it does not overrule the positive ones, because you have, and it is also 

because the picture you have people on it, they seem friendly and they are just doing their job, so I think, 

people like, like the last comment should stop and try to blame it on somebody who does not have anything 

to do with it, and I get more angry on him than on anything else. The first one it does not do anything.”  

“I actually think… that it would not. The comments on the other one could change it in a negative direction,” 

“If somebody wrote that your plane always crashes. Then it would defiantly have a negative experience.”  

“So yeah… I think it could more be when you are having something which is more… very competition 

driven on prices and you have a lot of suppliers and you do not focus on quality then there is not a lot of 

negative publicity which is needed to bring it down. But if you are focus more the quality for example Thai 

Airways, where you always get good service and good quality and they try to sell it on than, they can handle 

more negative comments because there is so many who has getting good service, so I think if you are on the 

line of what people will accept and not expect but accept as a zero. Then you do not have a lot to tip it.”  

“But I actually also look at the comments and Norwegian did not post anything on it, so I also think that this 

says something about like they did not comment at all. And I did not expect them to, I had being surprised if 

there has been a lot of comments from Norwegian.” 

“Again I do not comment on pictures like that, but if I would it would be “wow happy faces, it is nice” It is 

nice to look at happy employees, you hear a lot also from Norwegian that people are unhappy working there, 

I guess that would make me think more positively about the people.” 

“Yeah because if we take the first picture, it is like: Oh yeah it is actually poor service sometimes. It makes 

me think about something when I read through the text defiantly.”  

“The second indeed I think it is… the last comment with the delay and stuff I think it is, well a meal does not 

make up for anything, and I would agree and I would think “Wow okay that is bad service” I have to get 

somewhere at a certain time, maybe I would not use them because I cannot really rely on them.”  

“So the comments actually have a little bit of a bad influence?” “Yeah I think so defiantly.”  

“Well I would still travel with them, and I mean it is cheap and I am a student and I think a lot about what I 

am paying and… so I would not as they suggested one of the comments used this instead of SAS because of 

something, but I would still use Norwegian.”  

“So you loyalty is based on other criteria than peoples’ comments. Yeah defiantly” 
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“I do not think so, maybe if it was something horrifying. Yeah I read somewhere that the employees were 

treated really bad and their salary are lousy and if that is true I would… I would not be happy flying with 

them but I would do it anyway because it was cheap.”  

“I: No I do not. Only, yeah you said only competitions?” “Yeah only competitions” 

“then I got catch because someone is saying bad customer service then I think okay, then I also think it is 

interesting now to see what does Norwegian Airlines reply to that”  

“The negative would. The positive is more, I do not know, I always you know, if I see an Instagram on 

Facebook and I read quickly the comments, I do not know. I think it is because for me it is unpersonal, I 

mean we do not know each other they are a company and I am a person. And I am always like why do 

people bother to spend time commenting, that is for me very… yeah it is just weird for me in my world I am 

like why want I comment on something when I do not know the person. Yeah the negative I will…” 

“So the negative comments kind of overrules even though there are more positive ones?” “Yeah they pop up 

more in my eyes.” 

Yeah if they, and that depends okay, and of course, well they probably do, but do they manage to reply in the 

service minded way or not” 

“this guy who is really complaining and going into details, of course this is not the right place to do this, 

there could be a complaint department he can do that. Even though I think he is stupid to do that here, if they 

just answered in a rude or short way that would make my experience with them bad or my perception of 

them bad. Even though I know he is being a fool to start this discussion here but still I would expect them to 

be professional about it.”  

“that he is saying something negative about his experience with Norwegian does not make me think worse of 

them. Well not in that situation. It is more the way they respond to it that matters for me.”  

“Yeah exactly because I think a lot of times people are just so unprofessional when they write something 

negative and that you know, I just think it is funny to read the negative comments. All the positive is like 

back-clapping all the time, it is like, yeah I do not know, but the negative ones are just more… entertainment, 

good entertainment. “ 

“But what if there were more negative ones than positive ones?” “Yeah then it would make me start 

wondering okay what is going on with Norwegian.”  

“found two tickets that was exactly the same price then if I heard a lot of bad things about one of them on 

social media and good things about the other for instance Norwegian, then I would choose Norwegian.” 
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“Yes I would make, I do not know if it would make a difference when I actually go buy the ticket. But my 

opinion about them would be shaped by… if there is mostly positive comments over welling positive 

comments. Because then I of course I would think okay it sounds like a good airlines, really friendly staff 

and stuff like that.”  

“But you said for you I was also important that they replied back like they have an interaction.” “yeah 

exactly, that they just do not reply.” “So do you, yeah you actually, I think you answered that it is a little bit 

more important to you than just random comments from strangers?” “Yeah.” 

“Not really” 

“Again I just think all these comments, I do not know, I am very atypical but I am like who cares what you 

think. Of course Norwegian cares about what their customers think but I am, why does everyone else has to 

know what you think. For me that is just so, it does not really matter what other people think. Yeah of course 

if I have to buy, I would like to know, of course, if it is a popular airline. Again I just do not… “ 

“But in a social media context?” “Yeah context it does not really no. I am like why, I do not care if you are 

travelling with Norwegian through Kastrup tomorrow, I do not care, I mean so it is just a lot of, to me, a lot 

of crap the comments.” 

“I like that they, actually they keep both the negative and also the good ones because it makes them more 

transparent and trustworthy actually but I do not like that they do not really get back to the customer, they do 

not reply on that comment. There should be more interaction with their customers.” 

“So if they replied back that would give you a better experience?” “Yeah. But yeah I like that they just keep 

it as it is.” “Because you mean that they could easily just delete?” “Yeah they could, I mean it is online and 

you can so easily just to go delete all the negative and keep all the good comments which would seems like 

oh they like the companies, it is perfect.”  

“Yeah of course I would be more. Some of the negative comments I would of course, because people are not 

writing negative comments if they do not have anything, if there is no hold in what they say. Defiantly I 

would maybe somehow look further into it if I do a research and if another airline company is maybe a little 

bit more expensive than maybe I would actually choose the other company compared to Norwegian if they 

had really bad reviews. Even though it is cheap, well it depends if I want to travel a long way then I would 

probably use another company because this is just, if I just want to fly from A to B a really short trip, then I 

would not mind just flying with the cheapest company, so it would effect.”  

“So negative comments kind of overrule positive comments for you?” “Yeah because you will rather 

remember the negative comments than the positive ones.“ 
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“Just change what you think about Norwegian Airlines?” “Not from those comments I think no.”  

“Yeah comments in general could but not really in particular those comments.”  

“No… I would… no… not these in particular. I do not think any comments would actually.”  

“I guess… I mean… the hotel business is all about making people feel welcome so yeah I guess if people 

actually comment and the hotel comments back like the guy asked them for pictures from yeah a local hotel 

and if they answer him I guess… I guess but again I do not really use comments on Instagram, it does not 

really have that big an effect on my cause I do not use it commercially.” 

“No… they are people I do not know who make comments that do not interest me. “ 

“Not any of these comments. At least here they actually respond, I see, to the comments and I respect that. I 

do not think it would have any influence on my loyalty though.”  

“Yeah it gives me a positive idea about how to live very luxurious.”  

“Yeah I… firstly I like that they take pictures of a Arne Jacobsen chair, but I like that one of these users say 

something about post some pictures from another hotel and then they answer this person and say “We will 

try to do our best” or something, and this shows me that, they in fact listen to their users. So that is pretty 

cool. And it is somewhat contrast to the first picture which, where I said it that it would only be pictures of 

yeah like it is a picture of chairs“ 

“But they in fact answer someone commenting on pictures of chairs. That is pretty cool.”  

“Yeah it could because already now I am experience another Radisson Blu than I was expecting” 

“I mean I could probably relate to what they were saying.”  

“Well probably in a positive way because they are all very positive.” 

“ No I do not think so, cause they sort of confirm my vision of Radisson. So yeah I do not think it would 

change my mind. “ 

“I could comment on them, but again I do not comment on pictures, but if I should choose a picture to 

comment on, it could be that one.”  

“Yeah it would it is more, it is very positive and that is like okay people other people thinks that it is nice 

then it is nice. Because I also think it was nice. So yeah. The last one that is yeah it looks good but it does not 

do anything.”  
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“it is actually showing what they want from the profile text. And people like it and you know that it is not a 

picture would is not like that because some people has I think has been there or would say it is not like this 

“try another one” or something like that. And I like that they are answering it. I really like, I think I would 

actually more comment or like the last picture. I do not know if you like things on Instagram”  

“I actually do not think it would with these comments more the other ones, but it is due to that it is more 

about both the pictures, which are nice I like the pictures very much. But the picture would have an effect, 

not the comments at all.”  

“If it was negative yeah. Again I think you have, if it was negative and they did not answer. I think it very 

important that people recognize that by having an open profile for people to comment on, that you have a lot 

of positives again, and if you have one negative, it will have an effect and it will affect people and you need 

to respond at it. Because that would also have an effect in a positive way because they show that they care. 

Yeah it would.”  

“Yeah but well, the picture itself especially the first one looks very nice and if maybe the comment would be 

like “this is not at all how is in reality, this is the worst shit ever” they did something on Photoshop or 

whatever, then it would have an influence on me maybe, but all the comments are very positive and the 

picture is positive so maybe I would think “okay they got something going on, and it looks like people like it 

so I would, if I wanted to go there I would go there for sure.”  

“Well I do not always read them mostly I do not actually. But sometimes I think it is fun and if I am going 

somewhere if I am doing something, yes I like to read to the comments especially when I am trying to find a 

nice hotel, I would read them it and it could make me think if I should go there or not. It is way different 

from the airport and from the flight, where I do not care. But here if I want something nice I would read each 

one of them.”  

“No is does not matter. Sometimes I think about where they are from and… I think it is nice if it is a Dane or 

a name I know or…”  

“Yeah because then I know i is not just a computer, sometimes you get the feeling is this for sure or is it just 

someone who are hired to write these text. I think about that sometimes, besides that I do not care if I do not 

know the people.”  

“Yeah if it was comment that was like that is not at all how it looks like, and this is just the suite which look 

like that, the other rooms are very bad and old. That would differently make me think about if this was the 

right place for me to go.”  
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“Yeah I do think that is very good service and they take their time to write back because that is they are 

strategy because they know it is good being close to their customers.”  

“it is hard to differentiate between that. I think it would have an influence on, if… I do not know if it could 

have, I do not know if it would have an influence about what I think of them in their social media approach. 

But it would make me think okay if they have a hotel there I would like to go there of course. But want I 

think about them in the social media from that, I think that they understand to upload pictures that makes 

people want to go there.”  

“not necessarily because what other people think about that picture does not necessarily make me more 

curious about their social media appearance.”  

“Well I am expecting it when you, I do not know a lot about Instagram, but I… Is it not expected that they do 

reply back from time to time? “ 

“If it is not a given that they reply back, and then they do it anyway then that would affect me positively.”  

“Yeah of course, I am going to where ever it is and I see all these positive comments then of course I would 

think okay that sounds good.”  

“I have never done… what I normally do is that I go to one of the portal like hotels.com I see what other 

people have rated, look at the stars how many, but I mean that is not their own personal Instagram, I mean 

that is just on how they have been commented and rated on hotels.com. So I do not think it would pop-up to 

my mind to say “oh maybe I should go on Instagram to see what other people say about them.” 

“I do not if I would comment on them but maybe I would like them.”  

“L: No they do not say that much, they are just like “wow” “Get me there”, not it does not say that much.”  

“Yes I like that, here they actually reply back to the comment, I really like that, and also in relation to that 

they also take some really nice pictures which I really like as well. So from looking at this I would, it will, 

yeah I think it will affect my, I would maybe consider Radisson Blu next time and want to stay somewhere.”  

“So these comments could defiantly change your mind towards Radisson Blu Hotels?” “Not only the 

comments but also the pictures.“ 
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Perceived Service Quality 

“But the quality of the picture I think they could have photoshop and made it a little more visually pretty” 

“high level picture or product oozes professionalism” 

“comforting “ 

“they have a professional approach”   

“A good experience easy with all the signs and I expect that it would be easy to find the right terminal and 

desks and whatever.”  

“it is a very clean environment and… it is almost a sterile environment, it does convey that it is, there is a bit 

of high standard over it, but then again it is hard to see what kind of people there are. You can see one 

suitcase but I mean it is hard to tell that it is at the airport, I would say.  

“Okay so can a high level of quality make you more loyal towards a brand?” “Yeah… if the brand is high 

quality…” 

“Or if it expresses high quality?” “If it is in line with the price I guess it could.” 

“Well I do not really see any service workers or anything but they provide amenities in the form of seating 

arrangements and you are able to look over the planes. So I guess it is as sufficient service, I would be… I 

mean not a surprisingly good but not a bad aggregate service I guess” 

“Kind of a little bit of a hectic experience I guess.” 

“Yes in some way cause they do convey the travel experience, and I, as a lot of other people, see that 

experience as a good one. So in that way they do succeed in awaking my interest to visit them.” 

“Can a high level of quality make you more loyal towards a brand?” “Yeah it could” 

“As a quality in general is what I like about my product experience.”  

“A little because I think when I see the five pictures together they express very different to the… to different 

parts of Copenhagen Airport”  

“Not really… No because I mean there is not a lot of people there. It does not look busy.”  

“Well yeah because I just think like, when I think of an Airport I think of a very busy place. If there is like 

not a lot happing in an airport than you would sort of probably think that maybe the company was not during 

too well or… so yeah. Now I do not see a high quality in this photo.”  
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“Can a high level of quality make you more loyal towards a brand?” “I think so yeah.” 

“Because I rather spend extra money on something good or somewhat good, then less money and then have a 

bad experience with the product or company.”  

“Well you got quite a lot of different people so… that sort of says to me that maybe Copenhagen Airport can 

service different needs and like different types of people. So I would expect high quality of service. Or in a 

higher level. “ 

“Again I think maybe a good experience. But I do not exactly know why it sort of appeals a bit to me. I mean 

again you got… It is a bit of a busy picture so there are a lot of things going on and yeah room for… for a lot 

of different experiences.”  

“I would say yes I think. I mean it does not have an negative influence on me” 

“I think it express poor quality actually. “ 

“It is not sharp or what it is called. It is pixeleret… and there is too much light and, I could actually see why 

they would like to take a picture of this spot if it was a good picture. But it is more like why have this picture 

at all.”  

“Can a high level of quality make you more loyal towards a brand?” “I think either a high level or a quite 

creative way of taking pictures. It would. “ 

“I actually like it more than the other one because they have, they show more the people in the center. But 

still I think it is to dark actually. And I cannot see what, I can see that the people are sitting down and 

relaxing, I think it is a cozy picture and the people look like they are enjoying being there. But I think it 

misses what if I, maybe if it is going to say that it is a cozy airport you can do, you can sit down and relax 

and it is fine. But you do not see the guy who is, I do not know what he is doing, the guy at the desk. But it is 

a cozy picture, I do not like the other one, I like this more.“ 

“I would actually expect it to be welcoming. And that is the thing I said about both the creative one and that 

it is a better quality in the picture. But it gives a lot of information; you can see that they try to help you 

when you are” 

“When you are arriving at the escalator they are already trying to help you and already showing you the 

information to guide you. So I like this picture and I think it is a good thing that it is just not just like an 

escalator but it is done in a good way.” 
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“The second and the third one yes, but not the first one no. The first one actual looks like it is a storage 

building or something in Poland where it is very cold and yeah you do not, yeah it is empty and the… 

yeah… not that one. The other two yes.”  

“I think they are trying to appeal to the feelings more than the other ones.” 

“Yeah they need to communicate what they want, because the first picture I think it is okay to have it 

uploaded because it shows a plane and it is leaving and that is fine. But still the picture three I do not think it 

shows anything, I know it is in the when you arrive to the airport and you need to check-in and does things. 

But it does not say anything, it actual says it is an empty airport and there is no people so why come here.”  

“I think they are missing like to have a clear line of what they upload and what quality to make it more okay” 

“It is very bad quality defiantly. It is hard to see what the hell is going on, and, yeah of course I see it, but it 

is very bad. Actually Copenhagen Airport is very nice airport but it makes it look old and grey and boring.”  

“Yeah defiantly because it makes me think that it is a good company. It defiantly has an influence on me, 

and it makes me think that they are helping in some way. I do not know have to express it.  They have 

something going on, it is a good company, and it is modern and trendy. So it has an influence on my 

defiantly.”  

“Well the service in the picture are not that good or maybe it is just because they are taking the picture with 

the window reflecting of the light reflecting. But it looks very dark and it looks like they should do 

something about their… that is instead of playing with lights. So if it is they want to express something about 

the service it is very bad and I do not way it is there at all, it does not look that nice in anyway, so poor 

service. I know that the service is quite good but from that picture it is not that good.”  

“Experience… wow… good question. I think it is… it looks like something big. It is a pretty cool picture 

actually. It is like something is going on here; it is like, it makes me think about Time Square in some wired 

way. It is just you know with all the lights and the colors and I do not know why, but it is pretty cool. It is a 

big think or yeah.”  

“So defiantly a positive experience?” “Yeah defiantly a positive experience, it is cool, very cool.”   

“Yeah because of the last picture. I think that the two first pictures are very bad and I do not what the hell 

they are doing on Instagram really, but when I look at the last picture. I think it is very cool.”  

“If you had some text connected to the first… now you said you really do not like the first two pictures. If 

you had some kind of text connected to the pictures, would that help?” “Maybe because then I could have an 
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explanation why it is so bad. So maybe because there must be a reason why they uploaded those pictures.  

Maybe it would make me understand.” 

“Well I do not know about the quality of their service because it looks like it is very different from each day 

or from each picture.”   

“Not very high level. It is krynet.” 

“It seems… now I have been there lots of times. I would say that if I have not been there, I would think okay 

this looks like a clean and very modern airport.”  

“Yeah. It just confirms my experience with the airport.”  

 
“Can a high level of quality make you more loyal towards a brand?” “Yeah defiantly.”  

“Well when I am seeing this picture I am thinking a little… you know… high service level, business like.”  

“By looking at this picture, a little bit… confusing maybe. When I look at it from here, and if have not been 

there, I would think maybe it looks a little… uoverskueligt, but still they have a lot of signs saying where to 

go, and they are also in English. Even though the picture looks a bit okay where are we going, then of course 

yeah they have signs in English. A good information level.”  

“Yeah you would think it is a business airport. A lot of people going and going.”  

“Yeah defiantly, it would make me feel comfortable by going there.”  

“It is just because it looks modern and it looks informative and a high service level. I would expect, if I have 

to go there, that I would have a good experience. Even though I think the pictures are dark, they have put 

them themselves on Instagram right, so I am just… I would have expected that the quality of the pictures 

would have been better.”  

“Well I think that if you did not have said it, I would not have thought about it. I mean… yeah it is true. It 

does not look as they put the travelers on focus, but still they put the… information and service and cleaning, 

in that way you can say okay that is for the customers.”  

“I do not dislike because of the bad quality, but I would not think can I do something else because” 

“Not really good quality to me, it is really blurry and it does not, I do not know, I do not see the meaning of 

the picture like what do they want to tell with this picture. Is there a story behind it or.”  
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“Yeah defiantly because if the quality is really poor then I would think that it seems to me that the company 

does not really care about their way of expression and it is, it shows that the quality and everything from that 

company that they communicate out is like perfect and flawless then it signals that to me that they are very 

professional.“ 

“It is really dark so it is actually hard to see what, it is a really bad picture I mean. It does not really tell me 

anything about the service” 

“It does not express anything in particular in terms of service.”  

“They are really good at signing like all the different navigation signs which they are really bad at in New 

York, I just been in New York and they are really bad at it. Yeah navigation signs, but yeah it seems to me 

that they… there are signs everywhere that navigates you through the airport like which direction to go.“ 

“Yeah defiantly [Thinking] what else, I mean the picture is a bit blurry as well but you can like you can 

sense that there might be some restaurants or stores up stairs so signals that it is international and they try to 

provide a lot of different shops and it tries to provide an international environment and also they translate all 

the navigation signs both in Danish and in English. This is really good and also I actually noticed in the 

airport that they have signs in Chinese as well. So that is really good I think. I really like Copenhagen 

Airport itself, it is really international and very, yeah they are really good with all the, they have a lot of 

cafe’s and shops. It is a really good airport I think.”  

“So positive experience. Yeah.”   

“Those particular three pictures I would not say are really showing Copenhagen Airport as I see it when I am 

there, so it is not, I would not put those pictures up if I were within the company, if I want to promote 

Copenhagen Airport” 

“So if you have not been to Copenhagen Airport before and you saw these three pictures on Instagram, you 

would not in particular?” “Be fond of it no.”   

“Yeah because it says something about Denmark and the nation and also the picture itself is very nice. But 

other than that I do not really see” 

“Something that it has to be, especially when it is images, they has to be really good quality. Because it is the 

only thing that you can base your judgment on, so something, maybe people want to see inside the airport not 

just like, also some of the shops especially if you come from outside, maybe some of the shops or café’s 

would draw more attention and also maybe something more Danish like this one I really like it says 
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Copenhagen Airport.  It has to be something about Denmark I would say. Otherwise it could be other, like 

every other airport in the world.” 

“Yeah defiantly they awake emotions and I am more drawn to visual things. I can maybe somehow better 

relate to visual things because they defiantly awake some kind of emotions.”  

“I like if they add both visuals and texts”  

“Yeah like hashtags so that you know of like this one you do not know, why do they upload this” 

“So they actually provide this waiting area. That actually signals something about their service.” 

“Yeah well I mean if I were a tourist and then I would probably look at this and think “oh okay they are 

really good at navigation signs then it would make it a lot easier for me to navigate around the airport” and 

also yeah this one it says something about Denmark so “oh okay Carlsberg is Danish of course” and it is says 

something about the culture and the country you are about to visit.”  

“professionalized a bit”  

“I mean this picture to me represents efficiency” 

“I think it expresses high level of quality, it is a brand new plane that has some cool features in it and they 

seem to cater to the passengers very well and that they have a screen for each passenger and the seat so… I 

think it conveys a decent good quality.”  

“Again… it is a picture with a lot of planes so I would actually expect that they have a lot of departures and 

probably one that would suite me and as they have so many they probably would be cheaper which would be 

good service. And it does not tell me any about the level of service onboard the flight though and nothing 

about their customer service. The picture would generally illustrate good service in the areas that it talks 

about.” 

“when you see a pilot you kind of get a good trust relationship with them. But these two pilots actually look 

a little bit goofy and maybe not to professional so there is a bit of mix feelings.” 

“They could have two pilots that… instead of conveying a little bit of goofiness, conveyed a little bit more 

professionalism. And I think some that conveyed that they knew what they were doing and that they would 

bring me safe from point A to point B when I flew with them.” 

“Perhaps one of them would tell me that their planes are actually quite technologically advanced” 
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“It looks good, so it seems again cozy… so yeah high quality. There is nothing wrong or… yeah it is clean 

and I could sit there.”  

“Fine service, they pack the airplane and that is what their job is to get their luggage on that airplane, so yeah 

fine service.”  

“I like these two guys [Laughing] yeah so good… a friendly… yeah a friendly experience… I think so 

friendly, perhaps a bit… they look like a family and yeah… so it is just “fly with us and be happy”” 

“Yeah it seems nice and seems quality… it seems like a high quality service minded and friendly airline” 

“Colors, no… it seems like it is… like it is the same and it is very… like… from what I see here if I sat on a 

seat on the right side or on the left side it would not matter because it would be the same level of quality all 

over.” 

“Fairly high level cause there is a lot of airplanes which means that they, or should mean, that they have the 

capacity to take on a lot of people.”  

“Makes you think of personal experience or a good personal experience because… like you rarely see the 

pilots so if they are willing to sort of sit up and smile for the camera and then the staff like working for 

Norwegian they sort of… they must be like customer driven and like… willing to go an extra mile for their 

customers.”  

“Well it seems like they have a good quality of… like the standard of the flights and that they are quite good 

quality and there is a lot of them. And that they try their best to sort of give you the best personal 

experience.”  

“Yes… I mean I am aware that of course delays happens and all that. But yeah I do not want to know about 

it.”  

“Yeah I think the first one is… is again the quality I do not really get why upload pictures in that quality.” 

“But I like the picture, it is welcoming, it shows people, it shows service. But it does not fit with the profile 

text at all.” 

“It looks more like a train where there can sit a lot of people. So it does not express any quality at all, it more 

expresses that it is efficient and focusing on getting you to the right place than getting you a good 

experience.”  

“I would just expect that they are flying on time and that they know what to do, but nothing else. It is a 

picture showing the processes of getting your luggage in the plane.“ 
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“That is defiantly a more positive experience and… a positive one. And a friendly crew and a nice flying trip 

actually even though it is not flying right there. It is more personal and a good one. And that would appeal to 

me defiantly.”  

“Yeah and maybe not, because you could also do it without people on it. But you are trying to express a 

feeling and I think this picture does, and I also think the other picture, not the one where the airplane is 

getting all the luggage in, but the one where you see the whole plane, it is also expressing a feeling, it is not a 

feeling which appeal to me, but it is a feeling, and this is just more… more cozy and more friendly.” 

“Actually yeah because of the service they are trying to show from the staff.” 

“But I would have very high expectations for the staff now.”  

“But I do not expect anything from Norwegian, I think they have more line to do what they or to give me 

more poor service than for example SAS” 

“No, as I said before. It is not because I had bad service at Norwegian, but it is more because again like I said 

I do not expect good service. Not that I expect a Steward who is spitting ad me and saying stupid things”  

“And maybe like I said before I would actually expect a better service and I would like to buy tickets 

because I expect a better service” 

“It is a cool picture, I like the colors, and I think it is good quality. That is because of the colors, it is dark 

and I am not able to see if the seats are old and whatever. But I think it is a cool picture, it is from a nice 

point of view.“ 

“Well service. When I look at this picture I do not think about service at all. So maybe I am just slow but I 

do not know. I do not think about service at all when I look at it.“ 

“No, I mean when you say it I was like “okay wow they are busy” but from looking at it, it is not what I 

think about. It is more like “Wow the sky is grey” and what is this mess, and there are a lot of baggage 

there.”  

“A good experience, happy employees and there are a lot of systems, I do not know. I looks very 

professional and they look nice and good guys and I can rely on the fact that they would get me safely from 

A to B.”  

“I would suggest taking pictures where the sky is blue and the sun is shining maybe” 
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“High I think, it looks really new and modern. I mean you can see that they have in-flight televisions and this 

is something with a rainbow in the cabins. And it looks like they can… It looks like a big plane, lots of seats, 

so it looks… yeah and it looks very modern.”  

“Well I see that they have the bag handling and there is a van with the food coming in, so I would expect a 

certain level of service that food is going to be served and that they are remembering my luggage.”  

“Does it say anything to you that they have four Norwegian flights in this picture?” “Yeah of course also that 

they have many departures.“ 

“The first word that pops into my mind is personal. Because they go into the cockpit and they look friendly 

and relaxed actually, they do not have their jackets on and they do not look to, I mean they have shirts and 

ties, they do not look… they look very sympathetic.”  

“with a higher sense of quality than for instance Ryanair” 

“is being a low-cost but with being professional at the same time. “ 

“The quality might be a little bit blurry. It is not really good quality to, it is not really sharp.”   

“Oh the content. I like it, it is colorful and yeah it has something some kind of visual attraction, like it 

catches your attention somehow.”  

“I do not by looking at this picture” 

“But from that picture it does not really tell me anything in particular about the service.”  

“Oh yeah that way, it indicates of course that they fly very frequent. I think they fly to, I cannot remember 

which country was it London or New York, like five or six times a day or something like that. I mean it is a 

good thing.”  

“ A friendly staff, friendly pilots. But the picture indicates to me that they, I like that they go behind the 

scene because they are not the people that you usually see when you are a traveler. So it gives you kind of 

like a personal connection to the company. Yeah I like that;  it is a good way to interact with customers.”  

“So to make the brand more personal?” “Yeah defiantly.” 

“Yeah I would because they are frequent flyers and also because of this personal relation to their customers 

and also it looks really nice in the flight, it looks clean and it looks nice.”  
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“So these pictures appeal more to you than for example Copenhagen Airports pictures did?” “Yeah, there is 

some kind of story telling behind it but of course they should still use some kind of hashtag or headline or 

something. “ 

“Yeah I do that, if I like their visual identity or if I have seen the brand somewhere like, if they have a strong 

brand and they are good at communication out and then yeah I would follow them.”  

“I think they are mostly relevant if you want to fly not to long distance because they might want to choose a 

company that has a better service.”  

“Well yeah on board I always have a good experience I think mostly, I cannot really think of any bad 

experience on board. But after, the service from the company itself” 

“Yeah the customer service it is not what I see on the picture. But they are always nice on board.”  

“Yeah I would expect a really happy staff and helpful staff and good service, but it is not, but what I have 

experienced before it just not always what” 

“I think it is really good quality and also expresses to me some kind of calmness that ones the sun is set this 

is where you will spend the night.”  

“High level, if they boost their image to be all about Danish design or design in general I would presume that 

the level of service would be high.” 

“Luxurious… I mean plain and simple but I would probably do that just by the name of the hotel. This to me 

is… yeah… luxurious.”  

“It expresses a high level of quality, I think. Their building, which I guess is the hotel, looks fancy and it 

looks like it is located in a good base in the town it is located in.”  

“From this picture I would not really… much service. I would expect that my stay would be comfortable but 

I cannot say anything about the quality of the personal service with this picture.” 

“It is hard to say from this picture. I would expect that they are maybe a bit expensive and… yeah. The 

picture looks like they also convey expensive experiences if you want to pay for it.”  

“It seems stylish and sophisticated as they said themselves so it is a nice hotel.”  

“A very high service. In fact excellent service, yeah you get treated as a customer from a good company. “ 

“It could be, but it is also because the picture is very, it is very nice and it is neat so I expected if I was sitting 

there waiting for some kind of service, I would get it.”  

269 
 



“It is very, very like a vacation experience. You just enjoy life and you do not have to think about anything.” 

“It could because this hotel shows me, this hotel brand shows me, that it has… It has… it works and it has 

control over things and it is ready for you. You do not have to do anything because things are in order at this 

hotel.”  

“Well it looks quite expensive so… but it is also a nice photo. So I think it also expresses a high level of 

quality.”  

“So when you feel like the photos are… look… how do you say… professional like it is a professional 

photography who took the photo. Would you convey that to the brand?” “Probably yeah… I would in this 

case anyway.”  

“I am not sure to be honest because there is not a lot going on in the photo. So it would be hard to say, but 

again it portrays my knowledge or experience with Radisson. Again it confirms what I already think.”  

“A good experience. Cause is it something, you relate to something, or you think of something positive when 

you see that photo.”  

“Yeah… it is high quality and it makes me feel good.”  

“I think the quality of the pictures is pretty stupid.” 

“Okay. But that is more for the creative side of the picture. But I think you see a good example of 

commercialization and what you want to show, and how you should use for example an Instagram profile.”  

“Again the quality of the picture is not that quite stunning but the picture is quite good. Actually I did not see 

it was Radisson Blu, so I think it is more a nice picture.”  

“I would know it since it was on an Instagram profile, and then it would say a lot. Because it is a warm 

atmosphere and it is showing the sophisticated thing they want to say. So yeah it would.”  

”Because they have Danish design furniture in it. I would expect a good service and my expectations would 

be very high so yeah. So high.”  

“A good relaxing one.” 

“Due to the setup. And that it is always nice to eat out with somebody you liked. If it was only one glass of 

wine and one glass of water, it would not be the same. But it shows a good dinner between two people.”  
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“Except the last one, you can show healthy food without writing it and you could explaining with the picture 

like all the other picture explains you have high quality, you have a cozy atmosphere, you have a nice mood 

and you have a wonderful nature around and you could show healthy food in another way. “ 

“So if I was following them I would know that I could expect this kind of level of service.” 

“Well quality within Radisson I cannot tell because it is dark.” 

“I do not know about service, I mean I know the chair, so it looks high-end and that would be what I would 

think about that. High service.”  

“A good experience. It is… if I wanted to go somewhere like that it is defiantly not Denmark. I would be 

ready to, I mean it looks good and again good service.”  

“Yeah I could do that for sure. I actually… I just look at the three pictures together I am thinking the picture 

with the room why is it so dark, it looks a bit old maybe actually. But I did not think about that before, but 

when I see it know I think it looks old actually because the third picture with the ocean and the blue sky 

looks very nice. I would think about it if it is old hotel rooms, but besides that I am ready to go. “  

“A high level. It looks very expensive and exclusive and luxurious” 

“Also a high level because they have designer furniture. So I would expect a high level.” 

“Luxurious and exotic” 

“Well to me that is, I think that is, well of course I would also like to see what the hotel looks like, but it is 

also positive when they are not just showing themselves but showing the surroundings” 

“I am actually torn because some part of me say “Oh it looks exclusive and luxurious” and who does not like 

that, but I also think it is a bit unpersonal.”  

“Yeah I think, like a answered before I part of me does but then also because, I mean there is no people on 

the pictures, it is a bit unpersonal. So yes and no. “ 

“If I saw some people on the pictures, I would be better to image myself being there.”  

“Yes I would expect a high level of service and exclusivity and luxury.” 

“It seems like they are very international that they are, it is defiantly not Denmark so it seems like it is, I 

know it is a chain and it is around the whole world.”  

“ Yeah it seems very like professional and global.”  

271 
 



“It looks very clean but of course it is a hotel room, still some hotels do not get that, and I like that they have 

Danish design “The Egg Chair”.” 

“I do not about the service, but it says something about the company, that they, also like Copenhagen 

Airport, they represent Denmark, that they include Denmark, because Denmark is really well known of 

Danish design and it also tells you that they like high quality and they want to provide a really got service to 

you.”  

“It looks nice, it looks really nice. But you do not really see the people, but it seems like they are so 

international and everywhere. It looks really high quality to me.”  

“It would be nice to include more people I think because it does not say anything about Radisson itself, it 

could be a picture from me, I could have taken this picture also. But it is a nice picture but it would be nice if 

they included people. “ 

“Yeah defiantly, they look more professional and if, especially if you are going for a business trip, I think it 

would be ideal. But not, yeah it depends on what kind of vacation of course, or what your purpose it for the 

trip. But defiantly for business and this one looks more like maybe family, couple vacation but not if I was 

going with my friends then I would probably not choose Radisson, it depends on.  

“Price?” “What the purpose is for the trip, yeah and also price because I am a student right now.” 

“But I really like that they also focus on health”  

“Yeah it does, if you have not used the company’s service before, it certainly gives you some kind of 

expectations and if the company cannot like” 

“Deliver that, then it could be really hurtful for the company.”  

“Yeah defiantly they have an effect, also I really like that they also focus on health and it is not only about, it 

is not only, they actually focus on lifestyle I would say, like the whole. They are not only selling one product 

they are selling like the whole” 

“they are selling a lifestyle and that is really important I think.”  
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Reliability 

“obvious connection to me is spaces that they are trying to illustrate the different types of spaces at the 

airport” 

“Well these five pictures, you come to the airport, you go to check-in, you sit and wait for the plane, you fly 

and come home to the so” 

“and I think the pictures are, they kind of try to sell the dream or the idea of… of travel I guess, and the 

experience… a good experience connecting to that idea.”  

“Yes I do in most part; most of the pictures are very clean however the picture with the stairs on them kind 

of conveys as I said before kind of hectic or cluttered feeling and… maybe not as much reliable it leads 

thoughts back to all the problems they have with the baggage sorting and stuff like that and they others do 

convey reliability, I think. “ 

“In some way. It does awaking my… my waiting to travel.”  

“Yeah I can. They all express people going from somewhere to somewhere. So it signifiers travel.” 

“Yeah I think so because if Copenhagen Airport is to get people from somewhere to somewhere. These 

pictures show people getting from somewhere to somewhere. And they have an airplane on the first one and 

all the people have bags and, yeah so… I would say so.”  

“Well they all got like people on them but it is also people who are going somewhere and like you can see 

that there is like movement… Yeah movement.”  

“Well reliability then I think of something constant and something that does not change, and these photos is 

very much about change.”   

“Yeah probably. But then again a part from that they are all… or those two… I am not sure. Yeah I think I 

would expect well like from these photos I would expect the same sort of experience and airport service from 

Copenhagen Airport 

“Not between all of the pictures maybe between picture two and four.” 

“I think they are trying to appeal to the feelings more than the other ones.” 

“professional manner and you can see okay there is a reason why they have uploaded this.” 
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“I think they show the mood in the airport and I think picture five is a very great picture of showing that, we 

knew what we are during, we are in control, we inform you, do not be afraid to come here, we have all in 

control.”  

“I think they are missing like to have a clear line of what they upload and what quality to make it” more okay 

“if it is Copenhagen who would upload all these pictures they need to be more consistent” 

 
“And I actually think it is because there is so much mixed in what they have uploaded that I do not think, 

they are appealing enough. So no… but it is not that it would have an negative effect it is just neutral, I 

think.”  

“they know that it is important to have a clean airport and a design airport so maybe that is also why I do not 

think it is the best brand they are showing, because I know they can do so much better than this 

“Well there are humans on all their pictures but no I do not see a connection. They are very different… yeah 

very different.” 

“It is like some of the pictures, yeah two of the pictures they are good and nice and high quality and…” 

“The green one and this one with the stairs. I know this is taking in a certain why so that is why it looks like 

it does. But I think these two connects and I do not know… I think; I do not know why they put those up 

there.“ 

“I do not know it is just how can I rely on you, you look so different. It is a bit of everything going on here. 

Well I do not know about the quality of their service because it looks like it is very different from each day 

or from each picture.”   

“Well there are people on all the pictures. Travelers and guests. But they all are silhouettes more or less. So 

you do not… they are very anonymous.”  

“Well I think that if you did not have said it, I would not have thought about it. I mean… yeah it is true. It 

does not look as they put the travelers on focus, but still they put the… information and service and cleaning, 

in that way you can say okay that is for the customers.”  

“Well because they look professional.”  

“Yeah I would expect it to be a constant experience, constant level.”  

274 
 



“well there of course is travelers and tourist on all pictures but beside from that, if I did not know, I would 

not know that this particular picture was taking from the airport, this could be from any airport. I mean it 

says SAS but it could also be somewhere in Scandinavia.”   

“No a red line, no.”  

“No not really, no. That picture when you asked me about the service I cannot really see that much on the 

picture and here you cannot, well here it says something about of course the way they set up everything at 

the airport but it is” 

“Based on the pictures do you feel more drawn to Copenhagen Airport?” “No defiantly not.  

“that anything stands” 

“they all have to do with… the company’s product I guess. Either their service, employees or their aircrafts.” 

“one of the pictures is the staff, they are waiting for me. They seem professional. There are a lot of aircrafts 

there and they look good, they look new and fresh and not run down. So yeah I believe that they could… I 

would rely on them to provide the service that they say that they would.”  

“From some of the pictures yes, others no. They draw me in that they have professional looking staff and 

new planes and not some much with the pilots.”  

“Yeah now I do because as I said the friendly looking pilots and the family like stewardess… yeah so they 

are connected these pictures.” 

“Yeah I think so because again the picture with the luggage it seems brought on the plane and the technician 

is doing something very good to the plane… yeah I would say so.”  

“I do a little in fact. Because it seems… yeah it seems friendly and you can “fly with us and just relax”” 

“It just seems like the people commenting are people working for Norwegian which makes the reliability a 

bit, seem a bit low. Since it is not like happy customers or which is customers in general.” 

“airplanes and people working on airplanes… yeah.” 

“Yeah, I am not… in doubt in like what they have and what it is that they are trying to sell.”  

“Well there is no any photos of like delays… and bad experiences or anything.” 
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“If they uploaded a picture that could indicate kind of a bad experience just to show that sometimes bad 

experiences happens, would that have any influence on you?” “Probably yeah… I think so then I would 

probably choose a different airline.”  

“Yes… I mean I am aware that of course delays happens and all that. But yeah I do not want to know about 

it.”  

“The first two one shows the process of like, this is what we do to get you up in the air, and number three 

and five is showing a trying to appeal to the more personal or feelings like friendly feelings. And so there is 

connection between the other two. Number four is what it is you buy. They do not try to sell you a lot of 

things which they do not give you; they can give you a nicely staff and show a nice crew. They cannot show 

seat which are bigger because they do not have it. So they actually show the product you are giving and 

nothing else. They are not trying to do it more romantically than it is. So a connection between number one 

and number two and four and five, no three and five” 

“Reliability in what they sell?” “Yeah. Defiantly” 

“Because I think it is a good thing to show what you sell but I also think it is a “Drastisk” to show picture 

number four, because if people have never flown with Norwegian, then it would be”  

“Yeah and it would be more scary, and the… and the nicely pictures I think they would not have the effect 

that they are trying to do, because people would see picture number four and think “Oh I am going to be 

inside that plane and there is a lot of people in there and maybe badvr”“ 

“I know what I buy when I buy Norwegian, they are also showing that. I think it is funny to show it but it is 

okay that they show it, because it is what you get, and you do not have high expectations.” 

“But I do not expect them to do the extra and I think the picture try to show that they would go the extra mile 

for you.” 

“I have to get somewhere at a certain time, maybe I would not use them because I cannot really rely on 

them.”  

“Well they… this is advertisement. I mean they think a lot about how they look on social media. They want 

to have people to think about something positive and if they do not that might be because of the comments. 

They are very aware of how they are showing themselves online.”  

“No because it is social media and it is Instagram. If you choose to follow them or whatever you do I think 

that is what you expect.”  
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“From looking at that, but in reality no. But yeah defiantly it looks good, good service, they got something 

good going on.”   

“Yeah based on the pictures yes. It looks like something high end or whatever, very professional.”  

“Well there is something with the colors I guess”  

“Yeah I think it looks, well I do not know if it is all. Especially the three down here, I am thinking… that it is 

seems like a nice company, I mean, they look happy to work there, and they also look satisfied, and this is a 

bit I do not know, to me it is a bit… a sense of humor that they put in these colors of the rainbow in flight, so 

it is very down to earth. But I do not know about these two have that connection. No.”  

“Yeah I would that… in that way that if they want to send out a message about being exclusive or something, 

then I am expecting the same type of pictures and not something  here and something there and then I get 

confused about what they are trying to tell me about themselves.”  

“I mean you can say that they are… like here they are showing okay we have four and probably more, but 

we have a lot of departures in the airport and look at what we can offer with the picture of the flight inside 

and here maybe you would think okay I get a good service from them because they are happy and so in that 

way you can say that it relates to the message they are trying to sell.”  

“Well I think it is because pictures of professional… well pictures of the flight being loaded and stuff like 

that and the stewardess in their uniform and the pilots in the cabin crew, it is something about being 

professional and effective I think.”  

“Like you see that, here you see it is like a little history, so you see here outside the airport and here you see 

the actual flight and the employees on board and then you see the, how it looks like inside and here you see 

like behind the scenes with the crew also.”  

“ So you kind of see all around… 

Yes all around the… 

 All around the product… 

 The company”  

“Because, yeah it gives you an overall picture of the whole company that they, it seems like, also with the 

comment or do you want me just from the pictures?” 
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“Just from the pictures okay, they have like happy staff and they seem very, they seem like they are 

welcoming you and it seems clean and it makes the brand seem loyal.”  

“like relaxed thing and homey. I do not see any other obvious connection.”  

“Do you think the pictures indicate reliability?” “Yes I think so but that also to me is within their brand.” 

“Yes they mostly focus on objects and not on people. They… [Thinking] they also convey kind of what 

some would call high quality I guess, but also in the same sentence kind of an expensive experience” 

“Do you think that the pictures indicate reliability?” “Yes in some way. They are reliable.”  

“Yeah I do, it is again the high quality that… they have some kind of commitment to being this sophisticated 

and stylish hotel chain.”  

“Yeah they do. Because it is again a line of sophisticated hotel environment” 

“Yeah I do, it looks nice and classy and you can relax in these places.”   

“Yeah it is… yeah you sort of think of high standard and… a higher price range and quality products.”  

“Yeah, I would say so [thinking] because I mean it is a higher price range and it is… like normally if you pay 

a bit more you get better service.”  

“I mostly see a connection between the first four. I think it is very good to focus on the healthy part but I do 

not think I would not expect it defiantly. But I would show it in another way I think. But defiantly a 

connection between the first four.” 

“Yeah but I would actually do this, remove picture number five. I think they have done a very good job on 

showing exactly what they said on the profile text. Except the last one, you can show healthy food without 

writing it and you could explaining with the picture like all the other picture explains you have high quality, 

you have a cozy atmosphere, you have a nice mood and you have a wonderful nature around and you could 

show healthy food in another way.”  

“Yeah there is a connection with the colors. You got the blue going on and the orange thing from the food 

and the street and yeah so there is connection and again it is high-end, it is good quality, you know what you 

get. So there is a good connection it is all good uploads or good pictures.”  

“Yeah defiantly. I know what I get for sure.”  

“A part from that I am thinking the name Radisson Blu and it is very blue colors.” 
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“Yeah, it is about high quality, I think you can see, I mean there is healthy food and you can see the design 

furniture. It looks very high quality and exclusive.” 

“Yes defiantly. In my world that often goes together, that if it is high quality and exclusive then you also 

think that they have to be very reliable.”  

“Yeah I do. Again you see the hotel from outside, you see the like… there is a really good connection. You 

see it from outside and you see the hotel room from inside and then you see what you can get and what kind 

of food they serve and what places in the world they are located, so yeah I would say that.”  

“I think it is just the overall, it has a really good connection, everything makes sense, and it draws you 

attention.”  

Brand Awareness 

“So in generally speaking is recongizability for you it that the same as quality and a positive online 

experience?” “Yes it is.” 

“I recognize some things that I… Do not think is a good experience” 

“Do you recognize them in commercials?” “Yeah” 

“Yeah if I know the brand from quality, then I will recognize it.”  

“I think it would probably also depend on what my own experience was with the company like prior to. But 

also what I also heard from friends and family, that would have an influence as well. Like if someone’s 

opinion that I value, if they came and said that this is a really good product or a really good brand… then I 

think I would be more likely to sort of” 

“maybe I mean like if I knew that they… like what shops were out there and restaurants and what else they 

could offer part from… when you use an airport it is very much what airport is closes to where I live and 

where I am going to and bla. Bla. Bla. But if they have more photos like with the general amenities and that, 

then I think I would probably, because if was aware of it, then I would probably be more loyal towards their 

brand.”   

“But I think there is always something about when you see things more and more you are more familiar and 

you are more relaxed and you know things.”  

“Yeah you know that to expect and I think it is with everything if you have… if you see something in fashion 

for example, you see it and maybe it is on the runway and then you think okay it is very stupid or it is weird. 

Then a year after you would buy something which is a bit similar to it because you have seen a lot of people 
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wear it all the time. So I think defiantly there is something with if you know where you are then you will feel 

more drawn to it or you will feel more okay it is actually good it is nice this one. Or if you can connect it to 

another thing, like for example picture four where people are sitting up in the top. It is an everyday thing 

they are during, they are sitting down, they are relaxing and everybody can… connect or” 

“Yeah relate to it.” 

“Number two picture, I would defiantly said “I saw that on a picture” but the other ones.”  

“Pretty well, I been there a lot of times travelling, and I worked there. So pretty good.”  

“Not at all, again I think Copenhagen Airport is one of the best airports in the world and they got some prices 

for that I think as well. They are in the high end, and with that in my mind I do not understand these pictures 

because you do not see the fantastic thing about Copenhagen airport. It is big, it is nice, it is huge and it is a 

very good experience being there, and I do not get it from seeing those pictures. I think they should not have 

been there at all if that is what they got out of Instagram.” 

“No I would not, no. I mean I do not care about companies online that much really.”  

“Relatively well. But of course they build every time you go there; they change something, but yeah 

relatively well.” 

“Well because if… if I can recognize things then I feel comfortable and safe. The other thing makes me feel 

insecure about okay where do I go now and how am I going to do this.”  

“Yeah everything with computers, it has to be the same, and every time there is updates and stuff like I need 

it because” “And the same with social media?” “Yeah.”  

“I think I would just… mostly to see if there is a way of seeing what is in it for me or if they have a sale or 

contests or stuff like that.”  

“Probably because I would recognize these areas when I came out there and I would feel more familiar with 

the airport.”  

“The airport pretty well because I travel a lot. But I do not know that much about the company itself.”  

“Yeah of course, everything has a connection to everything they communicate out of course has, I would 

think of that company. That is why you have to be really careful as a company when you want to 

communicate anything it out that is has a red line to everything in what they do.”  
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“I follow them because I want to get inspiration, and if sometimes it is just easier to look at the picture and 

then, you do not have, like if you are business you do not have time to read a whole text then it is just easier 

to look at this picture.”  

“Yeah if they have a strong brand and I really like the brand then I would defiantly follow them.”  

“I have never flown with them so… so not that much, I mean I know that they are a low-cost airline, but that 

is about it really.” 

“I do not think I would see that it was Norwegian Airline who was… the planes was from them, I would not 

see it. It is more because I know it now, I would not have seen it even though I have been so much in the 

airport.” 

“Well I know their service very well. I travel with them a lot of times, mostly within Denmark, but still I 

know them well.” 

“So no I do not expect that much and I know… I know that Norwegian and what they stand for and it is not 

anything special, so I would never get disappointed from looking at the pictures.”  

“is being a low-cost but with being professional at the same time.”  

“but as I know Norwegian Airlines they, I know, they are a no-frills company so they only fly from A to B 

and you are only, you pay for, you get what you pay for.” 

“I think I might have, yeah I have used them several times, and I think I actually had a case in our study 

program or maybe it was not that program. I think I used it in some kind of case once. So I know the 

company a little bit and I of course fly with them once in a while.”   

“Yeah if the alternative cost the same or vice versa I think so because it is recognizable with the Danish 

design and it is desirable with the destinations. Yeah I think so.” 

“Actually I do not think that they, the pictures do not represent the things that I find important when looking 

for a product like theirs.” 

“I just know it from commercials.”  

“Not very well. Not from personal experience it is from what others told me.” 

“Yeah and like the image they sort of portray towards… I mean from what you see… yeah as you said 

commercials.”  
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“Yeah… I think so because… or they could be certain because, I think if, I mean if I saw their images and 

their name everyday then if… I had to go on holiday then I would probably automatically think “oh I am 

following such and such on Instagram, let me see if they have any offers”. Cause they have been in daily 

contact with me.”   

“Apparently not at all. I thought I knew the brand” 

“But I do not think I would recognize that it was affecting me but it would.” 

“Yeah the awareness would be more, and you would… yeah just the awareness of the brand and you would 

know what to expect more than I know now. So if I was following them I would know that I could expect 

this kind of level of service.” 

“Everywhere you go there are brands and there are things where they try to push things on you” 

“But defiantly if I wanted to go somewhere nice and I wanted a certain type of quality, that would make me 

think “Oh yeah it is good, I know what it is, I know the name, I know the brand”” 

“I barely go the same places and so I am not more drawn but I think after this talk we just at now, I would 

think about them in the future.”  

“No I have not stayed there, I have been in there a few times in meetings. But not besides that.”  

“And I know it is good, so I will use it, but right know no” 

“Not that well, I mean of course I know the chain and I see the hotels but I have never stayed at a Radisson 

Blu.”  

“Not that well, because as I said I think they are more appealing to either business people or maybe you, not 

students because what I feel that they have there the prices are a bit higher than usual.”  

Online Customer Experience 

“desk manager saying hi or some of the small things that actually happened in an airport like you see it on 

television with all those airport shows, you follow somebody around for an entire day and see what they are 

doing” 

“Instagramer of the day or of the week making it more personal that way around.”  

“My thoughts about being at the airport are always filled with excitement because I am going somewhere 

and that is also some of the thoughts that I have looking at the pictures.” 
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“No I do not think so no… I mean… unless they made it more personal I can say I saw a joke about that or 

whatever. That person has been instagramer of the week so I feel like I know that person but this is just to 

anonymous.”  

“Tell me facts that I didn’t know about the airport, that could help my experience there next time I visit it.” 

“I think my experience looking at the pictures is more positive than negative. They do evoke some positive 

memories in me.” 

“They do evoke some feelings but… Yeah I guess you could say that they do evoke some feelings.”  

“It could have, meaning that if they are showing of something new in the airport like, I guess one of the 

pictures shows a newly opened area in one if the terminal and a new… commercial in one of the in the 

airport. It could be something that I want to go and check out. And if I like that that would be a positive 

experience I guess.”  

“Why do you follow or you said that in the beginning you follow brands on Instagram because they can give 

you some kind of value?” “Value… yeah I think so”  

“In fact I like that they use user’s pictures and that is a good way because then it gives different aspects of 

the airport. So I would do that.”  

“They kind of encourage interaction and communication” 

“Yeah… except the dark one… but yeah.”  

“A combination is better than just visuals I think.” 

“They do not make me sort of very happy or wakening warm emotions in me at all. It is very sort of 

streamline and clean” 

“Yeah people like going on holiday and being happy because they are going on a holiday or moving abroad 

or whatever…yeah… I think that would probably get me emotions up.”   

“Yeah would probably say I do. Yeah because I am like… I mean with H&M then it is sort of see what is 

coming up with like fashion and stuff like that, or if they got any offers or something like that. So yeah 

would say yes.”  

“Yes but that is also to do with my prior experience.” 

“Well maybe if what they came with was really catchy and I thought like” 
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“Yeah something I have not experienced before. Yeah then I think I would probably follow them to see what 

else they could come up with.” 

“Happy smiley people on their photos. Yeah I think maybe… yeah some maybe a bit more creative photos.” 

“Yeah restaurant and shops and yeah what is going on out there.“  

“Yeah, I would not say it is negative.”  

“Yeah but I think that is also because all the colors are very neutral and very sort of… I do not feel either or, 

it is just a bit blah” 

“Because when you see photos they sort of… they bring out instant emotions rather what text does. So like 

on… like even though I am not quite aware of it, I do still sort of relate to a photo event though I am not sort 

of aware of it. Or make up my mind about a photo… even though I am… yeah not aware of it. I think so 

yeah” 

“I would see the product, yeah defiantly.” 

“So the feature that they interact with their customers is appealing to you?” “Yeah it is and that they try to 

show, they want to show, that they are listing to their customers, not only on social media but also on their 

own webpage and also in the airport and I think they appeal to a lot of people also outside Denmark for 

example in their tax-free they have people talking Asian languages to appeal to them.”  

“I actually do not think they are the best at it.”  

“I think it is just neutral. I do not think they have selected these five pictures in the right way” 

“if it is Copenhagen who would upload all these pictures they need to be more consistent” 

“It should show the feelings they want to have, to show that they have the customer in focus all the time” 

“I actually think it is because there is so much mixed in what they have uploaded that I do not think, they are 

appealing enough. So no… but it is not that it would have an negative effect it is just neutral, I think.” 

“Number two picture, I would defiantly said “I saw that on a picture” but the other ones.”  

“But if you were following or interacting with brands online, would you do that in order to get a better online 

experience?” “No I would not, no. I mean I do not care about companies online that much really.” 

“I do not care about companies online.” 
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“I could follow a company I do not buy anything from or do not specifically like but, but I could follow them 

because they got some funny jokes or whatever.”  

“Well I told you that I think they should put other pictures on… they should think more about what they 

upload, I do not know who they pay for working on Instagram, but I think they should maybe get a new 

employee, and change the way they think about Instagram, because it is very bad, it looks like a very bad 

photo I made myself, and that is not very professional. More pictures about the fantastic space Copenhagen 

Airport is, they got great things going on, they should that on Instagram.” 

“Yeah defiantly and people coming home from a vacation and their families wanting and then waiting for 

them to come out of the airport. I think that would be cool and that would make me happy.” 

“I mean people make you happy. Happy people make you happy. I think that it would be a very good idea 

and make me… I would get a happy feeling from looking at it, you know. So yeah they would be a good 

idea, you know, something about people connection, we make people happy or something, you know with a 

catchy text like that, that would be a very good idea” 

“Look at all five pictures again, do you think the pictures would give you a positive experience with 

Copenhagen Airport on social media?” “Not really. I think I answered the question a bit all ready. No I do 

not think so.”  

“ More positive pictures with happy people?” “Yeah that would do more for me, if you can say that.” What 

about the pictures were like, you said before, more professionalized that could also?” “I think they should 

think about what they upload and how they take the pictures.” 

“Would you say that visual aspect like pictures have an impact on you?” “I think it has. It is easier with 

pictures sometimes than words and it is easier to express something through pictures than writing a big text 

about something. So of course it has.”  

“Well if I have not been there before, if I was a tourist for example, I would think “Hey that is dark and old 

and what is this and what is there” I mean the pictures are very different and my experience would be if 

when I get there “Wow this is not at all what I expected, I thought it was a 100 years old” so I would get a 

positive experience when I got there from these pictures, but I think it is a bad strategy.” 

“I do not know, it makes me want to go travel some, you can say that. In that sense I want to go there.” 

“I think I would just… mostly to see if there is a way of seeing what is in it for me or if they have a sale or 

contests or stuff like that.”  

“So if they can give you some kind of value?” “Yeah” 
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“I do not think so, no it is more… I think it is actually a very spontaneously thing because if I am… whatever 

mode I am in on a particularly day when I go into Facebook and if I am in a good mode and it pops up to 

follow and then it looks a little interesting, yeah of course why not. But if I am bored or in a bad mode I am 

just like “no go away you are ignoring me”. So I think that depends very much on my mood.”  

“That is a good question. Well for instance they can… I have a feeling I have said this before but you know, 

if there is something in it for me, they put some value it in, a contest or something like that. Right know the 

current situation I am in if they have… make possibility for jobs or stuff like that.”  

“Well I would, I do not know if they do that because… I get drawn by pictures from foreign countries. To 

make me want to go there would probably be by putting up exotic pictures.”  

“I am not really sure. I mean they do not… I do not think they do anything… they do not go straight in, if 

you know what I mean.”  

“Yeah. I mean the one about the plane taking of or landing that is, I think that is the one I get most drawn 

by.”  

“In general does the visual aspect or does visual aspect like pictures have an impact on you?” “Yeah they can 

easily have.” ”More than text?” “I think so yes.” 

“Well I think is I can picture myself in that place” 

“So if you have not been to Copenhagen Airport before and you saw these three pictures on Instagram, you 

would not in particular” ”Be fond of it no.”   

“Yeah if they have a strong brand and I really like the brand then I would defiantly follow them.”  

“That is a good question. I do not know, do they have any competition like any like if you do this, if you 

regram this pictures you can win something.”  

“So they could interact more with their users?” ”Yeah defiantly.” 

“Not just the hashtags?” “No, more interaction defiantly”  

“Yeah it does not awake any feelings to me when I look at them.”  

“Yeah defiantly they awake emotions and I am more drawn to visual things. I can maybe somehow better 

relate to visual things because they defiantly awake some kind of emotions.”  
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“I mean professionalism [Pointing at picture B5], efficiency [Pointing at picture B6] and cozyness [Pointing 

at picture B7] that is good, if you have to travel anywhere, I mean I know that it is low cost so I guess so 

yes.”  

“Maybe something about their destinations not necessarily just a map of where they are flying to but “Hey 

this is Norwegian crew in…” I do not know where they fly to but in some country or “This is a Norwegian 

plane in…” here making more about where you are going to than with the company.“ 

“the personal, the professional, the coziness, efficiency” 

“I mean it would be nice to see those pictures because there is something happy about it” 

“They could offer me a good deal on social media or they could show me or tell me some positive facts 

about themselves and they can handle themselves professionally and in that context.”  

“Yes generally I think these pictures would provide an experience that was a little bit more positive than 

negative”  

“I think that when you show me these pictures… there is no hint of that business-like approach I saw in the 

beginning when they had the text, so that is like, I would just change the text at their front page and just 

perhaps give them like Copenhagen Airport had some hashtags or something and use users pictures. I do not 

know if these are user pictures.” 

“No, but because this atmosphere is very friendly and cozy and I would join this community if I could. And 

perhaps I would just change the front page” 

“Because like you said they are cozy, friendly” “Yeah.” 

“And that they try their best to sort of give you the best personal experience.”  

“I would not say more drawn but… I mean I would not think that they were trying to sell me a bad 

experience or I would have a bad experience flying with them, not from these photos.”  

“Maybe like pictures of destinations that they fly to and like price because is… I mean… they do sell 

themselves on cheap flights. So if I could get a good deal with them, then that would probably appeal to me 

more.” 

“Makes you feel special somehow, but that is the whole thing about it.” 
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“It is a question of balance really, I mean if, probably if they were, if that was the only thing that they posted 

like deals and offers, then I would probably think it would be too much. Also because I do not use airlines 

that much. But sort of like every now and then… if they put up a good deal I think” 

“Yeah but not like as you said not to be bombarded with it cause then I would probably use unfollow them 

because it is too much… you know.” 

“Yeah I do not feel negative in any way” 

“And if I do start following someone that I do not know then it would probably be because they have been 

recommended or they like posted something that stands out and sort of catches my attention.”  

“I would expect a positive experience” 

“It is more personal and a good one. And that would appeal to me defiantly.”  

“If somebody wrote that your plane always crashes. Then it would defiantly have a negative experience.”  

“I have to say nothing because when I am flying out, also when I am going on holiday, maybe more flights 

or try to describe, because I know that they have a lot of planes scheduled for the most common big cities 

because that was their strategy to go out to the big cities where people has to fly in and out all the time.” 

“Instead of saying we are cheap, we are more connected. That would appeal.” 

“I do not know if it enhances, maybe it enhances brand loyalty more because you have seen it more. Even 

though you have not clicked on it, you know, okay they sometimes give this cheap offer so I have to check 

out with the time and” 

“Do you think these five pictures [Showing picture B9] do you think the pictures would give you a positive 

experience with Norwegian Airlines on social media in general?” “Yeah number three and five would 

defiantly. I am drawn to picture five actually. So yeah defiantly picture three and five. Picture one and two 

that is just pictures. Number four I think is drastic to put it on.” 

“What kind of pictures did you expect?” “More if there should be something from where their staff check-in 

a person and the cockpit I did not expect at all. But more one where it shows the functions rather than the 

experience.”  

“Well they should keep doing their good work. I do not know, I think it is nice with good pictures, they 

could take some pictures from the air maybe to do something. That would be nice. A sunset or something 

maybe.” 
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“Of course, I mean who does not like offers and being able to save money, that is nice. If they did that and I 

used Instagram, I would follow them because they had offers and I could save money some days. That would 

be a very good idea.”  

“ Because you have a positive experience with the pictures?” “Yeah I can relate to the pictures.”  

“Yeah that could be a thing, but also my target group, if they uploaded pictures that they have special kids 

entertainment or stuff like that, that would probably also make me more positive or interested in them when 

choosing between them and another one.” 

“From seeing the pictures, yeah would have a positive experience form that.”  

“So you feel that the two other case companies where more personal?” ”Especially Norwegian.”  

“They should defiantly as a start reply back to the comments that would be a really good start. And yeah 

otherwise I think actually they are doing pretty well.”  

“Maybe yeah if you have some kind of or if you, I give you post if you repost this picture maybe you can get 

like some kind of discount or something like that.”  

“Would you feel more special if you knew that they only did it on Instagram or it does not matter?” ”No does 

not really matter. But they could maybe do it on Instagram and link it to their website or something like that, 

Facebook page.”  

“Do you think that the pictures give you a positive experience” “Yeah they do defiantly.”  

“Yeah I do that, if I like their visual identity or if I have seen the brand somewhere like, if they have a strong 

brand and they are good at communication out and then yeah I would follow them.”  

“Maybe a bit negative actually because I do not think I would be in their target group” 

“It is very appealing all three.” 

“It is a little out of my reach I think so maybe if they were appealing to people like me with a lower budget 

than what I presume that they are targeting with these pictures.” 

“I opt to think it is out of my reach” 

“A little bit… I do feel that I want to go and experience the downtown area in one of pictures. However 

another one of the pictures look kind of cool, the one with the furniture in it. But they do awaking a desire to 

travel in me and I automatically know that if I stayed at the Radisson Hotel I would get the experience that 

they convey in the pictures so I think, so in that way yes.” 
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“They could give me an offer, I could get offered a product or they could… show me some… some fact I did 

not know about them or they could show me where the airport hotels were located. If they were located in 

good areas or nice neighborhoods, that kind of thing.”    

“In some way yes I would. Some of the pictures would kind of make me dream of travelling and that would 

be a positive experience.”  

“Yeah it could because already now I am experience another Radisson Blu than I was expecting” 

“So it is more personal?” “Yeah it needs some personal touch cause again it is very arranged especially the 

food picture and the drinking picture but I would give it some personal touch with some people.”  

“Do you think that the pictures give you a positive experience with Radisson Blu Hotels on Instagram?” 

“Yeah I think it looks like a nice place.”  

“Yeah it would make me expect that things are in order when I get this hotel room?” 

“So when you have a positive experience on Instagram you would expect that you would get the same 

experience?” 

“M: Yeah I expect that, exactly. “ 

“ I mean, keep on during what they do. But also again to bring it to where I am… yeah again make some few 

offers. Yeah like the suggestion you came with offers for Instagram users and stuff like that. But again not 

in, not to be bombarded with because then I suppose it ruins their reputation as well.”  

“Yeah defiantly, I do not feel… I feel very drawn to them yes” 

“Yes I think so. Because they are nice photos and sort of makes you feel that you would love to go there and 

stay.”  

“Yeah for example if I asked a question in a picture and they replied. If my question was answered then I 

think I would feel more… more keen on using them in the future.”  

“So if they kind of reached out to you or interacted with you, you would be more drawn to them?” “I think so 

yeah” 

“My experience. I would be expecting some sort of high level, upscale level quality” 

“Do you think it helps you to see pictures first before you purchase… anything from a brand?” “Probably 

yeah… yeah it does” “So you know what you get yourself into and involved in?” “Yeah you know what to 

expect.” 
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“I actually think they do it quite well. But I think it is very appealing for me, it is more appealing for a 

vacation time than a business time.”  

“Defiantly with them, I think they do it quite well. Again do to all the three cases with this one I think it is a 

bit sad to see that they do not take the full potential of having a, not a strict but yeah a more strict policy on 

what to upload. Because I think there is a differentiation on what to show on a profile where all people can 

comment, all people can see and it is actually a channel to show what you would like to show, and then 

people can hashtags other pictures, they can hashtags this one. But instead of Radisson Blu being the one 

who is showing it, I think they should have focused more on these kind of picture which is we are high 

quality and we do not have to write it, we do not have to, I am saying making it corny. I think it is a bit, you 

can show the things without doing in it that way. Because the other pictures is so much appealing and then 

the last is bad, so it is a bit wired.”  

“I think it, it is actually more a travel experience for me” “Than a hotel experience?” 

“If I was going to purchase, it would. It would have a positive experience in towards their services and 

towards what to expect. I would look forward to going to the hotel. So defiantly yeah.”   

 
“Does it have an influence or does it matter that Radisson Blue Hotels comment back or? “Yeah I do think 

that is very good service and they take their time to write back because that is they are strategy because they 

know it is good being close to their customers.”  

“They should keep up their good work and if like we talked about with Norwegian if they got an offer or 

something “go to London or where ever this weekend and get everything for 50%”, I would be happy to 

follow them if I used Instagram to get a good offer like that.”  

“Would that kind of offer make you a little bit, feel a little bit more special because you know that they only 

offered this kind of discount through Instagram?” “No, I mean everyone can go in there and it would not 

make me feel special, it would make me think “Well it is good that I am using Instagram because then I can 

get a piece of the cake”. But no” 

“Yeah I mean it is nice to look at and it is good pictures so yeah I guess that it would if I wanted to follow 

them. But I do not think I will but yeah it is positive after that.”  

“But if I get a job later on where I would do a lot of travelling, I think if I got a good experience with 

Radisson” 

“I think if they made it more personal, then I would be more attractive to them.”  
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“By looking at these five pictures [Showing picture C9] do you think that they give you a positive 

experience?” “Yes overall yes.”  

“Yeah mostly, I mean there is something about that picture that makes me think I would feel lonely sitting in 

that room” 

“Yeah I think it is because there is no one it in and then the colors are so cool, not as in cool cool but kølig I 

mean…” 

“I would feel lonely in that room, but the others defiantly.”  

“No. That is also because me personal situation, as I have kids, so I do not see kids fitting very much into 

those pictures.”  

“Yeah maybe that, but also I do not know if they want to appeal to more students but I do not think that is 

their segment so I do not know it if I would go in and like follow that profile. So maybe if I, when I get a full 

time job or…” 

“Yeah beside from include more people they, what else could they do, the same thing as like include maybe 

some more interactive activities with the followers. Some kind of, I do not know, competitions or some kind 

of, I do not know if they have does member cards or something that you can collect points. But something 

like that, that includes their followers more.”    

“So based on these five pictures [Showing picture no C9] do you think that pictures give you a positive 

experience with Radisson Blu Hotel?” “Yeah they do” 

Brand Satisfaction 

“So now we will talk about your satisfaction. If you are satisfied with an experience you have with 

Copenhagen Airport on social media would that make you more brand loyal?” ”It could… a little bit… but 

as I said before I am not very loyal to companies. I base my” 

“Yeah it would… because… yeah it would encourage my loyalty”  

“Probably yeah, I mean positive experience.”  

“So when you are satisfied you tend to be more loyal” “Yes”  

“Yeah, it would make me more… it would make more happy or I would say to my friends “Yeah 

Copenhagen Airport they are really nice because they reply on my picture “ or they showed this and this and 

this. So that is kind of a brand loyalty so yeah.”  
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“Yeah maybe but then again I do not think about it that way really. Still it is Copenhagen Airport and I am 

loyal because I have to use it.” 

“Probably yes. Yeah I think so, but I mean… well it is also difficult to say because it is not like a product in 

itself but I mean normally I would say yes to the degree where it is not much more expensive than the 

alternative.”  

“Would you set up some expectations just by looking at the pictures?” “Yeah and of course if they were not 

meet, I would be disappointed.”  

“Yeah of course, every time I get satisfied of course I would get more, or think “Oh okay I had a really good 

experience with this company and then I might also come back again”.” “And that is also with Instagram?” 

“Yeah” 

“If you are satisfied with an experience you have with Norwegian Airlines on Instagram would that make 

you more brand loyal?” “Yeah it would, because right now I really like Norwegian.” 

“Yeah probably because then that is my personal experience.”  

“From now I have been satisfied, but I have heard stories, but I am happy with the company.”  

“No I do not think so. I cannot think about it would have any influence. I am just going to Momondo, 

searching and buying, that is it.”  

“No and not Norwegian. I mean if I am going from one place in Denmark to another it takes half an hour, so 

it does not matter to me who I am flying with. I am just happy that I get to where I want to go. But if I am 

going to Australia and it was a long flight and I could take Norwegian or I could take Singapore Airlines, I 

would take Singapore Airlines if the price were equal, because it is much better. I know it is much better, 

yeah it is nice pictures, but I know the quality on Norwegian is not the same on Singapore Airlines. It is one 

of the world’s best companies. It is based on the price and if the prices almost the same, I would look at how 

many times do I have to change flight and how are the connections and then in the end think about service.”  

“I think it depends on if it is something, if it is a positive experience if it is something that, I mean, if it is a 

service I expected or if they managed to go over my expectations then defiantly.”  

“Again if you are satisfied with an experience you have with Norwegian Airlines on, or we actually 

mentioned that, you actually mentioned that if you were satisfied with an experience on Instagram with 

Norwegian Airlines that would not necessary make you brand loyal?” “No” 
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“I really had a bad experience with you beside that I used to have, I never experienced that before because 

usually I had great experience with Norwegian Airlines, but from that experience, it actually made me think 

another time if I wanted to choose that company again.” 

“No I do not think so. When I travel like when I buy tickets to travel it is all about pricing.” 

“Probably not… they offer hotels and I would probably go research in the area I was going to if there were 

other hotels that could offer me a better product.”  

“If you are satisfied with an experience you have with Radisson Blu Hotels on Instagram would that make 

you more brand loyal?” “Yeah It would… it would fulfill me needs to… “ 

“If you are satisfied with an experience you have with Radisson Blu Hotels on Instagram would that make 

you more loyal towards their brand?” “I think so yes.”  

“Yeah because if I have a good experience with a brand, then it makes me want to go back and use it again.”  

“I think I am more into what the question is more about and I would have to say yeah now, more than to the 

other two because it is actually appealing more to me than the other two. So I have to say yes to this one and 

I do not know what I answered.”  

“So in general when you are satisfied?” “Yeah then I am more loyal.” “You tend to come back?” “Yeah”  

Brand Personality 

“But they seem like everyday people and I can relate to that.” 

“If you can relate or identify yourself with the people you think that uses Copenhagen Airport would that 

make you more loyal?” “No” “Why not?” “Again I… that is not one of the criteria that I base my loyalty 

on.”  

“Yes I guess you can say so. They are travelers and however they are identifiable which I guess or the people 

I expect to be using Copenhagen Airport.”  

“Yeah it would… yeah… because then you are a part of this environment, yeah of course it would.” "And 

then you can relate to the other people that a using” “Yeah yeah…” 

“Yeah because they look like business people and people traveling and perhaps having a busy life.”  

“Yeah people like going on holiday and being happy because they are going on a holiday or moving abroad 

or whatever…yeah… I think that would probably get me emotions up.”   
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“Well people going on holiday, people going on business trips, going away from the weekend or. All 

different types of people.” 

“Probably not, or maybe yeah I suppose so. If I could not identify with any of the people using the airport 

then I would probably use a different airport.”  

“Well that they are all like different and some are waiting and some are going and you do not know who they 

are.” 

“A lot of Danish people of course, because that is the primarily way out. I know that it is a hub so a lot of 

people who has to transfer as well, and I know a lot of people are happy with Copenhagen Airport because of 

their” 

“But I think it is all kind of people who travel, and I think it is hard to pin point what type of people. I know 

what type of people it is appealing to, it is not appealing to “den jyske bonde”.” 

“Yeah the farmer because they do not care if the floor is polished, they just need to travel, they need to travel 

at this time so. But all people use it, but this is more appealing to people who… to the Danish people who 

likes, the Nordic design people.” 

“I think it would… the airport is appealing to me. I think it is a good airport and I think they show good 

things in real life. And maybe that is also why I, some of the pictures I do not relate to, because it is not the 

feeling I think Copenhagen Airport is. But defiantly if there were some people where I said okay that is me 

or they have the values and… yeah… defiantly.”  

“It is because there is somebody who is travelling, there is somebody who is relaxing and somebody who is 

sitting and talking to each other and is enjoying life before travelling, so defiantly.” 

“Yeah defiantly and people coming home from a vacation and their families wanting and then waiting for 

them to come out of the airport. I think that would be cool and that would make me happy.” 

“I think everyone who is travelling.”  

“Not at all, that does not have any influence. I do not think about who goes there and how they look like and 

no not at all.”  

“M: Well I can hardly see them it is all dark so I cannot see if they are… if it is business men or garbage men 

or what it is. So it is hard for me to answer that question because I do not know what they look like because 

it is all dark. Well I cannot tell you.”  

“Well I think is I can picture myself in that place” 
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“Well, all kinds of people.”  

“Yes probably defiantly. I have been backpacker going out, I have been going out as part of my job, I have 

been going out on friend trips and on relationship trips so I have been in different roles and they all, in every 

role I had, has fulfilled my needs. So yes.“ 

“Yeah it is. I think, actually think about, I think I do when I look at the picture I image it a bit more you 

know professional and business people wise. [Thinking] Yeah so I think that… I mean it does confirm my 

thoughts about what some of the target group… some of the clients going through the airport are.” 

“Yeah defiantly they awake emotions and I am more drawn to visual things. I can maybe somehow better 

relate to visual things because they defiantly awake some kind of emotions.”  

“Maybe tourist that want to visit Copenhagen and also maybe employees and people that are somehow 

interested in the company itself and not just regular travelers like me maybe if you travel a lot” 

“No I do not think so no. No because actually I do not really see Copenhagen Airport as a company, I see it 

as the airport I use when I go from A to B when I go travelling.”  

“I think there are a lot of types there use Copenhagen Airport. But families, business people and all kind of 

people I would say. So yeah it gives you a picture of like a great selection of the guests or, what you call it, 

the travelers.” 

“If you get a face to your pilot… yeah that is just nice.” 

“Business people, students, people that just… you know… they want to go from A to B and they wanted a 

reduced fare and it does not really matter that you do not I mean for a students at least all the service and 

food provided and we can live without. We as if I was still a student but I imagine students can live without 

if they know that they can spare 300 bucks for something else.”  

“I mean they are really young but I mean much crew personnel is”  

“They could have two pilots that… instead of conveying a little bit of goofiness, conveyed a little bit more 

professionalism. And I think some that conveyed that they knew what they were doing and that they would 

bring me safe from point A to point B when I flew with them.” 

“I mean all kinds of types of people but maybe they are a little bit more… they go for price a little bit more 

than the customers in Copenhagen Airport necessarily would go for. They are… they do check a little bit 

what they before they choose airline company I think.”  
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“Because my loyalty more depends on the product they can offer, than me being… or their customers being 

associate… I associate myself with their customers.” 

“Well they are employees for Norwegian Airlines so I identify their employees with the company.”  

“I think that it is mostly students perhaps who look for cheaper tickets, so it is more tourists.”  

“You said that it is students you think uses Norwegian Airlines, so if you can identify yourself with students 

would that make you more loyal?” “Yeah it would.” 

“It is because I think Norwegian is… just flying everywhere and these people are mixed with… with 

Scandinavians and more black people so it is just… yeah… friendly, global… company” 

“Well when you think low-cost then you think people who is not, not got well like everyday people who is 

like… people like me who does not got loads of loads of money. It is not… yeah normal people like… who 

wants to travel.”  

“Yeah because if the people using their product was like people with load of money and who travel a lot and 

all that. Then I think I would probably… yeah because then I would not be able to identify myself and then I 

would, I do not think I would be very loyal towards Norwegian, cause then they were selling their product to 

someone else.”  

“Airline people.”  

“Maybe yeah. It is just when I see like these people, then I think, well that is like typical woman or man who 

works for an airline. But I mean it is… you rarely see a 60 year old woman work or working as a stewardess 

so.”  

“Does it have any influence for you if you can identify the employees with the brand? Like if you feel that 

the employees kind of are the brand or look like the brand?” “”I do not know really, I mean I… I do not 

think so. I would probably, I would expect them to wear the brands uniform so I know that they work for 

them and they have… knowledge about what I need answers about but… but where they come from and who 

they are I do not think that would have some sort of influence.”  

“Mostly people who are more price focused.” 

“But to the more high-end business it does not appeal because it is a low-cost carrier and it is cut to the bone 

what you get.”  

“So the more common passenger or what to say, but yeah…. The more regular people in this society 

actually.”  
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“I think I am it is appealing to me actually because I think… I do not want to pay for things I do not use. So 

defiantly and when I said that I was not brand loyal maybe I am because I know Norwegian is cheap and I 

think it is a good thing, that they are cheap so.”  

“Well it is people like me who want to save money and it is defiantly not business men and women of 

course. It is people who like to save money, who do not care about service, who do not care about if they get 

anything on the plane when they are going somewhere and they just want to go where they are going.”  

“No I mean do not care if I travel with poor people, let me travel with poor people. It does not matter to me; I 

am not staying with those people forever. And I do not think about that, I do not compare me self with 

people like that.”  

“Maybe not for me, but some people. I mean it is clever that they use brown dark people on their picture as 

well as Asian or whatever on the picture. I know it is a way to identify, its got very popular to include 

everybody so that you can identify, but with a company like Norwegian it does not matter to me, if they were 

all dark, let them be dark.”  

“Yeah I can identify with the brand, but I am not sure if I think, that is the people in reality look like this, like 

this picture. I mean they look more tried and more they are very busy people and they look very relaxed and 

they got the time to look perfect and that is not reality, we all know that.”  

“Well maybe if the woman in the front picture with all the staff, she looks very nice and yeah I just told that I 

do not think that is the way they look in reality, and then again I know that is how it all works you know” 

“Yeah of course it makes it more personal. This is actually the guys that are going to take me somewhere or 

this could be the guys to take me somewhere.”  

“Are more personal” 

“it is more personal than the one from Copenhagen Airport. So I feel more familiar with them, I can relate 

more to them.”  

“Well people, who are price sensitive, yeah in general price mostly price sensitive people. So I would not 

expect business people to fly Norwegian if they had other possibilities. I mean they would probably choose 

SAS if they are both flying the same route. So leisure mostly.” 

“Yeah I would because then I would feel like this is the right choice for me because everyone else that I 

identify myself is also using it.” 
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“Yes I think so they look very average like average people. I mean they do not look exclusive but they do not 

look poor either, I mean they are just somewhere in between. And also they look as if they have fun. So I 

mean you can also have fun while doing business.”  

“Yes I am quite sure it will because then I would think of them as “ohh yeah that is that airline with the 

people who looked very relaxed but still effective” and that is something I could identify myself with.” 

“So to make the brand more personal.” “Yeah defiantly.”  

“I think a lot of students because it is so cheap and also like short distance, if you travel short distance or 

frequent flyers that travel short distance” 

“If we have the same interest or if we, then I would think okay I can identify myself with this girl so if she 

chooses this airlines it might be a good solution for me too or something like that.” 

“Business people, people with a lot more money, people that are our parents’ generation that is… or people 

that just you know prioritize having nice stuff around them they are maybe a little but more materialistic… 

yeah people that are willing to pay for quality.”  

“Maybe yeah probably again if I had the money and that was a priority… yeah I guess.”   

“Everything but the ocean… I mean Radisson Blu… to me is a business or an airport hotel so I would not 

necessarily link it to the ocean.”  

“I think if they used people it would be a more personal experience for me. I am not sure whether that is 

positive or negative.”  

“Because you can identify with the people or?” “Because it is easier to… well I think because that would 

have a face to put on them and that could give me an idea of who I would communicate with. But again I am 

not sure if that is positive or negative.” 

“I think it is a little bit more upscale people, kind of business people, I would say.”  

“Well it… their objects are kind of the sea and a decorated table and I would more… I would more” 

“I would more identify objects that convey a hotel experience and not a restaurant experience.”  

“The first one is people waiting you to go to paradise, and I want to go there too. I want to be in that water, 

like all the other people.” 

“Yeah… because it is very simple objects it is not… yeah it is very, what do you say, the lines are very just 

plain and it is… these Radisson Hotels are just in order.”  
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“People who like quality and who like… who like, who has a little bit more money than like the average 

person” 

“I do not think it would have an influence because I do not think I would be able to relate at such to the 

people I think uses the brand. But I would still feel loyal toward or loyal… I would not have any negative 

feelings towards Radisson Blu Hotels.”  

“I think so yeah because you, I mean maybe not the objects but the view anyway. That is probably something 

you would a bit extra for. But I think the objects actually look quite… if you call it… very standard… they 

do not stand out or anything. It is just glasses and cutlery.”  

“People who are going on, maybe the regular people but who… if it is that, people who have saved a lot of 

money to go on this one time holiday in five years” 

“Actually business people even though I do not think it is appealing to business people” 

“Defiantly it will, I think it is always important to identify yourself with the brand. But with that said I also 

think it is important for a company to know, which type of people they are communicating to. Because they 

are communicating to a certain kind of segment. And their segmentation of the customers we would have a 

more high end, and that is what they show. So defiantly, it is a good strategic move to say which people 

would we appeal to. So defiantly yeah, but I think that is the answers with all three of the things. Because if 

you can relate to something it would always appeal to you.”  

“Yeah defiantly, if some of my friends always use the brand, it would be okay or people always talked about 

it, people in your network, then you would defiantly be more brand loyal. And if people always uploaded 

pictures on Instagram, social media.” 

“But I do not think I would recognize that it was affecting me but it would” 

“I think it could be any kind of hotel, I did not know anything about Radisson Blu Hotel apparently, so I 

actually cannot answer it correctly. I think it, it is actually more a travel experience for me” 

“I think it is business, people are using it for business in general so meetings and stuff like that. I see that as 

one of the biggest industry so yeah you know what I mean. I do not think people are going to Radisson 

because they are going to a vacation for two weeks and well Radisson is the place to stay, so business”  

“No I do not care about people who stays at Radisson, if I wanted to go there I would stay there, of course I 

would, if it is all high-end, I would think about how I dress and stuff like that. But I would not think about 

who the people are who stays there. No” 
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“No I know who I am, and I will not change. But I know in our would people are a lot like that, but I do not 

follow this kind of thinking, I do not care, it does not matter to me if I can upload a picture where I am at a 

fancy something, so my friends can say “Wow”. So does not matter to me.”  

“Yeah well I look at the champagne or whatever they are about to, but it looks like champagne glasses and I 

think that would be a perfect starter at the place. It would be wired if it was beer glasses on the picture, so it 

connects very well with my thought of Radisson.”  

“If I saw some people on the pictures, I would be better to image myself being there”  

“No, again because I do not see myself in them.”  

“I would guess business people and over middle class.”  

“I think if I tried to make it myself with my family there then no, but if I was going on a business trip with 

my job with my work then I would say yes. So it depends on my personal situation.” 

“Yeah because there is some kind of simplistic style.”  

“It would be nice to include more people I think because it does not say anything about Radisson itself, it 

could be a picture from me, I could have taken this picture also. But it is a nice picture but it would be nice if 

they included people.”  

“Like I said I think mostly business people and people that like have a proper work and also maybe here it 

signals that it could also be a couple in their late twenties, thirties, forties around, but not for younger people, 

I do not think it is their target group” 

“So when you can relate and identify with somebody that uses the brand that?” “Then it would defiantly 

have an effect on my choices.” 

“Yeah very, it seems very clean and professional and that everything is structured and they are very 

professional and yeah high class.”  

Brand Loyalty 

“If your customers comment it increases customer loyalty in my opinion if you also answer  

“So on Instagram do you follow or interact with brands because you are loyal towards them?” ”Yes if they 

get into my private sphere I am” 

“And would you be more loyal towards Copenhagen Airport by looking at these pictures?” “No not by 

looking at the pictures, I don’t think that has an effect.” 
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“Okay so can a high level of quality make you more loyal towards a brand?” “Yeah… if the brand is high 

quality” 

“I go very much… on a… case to case bases meaning that I would evaluate my loyalty from the last 

experience, I think, I had with the company. And there are very few companies that I am very loyal to.” 

“And would you be more loyal towards Copenhagen Airport by looking at these different pictures?” “Not 

more loyal no” 

“Because my loyalty more relies on personal experience with the company and I am very… I am not very 

loyal to companies.” 

“I guess I also base it on what product they can offer me the next time. And that goes above loyalty for me” 

“No it would not as I said before my loyalty is kind of based of what they can provide for me in the future” 

“I guess you could say if to companies were… have the exact same product but I was following one of them 

on social media, I probably could be more loyal to them if they… had a… If I had a better experience with 

them on social media than I had with the other company but I would first and foremost judge by their 

product and secondly by my loyalty.”   

“Yeah I would say so… yeah… yeah because I do not follow that much brands. I just follow… yeah those I 

am loyal to… I think so…” 

“Perhaps because… it seems cozy at the airport so if I was someone who were at the airport very very often I 

would… I could see me being there these places and they seem cozy.”  

“I am not sure because if I follow a company on Instagram it is because I am already loyal.” 

“But then some of their activities could they do that you would be un-loyal?” “Yeah if they broke totally 

with the values I put into this brand and then put it on Instagram.” 

“I do not think so, no. I think it would more be my own personal experience with Copenhagen Airport that 

would like influence my loyalty towards them”  

“Yeah for example, if I did send a photo in to them and they used it. If they used it in a negative way then I 

would probably not feel so loyal towards them”  

“Yes but that is also to do with my prior experience.” 

“No, could other pictures with more color or vibrant pictures make you more loyal?” “I think so yeah.” 
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“Maybe I mean like if I knew that they… like what shops were out there and restaurants and what else they 

could offer part from… when you use an airport it is very much what airport is closes to where I live and 

where I am going to and bla. Bla. Bla. But if they have more photos like with the general amenities and that, 

then I think I would probably, because if was aware of it, then I would probably be more loyal towards their 

brand.”   

“Can a high level of quality make you more loyal towards a brand?” “I think either a high level or a quite 

creative way of taking pictures. It would.”  

“I may not be a brand loyalty person” 

“I am quite loyal to them and that is why I am looking at them. But on the other side if I see something 

which I think is appealing to me or okay maybe I follow something some artists work where I see a picture 

and then you have to like it because you want to find it again. But that is more the reason why.” 

“No, maybe when I am going to buy a picture I know I have followed something, so” 

“No. But I also think it is because it is an airport” 

“I think it is more practical for me also, because I need to go to Copenhagen Airport maybe if there were two 

different airports next to each other, defiantly it would make me more brand, have more brand loyalty.” 

“No not really, I mean I have to use Copenhagen Airport when I am going somewhere so I cannot… I cannot 

really choose not to support it. So not really.”  

“No I do not think it is because I am loyal. I think it is because I am curious maybe, but not loyal.” 

“I could follow a company I do not buy anything from or do not specifically like but, but I could follow them 

because they got some funny jokes or whatever.”  

“Well I am loyal because I have to go from A to B sometimes and I choose Copenhagen Airport because I do 

not want to travel five hours to go to Germany or Jutland to fly out from. So I will use, you might say, 

Copenhagen Airport and does not matter to me what they look like or how they react on Instagram because 

as long as I can catch my plane, I would be happy. And if it was a very… yeah the airport was not nice and it 

was poor and everything was wrong, I will still go there cause I have to go from A to B.”  

“What if there was a second airport in Copenhagen, would their activity then have an influence?” “No in the 

end it is all about is the flight from A to B and if it is cheaper at the other airport I would go there. I do not 

care, no.” 
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“No it would not have any influence again I use it because I have to and… so if you followed them I would 

be because I thought it was fun to look at their pictures and their text.”  

“Well if I have not been there before, if I was a tourist for example, I would think “Hey that is dark and old 

and what is this and what is there” I mean the pictures are very different and my experience would be if 

when I get there “Wow this is not at all what I expected, I thought it was a 100 years old” so I would get a 

positive experience when I got there from these pictures, but I think it is a bad strategy.” 

“I do not have an alternative option if I want to go travel.” 

“I do not think so, no it is more… I think it is actually a very spontaneously thing because if I am… whatever 

mode I am in on a particularly day when I go into Facebook and if I am in a good mode and it pops up to 

follow and then it looks a little interesting, yeah of course why not. But if I am bored or in a bad mode I am 

just like “no go away you are ignoring me”. So I think that depends very much on my mood.”  

“So companies, if they saw you on their list or if they saw that you were following them, they should not 

automatically assume that you will turn to them” “No” 

“Maybe because… because I can see that it looks effective and modern and high service level. Then I would 

probably think that they… especially if the alternative did not do Instagram or did not have nice pictures.”  

“If you were following Copenhagen Airport on social media would that make you more loyal towards the 

brand?” “Unconsciously probably yes.”  

“Not necessarily just, I would not say that I only go to one like if for example if I follow Illum I would not 

only buy clothes at that place. It could be because they have some really awesome that I like to follow or I 

just really like the company bot I also go to other places to go shopping.” 

“No not really. Maybe it might have something to do maybe with that, as a student you just go search for like 

if I want to go travelling I would probably just go to search for the cheapest tickets compared to if I, yeah. I 

am not brand loyal to; I only want to travel with Norwegian because it is only because they are cheap.”  

“So you would not be more loyal to Copenhagen Airport by looking at these pictures?” “No not really.”  

“No guess as I told you before when I follow a company it does not mean that I am brand loyal to them.” 

“If I follow Norwegian, I mean it would be because they already made an impression and then I would be 

more loyal and more likely to but Norwegian tickets but just based on the pictures I do not think so.”  

“No… with regards to travel agency or aircraft agencies or whatever it is called… I am not loyal at all; I take 

the cheapest and easiest flight.”  

304 
 



“Taking a vacation or just flying somewhere and visit, I would always take the cheapest.”  

“If an alternative was 200 bucks cheaper I would take the cheaper alternative.”  

“If they every time provided the product that I needed at the price I want to pay yes.”  

“Perhaps if they could convince me that their product, if they on social media could convince me that their 

products were better than other companies products then maybe. But I tend to research a lot outside of the 

social media context. I actually do not rely very much on social media.” 

“Would you be more loyal to Norwegian Airlines by looking at these different pictures?” “Yeah because 

again they give me a good feeling” 

“Yeah because again I follow companies” “Because you are loyal?” “Yeah” 

“Maybe… it is tough to say. Yeah again I mean I do not get any negative vibes or anything so yeah I 

probably would yeah.”  

“Probably… maybe… again I think it would depend on what my experience with them was.”  

“So you could say that social media does not have any influence in that content” “No, not at all”  

“I do not know if it enhances, maybe it enhances brand loyalty more because you have seen it more. Even 

though you have not clicked on it, you know, okay they sometimes give this cheap offer so I have to check 

out with the time and” 

“Would you be more loyal towards Norwegian Airlines by looking at these different pictures?” “Maybe 

yeah, but that is again number three and five. I actually did not expect to see these kinds of pictures from 

Norwegian”  

“I think I am a hard customer to reach” 

“But defiantly if I had a bad experience but that again that is again I do not expect anything from them so if I 

had a bad experience and I uploaded something on Instagram or Facebook or whatever and they responded 

with like “We are sorry can we do this for you” I would be more surprised so yeah that would make me more 

brand loyal.” 

“But I do not think it is appealing to business people at all.” 

“So defiantly and when I said that I was not brand loyal maybe I am because I know Norwegian is cheap and 

I think it is a good thing, that they are cheap so.”  
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“Maybe loyal and skeptic. I would think okay I will try them next time and see.”  

“So you loyalty is based on other criteria than peoples’ comments.” “Yeah defiantly” 

“No, it still depends on the prices and where I am going and how many times I have transfers. I am not loyal 

to any company in this industry. I am taking what I think as the best price.”  

“No I mean a company like that I would, I guess, I would follow it because I like it. Because it is not like 

such very cool like that, is not like “wow I have to follow that company because it is awesome” and that is 

not what I think about Norwegian. So I think they can draw some parallels but again I would never follow it. 

If they had some great offers I would for sure and then they can say that people are in there because they like 

it and maybe if there was more advertisement.”  

“I do not think so, I think mostly for me it is more a matter of price when I have to go book a ticket.”  

“But for me it does come down to the price.”  

“When it is short haul then I am very price sensitive, when I am flying long haul because I have kids I am of 

course price sensitive but still also thinking about… if there is a 1.000 kroner difference and one has 10 hour 

less stopover, I would take the one that is 1.000 kroner more, because I have kids and I am not 20 anymore, 

so I do not want to sit 10 hours in an airport to save 1.000.” 

“It is always hard to say because I am thinking, immediately I am thinking yes, but I also know that the 

loyalty when you sit at computer and you have to book and it comes to the price then it can be different from 

what you think now and what it going to happened in the actual situation can be different. But sitting here, I 

would say yes.”  

“Are you loyal to a certain airline?” “No” “It all comes down to price?” “yeah it comes down to price and as 

I said before if I have to choose between Norwegian and Ryanair, I would choose Norwegian.” 

“I think it depends on if it is something, if it is a positive experience if it is something that, I mean, if it is a 

service I expected or if they managed to go over my expectations then defiantly.” “You would be more 

loyal?” “Yeah”  

“A service that you did not expect could that be, now when we are talking about social media, could that be, 

if you take the time to comment on a picture or something, and they responded.” “Yeah” 

“If you were following Norwegian Airlines on social media would that indicate that you are loyal towards 

their brand?” “To a certain degree yes.”  
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“Not more loyal than I am right now, because they are just a discount airline, so you cannot really expect too 

much, you get what you pay for.”  

“Would you say that your loyalty kind of like starts with an experience you have with the company and then 

it kind of develops?” “Yeah” “Or would you say that your loyalty could start with your experience online 

and then develop or is it experiences you have” “No it is experiences that I have before and then I would 

develop my loyalty towards the company, yeah defiantly.”  

“Yeah, if you know they have a lot of departures then I would, it makes it more flexible to me and then I 

would probably choose them another time.” 

“Again it comes down to money” 

“Yeah if the alternative cost the same or vice versa I think so because it is recognizable with the Danish 

design and it is desirable with the destinations. Yeah I think so.” 

“When I travel like when I buy tickets to travel it is all about pricing. If it is a fair price for a fair room then 

that is what I take.”  

“Yeah I mean it would defiantly spark conversation at least whether to buy a more experience room than a 

regular. I think I would be prone to just take the cheaper one or the one that is more fairly priced, but looking 

at these pictures you cannot help to think twice whether 500 bucks more would be okay to spend.” 

“Would you be more loyal towards Radisson Blu Hotels by looking at these different pictures?” “Probably 

not”  

“No the pictures would have no influence. Their product would have an influence” 

“So by looking at these five pictures would you be more loyal towards their brand?” “Yeah I would.”  

“Yeah because again I think if this group wants to have a vacation they just want to have the vacation and 

relax, and everything should just be in order.”  

“So if you are following brands on Instagram could they be certain that you will consider them when you 

are… when you are purchasing?” “I would defiantly” 

“Yeah… I think so because… or they could be certain because, I think if, I mean if I saw their images and 

their name everyday then if… I had to go on holiday then I would probably automatically think “oh I am 

following such and such on Instagram, let me see if they have any offers”. Cause they have been in daily 

contact with me.”  
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“But the picture would have an effect, not the comments at all.” 

“Would you be more loyal towards Radisson Blu Hotels by looking at these pictures?” “Yeah” “Is that 

because you have a positive online experience with them, if you saw these pictures online?” “Yeah, I think it 

is actually informative in a way and it has a good mood.”  

“If you were following Radisson Blu Hotels on social media would that make you more loyal towards their 

brand?” “I have a… I do not… I actually do not know. That is a bit hard for me to say, because I do not think 

I am, because I am not following brands. So it is a bit hard to say if it would influence me. I think would 

because you would see a lot of things from them. I think it would pop-up” 

“Again I am very price oriented.” 

“Yeah mostly. Again I am a student, so I do not go to Radisson.” 

“I do not know if I am more drawn like that, I mean there are so many hotel chains so I would never, I mean 

I would go a certain place if I like the place but I am not sure that I would go to the same hotel” 

“I think before I can be loyal I need to go to some of their hotels, I need to stay there before I can be loyal. 

Still it has much more to do with the price and where is the pool, I do not see a pool if I want to go to 

Thailand I want to see a good pool and more surroundings. So I am not loyal by looking at these.”  

“Me as a student I am not loyal anything, I am loyal my own yeah… I am loyal to what I want and it does 

not matter how or what or whether” 

“I do not think so, no. “ 

“I think I know what to expect and if that is not reality I would wonder because” 

“Yeah maybe I mean I would go there to this place where the pictures come from, I would be unhappy if the 

room does not have the furniture which I looked at or the beach or the water or whatever, if the place does 

not look like this, but besides that, no” 

“And again if you were following Radisson Blu Hotels on social media would that be an indication that you 

are more loyal towards their brand?” “No I do not think so.” “Is it because it is a hotel or?” “Yeah probably.” 

“If I like a hotel brand or chain then… well if I had a good experience with it, then I would see if I had to go 

to another place and stay at the same chain again, but that would be with my personal experience with that 

place not from my experience from the social media.”  

“So in general your personal experience is what influences your loyalty?” “Yeah” 
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“No the pictures would not affect my loyalty; it is more want they actually do. If I had a really good 

experience with them before then I would probably go back and use them again. The pictures do not really; it 

is just like a side promotion or what you call like to the brand, it is not like what will affect me the most.”  

“So their, in general, activities on Instagram does not have that big of an effect on your loyalty?” “It depends 

a lot I think on the industry, it is not all companies are meant to be on social media. So it really depends on 

what kind of industry you are in, I would say.”  

“Do you think it would have a more effect than your experience?” “No not more but it would defiantly also 

play a great deal. Because well if I have not used the brand before it would of course have a greater say. But 

if I had tried the brand before then I will just base it on my own experience.”  

“And that again is not experience on social media?” “No” 

“My whole experience from everything.” 

“So your overall experience or the whole experience has an influence on your loyalty?” “Yeah” 

“Yeah of course it is also on Instagram.”  

“Not that much at all, everything is about what you, one thing is what you say but you also have to, it looks 

really good on the pictures I mean but if you want to, they also have to give the customers that experience as 

they express on the pictures in real life. So it does not matter if you have really nice pictures you still have to 

perform well in real life.”  
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Appendix 6 
Table 2: Results of Themes and Keywords for the industries identified within the personal interviews 
Themes               Definition               Keywords 

  Copenhagen Airport Norwegian Airlines Radisson Blu Hotels 
Service-
scape 
 

First impression of 
the company i.e. 
profile text 

• Boring 
• Standard 
• Attention 

• Informative 
• Business 
• Commercialize

d 

• Minimalistic 
• Professional 

E-Word of 
Mouth 

Communication 
between C2C and 
B2C in an online 
setting  

• Interaction 
• Negative vs. 

positive 
• Trustworthy 

• Context related 
• Negative vs. 

positive 
• Interaction 

• Interaction 
• Significance 
 

Perceived 
Service 
Quality 

Different cues like 
pictures customers 
are using to 
evaluate intangible 
products   

• Expression 
• Quality 
• Sufficient   

• Efficiency 
• Personal 
• Expectation 
• Visual identity 

• Visual 
identity 

• Professional 
• Commercial 

Reliability Consistency in 
terms of uploading 
images, connecting 
the images to the 
quality of a brand 
and connecting 
with the Instagram 
users in terms of 
reliability 

• Connection 
• Movement 
• Emotions 

 

• Product 
• Advertising 
• Expectations  

• Objects 
• Quality 

Brand 
Awareness 

The ability to 
recognize a brand 

• Recognizability • Low-cost 
identity 

• Price 
• Recogniza-

bility 
Online 
Customer 
Experience 

A combination of 
emotional and 
rational factors   

• Visual aspect  
• Creative 
• Communicatio

n 

• Visual identity 
• Expectations 
• Connection 

• Belonging 
• Desire 
• Pleased  

Brand 
Satisfaction 

An immediate 
response from the 
customers to the 
encounter with the 
brand 

• Expectation 
• Experience 
• Loyalty  

• Experience 
• Expectations 

• Experience  

Brand 
Personality 

Human 
characteristics 
customers 
associate with a 
brand 

• Happy 
• Excitement 
• Sensitive 

• Price-sensitive 
• Professional 
• Friendly 

• Upscale 
• Professional 
• Quality-

conscious  

Brand 
Loyalty 

Commitment to 
the brand  

• Personal 
experience 

• Price 
• Alternatives 

• Price 
• Personal 

experience 
• Alternatives 

• Price 
• Personal 

experience 
• Product 

 

 

310 
 



 
 

Appendix 7  
Table 3: Results of Themes and Keywords for genders identified within the personal interviews 

Themes                                              Definition                           Keywords 
  Male Female 
Servicescape 

 
First impression of the 
company i.e. profile text 

• Short & Precise 
• Simple & neutral 
• Standard & 

Business  

• Short & Precise 
• Personal & 

Descriptive 
• Standard & 

Commercialized 
E-Word of Mouth Communication between 

C2C and B2C in an online 
setting 

• Have to be 
interesting 

• Context related 
• Interaction 

• Entertainment 
• Negative vs 

Positive 
• Interaction 

Perceived Service 
Quality 

Different cues like pictures 
customers are using to 
evaluate intangible products   

• Environment 
• Quality 
• Service 

• Colors 
• People 
• Feelings 

Reliability Consistency in terms of 
uploading images, 
connecting the images to the 
quality of a brand and 
connecting with the 
Instagram users in terms of 
reliability 

• Desire  
• Environment 
• Objects 

• Connection 
• Feelings 
• Colors 

Brand Awareness The ability to recognize a 
brand 

• Recognizability 
• Quality 

• Recognizability 
• Personal 

Experience 
 

Online Customer 
Experience 

A combination of emotional 
and rational factors   

• Information 
• Interaction 
• Memories 

• Colors 
• Information 
• Personal-Touch  

Brand Satisfaction An immediate response 
from the customers to the 
encounter with the brand 

• Encourage loyalty • Personal 
Experience 

• Expectations 
Brand Personality Human characteristics 

customers associate with a 
brand 

• Adventurous 
• Personality 

• Professional 
• Price-conscious 

Brand Loyalty Commitment to the brand • Product orientated 
• Pictures no effect 

• Personal & 
previous 
experience 

• Pictures no effect 
 

  

311 
 



 
 

Appendix 8 
Table 4: Results of Themes and Keywords for Instagram Users vs. Non-Instagram Users identified 
within the personal interviews 

Themes                                      Definition                           Keywords 
  Instagram User Non-Instagram User 

Servicescape 
 

First impression of the 
company i.e. profile 
text 

• Hashtags 
• Informative & 

Descriptive  
• Commercialized & 

Personalized 

• Hashtags 
• Value-adding 
• Informative and 

Personal 

E-Word of Mouth Communication 
between C2C and B2C 
in an online setting 

• Interaction 
• Negative vs. 

Positive 
• Context related 

• Interaction 
• Negative vs. 

Positive 
• Skeptical & 

Entertainment 
Perceived Service 
Quality 

Different cues like 
pictures customers are 
using to evaluate 
intangible products   

• Quality 
• Environment 
• People & Objects 

• Creativity 
• Surroundings 
• People 

Reliability Consistency in terms of 
uploading images, 
connecting the images 
to the quality of a brand 
and connecting with the 
Instagram users in 
terms of reliability 

• Movement 
• Connection 
• Product related 

• Connection 
• Product related 
• Professional 

Brand Awareness The ability to recognize 
a brand 

• Recognizability 
• Own Experience 
• Product  

• Recognizability 
 

Online Customer 
Experience 

A combination of 
emotional and rational 
factors   

• Identification 
• Value-adding 
• New Information 

• Value-adding 
• Facts & 

Information 
• Customer in focus 

Brand Satisfaction An immediate response 
from the customers to 
the encounter with the 
brand 

• Encourage Loyalty 
• Fulfill needs 
• Personal Experience 

• Price 
• Product 
• Service 
• Expectations 

Brand Personality Human characteristics 
customers associate 
with a brand 

• Quality-Conscious 
• Price-Sensitive 
• Friendly 

• Adventurous 
• Price-Sensitive 
• Upscale 

Brand Loyalty Commitment to the 
brand 

• Price 
• Product 
• Personal Experience 

• Personal 
Experience 

• Product 
• Alternative 
• Price 
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