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Executive Summary 
 
 

In this paper we have pursued to investigate the underlying reasons for Tempt cider’s lack 

of significance/relevance held by consumers – the so-called ‘blandness predicament’ that 

largely is attributed to being a phenomenon that concerns many low-involvement 

consumption goods. Essentially, in an everyday, ordinary purchasing situation, consumers 

are primarily driven by two factors: 1) the awareness/familiarity with a brand and 2) the 

price (and naturally availability). In the case of Tempt, we find that consumers belonging to 

Tempt’s primary target segment are well-familiar with the brand as it remains amongst the 

top three most recalled cider brands with our investigated respondent group, however, 

comparison with Somersby is unremitting and by means of familiarity and price, the two 

contenders seem to stand head to head. Given the fact that Somersby holds a dominant, 

unwavering position in the Danish cider market as well as with the Danish consumers, 

respectively, granted its pioneering role of having been the driving force behind the recent 

cider-drinking tradition in Denmark, they remain a hard competitor to beat and its folksy 

appeal, in essence, embraces a large and wide consumer segment, including those of 

Tempt. Thus, we contend that being “one of the followers”, by simply endeavouring to hold 

high brand awareness with consumers is a strategy rendered unsustainable in the long 

run. Taking the example of low-involvement consumer goods products, such as 

Budweiser, testifies to the fact that endowing the brand with symbolic relevance and 

cultural significance that contribute to consumers’ identity formation process, can lead 

Tempt cider out of its downward spiral of being a bland brand.  

 

Hence, in our attempt to unveil the underlying reasons for the assigned irrelevance to the 

brand, we turn our focus onto the consumers in our theoretical discussion as well as in our 

empirical research conducted. Fundamentally, we need to profoundly and holistically 

understand consumers’ life worlds and social reality before we can establish symbolic 

cues and appeals that they consider imperative to their self-perception. Consumer identity 

theory, thus, serves as the theoretical groundwork from which we can assess the 

consumer-brand image congruence to predict consumer purchasing behaviour. To this 

end, we found that the symbolic properties and associations of Tempt’s brand image 

proved to be deviating from consumers’ desirable self-images (actual-, and ideal self) and 

taking that consumers predominantly engage with products/brands that correspond with 

their own ideals, ambitions, emotions and self-definitions, a subsequent lack of 

involvement on their part is prevalent. Granted that Tempt cider is neither placed higher 
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nor lower in consumer preference than other cider brands available in the supermarket, 

ultimately, leaves price as the final selection criterion. To overcome such inauspicious 

competitive circumstances, Tempt must therefore better reflect and convey the ideals that 

speak to consumers on a personal level by building congruence into the company’s 

internal as well as external processes.  

 

In line with this, we urge Tempt cider to better integrate the brand concept into the core of 

the organisation or with the respective team managing the Tempt brand on a daily basis. A 

concord between the different processes and functions must be installed to generate a 

coherent brand image that is clear and unmistakable to consumers. Secondly, Tempt 

needs to endow its brand with symbolic values and ideals that consumers can embrace 

and actively use to project their self-held images and express their identity. Taking point of 

departure in our assessments made of Tempt’s inhabited imagery world, from which 

Tempt’s brand image transpires, intrapersonal values, i.e. personal qualities, comprise 

significant indicators of the target segment’s self-understanding, consequently, we 

advocate a heavy emphasis laid on these in Tempt’s future conducts. Lastly, we suggest 

that Tempt takes patent on a particular situation or sentiment that provides a frame of 

consumption that differentiates the brand from other cider alternatives, herein the “folksy” 

Somersby. Surely, our suggestions put forth build on one another providing for a greater 

coherence, and we believe that by means of adopting such propositions, greater 

relevance/significance will be granted by consumers to the Tempt brand in the time to 

come. 
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I. Abstract 

 
 

What role do brands essentially hold in the lives of the modern consumer? We hear about 

them all the time: Louis Vuitton, Acne Jeans, Mulberry, Apple, Lancome etc. The list is 

infinite and could go on forever. Purchasing brands go beyond the acquisition of physical 

products; it imparts a signalling value to other people and provides them with a sense of 

who you are as a person, what values you carry in life, your social status in society, 

amongst many other things. Surely, these abovementioned brand names belong to the 

high-involvement category, where consumers invest time, money and effort into the 

purchase of “just the right brand”. Along similar lines, though, the same principle can also 

be said to apply to low-involvement products. However, these are more neglected as 

individual value-signalling items, as practically everyone can attain them from the local 

supermarkets and convenience stores. Nevertheless, one should not underestimate their 

contributory power to consumers’ identity projects, although on a somewhat minor scale 

compared to high-involvement brands. For instance, Budweiser, Oreos, and Coca-Cola 

are all examples of everyday consumption products that have attained iconic brand status 

by incorporating emotional and hedonic values making the consumers believe that they 

are truly “one(s) of a kind”. Our argumentation of this paper is, therefore, that if they can do 

it, so can Tempt cider, and differentiation and value-creation of low-involvement products 

to consumers can be obtained by means of incorporating the right symbolic properties that 

contribute to and correspond with consumers’ self-perception. This study, thus, presumes 

an overriding focus on consumers, as they are ultimately the ones to decide a brand’s 

relevance or irrelevance that is grounded in their respective identity projects. In this 

respect, desirable attributes reflected by the brand must be closely aligned with 

consumers’ subjective notion of self as consumers eventually choose brands that 

harmonise with their ideals, goals, feelings and self-definitions. This implies that if the 

brand understands to capture the essence of consumers’ qualities and value base central 

to consumers’ self-understanding (actual –, or ideal self), the brand will be considered 

instrumental to self-fulfilment or self-gratification, analogously, making it highly probably 

that the brand will become an integrated and extended part of consumer’s identity. Brand 

preference is hereby installed with consumers and short-lived competition practices (e.g. 

aggressive price wars) can largely be evaded as the brand has attained an exceptional, 

irreplaceable position in the hearts and minds of consumers.  
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Understanding consumer worlds and self-beliefs, hence, constitutes a crucial knowledge 

foundation for our investigation as this served as the comparative basis from which we 

explored the associations held of the Tempt brand. Consumers’ social reality, the value-

laden self-image beliefs, and the value-laden brand image perceptions were, thus, 

empirically tested to determine the image congruency that denotes the assigned relevancy 

by consumers to the Tempt brand in predicting consumer purchasing motivations. By 

means of comparison, we were able to establish enviable common denominators that 

consumers could relate to and resonate with in proposing improvements/changes that 

would help strengthen the “bland” and undifferentiated Tempt brand into becoming a more 

relevant/significant brand to consumers. 
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1. Introduction 

 

 
1.1. A world of brands... 

 

As a consumer, one is faced with many choices in terms of selecting consumer products 

that help satisfy or alleviate everyday needs. A stroll down the aisles of the grocery store 

or supermarket, one will find hundreds of products neatly aligned, standing side by side, 

many with the claim to perform similar functional purposes. Given the many product 

choices and their purposive similarities, how is one to choose between the countless 

alternatives? To ease the selection process, many consumers hence base their decisions 

on well-known brands, be it shampoo (Response, Pantene), detergent (Ariel, Omo), beer 

(Carlsberg, Tuborg) or toilet paper (Lambi, Monark). By such measures the plentiful 

assortment is reduced to a more manageable level, making it easier for the consumer to 

process. Surely, being a known and recognised brand name can provide competitive 

advantages relative to the less known brands, but what happens when, as illustrated 

above, more than one well-established player exist in the respective product category? 

With no attached significance to any of the alternatives available, consumers are apt to go 

with the brand that offers the lowest price. Ultimately and most likely, the brand with the 

most abundant resources and highest investments take the prize, and the scores are set 

by some rather superficial, short-lived competitive means and parameters (e.g. price wars, 

increasing availability etc.).  

 

When companies engage in such competition practices where focus rests on e.g. price 

and availability to stimulate consumer purchasing decision, arguably, they have failed “to 

tie the knot” with the consumers in establishing a stronger and more prolonged 

relationships with them, as switching from one brand to another is easy and implies no 

deep personal involvement on their part. Establishing consumer relevance/- significance 

is, thus, key in this paper and it is exactly this point of departure that serves as the premise 

from which we urge our case in question, Tempt cider, to invest their efforts.   
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1.2. The case of our investigation: Tempt cider 

 
The baseline of our theoretical and empirical analysis is grounded in the predicament of 

relatively low-involvement consumer good brands that despite endowing a well-known 

brand name provides no other significant meaning to consumers and is, thus, perceived by 

consumers as being a “bland” brand. Serving as our case of investigation is Tempt cider. 

Tempt cider has managed to build up a brand name that is well-known amongst 

consumers, however, they still seem to find themselves in perpetual superficial competition 

based on marketing parameters such as price, placement/availability, product etc. in which 

the well-established market leader and - pioneer, Somersby, indisputably holds the upper 

hand.  

 

Running parallel to this case-specific situation, we acknowledge the importance of the 

selection criteria of the ‘uneconomic man’ that has emerged resulting from the numerous 

offers of product choices with similar functional attributes. In this logic, and as opposed to 

the ‘economic man’, consumer decision-making is not always based on rational, utilitarian 

deliberation but instead makes way for intangible, non-product-related attributes 

comprising vital consumer purchasing criteria, such as the symbolic assets inherent in the 

brand. In line with this trajectory of thought, consumers form product preferences by 

attending to and evaluating the human values symbolised by a product against the human 

values that they endorse. 

 

Accordingly, the argumentation of this paper will rest on the circumstantial provision that 

not having differentiated the brand vastly enough from the competition in terms of the 

respective marketing elements, a competitive edge can instead be attained vis-à-vis the 

symbolic properties of the brand. As a matter of fact, we will in this paper postulate that 

generating consumer preference/-relevance that is linked to the symbolic rather than just 

the physical and tangible benefits of the brand is more long-lived. Accordingly, we will 

assume a consumer-oriented line of reasoning wherein we will investigate consumer 

merits and connotations associated with the Tempt brand in order to gauge the assigned 

significance that the brand holds in the mind of the consumer, as this ultimately determines 

the outcome of their decision-making. Depending on the outcome of our findings we will in 

the final part of our analysis discuss key issues that we deem to be relevant for the 

company’s further and future conducts in proposing pragmatic suggestions/solutions that 

agree with the investigated consumers’ needs and - motivations. To this end, we pose the 

following research question: 
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How can Tempt cider overcome blandness and strengthen its relevance with its 

target segment by understanding consumers and their constituted world? 

 

To assist us in our endeavour to conduct this study, we have constructed three research 

objectives: 

 

1. Delineate the background and environment that frame the setting in which we will 

discuss the case of Tempt cider and present key findings. 

 

2. Establish a relationship between material consumption goods/possessions and 

consumers in evaluating the symbolic properties that direct purchasing behaviour.  

 

3. Test the relevance (or lack thereof) of Tempt cider to consumers based on 

empirical consumer research. 

 

Tempt cider will, thus, represent the illustrative case from which we will be able to present 

our theoretical arguments in terms of extracting symbolic meaning from a material product 

that serves as the impetus for consumer purchasing decisions, and draw our conclusions. 

As a prerequisite for enabling a coherent and sound discussion though, we will in the next 

section provide a definition of our key concepts and terms, as to not cause any 

misconceptions or -interpretations. Finally, in this chapter, we will discuss the relevance of 

our topic, why we believe it is important to investigate, and how we have structured our 

paper to adequately answer our defined research question. 

 

 

1.3. Definitions of key terms 

 

‘Bland brands’ and ‘blandness’ 

Seeing that no comparable terminology exists in the marketing/branding/consumer 

behaviour literature that allows us to explicate a key precondition to our research area, we 

have designed a term that alludes to this conception. A bland brand denotes when a 

product or service brand provide no personal significance, meaning or relevance to the 

consumer. Blandness is similarly a term derived from this logic. 
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Tempt cider as a low-involvement product 

We will in this paper refer to Tempt cider as a low-involvement product. This is grounded 

in the relatively minor effort, time and money that consumers invest and dedicate to such 

purchases, not to mention the associated low risk of choosing between alternatives in the 

particular product category. Analogously, glossaryofmarketing.com (web 1) defines low-

involvement products as: “a low-priced product for everyday use that is bought by 

consumers without giving much thought to brands”. However, one may argue that unlike 

basic commodities, e.g. salt, notebook paper, milk etc., alcohol cider products are usually 

consumed in social settings, and therefore, differentiation between brands and choice 

considerations are to some extent given more prominence. Accordingly, the risk, time, and 

money invested may exceed that granted to classic low-involvement products. 

Nonetheless, the level of consumer involvement in this purchasing situation can still be 

argued to be relatively low compared to high-involvement purchases, e.g. of electronic 

devices, cosmetic products, clothing etc. Thus, in this paper, we uphold our argumentation 

to classify Tempt cider as belonging to the low-involvement product category. 

 

Product-related attributes 

According to Keller (1993) product-related attributes are defined as: “the ingredients 

necessary for performing the product or service function sought by consumers. Hence, 

they relate to a product’s physical composition or a service’s requirements.” Analogously, 

such attributes are generally assessed by the product’s functional and performing abilities.  

 

Non-product-related attributes 

As a counterpart to the abovementioned, Keller (1993) defines the non-product-related 

attributes as the external aspects of the product or service that relate to its purchase or 

consumption. The four main types of non-product-related attributes are (1) price 

information, (2) packaging or product appearance information, (3) user imagery (i.e. what 

type of person uses the product or service), and (4) usage imagery (i.e. where and in what 

types of situations the product or service is used). These attributes typically do not relate 

directly to product performance or service function. In this paper, we will primarily employ 

this term specifically to denote the non-product, non-physical features derived from the 

company’s supplementary activities, such as branding initiatives, that can add symbolic 

meaning to the physical product or service and generate personal value to consumers. 
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Marketing elements 

Marketing elements are basically the 4 Ps of marketing, also known as the parameters of 

the marketing mix, i.e. product, price, place and promotion. Seeing that both the product-

related and non-product-related attributes each hold respective elements of the marketing 

mix, we will utilize this notion whenever the elements of the marketing mix specifically are 

discussed. 

 

 

1.4. Topic relevance 
 

It all started when two female students a warm sunny day decided to enjoy the Danish 

summer weather on the campus bar terrace. Looking around the university area, cheerful 

fellow students were in the midst of enjoying a cool beer or chilled cider. They started to 

chat amongst each other how interesting it was that cider had recently become such a 

sociable, not to mention, omnipresent drink. In highways and byways, people everywhere 

were seen holding a can of cider. Going only a couple of years back, this was indeed a 

rare sight.  

 

From this interesting observation grew an idea that was soon to become a research study. 

Having paid particular attention to the cider brand that had just been launched, the two 

female students soon contacted the company behind this new brand, and this was the 

beginning of the collaboration between Tempt cider (Royal Unibrew) and us.  

 

Why have we chosen this research topic? 

From preliminary studies, which consisted of three parts: 1) an interview with Royal 

Unibrew, 2) a focus group, and 3) general information gathering as a by-product of 

everyday chatting with people around us, several issues relating to the Tempt brand and 

the cider category were raised. First and foremost, when mentioning Tempt, or any other 

cider brand for that matter, comparability with Somersby was unavoidable. This was 

prevalent both when conferring with the company as well as with consumers. Secondly, 

certain stigmas pertaining to the cider category still prevailed in the minds of the 

consumers. Associations to it being a summer drink, although in a much broader and more 

varied context than earlier, still predominated due to its sweet, fresh and fruity taste. The 

focus held in this paper, however, chiefly rests on the last observation we made, owing 

primarily to findings from our focus group study (App. I). People seemed, to a large extent, 

to be indifferent about which brand of cider they purchase, this was particularly so when 
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comparative assessments were made in reference to Tempt and Somersby. For the most 

part, the only distinction that our focus group participants made was between discounted 

and well-established brands. Surely, good taste was claimed to ultimately direct their 

purchasing decisions (also towards cheaper alternatives), however, differentiation between 

the well-established brands seemed minor, if not entirely insignificant.  

 

We have chosen to base our investigation on this observation as we believe this to be a 

problem particularly common in the low-involvement/fast-moving consumer goods 

category where consumer purchases, however small (investment wise), are frequent, and 

should therefore not be undervalued, as companies fundamentally depend on people to 

buy their products. Analogously, we find the consumer aspects to be specifically 

interesting as understanding consumer needs and motivations in the end can decide the 

company’s relative success or demise. This is grounded in the conviction that a brand that 

manages to speak to consumers on a deeper, more personal level and cater to their 

respective needs and wants, is the brand that is best equipped to take on “the last stand” 

on the supermarket shelf, irrespective of the presence of conditions that favour 

competitors (e.g. lower prices or greater product accessibility). Equivalently, the underlying 

premise of this paper is that people essentially only engage with products with which they 

can relate (usually manifesting itself as simple “liking”). To this end, we believe consumer 

research to serve as the basis from which sound branding campaigns/elements can arise. 

If we do not understand how consumers think, what their life projects and world views are, 

how can we select the right communicative tools and appropriate measures to speak to 

them in a way that will make good sense? Consumer research is, thus, the platform that 

provides us with indispensable knowledge about the investigated segment from which, we 

will be able to gauge the relevance/significance that Tempt cider holds in the minds of the 

consumers. Correspondingly, this will serve as the centrepiece of this paper, and we will 

dedicate our main attention to this part. Hereafter, we will be able to put forth suggestions 

and solutions that we believe can help Tempt cider gain more relevance/significance with 

respect to their investigated target group. 

 

How will we go about the research? 

Our main emphasis is as mentioned above placed on consumer-oriented studies. Thus, 

after having presented our methodological approach and research methods, wherein we 

will account for our philosophical considerations relating to this topic, describe the nature 

of the data collection processes, and assess theoretical limitations, we will account for our 

first research objective (see also Figure 1 on page 15).  
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Research objective 1: Delineate the background and environment that frame the setting in 

which we will discuss the case of Tempt cider and present key findings. 

Firstly, we will outline the history of the company, and depict the current market conditions 

of the Danish cider industry as the backdrop, which frames the contextual setting of our 

discussion. This will assist us in pointing out issues and areas that may elucidate the 

obstacles facing Tempt cider, and explain the background for why they are in this 

predicament.  

 

Research objective 2: Establish a relationship between material consumption 

goods/possessions and consumers in evaluating the symbolic properties that direct 

purchasing behaviour.  

We have sub-divided this research objective into 4 different parts. The first part is a 

historical delineation of the evolution of consumption and consumer culture from the 

modern to the post-modern era. This provides an understanding of what products and 

brands have come to represent to consumers today and how inanimate consumption 

goods embody symbolic properties that is/can be of value to consumers (step 2). In step 3, 

we interpret these values of the products that surround the consumer as part of their 

identity or extended identity and discuss why some products are selected (purchased) or 

discarded by consumers (step 4). 

 

Research objective 3: Test the relevance (or lack thereof) of Tempt cider to consumers 

based on empirical consumer research. 

Empirically we will examine three areas that we judge to be crucial for our investigation. To 

adequately understand the constituted world of consumers and accordingly the relevance 

of Tempt as perceived by consumers, we must firstly examine the setting in which Tempt 

cider is or can be consumed. By this token, we need to find out why and when people 

drink alcohol and which consumer benefits are associated with it. We will then scrutinise 

consumers’ perception of self, relating both to their actual - and ideal self-concepts. This 

provides us with a holistic picture of their personal self-images, in view of what is important 

to them, how they think, how they conceive of themselves and what they desire to convey 

to others. At the other end of the equation, we then study the associations that they hold of 

Tempt, the symbolic properties of the brand, to find out whether these clash or match with 

consumer’s self-perceptions by determining the relevance that Tempt accordingly holds in 

the minds of the consumer. An analysis of our empirical research will then be conducted, 

wherein we will contrast our findings to determine the relevance that consumers assign to 

Tempt cider. 
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Ensuing a discussion we will propose suggestions/solutions to how Tempt can strengthen 

their relevancy with consumers in becoming a preferred brand in the cider category. Lastly, 

we will conclude by answering our research question and put the results into perspective 

with a brief outlook on the future situation of Tempt cider in the Danish cider market. 

 

To illustrate the complete structure of our paper, we have prepared a figure as shown 

below that specifies the individual building blocks of each section: 

 

 Introductory part          Research objective 1  Research objective 2 

 

 

 

 

 

 

 

 

 

 

 

 

   Research objective 3        End part 

  

 

 

 

 

 

 

 

 

2. Methodology 

 
Figure 1. Building blocks of the thesis 

Relevancy of topic 

Methodology 

Consumption & 
consumer culture 

Present key findings 

Background and 
market environment 

 

Symbolic properties of 
products 

Consumer identity 

Establish consumer-
product relationship 

Understanding the 
world of alcohol 

Understanding consumer 
self-perception 

 

Understanding consumer 
perception of Tempt 

Relevance of brand to 
consumer 

Discussion 

Implications for Tempt 
cider 

Conclusion 

Future perspectives 
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2. Methodology 

 

 
2.1. Research approach and philosophy 

 
We are approaching the chosen area of investigation from an epistemological stance that 

is rooted in the constructivist interpretive tradition of phenomenology (Saunders, 2003). 

Seeing that the centre of rotation in our thesis revolves around understanding the 

consumer and their constituted world, we believe that deploying an interpretivistic stance 

prevails as the most adequate method in helping us answer our research question, as it 

allows the researcher to dig deeper and explore the subjective meanings that motivate 

people’s actions (ibid). When endeavouring to comprehend how Tempt can overcome 

blandness and strengthen its brand relevancy, it is in our optic important to understand the 

consumer and their inner reality, seeing that this effectually frames and defines their 

constituted world. Realising that the interpretivistic philosophy recognises the relativity of 

people’s interpretations and that these form their subjective meaning, which as a result 

guide their actions and interactions with the environment, we believe that operating by this 

stance will enable us to gain a more nuanced picture of the consumers. The advantage of 

this philosophy is that it is grounded in the premise that people interpret the world 

differently, which means that it caters to the condition that their actions should be regarded 

as being meaningful in the context of their socially constructed interpretations and 

meanings (ibid). By allowing us to establish a deeper understanding of consumer’s socially 

constructed world, this approach will grant us with valuable insights into their ‘lived 

experience’ and perceived reality, which is important to understand when striving to 

comprehend the consumer’s symbolic world and how they through material objects strive 

to project and communicate their identity.  

 

In line with this, we are in our thesis applying an inductive perspective, as this research 

approach predominantly is suitable when aspiring to gain a thorough understanding of the 

contextual setting in which events are taking place. Seeing that we strive to understand the 

consumer and the cultural and symbolic aspects of consumption, operating by this method 

is, thus, rendered most appropriate for the objective of our research. Corresponding with 

the inductive approach, our research can best be described as an intersection between 

ethnography and case study, as our investigative purpose is to understand a particular 

contemporary phenomenon within its real life context. However, instead of solely deploying 



Master Thesis          Copenhagen Business School 
MSc. in Strategic Market Creation  February 2011 

 17 

a macro perspective, we are taking our research a step deeper, as we are striving to gain 

a thorough understanding of the research subject’s experienced social world (Saunders, 

2007).  

 

Our investigation is a cross-sectional study that holds a constrained timeframe, meaning 

that we are taking a snapshot glimpse into a particular phenomenon at a particular time, as 

we deem a longitudinal study to be irrelevant for the objective and scope of our research 

(ibid). Bearing in mind that Tempt is relatively new to the market, taking a longitudinal, 

retrospective perspective would not provide us with new insights as to how the brand 

traditionally was managed, and the impact this has had in terms of consumer associations. 

Taking into account that we cannot learn much from Tempt’s past conducts that could 

prove helpful in solving their current predicament of being perceived as bland and 

insignificant, we have therefore chosen our primary perspective to be based on a 

restrained timeframe. Recognising the fact that Tempt since its launch has neither 

changed its market approach nor its campaigns, applying this time perspective will 

therefore serve the purpose to disclose the effectual responses of their conducts thus far 

and establish how well the brand to date has managed to position itself in the minds of the 

consumers. 

 

Finally, the dominant strategy permeating our empirical investigation is grounded in the 

explorative tradition, as this perspective is known for being the most fruitful method when 

seeking to clarify the understanding of a problem. Furthermore, recognising that the 

exploratory logic serves as a valuable means to searching new insights and assessing a 

phenomenon in a new light, we accordingly believe that operating by this token is rendered 

relevant and viable for assessing our designated research area (ibid).   

 

 

2.2. Data collection method 
 
In order to answer our research questions most adequately, we have used multiple 

sources of evidence containing primary, secondary and tertiary data. Our primary data is 

derived from qualitative research, which will be explained in details in the following 

paragraph. The secondary data is, amongst others, collected from relevant books, articles, 

scientific journals and web pages. Lastly, we have used tertiary literature which comprises 

encyclopaedias and dictionaries that we consulted for definitions and wording. 
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2.2.1. Primary data collection 

Resting within the tradition of qualitative research, the purpose of our primary data is to 

provide an exploratory element to our chosen field of investigation. Following this tradition, 

our research was initially instigated by convening a focus group, which served the overall 

aim to provide us with insights into what might constitute a problem relating to the Tempt 

brand. Based on the focus group interviews, it soon became evident that posing as a 

grand threat to Tempt is that consumers generally do not relate to the brand, which 

resultantly leaves it being perceived as bland and insignificant. Taking departure in this, 

we decided to base our thesis on an empirical study of how Tempt can overcome 

blandness and gain relevancy by understanding the consumers and their constituted 

worlds. The focus group proved advantageous for the exploratory purposes as it provided 

us with an overall insight by allowing for a broad range of perspectives on the topic. It 

furthermore enabled us to identify particular attitudes and behaviours; it gave us insight 

into how people interact when considering a topic and finally how they reach consensus 

(Daymond et. al., 2002). Seeing that this method may be prone to disadvantages, such as 

domination of particular people setting the agenda for the discussion, group pressures 

distorting the expression of individual opinions ensuing a reluctance to being honest and 

hesitant to express divergent and extreme views, these can be said to render this 

approach less sufficient to providing valuable in-depth knowledge. To counter for the 

shortcomings of the abovementioned, we hence decided to proceed with ‘one-on-one’ in-

depth interviews. To secure the flexibility, while simultaneously maintaining the focus on 

issues and topics to be covered, we decided to conduct semi-structured interviews (ibid). 

This approach has given us a more thorough understanding of the consumer, as 

respondents to a higher degree are more comfortable to reveal their private selves and 

allow us to access their inner feelings and thoughts. The presentation of the respondent 

group will be presented more specifically in chapter 6, section 6.1.1.  

 

 

2.3. Theoretical limitations 
 

Acknowledging that the representation value of this paper is rather small with regard to our 

qualitative sample size resting on six respondents, we believe that a quantitative study 

could have been conducted to support our findings. However, granted our respective 

research objectives, which are highly explorative and in-depth in nature, we deem this to 

be futile for the task at hand. Thus, we hereby stress that our main purpose of this paper is 

mainly to present indicative and illustrative trends and inclinations about Tempt’s primary 
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target group that must subsequently be supplemented by further research to allow for a 

representative study. 

 
Also, given the topic of our investigation, we will incorporate findings derived from two 

theoretical fields: consumer research and brand management. We deem these to be 

highly interrelated, as consumer research is a prerequisite to brand management 

initiatives. Even though we will not go into depth with branding strategies per se, we will 

present elements of branding that can enhance the relevance of Tempt cider with respect 

to its target segment. Infusing the brand with symbolic properties that speak to and 

resonates with consumers, the right branding elements/concepts must be chosen, and it is 

along these lines we will put forth propositions that correspond with our empirical findings. 

 

Seeing that our thesis holds a consumer-oriented perspective, we however acknowledge 

that others factors and aspects might have been equally important to investigate in regards 

to overcoming blandness and attaining brand relevancy. We could e.g. have turned to the 

marketing mix and examined how Tempt could improve its brand relevancy though price, 

product, placement and promotion. Nonetheless, according to Keller, basing the brand 

strategy on such attributes is not viable, as these aspects in his view do not generate a 

differential effect but instead should be considered as the ante that marketers must pony 

up to be competitive (Keller, 1993). Moreover, realising that the marketing mix is losing 

prominence within the academic world (Goi, 2009), we could instead have turned our 

attention towards e.g. innovation, which increasingly is acknowledged as being a viable 

tool to creating a differentiated and unique brand (Davenport et al., 2006).  In this regard, it 

would have been obvious to investigate how Tempt through innovative market approaches 

e.g. by creating a compelling brand community and actively using the social media, could 

enhance its relevancy by addressing consumer’s social needs of interaction with the brand 

and other likeminded people. Resting within the context of innovation, it would also have 

been interesting to examine how Tempt via product innovation could create a unique 

product that is regarded relevant and indispensable merely because it meets the needs of 

consumers in ways that are yet unseen. Also, seeing that Tempt, being a second-mover, is 

predominantly learning from and, in large part, imitating Somersby’s strategy both in terms 

of the market approach and product development (see section 3.4.), investigating this field 

could have provided us with relevant insights in terms of overcoming blandness. However, 

as post-modern consumers are basing their purchase choice predominantly on the extent 

to which a product satisfies their hedonic need to express identity (see section 4.2.), we 

believe that it is essential when striving to enhance brand relevancy and fostering a 
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meaningful brand-consumer relationship, to first and foremost investigate whether Tempt 

symbolically corresponds with the consumers. Based on this logic, we therefore deem an 

investigation of the product-specific attributes to be irrelevant for the scope of our 

research.  
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3. The Company, the Product and the Market 
 
Research objective 1: Delineate the background and environment that frame the setting in 

which we will discuss the case of Tempt cider and present key findings. 

 
 

 

3.1. Company profile 
 

Royal Unibrew (RU) has a long history within the brewing industry as most of its breweries 

originate from the 19th Century. However, the company in its current configuration is of 

recent date and emanates from a joint ownership that was established in 1989. Having 

faced intensifying competition and increasing rivalry, in order to stand stronger, Faxe 

Bryggeri, Jyske Bryggerier and Albani merged into ‘Bryggerigruppen’ that later changed 

the corporate name to Royal Unibrew (web 2). This merger proved to be strategically 

prudent, providing RU with multifaceted competencies as each brewery possessed unique 

competitive advantages; Faxe was particularly strong in soft drink retailing while Jyske 

Bryggerier’s core competencies were the production of strong and specialty beers mainly 

for restaurants and pubs, and lastly Albani, besides being a nationwide distributor, held a 

strong regional market position on Fyn. With the amalgamation of the three breweries, RU 

attained a strong and favourable domestic market position holding numerous salient and 

recognised brands such as Royal, Albani, Faxe Kondi and Egekilde (web 3). Due to the 

company’s ambidextrous organisational setup, each brewery operates by its own 

individual brand that is managed and marketed independently.  

 

Having established itself firmly in the domestic market, to ensure continuous growth, 

‘Bryggerigruppen’ expanded to the East by acquiring a number of Polish, Latvian and 
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Lithuanian breweries1. In addition to this, aiming to strengthen RU’s international foothold, 

the company acquired numerous subsidiaries in Europe2, Latin3- and North America, 

transforming RU into a worldwide business with considerable global prospects (ibid). In a 

period of twenty years, RU underwent tremendous development and is today the second-

largest Danish brewery. In 2009 the company employed 2500 employees with a revenue 

of 3.8 billion DKK selling 6.6 million hectolitres of beer and soft drinks (ibid). Operating 

traditionally within the category of beer and soft drinks, Royal Unibrew entered the 

lucrative Danish cider market in March 2010 with the launch of Tempt cider. Today, Tempt 

cider holds a market share of 8,7 % (YTD) in the Danish cider market (App. II).  

 

 

3.2. Product description 
 

Tempt cider is currently offered in three different variants: no. 2, no. 7 and no. 9, 

respectively.  Besides representing a flavour, each number is permeated with distinct 

symbolism (web 4). 

 

 

 

 

 

Tempt no. 2 with the taste of green apple represents duality, referring that there are two 

sides to everything. These connotations attempt to indicate that the bottle at first glance 

may seem utterly innocent, but taking a closer look one will soon realise that there is more 

than meets the eye, designating that the same goes for people.  

 

Tempt no. 7 comprises the taste of apple, elderflower and blueberries and is a symbol of 

change. The bottle is intended to inspire and empower people to make changes.  

 

Tempt no. 9 is a combination of apple and strawberry and lime and the number 9 is a 

symbol of luck.  

 

                                                
1 Royal Unibrew is an amalgamation of four Danish breweries: Albani, Faxe, Maribo Bryghus, Cares and four   
Baltic breweries: Vilnius Tauras, Kalnapilis, CIDO Grupa, Lacplesa Alus  and Royal Unibrew Polska, 
comprising of Lomza and Brok-Strzelec in Poland. 
2 Sweden, Italy, UK, France and Switzerland.   
3 Guadalupe, Martinique, St. Vincent, Antigua, Dominica, Puerto Rico.  
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The Curious Company 

In connection to the launch of Tempt, Royal Unibrew created a fictive consignor under the 

name ‘The Curious Company’ as the company behind Tempt cider. ‘The Curious 

Company’ represents a cider brewing company that is curious on life and constantly 

challenges the way things are normally done (web 5). The intent with this media stunt was 

to spur interest and add mysticism around the Tempt brand, which would add uniqueness 

and distance Tempt from its well-established mother company, Royal Unibrew (Engholm, 

2010). The company claims to produce special beverages exclusively for likeminded, 

namely people who are just as curious as they are (Engholm, 2010; web 5).  

 

Tempt’s target group 

Tempt targets the sophisticated segment who are curious on life, courageous and feel that 

there is more to them than meets the eye – making each and every single one of them 

unique (App. IV). Tempt cider’s primary target group comprises young, urban women in 

their early twenties. As they consider themselves to hold a broad appeal, they also operate 

with a secondary target group consisting of city-women in their thirties (App. V). In this 

study, we will, to delimit the scope of our investigation, hold our predominant focus on 

Tempt’s younger and most important target segment. 

 

 

3.3. The Danish cider market 
 

Despite the fact that the geographical location of Denmark is positioned right between two 

countries known for their cider drinking traditions, England and Sweden, respectively, the 

widespread consummation of cider in Denmark can only be attributed to being a 

phenomenon of recent times. Only during the last couple of years has cider truly come to 

constitute a significant product category in retailing and as a serious alternative to many 

alcoholic and even non-alcoholic drinks (App. VI). Despite representing a newcomer in the 

Danish marketplace for beverages, the sweet and fruity flavours have captured a broad 

reach appealing to a wide array of consumers.  

 

This rather “late” Danish discovery of alcohol-ciders came into presence in 2008 with the 

introduction of Carlsberg’s alcohol-cider, Somersby. Earlier, associations with cider was 

usually limited to that of a ‘terrace drink’ that was indulged on a warm, summer day in 

peaceful surroundings by the allotment shed or weekend cottage (App. VII). 

Consummation was highly seasonal and circumstantial thereby leaving the market rather 
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scant and unattractive to potential suppliers and breweries. However, within the last two 

years the cider industry has demonstrated substantial growth, up to 190% (Kragballe, 

11.03.2010) and the market continues to prosper, although not as fast as in 2008 when the 

category was kick-started by the Somersby launch. Today, the total volume of sale 

comprises a vast amount of 500 millions to 1 billion DKK (ibid) with an expected 8-10% 

increase in 2010 (Kragballe, 01.07.2010).  

 

Moving away from being “just” a summer drink, alcohol-cider has now reached a more 

ubiquitous position in the minds of the consumers and this light and accessible drink can 

now be seen enjoyed on a chilled day at the park, at festivals and at major sport events, 

and in the nightlife scenery at clubs and discotheques hitting a broad target group 

comprising teenagers as well as adults. Thus, cider is slowly moving out of the so-called 

‘seasonal trap’ making the market much more “tempting” and lucrative to breweries (App. 

VIII).  

 

This growing interest in cider has been manifested in the surge of industry players that 

have entered the competition over the last couple of years, and it is equivalently reflected 

in the grand assortment of this category, which approximately comprises 76 cider varieties 

(Direkt., 2010). From being a practically non-existent, and largely neglected market many 

Danish breweries, big and small, are now vigorously attempting to conquer and secure a 

share of the profitable market.  

 

3.3.1. Competitors 

Direct Competitors 

The Danish cider market is currently dominated by the Swedish-inspired cider traditions 

characterised by the sweet and fruity savours (as opposed to the more bitter, beer-like 

English ciders) that are represented by the following cider products: 

 

Somersby (Carlsberg):  

As mentioned previously, the emergence of the cider drinking culture in 

Denmark is principally owing to Carlsberg’s launch of its alcohol-cider, 

Somersby, as of March 2008 (Kragballe, 24.02.2010). Staying true to the cider tradition, 

Somersby was firstly introduced to Danish consumers with an apple flavour, which still to 

this day accounts for 50% of Somersby’s sales (Nymark, 02.07.2010). Additionally, 

Carlsberg’s cider assortment encompasses varieties of pear, cranberry and elderflower, 

respectively. With its “folksy” widespread approach along with being a first-mover to this 
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previously rather unexplored market, Somersby came to dominate almost 80% of the cider 

market within its first two years on the market (TV2 Finans, 11.03.2010). Now, as more 

and more competitors have gained access to the industry, Carlsberg’s market share has 

dropped markedly and now comprises 27,2% (YTD) (App. II). 

 

Mokaï (Cult) 

The second biggest player in the industry is Cult with its premium alcohol-cider 

containing caffeine, Mokaï, with wild berries and elderflower. Cult currently 

holds a 12,2% market share YTD compared to 4,1% in 2009 and thus 

represents a strong contender in the cider category (App. II). Cult is known for 

its “party-profile” (see also www.cult-party.com), thus, appealing to the younger segments 

in the teen and after-teen years. They have a provocative edge, which dominates their 

advertisement campaigns that often feature young, bare-skinned males and females 

exposing their bodies, which on several occasions have led to national outcries.  

  

Somersby and Mokaï are regarded by Royal Unibrew to be Tempt’s main competitors 

(App. III). 

 

 Rekorderlig (Åbro Bryggeri)  

Finally, there is the Swedish Rekorderlig ciders available in 4 varieties: 

strawberry-lime, pear, wild strawberry-kiwi, raspberry-starfruit, wild berries 

(web 6). Rekorderlig occupies a share of 3,8% in the Danish cider market (App. II). 

 

Competition in the cider market is unremittingly getting tougher and new cider variants 

keep appearing on the supermarket shelves. New launches such as Carlsberg’s new, 

Xide, and Eve’s cider are just a few examples out of the many new entrants that have 

recently made their ways into the Danish cider industry.  

 

Although, competitors to Tempt are many, we will, grounded in our preliminary studies and 

Somersby’s predominance in the cider market, primarily attend to issues related to 

Somersby. Even though, Royal Unibrew considers Mokaï to be a key competitor to Tempt, 

we believe that these brands in fact appeal to two very different target segments. Also, 

seeing that Rekorderlig is relatively lower priced than Tempt, we therefore argue that they 

are competing on two different levels. Hence, in this paper, we will discard Mokaï and 

Rekorderlig and other specific cider brands as direct competitors to Tempt in our analysis, 

and our predominant focus will, thus, rest on Somersby.  
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Indirect Competitors (other product categories)  

Beer. Cider is commonly referred to as the ‘beer for women’. Sales of beer have been in 

decline during the last couple of years (web 7), whilst the traced record in cider has been 

increasing (App. III). The easy and accessible character that is associated with cider drinks 

is, to many, similar to that of beer, and not only has this granted cider a favourable spot in 

the Danish market for alcohol beverages, on many occasions, the two drinks can also be 

seen as substitutes to one another. 

 

Other alcoholic beverages. Conceived as a refreshment product that relieves or quenches 

thirst, Tempt can also be put on the same footing as soft drinks and can, thus, be said to 

compete with these. In line with this argument, cocktails and other alcoholic drinks, e.g. 

wine and liquor, also compete with Tempt cider as they serve the same functional purpose 

– attaining a state of intoxication.   

 

Hence, we must be open to cross-categorical competition in analysing factors and features 

that may influence Tempt’s assigned relevancy by consumers, as these may in fact prove 

essential to understanding the complete picture.  

 

 

3.4. The positioning of Tempt 

 
Before proceeding further, we find it appropriate to account for the current market 

positioning that Royal Unibrew has embarked on in line with their strategic considerations. 

In order to do this, we will employ the framework of the ‘marketing mix’ to analyze the 

different tactics applied in respect to the introduction and after-launch period which will 

provide a contextual and general understanding of Tempt’s product concept as it has 

manifested itself in the market today.  

 

Now, let us start with the objectives held by Royal Unibrew (or “The Curious Company”) in 

respect to Tempt cider. The vision of RU is: “To be the most innovative cider brand, adding 

more fun, discovery and consumer engagement to the brand experience. Hence, you will 

never have the same experience with Tempt Cider twice” (App. IV). 

  

In line with this, Royal Unibrew aims to take on a 2nd position on the cider market next 

after the market leader, Somersby (App. IX). In order to attain this position, Tempt has 

been marketed with respect to the following lines of attack: 
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 Price. The pricing strategy of Tempt aims to be in parity with that of Somersby (App. III). 

Taking Tempt’s target group into consideration, it is crucial that Tempt is not sold at an 

inferior price. At the same time though, management at RU do not believe it to be feasible 

at the moment to market their product at a price above their competitors either, at least not 

in the beginning of the launch (ibid). Thus, depending on the chosen distribution channel, 

e.g. discount supermarkets, convenience stores, gas stations, the recommended retailing 

price of Tempt varies between DKK 12.95 and DKK 22.00 (ibid).  

 

Place. Royal Unibrew takes on a mass-market approach involving an excessive push 

strategy in terms of distribution. In line with this, RU seeks to market Tempt in as many 

places as possible that have a license to sell alcohol such as supermarkets, convenience 

stores, gas stations, pubs, bars etc., thus, making Tempt available to as many consumers 

as possible (App. III).  

 

Promotion. In terms of promotional efforts, RU embarks on a heavy marketing campaign 

in regard to the launch. This is divided into two parts:  

1. First step entails establishing Tempt in the nightlife and at social events, primarily 

focusing on discotheques around the country where the Tempt concept – bearing 

masks and revealing secrets - is introduced. Special booth areas are installed at 

the events where people privately can disclose their secrets which can then be 

shared on “The Curious Company’s” website www.temptcider.com allowing for 

consumer interaction with the brand and other consumers. Also, “curious” souls or 

fans can via the website join Tempt’s social network on Facebook where upcoming 

events (release parties and other happenings) and more secrets are revealed.  

2. The second part of the launch involves a massive marketing campaign largely 

utilizing television advertising in pursuing their push strategy. Heavy promotion in 

mass media is a vital part of Tempt’s strategy to raise awareness and achieve a 

large reach in terms of consumers and to becoming a serious contender to the 

market leader (Somersby) in the cider market (App. V).  

The entire concept of Tempt which currently revolves around “being curious on secrets”, 

including the creation of “The Curious Company” and the mysterious universe surrounding 

the product, constitute a crucial foundation from which talk value can be generated, as 

people will raise questions about the different facets of Tempt. E.g. the numbers, 2,7 and 

9, characterising the individual flavours, the masquerade theme, the social platform on the 

website all serve to spawn curiosity amongst consumers and other stakeholders who by 

word-of-mouth will help create a buzz about Tempt ciders (App. III). 
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Product. Since we have already introduced the unique features and characteristics of the 

product in section 3.2., we will render this last P as accounted for. 

 

 

3.5. Key findings 

 
 

Tempt can be said to be in fierce competition with particularly Somersby. This is partly a 

result of the following: a) Tempt’s strategy to follow in the footsteps of Somersby in their 

pursuit of obtaining a first runner up position in the Danish cider market. Price – and 

availability wise, both are in the relatively high-end price category and both deploy a mass-

market approach, and b) Somersby has become the benchmark from which other cider 

products/brands are rated. The reason for this is that Somersby is the frontrunner of this 

domain having been a vital constituent in bringing the new cider drinking tradition to 

Denmark and over time a close association has been fostered between Somersby and 

cider in general. Therefore, competing in the cider category, in effect, automatically entails 

a certain degree of competition with Somersby. 

 

Also, many distinctive features seem to characterise the brand. The numbers on the 

artistic, feminine packaging, the mysterious sender of messages “The Curious Company”, 

masquerade themes are all meant to allure curious and sophisticated females to become 

involved in the Tempt universe and share their secrets. The question however remains: Do 

consumers conceive themselves to belonging in this universe? If not, Tempt has failed to 

draw on relevant concepts and notions that capture the interest of consumers in their 

appeal to them. By not relating to the concept of Tempt (and maybe not even 

understanding it!), consumers are reluctant to pay the extra money seeing that the price of 

Tempt is comparatively higher than that of many other cider brands. Analogously, Tempt 

becomes easily replaceable and if price or placement favours other brands, these are 

naturally chosen over Tempt. Moreover, in respect to Somersby that constitutes such a 
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strong and resourceful contender, it is relatively easy for them to outcompete Tempt on 

such tangible premises. Thus, we argue that Tempt must place their focus on intangible 

facets that can grant them a more unique and sustainable competitive advantage. A brand 

that emphasises values and ideals speak to consumers on a personal level and creates an 

emotional bond between the consumer and the brand that is difficult for outsiders to break. 

In this light, preceding an investigation of the consumers, we find it appropriate to firstly 

delve into the theoretical field of consumer research with particular focus held on the 

symbolic derivatives of consumption goods that contribute to the making of consumer 

identity. Understanding this will provide us with a framework on which we can build our 

empirical research and scrutinise how Tempt can strengthen their relevancy with its target 

segment.  
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4. Evolution of Consumption and Consumer Culture  
 

Research objective 2: Establish a relationship between material consumption goods 

/possessions and consumers in evaluating the symbolic properties that direct purchasing 

behaviour.  

 
 

Continuing with the first building block of our second research objective, we will now 

introduce a historical delineation of the evolution of consumerism to enable the reader to 

better understand how and why consumers in contemporary western society assign 

meaning and eminence to brands. 

 

 

4.1. Modern consumer behaviour 
 

In the late 19th century, where goods predominantly served to satisfy basic needs, 

functional aspects of products were deemed critical, giving rise to a modern consumer 

culture (Holt, 2002). In the pursuit of maximizing utility, the consumer was apt to be an 

‘economic man’ that rationally sought to enhance profitability. In due course, when 

engaging in consumption acts, close attention was paid to quantity, quality and durability of 

products and the primary task of the marketer was therefore to educate the consumer 

about the product’s basic value propositions (Levy, 1959; Heding et al., 2009). Due to the 

widespread of the industrial era, consumption patterns were soon to change, as people 

owing to the advancement of new technologies gradually gained access to goods that 

were previously only available for the elite (Orakzai, 2006). This new world order brought 

about a new school of thought that revolutionised our view upon consumption. As a 

critique to the formerly overriding neoclassical paradigm of consumption, Veblen 

developed the theory of conspicuous consumption, arguing that people ultimately spend 

money on artefacts and commodities in order to give an indication of their wealth to other 



Master Thesis          Copenhagen Business School 
MSc. in Strategic Market Creation  February 2011 

 31 

members of the society (Trigg, 2001). He believed that individuals sought status through 

conspicuous consumption and strove to climb up the social ladder by emulating the 

conspicuous behaviour of the classes above: “The result is that the members of each 

stratum accept as their ideal of decency the scheme of life in vogue in the next stratum 

and bend their energies to live up to that ideal” (Trigg, 2001:3). In his view, this search for 

status is never-ending since what may confer status at one time may later be acquired by 

everyone and, thus, confer no status at all. His acknowledgment that social identities were 

best realised through commodities forever transformed our perception of consumption. 

Towards the end of the modern era, products were no longer perceived as means to 

satisfy basic needs, but were instead regarded as material embodiments of people’s ideals 

and enacted as cultural blueprints of status. Acknowledging that products are charged with 

social and psychological properties, the role of the marketer changed. From merely being 

an educator of product’s functional properties, the marketer came to occupy an essential 

role in imbuing the products with social status (Trigg, 2001).  

 

This relationship between social class and consumption was, however, slowly dissipating 

due to the new cultural makeup of the consumer society, and Veblen’s approach was 

hereafter rendered outdated (ibid). The profound societal changes in conjunction with an 

excessive obeisance with cultural authority issued by marketers during the modern era 

resultantly led to a new époque in consumer culture, namely the post-modern era.  

 

 

4.2. Post-modern consumer behaviour 
 

The post-modern consumer culture was born in the midst of the 1960’s counterculture that 

strongly opposed corporatism. Whereas consumers formerly in the modern era looked to 

companies for cultural guidance, the reflexive post-modern consumer sought instead 

sovereignty to make thoughtful choices, which resultantly amounted in a profound 

resistance towards market dictates (Holt, 2002). The consumer attempted through 

consumption to liberate himself from the archaic links of the modern era by profoundly 

resisting and rebelling against the dictating regimentation of the market. This new 

consumer culture that pushed hard against the cultural domination of corporations brought 

about a new branding paradigm that resultantly rejuvenated the market (ibid). To 

accommodate these hostile sentiments, the marketers took on a more passive stance in 

order to distance themselves from their previous role as cultural engineers who imbued the 

brands with cultural blueprints.  
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In the beginning of the 60’s the brands increasingly became deflated of cultural meaning, 

which essentially allowed consumers to independently interpret the brands and transfer 

their own meaning onto goods. However, realizing that even sovereign identities need the 

interpretive support of others to give them ballast subsequently led to an alteration of this 

overriding branding paradigm, providing brands with a new cultural role. The development 

of the post-modern, value-plural society ultimately gave rise to a new consumer culture, 

where consumers increasingly were seeking personal sovereignty through brands (ibid). 

Consumption, thus, became a medium through which consumers sought to express their 

individuality and personality. As a result of this, brands were increasingly offered as 

cultural resources that were imbued with symbolic and cultural material, which consumers 

could use in the creation and projection of their identity (ibid). The market, hence, became 

a symbolically charged arena that transformed consumption into a cultural phenomenon, 

allowing consumers to express cultural categories, cultivate ideas and project notions of 

self through commodities (McCracken, 2005). In the contemporary post-modern society, 

culture and consumption have an unprecedented relationship as consumption today is 

central to adding meaning to our lives and represents an autonomous space for self- 

realisation. Brands have more or less become another form of expressive culture. As 

products that we buy convey stories about who we are and with whom we identify, brands 

essentially help us navigate in the society as they serve as communication symbols due to 

their inherent material embodiment of a system of meaning (Wattanasuwan, 2005).  Apart 

from serving as a means of communication with others, brands help us navigate in this 

overly saturated marked, as consumers eventually choose products that harmonise most 

with their ideals, goals, feelings and self-definitions. Whereas consumer culture previously 

was based on the premise of displaying wealth and attaining status, consumers today use 

consumption as a way to project image and express themselves (Trigg, 2001).  

 

 

To sum up, consumption is a social construct that changes in accordance to the 

development in the society, and is, thus, a constellation under constant transformation. 

Undergoing transition from the modern industrial society into the post-modern society has 

implicitly brought about a new époque in consumer culture, which ultimately has impacted 

the overriding consumer behaviour. Post-modern society has been characterised as an 

affluent late capitalist society that revolves around the marketplace, and it is therefore 

academically widely accepted to juxtapose contemporary society with consumer society 

(Douglas, 1999). These abovementioned post-modern conditions have had an immense 

impact on consumer behaviour and it is an indisputable fact that these implicitly have 
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altered consumption from serving as a means to surviving to becoming a medium for self-

fulfilment and - realisation. Undergoing the transformation from being merely utilitarian into 

becoming hedonic and symbolic, consumption is a social constellation that occupies the 

role of being a mediating factor that consolidates society with the material culture. In the 

contemporary Western civilisation, which is characterised by individualism, severe social 

dissolution and alienation, consumption is believed to function as the social link that helps 

people connect and resonate with similar others.   
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5. Consumption Goods and Consumer Identity 
 

 
 

Given the fact that consumption of certain brands (and products) can endow the consumer 

with a meaningful expressive instrument of self, indicates that the right symbolic elements 

can act as the liaison that assists commodities from escaping its immaterial, inanimate 

nature to becoming a meaningful artefact to consumer. Given the many product choices 

available in an overly congested market, more often than not, consumer behaviour is 

significantly affected by these symbols encountered in the identification of goods in the 

market rather than by functional impetuses (Levy, 1959). This implies that even a low-

involvement commodity good can go from being perceived as being bland to being 

regarded as significant, so long as the values and meanings associated with it is 

something that is reconcilable and complementary with consumers’ self-image beliefs. We 

will investigate this supposition in this chapter. 
  

 

5.1. What we have defines who we are 
 
Before accounting for how an individual’s self-image comes to play a part in consumption 

situations, we will firstly explicate the role of goods and possessions in respect to the 

consumer’s identity formation process. 

 

Acknowledging that physical objects, including consumption products, can contribute to or 

reflect who we are is not a new premise. Early researcher, William James (1890), laid the 

foundations for modern conceptions of self and held that “we [people] are the sum of our 

possessions.”4 Since then, the idea has received much attention and in newer times, the 

                                                
4 James, W. (1890) quoted in article by Belk, R., “Possessions and the Extended Self” (1988). 
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notion of ‘the extended self’ was brought to the forefront by Belk (1988) who assembled a 

large body of literature to support the thesis that consumers use key possessions to 

extend, expand, and strengthen their sense of self (Ahuvia, 2005). The conceptualization 

of the extended self relates to the extensions of self that humans produce through their 

relations with other people, our family, achievements and our possessions (Heding et al, 

2009). The concept of the ‘extended self ‘, thus, largely denotes the role of possessions in 

the consumer’s identity and Belk argues that knowingly or unknowingly we regard our 

possessions as part of ourselves – in other words, ‘we are what we have’ (Saren, 2007). In 

this sense, possessions are vital components of people’s sense of self and this is reflected 

in the general conception that in claiming something is “mine,” we also come to believe 

that the object is “me” (Belk, 1988).  

 

Jean-Paul Satre supports this line of thinking in his work ‘Being and Nothingness’ by 

claiming that people seek, express, confirm, and ascertain a sense of being through what 

they have, thus, making possessions all-important to knowing who we are (ibid). He 

asserts that the only reason that we want something is to enlarge our sense of self and 

that the only way we can know who we are is by observing what we have (ibid). McCarthy 

(1984) amplifies this logic in asserting that our identities may reside in objects more than 

they do in individuals and that these objects act as reminders and confirmers of our 

identities, insinuating that possessions are regarded not only as a part of self, but also as 

instrumental to the development of self (ibid). 

 

Consequently, we adopt or transfer the meaning inherent in an object to manifest, 

accentuate or maintain a self-image we would like to (up)hold and/or project to our social 

circles. Furthermore, we tend to grant objects – our possessions - symbolic value that 

corresponds with our sense of self. Also, as evidenced above, it is argued that products 

are not only used to display or project status or identity through consumption. More than 

that, consumers use them to create an extended self by appropriating and incorporating 

the objects and symbols of their consumption (Saren, 2007). In other words, our self 

extends through material objects that enact as instruments for identity creation. To this 

end, people use possessions not only to define themselves but also to construct their 

identities (Belk, 1988; Morgan, 1993). How physical objects and possessions are involved 

in the identity formation of the extended self-process will be elucidated in the following 

section. 
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5.1.1. The make up of consumer identity 

 
 

The different applications of the terms “identity”, “sense of self” and “self” are used  

interchangeably in consumer literature. Therefore, before anything else, it is important that 

we establish how we will employ the different wordings. Belk uses the terms “self”, “sense 

of self”, and “identity” as synonyms for how a person subjectively perceives who he or she 

is  (Ahuvia, 2005), and accordingly we will not distinguish between these terms since we 

deem this to be irrelevant for the task at hand. We will, however, dig into the concept of 

self in assessing the underlying processes of identity formation through consumption. On 

this point, accounting for the different stratums of self is a prerequisite to understanding 

the function and purpose that material objects denote and hold in the construction of 

identity.  

 

In order to grasp how the ‘self’ utilises possessions to yield an ‘extended self’, we find it 

necessary to take a step back and decompose the term in order to find out what self is 

composed of in absence of possessions. This will enable us to put possessions into 

context and investigate how these contribute to consumers’ notion of their extended self. 

To illustrate the composition of self, we have developed the following figure: 
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Figure 2. Construct of the ‘self’ 

 

Starting with the basics, one must distinguish between two categories of self: 1) what one 

is without possessional belongings, also referred to as ‘sans’ possessions, and 2) what 

one becomes due to ownership of possessions (Mittal, 2006). The sans possession self 

concept is made up of two constituting parts: the core self and self-image, implying that 

people’s internal notion of self in absence of consumer goods is created on the basis of 

these two perceptions.  The core self holds an introspective view and is characterized as 

personal identity. In this context, self enacts as a multi-faceted, multi-layered, social and 

psychological being, reflecting deeply and continually on itself (ibid). These reflections 

form a personal narrative, which is the story that consumers construct in their minds about 

who they are or wish to become. The personal narrative is important in the identity 

formation perspective as it creates and shapes the personal identity (ibid). The trait-

centered view also called the self-image is made up of the sum of personal qualities that 

the individual subjectively perceives himself holding. These include personality, behaviour 

and more superficial observations such as body traits, in their subjective version. To better 

grasp this concept, one might think of it as ‘looking glass’ self view, where a person 

defines his identity both on the surface and from within as if looking into a mirror (ibid). 

Finally, the extended self lies at the other end, which as described earlier, maintains that 

possessions are vital components of people’s sense of self that are instrumental in the 

construction of their identity.  

 

To exemplify, Belk explains that the core self is expanded to including items that then 

become part of the extended self. More specifically, in a survey, he found that the body, 

internal processes, ideas, and experiences are likely to be part of their core self, whereas 
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persons, places and things to which one feels attached are more likely to be seen as part 

of their extended self, and items to which they do not feel attached are not part of the self 

(Ahuvia, 2005). This personal attachment or detachment that the consumer holds with a 

certain brand or product is thus impinged on his/her subjective notion of self. In this 

respect, the consumer’s self-concept(s) will now be discussed. 
 

Self-concepts 

Over time, the notion of “self-concepts” has undergone many theoretical interpretations 

and definitions in academic writings. Some treat the conceptualization of self-concepts as 

a single variable, only encompassing the core self, i.e. the perception of oneself which is 

referred to as the ‘actual self’, the ‘real self’, ‘basic self’, ‘extant self’, or simply ‘self’. Others 

believe the term to cover more than just one dimension, herein including the ‘ideal self’, 

that is how a person would like to perceive him-/herself. Lastly, there are investigators who 

are proponents of the self-concept comprising multiple levels – for instance ‘actual self-

image’, ‘ideal self-image’, ‘social self-image’,  ‘ideal/desired social self-image’. The social 

self-concept has been defined as the image that one believes others hold of oneself and is 

sometimes referred to as the ‘looking-glass self’ or ‘presenting self’ whilst the ideal social 

self-image is the image that one would like others to hold of oneself (Sirgy, 1982). In this 

paper, we will take on a multidimensional view in discussing self-concepts. Since our topic 

deals with consumption of alcohol in a social context, this necessarily implies a social self-

aspect. However, as a person’s social self is not always easily separated from the 

personal/individual self-perspective, as these are usually complementary and acutely 

intertwined, we deem both aspects to be equally crucial to our investigation. Surely, many 

more ‘selves’ can be listed in this view; however, we find the ones that we have included to 

aptly cover the classifications that we would like to delve into. 
 

The two-level classification of self is in accordance with the ‘consumer self construct 

model’ by Heding et al. (2009) that distinguishes between consumption of objects as a 

need to create and maintain self at an individual level and consumption of objects as a 

means to express self to others at a more social group level (see figure below).  
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Figure 3. Consumer self construct 

 

In this light, rather than a single product or brand representing all of one’s self-concept(s), 

only a complete ensemble of consumption objects may be able to represent the diverse 

and possibly incongruous aspects of the total self (Belk, 1988). However, bearing in mind 

that possessions only take up a fraction in the making of one’s self (see Figure 2, p. 37), 

we concede that consumption objects can only encapsulate part of the consumer’s entire 

identity. Nevertheless, as the scope of this paper centres on consumption objects as 

symbolic signals, instrumental to the construction of consumer’s identity, our main focus 

will be dedicated to this ‘possession-specific’ area. Consequently, brands or products 

contribute to the construction of self in various ways. To quote Heding et al. on this 

particular subject: 

 

“[Brands or products…] can help consumers achieve goals motivated by the desired self, 

meet needs for self-expression either socially or individually (the ideal self), or serve as a 

tool for connecting with the past; they can be symbols of personal achievement, an 

expression of individuality, or they can help people through life transitions.” (Heding et al., 

2009:125). 

 

Self-concept is, thus, considered to be of value to the individual whose behaviour will be 

directed towards the protection and enhancement of self-concept (Sirgy, 1982) and to a 

large extent consumption goods serve as a means to meeting these endeavours. 

 

 

Having established the instrumental, and symbolic values that can be derived from 

products and brands, the question now remains what the underlying causalities are that 

act as “matchmakers” between the product/brand and the consumer. In depicting this, we 

will account for supporting themes and concepts necessary for this analysis. 
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5.1.2. Matching the brand with the consumer 

 

 
Many consumers of Western cultures have a great deal of choice in deciding who they 

want to be and the kind of life they want to lead. Therefore, discovering one’s true 

preferences, navigating choice, and representing the self – both to oneself and to others – 

has become an overwhelming concern and a primary driving force in consumption (Belk, 

1988). In respect to our area of investigation, the prevalence of the different self-concepts 

provides the basis for the choice of consumption. Only by understanding our self and 

selves can we disclose the underlying mechanisms that induce consumers to engage with 

a certain brand or product. For the operating company, understanding these drivers that 

spur consumer’s consumption choices is, hence, of pivotal importance.  

 

5.1.2.1. Establishing congruency between a brand and consumer 
To counter for the essential constructs that explain how a brand or product can relate to 

and connect with the consumer, the self-congruity theory5 developed by Sirgy will now 

be presented. This theory is based on the alignment of two concepts: (1) the self-image of 

the consumer, which is rooted in his/her self-concept, and (2) the product image. In 

discussing this theory, we will employ the terms “products” and “brands” interchangeably 

as they in this contextual regime are highly substitutable. Basically, consumers evaluate a 

brand or a product by matching their self-concepts (actual self, ideal self, social self etc.) 

and the user image (sometimes referred to as “symbolic attributes” or “personality”) of a 

given product, brand, store etc. The self-congruity theory, thus, suggests that favourable 

attitudes towards a product or a brand are partially a function of the image congruence 

phenomenon, a mental comparison that consumers make in regards to the similarity or 

dissimilarity of a brand’s image and their own self-image (Parker, 2009). Equivalently, self-
                                                
5 Also referred to as “self-image congruence”, “self-congruence”, and “image congruence”. These concepts 
are used interchangeably in the consumer behaviour literature (Kressman et al., 2006). 
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congruity is generally characterized as the “match” or “mismatch” between consumer self-

image and a brand image, product image or company image (ibid).  

 

The underlying premise that brings validity to this theory is that consumers are motivated 

to express their own self, which is often the driving force that prompts consumers to 

purchase goods and services (ibid). This is in line with what we established earlier that the 

use of products is one means by which one can express self-image – i.e. the mental image 

or conceptualization one holds of oneself (web 8). This may be impelled by either of the 

two self-concept motives – the self-esteem motive and self-consistency motive. The self-

esteem motive refers to the inclination to seek experiences that enhance self-concept 

whereas the self-consistency motive denotes the tendency for an individual to behave 

consistently with his/her view of him-/herself (Sirgy, 1982). Kressman et al. (2006) predicts 

that the greater the match is between the brand-/product-user image with the consumer’s 

ideal self-image, the more likely it is that consumers implicitly infer that the use of the 

brand should meet their need for self-esteem. The need for self-consistency can be 

fulfilled by behaving in ways that is consistent with how they see themselves – consistent 

with their actual self. This self-consistency motive is rooted in the basic human instinct by 

which people become very protective of their beliefs about their own identities, values, 

lifestyles, preferences, and habits – their so-called “self-theories”. The search to maintain 

consistency motivates purchasing behaviour and brand loyalty. Thus, depending on the 

situation at hand, and which facet(s) of the self-concept is prevalent, we will attempt to 

satisfy either or both of these needs. 

  

The discussion of self-image and product-image congruity was set off by the studies 

conducted by Gardner and Levy (1955) and Levy (1959) who investigated the image 

projected by various products (Sirgy, 1982). This proposed relationship was of significant 

importance from a marketing point of view given that the market-created symbolism 

revolving around the product could be shaped to fit the consumer’s self-image and 

consumption choices, based on direct experiences, promotion and observation of what 

kind of people use the product or brand. With regard to the latter, the ‘user-imagery’, which 

is consumer perception or stereotyped perception of the generalized/typical user of a 

particular brand or product, depicted by human characteristics associated with the user, 

e.g. a particular model of sunglasses can be thought to be for “yuppies”, “hippies”, 

“surfers”, “snowboarders” etc. (Parker, 2009), makes up a vital consumer evaluation tool 

for gauging the consumer-product congruency value. Thus, by incorporating appropriate 

and desirable symbolic cues into and around a product that is in correspondence with the 
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self-image held by the consumer in a particular situation wherein the product is 

used/consumed, marketers can attract customers who find themselves to be well 

represented in terms of who they are or aspire to be by use of the product. 

 

To determine the degree of congruence between a consumer and a brand/product we will 

now take a closer look at the self-image/product-image congruity theory developed by 

Sirgy (1982). This will help us understand how to establish the level of purchase motivation 

of the individual consumer by accounting for the relationship between the value-laden self-

image belief and the value-laden product-image perception held by the consumer. Seeing 

that visuals sometimes provide a better explanation than mere words, we have configured 

this process in the illustration below: 

 

 
 

According to Sirgy, an activation of a self-schema (the beliefs and ideas people have 

about themselves) occurs in the mind of the consumer when the consumer is exposed to a 

product cue, say a luxury car (product) that signifies “high status” (cue). This self-schema 

serves as a linkage that connects the consumer’s self-concept ‘I’ with the image attribute 

of the product cue. This essentially means that the concept ‘I’ is linked via the self-image 

belief to the product cue ‘status’. Self-image belief is, thus, essential in this context as it 

represents the image that a person holds of himself. As consumer’s buying behaviour is 

directed towards protecting and enhancing the self-concept, self-image belief is therefore 

rendered of pivotal importance in relation to purchase motivation, as it determines the 

congruency between the consumer’s self-image and the product cue. Taking departure in 

the abovementioned example, a person might, depending on the self-image belief respond 

to the status cue either by stating: “I am a high-status person” or “I am not a high-status 

person”. This essentially illustrates that a product’s image attribute is influenced by the 

evoked self-schema.  
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Accordingly, the value (positively- or negatively-laden) placed on the product in question, 

which is the car following this example, the favourability of its image attributes (“high 

status”) will be influenced by the self-schema evoked by the product cue. By 

exemplification, the value inferred for the “high status” image of the car depends on the 

precise nature of the evoked self-image dimension involving status. So if “high status” has 

a positive value on the evoked self-image dimension (the value-laden self-image belief), 

then this positive value will be projected to the product (the value-laden product image 

perception). Equivalently, if “high status” has a negative value in a person’s self-schema, 

this negative connotation will be projected to the product image. Thus, based on the 

relationship between the value-laden self-image belief and the value-laden product image 

perception we have developed a matrix that illustrates the following outcomes:  

 

 
 

The different self-image/product-image congruity states will influence consumer purchase 

motivation differently, where positive self-congruity is predicted to entail the strongest level 

of purchase motivation provided a positive product-image perception and a positive self-

image belief. Referring to the example of the car, positive self-congruity corresponds to 

perceiving a high-status car as something positive that goes hand in hand with one’s posh 

self-image. Following positive self-congruity comes positive self-incongruity (high-status 

car is viewed as positive, however, one does not perceive him/herself to be high-class), 

negative self-incongruity (car is not perceived to be high-status whilst consumer conceives 

of him-/herself as classy) and finally negative self-congruity (consumer does not find the 

car to be high-class nor him-/herself to be a high-status individual). To account for the 

interactive dynamics and interceding features between consumer’s purchasing incentives 

and the self-image/product-image congruity, we have included an exhibit from Sirgy’s 
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article (1982) that provides a coherent picture of the self-congruity processes that 

incorporates the influences of the self-esteem motivation and self-consistency motivation: 

 

 
 

This assembly of the different variables inherent in this process indicates how the different 

self-image/product-image congruity states entail different purchase motivations helped on 

by mediating factors such as the self-esteem motivation and self-consistency motivation 

that are either approached or avoided. In accordance with that argued earlier, from a self-

esteem perspective, the consumer will approach a positively valued product to maintain a 

positive self-image in accordance with the consumer’s actual self (positive self-congruity 

condition) or to enhance him-/herself by approaching an ideal image that is in accordance 

with the consumer’s ideal self (positive self-incongruity condition). Self-esteem will, hence, 

be upheld and negatively valued products will be avoided (negative self-congruity and - 

self-incongruity conditions). Parallel to this is the self-consistency motivation where the 

consumer will be motivated to purchase a product that projects an image that is congruent 

with his/her self-image belief, whether this is positive or negative. Seeing that the key 

element to the self-consistency motivation is to maintain consistency between behaviour 

and self-image beliefs (positive and negative self-congruity conditions) discord generated 

from behaviour/self-image belief discrepancies is generally avoided (positive and negative 

self-incongruity conditions). Consequently and arguably, the level of purchase motivation 

is the net effect of the motivational state arising from self-esteem and self-consistency 

needs (Sirgy, 1982).  

 

Depending on which of these two consumer needs/motivations the brand caters to, the 

company’s focus will differ. Whereas the key tenet of the self-consistency motive is, as the 
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name implies, to uphold consistency whether this is positive or negative, the self-esteem 

motivation is fuelled by desirable ascriptions that consumers find positive, enhancing and 

encouraging to their personal development. This is reflected in the exhibit described above 

which indicates that where the self-esteem motivation is prevalent the chances of 

purchasing motives remain high. In fact, it serves as the impetus that entails the two 

highest levels of purchasing incentives: positive self-congruity and positive self-incongruity, 

respectively. As people are always in a pursuit of attaining a better, more desirable ‘self’ - 

the kind of person they know they can be given the ideal circumstantial settings – 

perpetually aspiring to achieve this prompted by the self-esteem motivation, puts 

consumption at the heart of attention. By achieving even fractions of this desirable self, be 

it in relation to other people or simply self-cultivation (e.g. striving to be a better person), 

will grant the consumers with a sense of self-gratification and raises their self-image to a 

higher level, making them feel good about themselves, essentially stimulating a positive 

sensation that they wish to hold on to. In this matter, the company’s branding effort is all 

about capturing the right elements that can endow consumers with this emotion. By 

instilling desired qualities into a brand, consumers can through consumption attain the 

desired attributes associated with the brand. Accordingly, contributing to the process of 

consumer’s identity formation in a way that generates positive value to the consumer’s 

self-image, the company can hold customers loyal to their brand. 

 

5.1.2.2. Attaining a positive self-image – a desired identity 

Along these lines, Holt postulates that brand symbolism can, if rightly executed, deliver 

great customer value, as it imparts products with resonant stories and images that 

customers can use to buttress their identity (Mick, 2005). From a macro-, societal 

perspective, Holt asserts that today’s widely renowned international brands have achieved 

their iconic status because they have succeeded to continuously address the ideological 

tensions and cultural contradictions of a nation (Holt, 2004). According to him: ‘Nations are 

organised around a set of values that define what is good and just. These moral 

imperatives propel people to pursue national goals as they strive to meet society’s 

definition of success and respect’ (Mick, 2005: 258). As people are unable to live up to the 

premise of the prevalent national ideology and the ideal model of living, cultural tensions 

ultimately arise. The distance between the ideal model and the everyday life provoke 

intense collective anxieties and desire, which resultantly fuels demand for myths. Myths 

are stories that through its narrative enact as a symbolic resolution that reconcile and 

smooth over these cultural tensions (Mick, 2005). Myths solve the cultural contradictions 

by addressing consumer’s desires and anxieties from afar, from an imaginary populist 
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world, which are places that exist at the margins of the society and away from the reality 

that consumers encounter in their everyday lives (Holt, 2004). In order to establish brand 

trustworthiness it is imperative that myths are credible and descend from an authentic and 

convincing populist world. According to Holt, the success of a brand, thus, depends on its 

ability to represent a particular kind of story- an identity myth- that their consumers actively 

can leverage on to support and cement their desired identities (Holt, 2004; Mick, 2005). 

Holt argues that consumers who make use of the brand’s myth for their identity creation 

ultimately form a tight emotional connection to the brand, as the brand, thus, enacts as a 

vessel for self-expression: “Consumers flock to brands that help them express who they 

want to be (Holt, 2004: 4).  

 

Thus, incorporating the right symbolic values that help build up consumers’ self-esteem 

can move the company’s brand from being bland to granting personal significance to the 

consumer. With respect to Sirgy’s analysis, obtaining positive congruity between the 

consumer’s self-image and the brand image will, surely, be most favourable for the 

operating company as this spurs consumer purchase motivations for the company’s 

products and services. Resultantly, aligning Tempt’s product image with the consumer’s 

positive self-image can grant Tempt its differentiated market position that it currently lacks.    

 

 

5.1.3. The quandary of low-involvement products 
Realising that overcoming blandness entails creation of a brand which besides reflecting 

the consumer in addition enables enhancement of self, attaining this might however prove 

challenging, seeing that Tempt belongs to the category of low-involvement products. 

Creating a resonant brand that contributes to consumer’s identity formation process might 

in this respect be more complicated as consumers largely consider low-involvement 

products to be generic and unimportant to their self-understanding. As such products 

neither mirror the consumer nor entail substantial social and financial risks has 

consequently implied that consumers largely tend to appear unthinking and even uncaring 

about their choices. Taking this into account and given the fact that consumers devote less 

time, resources and thoughts to the purchasing act, renders low-involvement products 

especially susceptible to being perceived as bland and insignificant. Nonetheless, the 

mission is not impossible and through branding, these commodity goods can make a 

unique, differentiated statement that provides significance to consumers. 
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A commodity is a product presumably so basic that it cannot be physically differentiated in 

the minds of the consumer, however, over the years many examples of such low-

involvement brands that have risen above their commodity level and become iconic brands 

exist. Just looking towards a neighbouring category of beers, Budweiser has succeeded in 

creating a legendary brand. Its climb to iconic stature commenced in the 80’s where 

American society faced a deep recession and increasing competition from abroad, which 

manifested itself in a soaring unemployment and loss of jobs. In the wake of this, a new 

national ideology emerged championed by Ronald Regan who encouraged men of all 

classes to unite and collectively fight to reverse the deteriorated industry and restore the 

U.S power to its former glory (Holt, 2004). This gave rise to a new overriding ideal; the 

“man-of-action”, where men with visions, guts and can-do spirits were honoured and 

acclaimed to be the new national heroes. To tap in on the historic exigencies and 

engendered sentiments, Budweiser launched a campaign with the slogan “To everyone 

who puts in a hard day’s work, this Bud’s for you”, which saluted and lauded workers for 

their heroic efforts and exhorted them to approach their jobs with the right values (Holt, 

2004: 100). This campaign established Budweiser as an icon and the brand became a 

cherished cultural representative of America’s workingmen. By embodying relevant stories, 

ideals and symbolism, the brand has managed to foster identification and build a strong, 

meaningful and relevant relationship with its consumers. In line with this exemplification, it 

thus becomes apparent that building a compelling brand that resonates with consumers to 

such an extent that emotional bonds are created is, in fact, feasible even for low-

involvement, fast-moving consumer goods (Holt, 2004).  

 

In order to survive in a constantly evolving business milieu where consumers increasingly 

tend to choose the most familiar and well-established brands to simplify their purchasing 

decision, overcoming blandness and improving brand equity is, thus, rendered crucial for 

the viability and success of the Tempt brand. Especially since the competition in the cider 

industry remains fierce with Somersby holding the dominant market position, Tempt must 

seek to represent and reach consumers on a deeper level that cannot be easily out-

competed. Even though this might prove challenging considering the low-involvement 

predicament, we nevertheless believe it to be viable. If Tempt manages to imbue the 

product with the right symbolic properties that is of great value to consumers, positive 

congruency between the product image and consumer’s self-image is likely to emerge. As 

an effect, this will translate into a compelling purchasing incentive, which resultantly will 

enhance Tempt’ s foothold into the market.  
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Having accounted for the symbolic meaning of brands and products that underlie people’s 

consumption behaviour, we have identified theoretical concepts and notions crucial to 

consumer’s identity formation and –extension that companies can use in their aim to 

appeal to and resonate with their respective target group. Subsequently, we will now 

investigate how (and if) the consumers relate to Tempt in looking into their constituted 

worlds. 
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6. Analysis of Primary Data 
 

Research objective 3: Test the relevance (or lack thereof) of Tempt cider to consumers 

based on empirical consumer research. 

 

 
 

 

6.1. Data Collection Method 

 

To account for the empirical investigation, we will in this chapter introduce the central 

considerations and methods deployed relating to the collection of primary data. In order to 

give an indication of the research framework, we will in this chapter present our 

respondent group and its main demographic characteristics. From here we will proceed by 

taking a critical assessment and delimitate the scope of our research. Having established 

this, we will introduce the main research objectives this empirical study holds.  

 

6.1.1. Presentation of the respondent group  

In order to understand the consumers and their constituted world, we have conducted 

qualitative semi-structured in-depth interviews with six women in their early- and mid-

twenties. The dominant and shared characteristic of these women is that they all live in the 

urban area of Copenhagen and are without children. The respondents are ambitious, 

career-oriented women with high-achieving goals, and thus we believe them all to adhere 

to the definition of being ‘sophisticated’. Based on these grounds, we believe the chosen 

respondent group to be consistent with Tempt’s predefined target group.  

 

To draw a more specific picture of the respondents, we hereby provide a more detailed 

description of each individual: 
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Respondent a)  
 
Stine is a 21-year-old female who studies 
meteorology within the department of physics. 
She is single and grew up in Virum, north of 
Copenhagen.    
 

Respondent b) 
 
Sanne is 23 years old and single. She is an 
educated dietician and has a full time job. She is 
adopted from India, but has most of her life in 
Denmark lived in Ringkøbing. 

Respondent c) 
 
Mie is a 23-year-old, political science student of 
Roskilde University (RUC), who has recently 
ended a long-term relationship with her 
boyfriend. She originates from Høje-Taastrup, 
but has lived many different places in Denmark. 
 

Respondent d) 
 
Claudia is a 24-year-old student doing her 
bachelor within the field of marketing at CBS. 
She is originally from Flensburg, but has lived in 
Copenhagen for the past five years.   

Respondent e) 
 
Sonja is a 22-year-old law student who has a 
boyfriend and originates from Hamburg. She is 
half Danish and has for this reason lived many 
years in Denmark.  
 

Respondent f) 
 
Maiken is a 25-year-old student doing her 
masters within the field of psychology at 
Copenhagen University. She originates from 
Holbæk and lives with her boyfriend of many 
years. 
 

 
Table 1. Presentation of respondents 

 

 

6.1.2. Project specific limitations: potential caveats 

In terms of our investigated subjects – our interviewees - we acknowledge that due to 

time- and economic restraints, and physical inabilities, we have gathered a respondent 

group that largely is comprised of academic scholars, living in the Copenhagen area. This 

might to some degree bias the research seeing that the somewhat similar demographic 

background provides our interviewees with a certain outlook towards the discussed issues, 

which is not necessarily representative of the entire target group. However, we must stress 

that all of our respondents are relative newcomers to the capital of Copenhagen, and 

originate from different cities in Denmark and other countries. As an effect of this, their 

childhood and adolescence have been influenced by divergent cultural norms and influxes 

that shape their differing logics, standards and principles. Furthermore, we believe that 

certain constraints are directly attributed to the age of the respondents, depicting a similar 

life stage/style (e.g. people in their early twenties are usually in the process of undertaking 

a higher education). To ensure relative diversity within this scope, we have therefore 

attempted to find representatives who are enrolled in different lines of academic studies to 

include different mindsets. With that said, we must again stress that our aim is simply to 

illustrate the tendencies inherent in this respective target group, and we therefore 

encourage that further research is conducted based on a more vast and varied population. 
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Also, we have chosen to base our thesis on empirical findings from qualitative research as 

we believe that this will allow us to better understand the subjective reality and dominant 

logic that consumers operate by. Nevertheless, we do acknowledge that the chosen 

method approach can entail practical constraints, specifically with regard to our respective 

research area, as a large part of the questions asked encompasses personal elements 

about consumer identity that can make the interviewees uncomfortable and reluctant to 

provide honest answers when facing the interviewers, as they no longer are anonymous. 

To avoid this scenario, we have therefore beforehand informed the respondent about the 

personal aspect of our interview content, without revealing too much about our topic, to 

prepare them for the nature of our questions. Also, we seek to foster a relaxed atmosphere 

in which the interviewees can feel comfortable and thereby grant confidence to us as 

interviewers. 

 

Inherent in this approach is also the prevailing risk that respondents might seek to answer 

our questions in accordance with how we - the investigators - would like them to answer. 

However, being aware of such pitfalls, we judge our interrogative measures to be as 

impartial and objective as possible in our endeavour to obtain truthful and honest data. 

Therefore, we have deliberately selected respondents with whom we have no personal 

relations. 

 

6.1.3. Research objective  

The objective of our empirical study is two-fold encompassing a brand-oriented and 

consumer-specific focus. 

 

1) Brand-oriented focus 

We will commence our research by examining the dominant consumer associations 

relating to Tempt. This serves the purpose to convey attitudes, perceptions, sentiments 

and value propositions that consumers cognitively relate to and ascribe to the brand. 

Initiating the interview in this particular order is done out of the expedient consideration 

that “warming up” the conversation with something that is ‘safe’ and insensitive to talk 

about, respondents will more easily be able to open up and speak their minds. 

 

2) Consumer-specific focus 

We will then proceed by turning the focus onto the consumer – the interviewees. In this 

context, we will investigate consumers’ identity projects; namely how they perceive 

themselves and what they strive to become in the scope of different alcohol drinking 
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situations. In order to disclose this, it is necessary to dig into consumer’s life worlds and 

their experienced reality as this shapes their perceptions and directs their behaviour.  

 

When combing these foci, we will be able to investigate to what extent Tempt cider 

embodies appropriate symbolic attributes that the consumers find relevant and valuable for 

their own self-definition. Our postulation remains that consumers rely on value-laden 

attributes of brands to satisfy their hedonic needs to express and project their identities 

through material objects. Thus, by comparing the findings of our respondents we can set 

down commonalities between Tempt cider and their primary target group. 

 

 

6.2. Data Collection: semi-structured interviews 

 
 
To counter for the abovementioned potential caveats of our research approach in 

conducting interviews that produce as truthful and realistic findings as possible, we were 

particularly attentive to the selection of respondents. Seeing that we had decided not to 

ask friends and acquaintances to participate in our study, as honest statements are more 

easily obtained from uninvolved parties, we had to find alternative sources. By posting an 

inquiry on Tempt cider’s Facebook site where we delineated our research topic, we were 

approached by “fans” of the Tempt cider page who were interested in participating in our 

study. The remaining respondents were solicited at a residence hall in Nørrebro, 

Copenhagen, through which we have a personal affiliation.  

 

The interviews were conducted on an individual basis, varying approximately between 60-

90 minutes. To maintain an overview of the process and the topics discussed, we utilised 

the method of associative mapping (see App. X), where we could draw and classify 

consumer associations in respect to different research subjects. This allowed for 

elaboration of interesting perceptions that the interviewee brought up along the way. 
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Following a framework of questions that defined our research area, by and large, we 

inspected the topics depicted below with the interviewees (referring to attached 

recordings):  

 

• Research topic #1: The conceptualised world of alcohol 

• Research topic #2: Consumer self-perception 

• Research topic #3: Consumer associations of Tempt  

 
#1: The conceptualised world of alcohol 

To have a point of reference from which we will examine the world of consumers, we find it 

necessary to firstly understand the broader context of the universe created by alcohol 

consumption. Thus, striving to unveil the ascribed meaning of alcohol and the role it bears 

in consumer’s life, we posed the following question:  

• Why and when do you drink alcohol? 

 

Respondent a) 
 
• To relax: free myself from worries and 

problems, stop thinking about obligations 
and escape into a carefree world.  

 
• To be more festive: drinking alcohol helps 

me become more extroverted, funny, 
entertaining, impulsive and daring. 

  

Respondent b) 
 
• To feel free: cut loose and escape imposed 

expectations, break away from the role of 
being the “proper and polite girl”, alleviate 
thinking about my worries and other 
obligations, become more impulsive.  

 
• To allow myself to be egoistic: permit myself 

to not take responsibility for others, free 
myself from being constantly attentive, 
considerate and thoughtful to other people.       

 
Respondent c) 
 
• To break away from the daily concerns, 

obligations and complications  
• To evade social norms and feelings of being 

restrained 
• To feel included 
 

Respondent d) 
 
• To mentally escape the everydayness 
• To loosen up and enjoy myself 
• To take part in the social activities 
• To create a good atmosphere 

Respondent e) 
 
• To forget everydayness and its inherent 

concerns 
• To become more extroverted and open 

towards meeting new people 
• To relax and enjoy myself 
• To push my own limits 

Respondent f) 
 
• To become tipsy and intoxicated 
• To feel included and take part in the social 

events 
• To become more extroverted and joyous 
• To allow myself to initiate conversations on 

subjects that are inappropriate to talk about 
in the absence of alcohol 
 

 

Table 2. Respondent statements to alcohol consumption 
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In the context of drinking, our respondents tend to cut loose, have fun and enjoy 

themselves as well as becoming more talkative, extroverted and open towards meeting 

new people. Many of these women feel that alcohol makes them more impulsive and 

daring by giving them courage to challenge and push their own limits, which resultantly 

makes them become more fun, exciting and entertaining. Due to the intoxicating effect of 

alcohol, the respondents feel that they are granted access to a unique universe that allows 

them to experience a carefree moment as they through drinking easier can distance 

themselves mentally from worries, obligations and concerns that preoccupy their minds 

and dominate their everyday life. When drinking, some of these women experience an 

increased sense of freedom, as it is perceived more legitimate and acceptable in an 

alcohol-consuming context to defy the social codex and behave inconsistently to the 

imposed norms. As an effect of this, some of the respondents feel less restrained when 

drinking, because they no longer are subjected and obliged to meet the expectations and 

fulfil the assigned roles others impose onto them.  

 

In addition to this, alcohol is a ‘social lubricant’, as drinking enables people to take part in 

the social activities and become included in the company of others. It is also a means to 

‘spice up’ and counteract the trivialities pervading the everyday life. These women 

therefore tend to drink mainly on the weekends, for festive occasions, when going out or 

having a cosy social gathering in the company of friends and family.   

 

#2: Consumer self-perceptions 

Seeing that the consumer’s self is comprised of several layers which surface depending on 

the occasion and situation at hand, investigating the consumers’ self-perceptions, we 

categorised our questions to revolve around the following selves: 

• The actual self 

• The ideal self 

 

These selves are investigated as we find them to encapsulate the general essence of who 

we are as people. Also, this separation of consumers’ selves allows us to test our 

supposition that desirable aspects of consumers primarily bestow to consumers’ ‘ideal 

self’, and therefore Tempt’s emphasis should be granted accordingly. We can then link our 

empirical findings to Sirgy’s self-congruity model, and draw parallels to the self-

consistency - and self-enhancement motivation according to consumer purchasing 

incentives.  

 



Master Thesis          Copenhagen Business School 
MSc. in Strategic Market Creation  February 2011 

 55 

Moreover, we will not distinguish between the different sub-classifications, but keeping in 

mind that we investigate consumers in an alcohol-consuming context, we are well aware 

that social selves are likely to be referred to, both in terms of the actual- or ideal self, 

respectively. However, we consider the individual (non-social) self to be equivalently 

important to our investigation, and therefore we will use these notions as “umbrella-

categories”, embracing the multitude of consumers’ many situational selves. 

 

Having established this, we must stress that we consider this part of the interview to be the 

most challenging to conduct in practice, as we acknowledge that having to describe 

oneself to someone else can be difficult for many. Considerations such as “What should I 

highlight?”, “How should I balance the positive versus the negative sides of my 

personality?”, “What will the interviewer(s) think?” are questions that may naturally come to 

mind when interviewed. Depending on the respective person’s self-awareness and how 

comfortable the interviewee feels about self-narrating, the respondents’ individual state of 

ease and comfort will vary. Thus, inviting the interviewees to firstly characterise their 

‘actual self’ to us, we attempted to turn the focus slightly away from the respondent by 

asking:  

• How do you think other people would describe you? 

 

The answers to this question are depicted as keynotes in the table below: 

Respondent a) 
 
Outgoing: positive, social, having good friends 
=> part of the in-group, belongingness 
 
Festive: being loud, fun, like to dance, uplifting 
spirit 
 
Laid-back: calm and quiet, go with the flow, 
carefree  
 
Standing out: fun, attracting positive attention, 
do something unexpected 

Respondent b) 
 
Strong: being able to stand up for herself 
 
A woman: independent, self-dependent, 
powerful, holding sound attitudes and 
standpoints 
 
Courageous: to stand by one’s beliefs and 
opinions, capable of showing true emotions 
 
Self-aware: holds strong opinions and principles 
 
Positive, Responsible, Honest, Controlling, 
Stubborn, Sensitive 

 
Respondent c) 
 
Feminine: profound, affectionate 
 
A good friend: considered 
 
Happy: welcoming to other people and 
sympathetic 
 
 

Respondent d) 
 
Curious on life: open, living in the moment 
 
Positive: capable of turning negative 
occurrences into positive experiences, 
humorous 
 
Honest, Tolerant, Profound, Encompassing soft 
values, A person who always seem to land on 
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her feet even when times get tough 
 

Respondent e) 
 
Tolerant, Good listener, Loves to laugh, 
Sensitive, Honest, Unorganised 
 
Quiet: slowly opens up to people 
 

Respondent f) 
 
Strong: can cope in times of adversity, is not 
easily taken out 
 
Open minded: accept diversity  
 
Conscientious: organised, respect commitments 
and appointments 
 
Ambitious: have goals in life to finish education 
and get a highly-paid or prestigious job 
 
Confidential: a person others can confide in and 
trust 
 
Helpful, Politically oriented, Contribute to 
creating a sense of community 
 

 
Table 3. Consumers’ ‘actual self’ 

 

In respect to the respondents’ actual self, our group of interviewees tend to emphasise 

positive qualities and intrinsic worth that they feel represent the essence of their being. 

Characteristics such as: positive/happy, festive/curious on life, feminine, honest, tolerant, 

strong/independent are respected virtues that many assign to their persona. Most of them 

peg intra-individual qualities (personal attitudes and beliefs) to their character traits, and 

some even include interrelational, social aspects (such as values that they hold with other 

people), such as “being a good friend”, “being a good listener”, “belongingness to a social 

circle”. 

 

When elaborating on these personality traits, being capable and competent, a decent 

person with values and norms that society reveres are all important personal 

characteristics that our respondents consider themselves to hold. They are good friends, 

ambitious individuals, responsible residents, and social beings. They endow noble 

principles, morals and ethics, and most importantly, they are intelligent, self-thinking, 

profound, independent women who have great depth and sound values. Rarely, did the 

respondents bring up negative aspects of themselves, except from two (respondents b and 

e), and the overweight on positive self-aspects largely dominated their answers. We found 

this tendency to be a result of two mechanisms: 1) when talking to other people about 

oneself, one tends to want to be seen in a favourable light and 2) without digging too much 

into the psychological academics, we imagine that when asked on the spot who you 

consider yourself to be, the immediate associations that come to mind are primarily 
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attributed to one’s good, strong qualities as these are thought to be most prevalent on a 

general, everyday basis. Nevertheless, we do not believe these findings to flaw our study, 

as we want to investigate the desirable facets of people that Tempt can lay emphasis on 

and incorporate into their brand image to better fit with these valued personality traits of 

consumers’ self-concepts.  

 

We will now move on to account for the definitions that our respondents attributed to their 

ideal self by asking: 

• In an alcohol consuming setting (party or other social gatherings with friends), if 

you imagine that you walk in as the ‘perfect you’, how do you think other people 

would describe this ‘you’? 

 

Similarly, the statements of respondents are noted in the figure below: 

 

Respondent a) 
 
Happy: in a good mood (smiling, funny, 
dancing), positive 
 
Social: outgoing 
 
Unrestrained: impulsive, courageous and daring, 
“getting with the programme” 
 
Attention from boys: seductive, noticeable, 
included 
 
Individualistic, Competent 
 

Respondent b) 
 
Attractive: consciously dressed, not just 
anybody, dishy 
 
Has a lot of energy: talks to men 
 
Outgoing, Funny, Talkative, Has everything 
under control 
 

Respondent c) 
 
Flirtatious: unattainable, sexual, sensual 
 
Festive: sprightly, dancing 
 
Smiling: sweet, intelligent 
 
Special, Sophisticated, Beautiful, Happy, Open 
to people, Signal approachable rather than 
snobbish 

Respondent d) 
 
Relaxed: carefree about the future and 
consequences, living in the moment 
 
Create a good atmosphere: safe, accepted as 
you are 
 
Modern, Innovative, Empathetic, Dancing, 
Giving, Open, A good story teller 

Respondent e) 
 
Harmonic: has a good balance between career 
and private life 
 
Confident: but not arrogant 
 
Has a lot of energy, Interesting, Easy to talk to, 
Happy, Open 

Respondent f) 
 
Not empty: smart 
 
Challenging: provokes in a funny way 
 
Upbeat: impulsive 
 
Thin: trimmed, practise more sports 
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Sophisticated, Smart, Fun, Talkative, Good-
looking, Flirtatious 
 

 

Table 4. Consumers’ ‘ideal self’ 

  

Investigating the consumers’ ideal self, we found that physical attributes were often 

mentioned, accompanied by good personality characteristics. Attractive looks, and a 

trimmed physique signalling sexual energy and embodying an alluring presence were all 

desirable attributes that the respondents wished to feel and project to others. Noticeable in 

this study, however, was that the respondents’ definition of being festive, e.g. being 

‘happy’, ‘open’, and ‘dancing’, was to be interpreted in a way that above all exudes 

sophistication. Uncontrollable binge drinking, and being “annoyingly funny” was expressed 

to be undesirable features.  This could be related to the respective age group of our 

respondents, who are in the initial phases of entering “real” adulthood where greater 

pressure lies on the ability to demonstrate maturity, e.g. in respect to education or future 

careers. This is supported by our next remark that, although expressing a desire to feel 

carefree, impulsive, talkative and outgoing, our respondents underscored skilfulness such 

as ‘intelligence’, being ‘competent’, ‘interesting’ and ‘provoking’ as something that defined 

their ideal self. Interestingly, these were seen to be rather consistent with the description 

ascribed to their actual self. Accordingly, we will in our discussion look into the 

interconnectedness of the two selves; if the relationship between the two self-concepts in 

this context can be separated with a big, pronounced line as initially assumed. 

 

Lastly, when conducting the interviews, we found that people found it relatively easier to 

delve in the actual self rather than their ideal self. This could certainly be a question of 

confidence towards the interviewer or the degree of self-awareness held by the consumer, 

as some elements of the imagination may be too personal and are in direct disagreement 

with the Danish “who-do-you-think-you-are” mentality.   

 

#3: Consumer associations of Tempt  

Seeking to unveil consumer’s perceptions relating to the Tempt brand, inspired by Keller, 

we decided to divide the associations into two categories: functional and symbolic (Keller, 

1997).   

 

Functional associations 

In search of understanding consumer experiences and - evaluations relating to Tempt’s 

functional and product-specific attributes, we posed the question:  
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• How would you describe Tempt and when do you consume it?  

 

Analogously, the following answers were given: 

Respondent a) 
 
Many flavours and variants, expensive, good 
taste, sweet and fruity, beautiful packaging that 
stands out, fresh, special, luxurious, unique, 
different compared to other products.  
 
Is indulged for special occasions when I want to 
delight and pamper myself.  
 

Respondent b)  
 
Sweet taste, expensive, nothing special, inferior 
quality, dull. 
 
Is occasionally consumed in situations when 
sitting with the girls prior to going out for a party.  

Respondent c) 
 
Different flavours, mediocre taste, sweet, 
expensive, feminine packaging, does not stand 
out, a soft drink, fizzy with a fresh taste.  
 
Is primarily enjoyed for festive occasions.  
 
 

Respondent d) 
 
Exclusive packaging, insignificant, bad quality, 
sweet taste that can get nauseating.  
 
Is rarely purchased, but is regarded as a 
suitable drink to order when sitting in a bar or 
having a cosy night with the girls. Tempt does 
not apply to situations of partying and acting 
wild. 
  

Respondent e) 
 
Sweet taste, does not stand out, pretty 
packaging, bad quality, cheap.  
 
Is suitable for drinking when: being in a park, 
sitting on a beach, partying in a discotheque or 
having a quiet night with friends.  

Respondent f) 
 
Exclusive and striking packaging, sweet and 
fresh taste, inferior quality, cheap, does not 
stand out.   
 
Is for the most part imbibed when spending time 
with friends at home and serves predominantly 
as a substitute for wine.  
 

 

Table 5. Description of Tempt cider 

 

In respect to ‘Tempt’, the first association that comes to the consumers’ mind is that the 

product has a sweet and fruity taste. The respondents, however, stand in disagreement in 

terms of favourability of the taste; some of them define it as fruity, fresh and good, while 

others deem it to be mediocre and even nauseating. The vast majority of the respondents 

perceive Tempt to be an expensive brand, which stands in opposition to the answers 

provided by respondent e and f who primarily associate the product with being cheap and 

low-priced. What is striking, however, is that respondents in general describe Tempt as 

being insignificant and ‘nothing special’. When scrutinizing the answers, it promptly 

becomes clear that Tempt is seen as undifferentiated, as it has not managed to stand out 

in any way. Moreover, consumers predominantly tend to associate and cognitively link 

Tempt with inferior and bad quality. In the context of this, a great paradox soon emerges, 
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relating to the fact that even those who regard Tempt as being expensive (due to price and 

classy packaging design) continually think of the product as possessing inferior quality and 

conceive of the brand as being irrelevant. Only one of the respondents (respondent a) 

unanimously holds an encouraging impression of Tempt and ascribe to it positive 

associations, such as: ‘luxurious’, ‘special’, ‘different’ and ‘unique’. Last but not least, the 

only positive attribute all respondents seem to agree on is the fact that Tempt has a 

strikingly beautiful and exclusive packaging, which as we will discuss later, to a great 

extent contributes to the image that they hold of the product.  

 

In relation to the usage situations, Tempt is consumed or perceived suitable for drinking in 

a variety of contexts: when sitting in a bar, partying in a discotheque, preparing for going 

out with the girls, having a quiet and cosy afternoon with friends, sitting in a park or 

relaxing on a beach. One of the respondents (respondent a), however, attributes Tempt a 

special meaning and perceives it as a drink that is indulged either for special occasions or 

when wanting to pamper and delight herself.  

 

Symbolic associations 

In our efforts to grasp Tempt’s assigned symbolic world, we attempt to: 

 1)  disclose the personality traits and values consumers relate and ascribe to the 

brand  (brand personality) 

2) portray the typical and associated consumers of Tempt (user-imagery) 

 

Recognising that symbolic ascriptions relating to a brand often can be difficult to retrieve 

from memory as they predominantly are unconscious, in order to ease the articulation, we 

have instead asked consumers to describe the brand’s ‘associated human qualities’ and 

the ‘stereotypical consumer’ that we believe, in combination, can help form consumers’ 

overall symbolic judgements of the brand. The personality attributes that arise from the 

exploration of these notions are more easily relatable and comparable to consumers’ self-

perceptions that will later help us determine the brand-consumer congruency. To unveil 

this, we have posed the following questions:  

• How would you describe Tempt if it were a person? 

• How would you describe a typical Tempt consumer?  

 

Respondent a) 
 
Tempt as a person: 
Sophisticated female, attends university, has 
prestige, stands out from the crowd, is modern 

Respondent b)  
 
Tempt as a person: 
Snobbish and superficial female with an 
unfailing sense of style, egoistic, materialistic, 
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and extroverted, has diverse interests, is festive 
and often the centre of attention.    
 
Associated brand consumer: 
Sophisticated females that are stylish and chic. 
They usually want to stand out and come 
across as being unique and different.  
 

individualistic, careless and possesses no love 
for others.  
 
Associated brand consumer: 
Self-important people who are superficial and 
continually strive to signal to others that they 
can afford to buy expensive things. They suffer 
from identity crises and seek through material 
objects to establish their personality.  
 

Respondent c) 
 
Tempt as a person:  
A young female who drinks cocktails, is stylish, 
attractive, popular, festive and has countless 
numbers of friends. She is an insider that has 
everything under control, leads a city life, is 
superficial and egoistic, holds a facade and 
seeks short-lived happiness through material 
objects.  Signal value is more important to her 
than real and deep-felt values.  
 
Associated brand consumer: 
Young females in the age of 16 - 25 who are in 
the process of attaining their education. They 
seek to project and flash status through material 
objects, but in reality the do not endow much 
money. 
 

Respondent d) 
 
Tempt as a person: 
Young female, a romantic person that stands 
out, classic, positive, loving and in possession 
of soft female values.  
 
Associated brand consumer: 
Young and modern female in the age of 24-30 
who attends university, is interested in travelling 
and is liked by others.  She is festive but does 
not feel the urge to stand in the spotlight all the 
time. 
 

Respondent e) 
 
Tempt as a person: 
An unorganised young female who has recently 
started working, does not particularly hold a 
higher education, but is instead alternative, 
creative, modern, stylish and chaotic. 
 
Associated brand consumer: 
Young working women who are not well- 
educated and belong stereotypically to the 
middle- or lower class. 

Respondent f) 
 
Tempt as a person: 
Female, happy high-school student or 
somebody who studies either law or business, 
is festive, attempts to be popular, comes from 
an upper class family, likes fashion and design, 
is superficial, pays attention to her looks and 
enjoys the company of boys.  
 
Associated brand consumer: 
Young female who wants to appear affluent and 
strives to flash status, but does not in reality 
have much money.  
 

 

Table 6. ‘Brand personality’ and ‘User-imagery’ 

 

Brand Personality  

Despite minor dissimilarities, the dominant brand personality of Tempt is as follows:  

A young attractive female, who is sophisticated and has an unfailing sense of style. She is 

an insider who holds a popular status and has many friends. When going out she drinks 

cocktails and in general, she leads a festive high-paced city life. She strives to stand out 

from the crowd and enjoys being the centre of attention. Coming from an upper-class 

family, she is materialistic and attempts through material objects to appear prestigious and 
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high-class. She is an extremely superficial person that constantly holds a facade and tends 

to be egocentric and individualistic. Signalling status is more important to her than 

possessing appreciable and real values. 

 

Two of the respondents stand, however, in disagreement with the above depictured brand 

personality, as they contrastingly perceive Tempt as: ‘an unorganised, creative type that is 

alternative, stylish and chaotic’ and ‘a romantic person that is positive and in possession of 

soft female values’. In this respect, we must stress that these interviewees were the 

respondents who were least familiar with the Tempt brand of the entire respondent group. 

We have for this reason chosen not to devote these associations too much attention in this 

paper. Nonetheless, this brings validity to the collection of a larger sample populace before 

more general and representative inclinations can be drawn about the brand personality.  

 

When looking at the general answers above, it is evident that the most dominant 

association relating to Tempt is femininity, style and youthfulness.  

 

Consumer Stereotyping 

The stereotypical Tempt consumer is predominantly described as being a female who 

strives to flash status and wants to appear affluent, while in reality holding a limited 

financial budget. She is typically young and is either a high-school student or attends 

university. While some of the respondents imagine the typical Tempt consumer to be 

sophisticated, stylish and chic, others tend to classify them as being self-important, 

materialistic and snobbish.  

 

 

6.3. Analysis of empirical findings 

 
To paint a clearer picture of the dominant findings that prevail in respect to the self-images 

of the consumers and the product-image associations of Tempt cider, we have assembled 
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these into three overall associative mappings that compound the statements of the 

individual interviews (App. X):  

 

- One of the consumers’ ‘actual self’ 

- One of consumers’ ‘ideal self’  

- One of the symbolic associations held of Tempt vis-à-vis ‘brand image’ and ‘user 

   imagery’  

 

From these ensembles we will be able to better grasp and interpret the general 

conclusions of our empirical research and put forth specific tendencies that can be of use 

to the company.  

 

6.3.1. Comparison between consumers’ actual and ideal self 

Let us now firstly take a look at the associative mapping of the consumers’ actual self in 

the figure below:  

 
Figure 4. Associative mapping of consumers’ ‘Actual Self’ 
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We have grouped the different self-ascriptions into seven categories as illustrated in figure 

4. We have chosen to call these: ‘Strong’, ‘Self-aware’, ‘Woman/feminine’, ‘Profound’, 

‘Being a good friend’, ‘Curious on life’ and ‘Positive’. We found these notions to 

encapsulate the essence from which different personality appellations emerge. One does 

not exclude the other, and as shown in the figure, these are interrelated and 

supplementary (e.g. ‘Strong’ and ‘Woman/feminine’), as illustrated by the lines that 

indicate connecting linkages. Looking at the individual sets of groupings, we see that these 

can in fact be condensed into belonging to three overall branches of self-attributions. The 

most dominant themes, also represented by four out of the seven categories, namely 

‘Strong’, ‘Self-aware’, ‘Woman/feminine’ and ‘Profound’, can be said to cohere under intra-

individual/intra-personal values. They characterise core personality traits and values that 

denote consumers’ powerfulness, independence and self-competence. These constituted, 

by far, the predominant part of all our interviews, both time- and content wise, wherein 

respondents underscored the importance of being perceived as the capable individual that 

they consider themselves to be.  

 

Similarly, ‘Being a good friend’ denotes their interrelational/inter-personal values relating to 

way they consider themselves to interact with other people in a social context. These are 

also deemed important to the respondents’ self-concepts as treating others with respect 

and dignity was stressed on several occasions during the different interviews. 

 

Lastly, we have chosen to interpret the last two categories of the actual self, ‘Positive’ and 

‘Curious on life’ under a world-view concept. Having a positive approach to life is 

important, not the least fundamental, to being a balanced, well-functioning and happy 

person.  

 

In our attempt to aggregate these characteristics into a “model respondent”, we can thus 

attribute the following personality traits to her being: she is first and foremost a strong, self-

aware, self-sufficient and competent young woman who embodies profound values, holds 

strong opinions and attitudes, and is not afraid to be speak her mind. At first impression, 

she might seem to hold characters that generally are rather “masculine”, however, she 

also has a softer, more sensitive and “feminine” side to her that complements these 

otherwise dominant traits. She is socially intelligent and responsive as she treats people 

with care and great responsibility. Lastly, she has a life-affirming spirit with which she 

embraces the moment and the new influxes that she encounters, and generally enjoys life. 
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Figure 5. Associative mapping of consumers’ ‘Actual Self’ 

 

When investigating the consumers’ ideal self, some of the same descriptions and 

categories reoccur.  Most likely, this is an expression of the desire to convey and enhance 

covetable values that the respondents consider to be central parts of their actual self-

image. Thus, ‘Positive attitude’ and the ‘Sophisticated/Individualistic’ components of the 

ideal self are comparably alike with the world-view category and intra-personal aspects, 

respectively, of the actual self, which among other things stress optimism and intelligence, 

confidence, competence and being interesting. In regard to the latter constituents, 

profundity – encompassing more than meets the eye – is still a principal personality 

aspect, which the respondents find important to express and signal in being their ideal 

person.  

 

What stands in stark contrast between the two selves though, is the emphasis on being 

‘Attractive’ encompassing desirable, physical attributes in the ideal self. Certainly, the 
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context of our questions contributes to such associations made, as we ask them to 

describe their ideal self in an alcohol-consuming situation, which implies social interaction 

and sexual interests. Also, the intoxicating universe excellently accommodates the 

‘Unrestrained’ and carefree state of mind that the respondents associate with their superior 

self where doing things outside one’s inhibited safety zone is permitted. At the same time 

though, our interviewees tend to emphasise that maintaining sophistication and harmony 

in all aspects of life is key to obtaining the ideal self-picture.  

 

Analogously, the “model ideal self” is characterised by a good-looking young woman who 

although wanting to attract attention vis-à-vis some arguably rather superficial, physical 

attributes, undeniably holds intrinsic worth that pervades her every actions. Always being 

aware of who she is, she perfectly balances being sociable with self-confidence and 

utmost sophistication.  

 

 

From our interviews we approach an understanding of the respondents’ intimate value 

system, which consists of a collection of durable beliefs or views about which behaviours 

and lifestyles are desirable and good (ibid), and a glimpse into the consumers’ subjective 

reality and their lived socially constructed world. Comparing the characteristics of the 

consumers’ different selves, we find that the significance granted to upholding and 

projecting sincere sophistication and profound values are taken as prime identity elements 

as these represent the respondents’ core selves. Thus, surrounding themselves with 

things and possessions that are symbolically consistent with these values we deem is 

paramount to establishing viable links with them, and analogously in prompting consumer 

purchasing incentives. To this end, we will now analyse Tempt’s symbolic properties via 

the perceived brand personality and user-imagery that the respondents hold of the Tempt 

brand. By such measures, we will able to determine whether these correspond to or are 

congruent with the target segment’s held values to establish the assigned relevancy of 

Tempt to consumers. 
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6.3.2. Unveiling brand associations 
 

Brand Personality 

Consumer Stereotyping 
 

Figure 6. Associative mapping of Tempt’s ‘Brand Personality’ and ‘User Imagery’ 

 

As indicated in the figure above, we have assembled the prevailing associations into 

dominant categories, that encapsulate the general meanings and values respondents 

ascribe and attribute to the brand.  

  

The brand personality of Tempt is associated with being ‘Attractive’, ‘Popular’ and 

‘Superficial’. Attractiveness covers attributes such as appearance, style and sophistication, 

which in combination indicates the projected image and relates to the superficial 

impression of a person. Popularity can be said to represent the social competencies, as 

the associations constituting this term relate to being extroverted, festive and having 

countless numbers of friends. In contrast to the previous ‘exterior-bound’ categories, 
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‘Superficial’ can in this respect said to be representative of the perceived internal values 

systems and personal characteristics.  

 

Tempt is, thus, in the eyes of the respondents associated with being a woman who 

appears attractive and to a large extent unattainable due to her exclusive, sophisticated 

image, modern style and appealing appearance. She is an insider that often is in the 

spotlight, is popular amongst the boys and leads an interesting and festive metropolitan 

life. Due to these attributes, at first glance, she tends to appear as someone ideal, but 

when taking a closer look into her persona, one soon discovers, that she purportedly is a 

‘superficial’, ‘cold’ and an ‘unaffectionate’ person (statements taken from the interviews – 

referring to our recordings). She is an egoist who rarely shows love or cares for others and 

instead of endowing true and real values, she is materialistic and preoccupied with 

projecting status and being prestigious.   

 

The dominant categories defining the stereotypical consumer (brand user-imagery) are 

‘Insecure’ and ‘Seek affirmation’. The associations related to the two categories are closely 

related, seeing that insecure people often are contingent on other people’s affirmation. 

Insecurity manifests itself though the constant search for attention and the need to keep up 

appearances, which in effect amounts to a reserved and unapproachable attitude. 

Affirmation is associated with wanting to become popular and signify affluence, which 

resultantly is interpreted as searching for identity.  

 

Based on the analysed findings, the typical Tempt consumer is associated with someone 

who strives to attain status and prestige through material objects. They are preoccupied 

with becoming popular and are in an incessant search for attention. Characteristic for them 

is the fact that they are constantly upholding a facade, are superficial and pretend to ‘be 

somebody’, which resultantly makes them unapproachable to people that are not 

likeminded. As an effect, all these associations indicate that the associated consumers of 

Tempt in fact are perceived to be insecure people who are in search of their own identity. 

Material objects and the signalling value of possessions compensate for their insecurities 

and serve as means for attaining affirmation.  

 

 

The associations held of Tempt’s brand personality and consumer stereotyping together 

provide an inclusive picture of consumers’ mental images that frame the overall conception 

of the Tempt brand. Being a superficial individual that is absorbed with appearing 
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prestigious and signifying status are the dominant traits that imbue consumers’ 

comprehension of the typical “Tempt woman”. Although, endowing desirable features such 

as good looks and a confident sense of style, beneath the surface, however, linger 

aggravating insecurity and a constant search for approval. Upholding a popular and 

appealing facade is, thus, construed to be the overriding objective of the Tempt associated 

type-of-person, who is afraid that people will see through her and not like what they find. 

 

 

6.3.3. Consumer self-image versus brand image 

At first look, the symbolic universe of the Tempt brand can be said to appeal to many 

young women, including Tempt’s primary target group, as it endows universally desirable 

attributes such as being attractive and popular. Being the centre of attention, having many 

friends, combining modern style with good looks and living the big-city life unquestionably 

has its charms and many people would like to see themselves in this light. 

Correspondingly, through consumption of Tempt and by taking on the symbolic properties 

that the brand designates, one can more easily be coupled with such attributes.  

 

However, taking a closer look at the brand’s assigned meanings, we soon discover that on 

a deeper level, conflicting interests with the consumers emerge. Having ascertained, in the 

previous sections, that the intrapersonal values such as independence, competence and 

profundity constitute important characteristics for consumers’ self-understanding, in that 

they largely define themselves by such indicators of identity, the overall appeal of Tempt is 

accordingly undermined. This primarily has its grounds in the interpretation affixed to the 

respective constructs of the Tempt brand. For instance, even though ‘sophistication’ is a 

key concept that both Tempt as well as consumers grant great significance to, as 

illustrated in the associative mappings, their understanding of the word differ vastly, 

thereby making their points of view rather incompatible. Whereas Tempt cider applies to it 

an “image”-related connotation that pertains to exterior prerequisites, i.e. being stylish, 

affluent, part of the elite caste and being in the spot light, consumers attribute to 

‘sophistication’ a behavioural subtext, such as acting mature with a laid-back, “everything-

with-moderation” attitude that stems from essentially being comfortable with who you are. 

Also, consumers seem to believe that a brand that predominantly reveres the exterior and 

physical attributes is shallow without giving much thought to the inner personal values, and 

this ultimately contradicts their self-concepts and the way that our respondents see 

themselves and would like to be seen by others.  
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Moreover, in an alcohol-consuming situation, respondents tend to want to project being 

open and approachable. This is emphasised in both their actual – and ideal self-

perception. This is their chance to meet new people, not to scare them off. Nonetheless, 

their perception of the Tempt brand, a.k.a. the “Tempt woman”, is that her snobbish, 

arrogant attitude signals “stay away” rather than “come hither”. Unless you are a part of 

the exclusive “in-group”, you are simply not welcome. As this comes across as a sign of 

insecurity - a weakness – fundamental divergences become apparent in comparison with 

consumers’ confident and poised sense of self. In fact, the “Tempt persona” does not 

seem to reflect any of the profound values that consumers assign to their own self-image. 

 

Overall, the respondents do not feel particularly represented by the Tempt brand and its 

symbolic values, if at all, seeing that these immensely deviate from the respondents’ self-

perceptions. Resting solely on the surface of things is unappealing to the consumers and 

the message that they receive from the Tempt concept is that “appearance is more 

important than real values”, although ironically, the character associated with the Tempt 

brand is perceived to mask her insecurities with her unproblematic, jet-set-life facade. This 

in itself is deemed incongruent and unreal and is, thus, perceived unauthentic and, 

therefore, no one really buys into it. Although, the brand, as mentioned above, holds some 

desirable features that people generally find pleasing, these are ultimately rather 

negligible, as consumers cannot entirely relate to the concept.  

 

 

To this end, a chasm can be said to exist between Tempt cider and the constituents of the 

respective target segment. Not fully grasping or agreeing with the overall concept makes 

Tempt insignificant to consumers and hence bland, in their eyes. Many other brands can 

equally, if not better, satisfy consumers’ need of feeling attractive and popular – Tempt 

cannot be said to excel in this domain. Equivalently, they have not managed to distinguish 

themselves very well, as it appears that consumers have a hard time pointing out what 

Tempt’s core message is, and “curiosity” and “sharing secrets” are accordingly constructs 

rendered irrelevant. Clearly, this linkage is not apparent to consumers and similarly these 

concepts do not constitute first-, second-, not even third-rank associations to the brand. 

The symbolic properties residing within the brand are, henceforth, not congruent within its 

own realm, not to mention, congruent with consumers’ self-concepts. In this light, it is 

evident that Tempt is bland to consumers, seeing that their target group do not even 

understand the fundamental pillars that constitute the Tempt brand, as these are so far 

from what consumers find important in their own life worlds. Inevitably, the messages and 
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cues of the company are bound to be lost in translation. Insightful consumer knowledge is, 

thus, an indispensable prerequisite and without it, the company’s success will solely be 

reliant on chance. To be a relevant, significant brand in the minds of the consumers, 

Tempt must incorporate the knowledge gained from consumer research into their future 

branding strategies in addition to being aware of potential caveats that exist in this 

particular target segment. We will discuss these in the next chapter and contrast our 

findings to theoretical research in determining how Tempt can better resonate and 

strengthen their relevance with consumers.  
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7. Discussion 

 
 

 

7.1. Culture essentially dictates what people want 
 
Before turning to the central discussion of our paper, we would firstly like to delve into the 

premise from which our entire research arises. Investigating consumer selves and their 

constituted worlds/life projects is basically, in the chosen theoretical framework, a socio-

cultural study. Our held focus on consumer-orientation and symbolic attributions are 

constructs of the underlying norms and values inherent in society that predict what 

consumers may find desirable or futile.  

 

7.1.1. The Danish ‘Jante Law’ 

Particularly prominent when analysing the Danish consumers is the undeniable presence 

of an omnipresent, always latent force, that largely affects consumer mindsets and 

behaviours. This underlying force, which pervades Danish society, is called the Jante Law. 

It is a sociological term; a collective attitude towards individual accomplishments and 

successes that frowns upon taking credit for personal outstanding achievements. Thus, in 

our attempt to investigate Danish consumers’ private, inner desires, pipedreams and 

ideals, appropriateness is always only one step behind. As exemplification, this collective 

mentality manifests itself in the way people emphasise self-attributions/personal qualities 

that are considered to be the cornerstones of the inhabited society, encompassing 

contributing interrelational values, such as ‘being a good friend’, ‘helpful, ‘sympathetic’, 

‘considered’. Seeing that these are precious, “appropriate” virtues determined by the 

communal society, these are accordingly also emphasised as desirable personal 

characteristics. Contrastingly, people who seemingly do not encompass such merits, soon 

become subjects to collective criticism. This may explain the interpretation of the “Tempt 

persona” by consumers. Without much information about this “Tempt woman” except from 
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that she is attractive and good-looking with a stylish presence, nonetheless, negative 

connotations are affixed to her personality. ‘Arrogant’, ‘snobbish’ and ‘superficial without 

depth’ is in line with a ”does-she-think-she-is-better-than-us” thinking. In-group/out-group 

evocations and implications to social caste systems are not particularly well received with 

the collective, Danish spirit. We are all equal… are we not? 

 

Consumers’ need to express individualism and identity 

Although, being a good citizen is granted great importance (as shown in our empirical 

study), a fundamental need for self-expression and individualism is, notwithstanding, 

highly pronounced by our respondents. In accordance with that argued by Holt (2004), 

people seek out counter-mechanisms to the imposed norms of society when confronted 

with the realised inability to the impossible expectation of living up to the premises of the 

prescribed national ideology and ideal models of living. Nobody is perfect. This eventually 

causes cultural tensions and anxieties, which make people seek towards the margins of 

society away from the prevailing mentality of society – in this case the overriding 

collectivist mentality that dominates Danish society.  With regard to our investigated 

consumers this can be interpreted as the prominence and salience granted to the 

individualistic character traits and personal distinctiveness, such as ‘independence’, ‘self-

confidence’, ‘competence’, ‘challenging’ and ‘intelligent’, which are all significant indicators 

of individual growth and – pursuit. Opposing the predominant culture of Danish society, 

these tensions can, as a result, create a solid basis for exploring and exploiting 

individualistic concepts, which will resonate with consumers’ repressed desires.  

 

Revisiting previous findings (section 5.1.2.2.), Holt proposes that the success of a brand 

depends on its ability to represent a particular kind of story - an identity myth - that their 

consumers actively can leverage on to support and cement their desired identities (Holt, 

2004). These stories arise from a populist world wherein myths are created to support its 

legitimacy. As this world/universe typically is far removed from real life experiences of the 

majority of a brand’s consumers, as it deals with cultural tensions, these myths (stories) 

must be authentic. When investigating Tempt, we find that this breaking with the Jante 

Law - being superior (more exclusive and sophisticated) to others – is thus not necessarily 

a poor launch pad, as we have just established that this represents a cultural tension 

wherein individuality is a repressed vitality. To this end, the question remains “why has 

Tempt not managed to make itself relevant to consumers even though they address these 

cultural tension of Danish society?” As indicated by our findings, the myths, and hence the 

populist universe of Tempt, is simply not perceived authentic, and concept wise, Tempt 
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has not managed to communicate their message(s) evidently enough to consumers. For 

the most part, consumers do not understand the brand’s storylines, vision, idea etc. As we 

will see in the following sections, Tempt’s universe remains a conundrum to consumers 

and the conceptual understanding of the brand appears incoherent and inconsistent. By 

not grasping the concept/message of a brand in the first place, it becomes equally 

impossible to relate to it and apply it any value or relevance. Consecutively, we will more 

specifically discuss the ensuing stipulations of Tempt in respect to practical as well as 

theoretical argumentation, and scrutinise where they have gone wrong.   

 

 

7.2. Tempt’s stipulation: incongruity 
 

Conceptual incongruity… 

We analogously argue that incongruity comprises the number one reason why Tempt has 

not gained relevance with its target segment. This applies both to the product-related 

elements as well as Tempt’s symbolic universe. First of all, judging from the exclusive 

design of Tempt cider’s packaging, our respondents expressed great disappointment to 

several product-related features: the artificial and undifferentiated taste of Tempt cider 

relative to other (even discounted) alternatives (respondent b), the disproportionate 

relationship between price and design (the low price does not complement the design - 

respondent e), and the discounted stigma that Faxe Brewery still holds in the minds of the 

consumers where Tempt cider is produced (respondent f). Adding to that, the supporting 

promotional efforts do not seem to work as intended, as many question who the young girl 

in the commercial is, and what she is trying to sell/convey (respondent b). Seeing that 

many neither relate to nor understand the girl in the commercials, they fail to connect the 

linkages between the brand and the ads, and thus, the promotional efforts are practically 

lost, and is a communication channel rendered fruitless. Finally, as mentioned in the 

previous chapter, the mysterious universe of Tempt, the numbers on the packaging, the 

mystifying consignor ‘The Curious Company’, the masquerade theme, are generally 

overlooked as the concept is not obvious to people, thus, providing no essential value to 

consumers. As a result of these inconsistencies found, it seems evident that consumers 

cannot relate to the brand. As the brand’s many cues are not aligned, how can consumer 

associations of the brand be so? Inconsistency, thus, results in blandness, as no essential 

meaning can be derived from it.  
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Arguably, even though our focus has predominantly rested on the symbolic attributes 

throughout this entire paper, we acknowledge that the physical features of a brand are 

equally relevant as they are mutually supporting to the brand’s intangible properties. Only 

by evaluating the entire “package”, will we approach a more complete, holistic picture of 

the conception of Tempt cider. However, as delimited earlier we have chosen to grant the 

intangible aspects special attention in accordance with our research area, wherein we can 

more closely dig into the different perspectives of the symbolic attributions of brands and 

apply theoretical principles to investigate inanimate product’s relevance to consumers’ 

constituted worlds. 

 

… And consumer-product incongruity 

Analogously, serving as our primary conviction that a brand or a product is only considered 

significant to consumers given congruency between the consumer’s self-perception and 

the symbolic properties inherent in the brand, we have, thus, largely based our empirical 

research on the elements and concepts of Sirgy related to his self-congruity theory. To this 

end, we therefore investigate consumers’ actual and ideal self-image, to determine to 

which extent these are reflected by the Tempt brand.  

 

The role of consumer self-images 

Starting out, our initial supposition was that by catering to consumers’ ideal self, this would 

surely be the safer and better choice for Tempt, as the definition of ‘ideal’ intrinsically 

endows only desirable symbolic elements that can help consumers feel good about 

themselves and essentially provide them with the greatest purchasing incentive. In line 

with that, we also presupposed that the self-esteem motivation would accordingly be the 

strongest motivator in an alcohol-drinking context, given that the carefree, festive, let-loose 

state of mind that is sought in the consumption of alcohol, would contribute to their 

enhancement of their everyday (actual) self. The attractive, sophisticated connotations of 

the brand would grant consumers the opportunity to take on an exclusiveness and free-

spiritedness that they normally repress in their daily lives, and being that popular, 

attractive, sociable woman that is associated with Tempt, would correspond to their ideal 

self-image.  

 

This presumption, however, proved to be only partially true. Surely, some of these 

desirable elements and features contained in the ideal self were deemed significant 

indicators of personal identity in an alcohol-consuming context, however, the positive 

personal characteristics and personality traits attributed to their actual self, were equally, if 
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not more important, to their self-understanding. This is the self they claimed they would 

predominantly like to be associated with and display to others when drinking. Moreover, 

from our final composite associative mappings of the consumers’ actual – and ideal self, 

respectively, we found that many of the constructs assigned to these selves were, in fact, 

overlapping. Especially, the intrapersonal values were vigorously emphasised in both of 

the mappings, such as ‘profundity’ and ‘confident’ as well as a positive world-view where 

being ‘happy’ and ‘harmonic’ were granted great significance. The actual self, thus, held 

elements of the ideal/desired self (the good properties in actual self) and vice versa. 

Therefore, in this research we find that a blurring of these two concepts exists. Taken from 

these findings, we conclude that the consumers’ respective selves cannot individually be 

seen in a vacuum, as these are intimately interdependent, and the ideal self is, provided 

by our research, more of an extension/enhancement of the consumers’ core (and desired) 

actual self rather than an opposing, isolated character. Similarly, the self-esteem 

motivation builds on the self-consistency motivation and these are equivalently strongly 

interconnected. Maintaining a positive self-image, which is consistent with consumers’ 

core self, can build self-esteem, and as a matter of fact this proved to constitute the main 

driver of consumer identity. Conclusively, we established from our empirical analysis that, 

ultimately, one must, above all, be true (and consistent) to one’s core self because this is, 

fundamentally, who you are. Thus, only by reflecting the core essence and real values of 

the consumer, can a brand become a true extension of the consumer’s identity/self, as 

only then is it authentic. Essentially, it all boils down to what consumers find significant and 

desirable that largely stems from the particular life situation/stage that denotes the 

respective target group’s current reality. It is within this context that respondents interpret 

their persona and from which their aspirations of whom they strive to become materialise. 

Referring back to section 5.1.1., valuation of a brand/product is consequently impinged on 

his/her subjective notion of self. Taking departure in this, we infer that Tempt’s target 

group, who are young women in their early twenties, are in the transition phase of entering 

‘real’ adulthood. Emphasis, thus, principally rests on future prospects and career 

orientation, and in this light, endowing competence and independence preparing them for 

this transition is awarded paramount importance. As these comprise key tenets of 

consumers’ self-concepts in this particular life stage, we argue that a full understanding of 

consumers’ constituted life worlds is, in fact, the foundation from which Tempt’s future 

branding strategies are to transpire.  
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Tempt's paradoxical supposition 

Similarly it is important that the company gets a good starting premise. As they say: “A 

good start is half the battle”, and in a highly competitive market such as the Danish cider 

industry, a solid and secure starting point and foundation can tip the weight over to the 

company’s advantage. In this regard, information is key and preliminary research is 

imperative. Not having conducted thorough research of consumers beforehand is likely to 

entail foregone conclusions that fail to reflect realistic market conditions. With regard to 

Tempt cider, we believe that they have, in fact, build up false presumptions that have led 

them to the blandness situation that they are currently in today, due to a lack of adequate 

market knowledge. It seems that Tempt operated from the brand-consumer relationship 

categorisation of positive self-incongruity (section 5.1.2.1.), i.e. a positively held product-

image perception and a negative self-image belief; that is, Tempt is viewed in a positive 

light (e.g. exclusive) whereas the consumer does not believe him-/herself to hold these 

positive attributions (e.g. not exclusive). In line with this reasoning: “by drinking Tempt (that 

endows exclusive values), you will become exclusive (even though you are presently not)”. 

Even though exclusivity, by definition, is to be regarded as a positive construal, due to the 

inconsistency and incongruity inherent in Tempt’s imaginary universe, we found that none 

of our respondents actually bought into the concept. Similarly, consumers’ interpretation of 

being exclusive or sophisticated proved to be different from that of Tempt’s, which they 

instead found superficial and unappealing. The symbolic character traits of Tempt’s brand-

image were, henceforth, professed to be in conflict with theirs. Attaching great importance 

to the expression of core values rather than just shallow (physical) attributes entailed vast 

brand-consumer image incongruity. Paradoxically, Tempt’s point of departure of creating 

positive self-incongruity instead produced negative self-incongruity (Tempt endowing 

negative image perceptions and consumers holding positive self-image beliefs).  

 

 

In sum, if the attributes or behaviour of the brand is not consistent with the overall brand 

concept and personality, consumers are likely to abandon the brand because the 

personality loses credibility. Arguably, we believe Tempt cider to be an excellent example 

of exactly this. It appears that Tempt in general touches upon many, different concepts 

without ever truly immersing into any of them and bringing them into coherence. 

Disintegration between the respective product- and non-product-related aspects is 

prevalent and without a proclaimed point of view or representation of certain values and 

principles, consumers are unable to attribute the brand much relevance.  Without any 

significance, consumers are likely to associate Tempt cider with the overall cider category 
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instead, undifferentiated from the rest of the assortment available. Thus, if other cider 

alternatives are believed to provide the consumer with any benefits at all, consumers 

naturally choose these over Tempt. To circumvent and overcome their predicament, 

creating greater congruity is encouraged; firstly, in terms of the internal processes of the 

company and consecutively with consumers. To ensure congruity in every link connected 

to the Tempt brand, preliminary and well-founded studies of consumers’ needs and their 

perceived realities are imperative, as only then can the brand’s relevance be strengthened 

with consumers by generating significance and value to their respective identities and 

constituted worlds. 

 

In the next chapter we will, henceforth, account for the specific measures that Tempt cider 

can apply, which we believe will direct them towards a more favourable direction in their 

future conducts. Surely, we realise that the company’s success is not attributed to these 

suggested improvements alone, as it is a joint effort of all the company’s departments. 

Nevertheless, by means of our investigated research topic, we find it appropriate to 

dedicate our attention towards exactly these, seeing that these organisational – and 

conceptual proposals can help match the symbolic properties to better fit with consumer’s 

self-concepts. 
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8. Implications 

 
 
From Coca-Cola to Chanel, successful and renowned companies of today have attained 

their celebrated stature and unique selling proposition owing to the development of a 

strong and profound brand (Leigh, 2002). Due to their power to lift products from obscurity 

or commodity status to positions of supremacy, brands are increasingly perceived as 

vehicles for generating the differential effect and enhancing the business performance 

(Hahn, 2007). 

 

Acknowledging the necessity of having a salient and compelling brand we will hereunder 

reflect upon and delineate areas that are to be improved in order for Tempt to overcome its 

assigned blandness and strengthen its relevancy with the targeted segment.  

 

Understanding the consumers 

Serving as the key argument of this paper, in order to create a compelling and relevant 

brand story, which effectually incites a favourable brand image, it is first and foremost 

crucial to gain an empathic understanding of the consumer. Seeing that resonant 

narratives spring from understanding consumersʼ identity projects and their inherent 

existential issues (Holt, 01.09.2004), we therefore suggest that marketers of Tempt should 

strive to attain a holistic and deep-felt comprehension of their consumers and their socially 

constituted world. Understanding e.g. their life dreams, ambitions for work, anxieties of 

globalisation, difficulties in life and so on, is imperative in order for Tempt to foster a 

meaningful customer relationship and establish a brand that is of identity value. In this 

light, it is in our view insufficient to purely rely on traditional market researches, whose 

main objectives are to touch upon consumerʼs ʻhot spotsʼ by superficially addressing 

issues that are momentarily acute.  Instead, we believe that marketers must understand 

the consumersʼ self-concepts, their life worlds and how the brand product fits into that 
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particular context, in order to build a strong brand that is resonant in the long-term 

perspective. The following quotation recapitulates the essence of our reasoning:  

 

ʻEmpathic understanding like this can't be distilled and formalized into a research 

document. Nor can a manager gain this understanding indirectly. It cannot be outsourced 

to a research firm or brand consultancy, transferred to a research department, and finally 

distilled for those who are writing a strategy or creating brand materials. Successful 

builders reject conventional market research, and rightly so, for it lacks both the breadth 

and the depth of understanding required’ (ibid).  

 
Arguably, having allocated the task of building brand essence to an external creative 

advertising agency (DDB), we believe that this has played a huge role in the resultant lack 

of congruence that currently haunts Tempt’s operations. We, thus, urge Royal Unibrew, 

firstly to gain a deep and more profound understanding of their consumers and secondly, 

to be much more involved in this research conducted to allow for easy market adaptation. 

Recognising that brand image is created on the basis of product and non-product related 

associations, we believe that it would be more viable for the sake of coherency if branding 

and marketing was in-sourced or at least better integrated within the company. This is 

imperative, in order to create a compelling and rich brand identity that serves as the 

anchor for future brand conducts. In order to have legitimacy, authenticity and fidelity, a 

brand needs an anchorage in terms of an identity, from which a coherent image can 

transpire.   

 

The Tempt Universe 

Realising that consumers in the act of purchase continually evaluate the compatibility 

between the product and their self-image, we accordingly believe that one of the most 

acute problems inhibiting the success of Tempt relates to the fact that its brand image 

encapsulates values and symbolic properties that are incoherent and even contrasting to 

the consumer’s self-perception. Acknowledging that these need to be reconcilable and in 

sync, we encourage Tempt in the view of our empirical research, to take a profound 

assessment and evaluation of their projected image. Instead of placing the brand in a 

mysterious, artistic and vague universe, which is largely perceived incomprehensible, to 

overcome the perceived insincerity and lack of authenticity, we resultantly urge Tempt to 

create a populist world, which consumers can relate to and believe in. Seeing that alcohol 

is consumed in social contexts and is associated with the sense of togetherness, we 

believe that instead of signalling individuality, superiority and inapproachability, Tempt’s 
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universe should instead revolve around sociability, intimacy and femininity. Seeing that the 

brand has established itself as a representative for ‘womanliness’, seeking to utilize and 

build on these ascertained connotations, we recommend Tempt to create an imagined 

cosmos that may be reminiscent to that of the “Sex and the City” concept. Women of our 

generation have grown up watching this popular television serial and most of us have, at 

one point in time, recognised ourselves in the screenplay characters or with the situations 

they find themselves in. As we judge that Tempt’s targeted segment are familiar with and 

fond of the concept idea, we deem that tapping into this universe is strategically prudent, 

as this would enable the marketer to cognitively translate the positive attitudes held of this 

idea onto the brand. With the aim to foster resonance and identification, women in our 

suggested universe should, in accordance with our empirical findings, possess a great 

dose of integrity and have an appealing, approachable and sympathetic aura, while 

simultaneously being powerful, competent, confident and independent. This illustrated 

persona stands in stark contrast to their current commercial, where the consumers, meet a 

young stylish girl wearing a mask that reveals her secret that she has faked an allergic 

reaction to get a guy’s attention (web 9). In opposition to this mystified, undefined world 

containing characters consumers can neither understand nor comply with, we suggest that 

Tempt instead should address contexts and sentiments consumers can relate to. The 

brand should, in similar vein, establish personas that their target segment can affiliate 

themselves with and who, to a much greater extent, image -, value- and lifestyle wise 

represent the consumer. The Tempt universe should, in our optic, revolve around female 

unity and sisterhood and accordingly embody elements of closeness, friendship and 

intimacy.  

 

Brands are in many regards very much like people - only the interesting ones leave an 

impression. Thus, in order to stand out and catch customers’ attention, it is crucial that 

Tempt manages to tell a compelling and fascinating story that not only propels people’s 

imagination but also establishes what the brand stands for.  

 

“Whether the story is made up, or rooted in fact, is beside the point. Like a fable in folklore, 

what matters is that the brand's mythology has the power to intrigue and to draw people in” 

(Clegg, 2005).  

 

Usage Imagery 

Seeing that Tempt today is perceived suitable for drinking in a variety of contexts; when 

sitting in a park, partying in a discotheque or having a quiet night with friends (see section 
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6.2.) underlines that Tempt, in fact, has not managed to become a representative for a 

particular usage situation. This can, in our view, render the brand vulnerable and easily 

substitutable with other products and brands within and outside the category. Based on 

this reasoning, we accordingly urge Tempt to take patent on a particular situation. In line 

with our previously delineated universe, we suggest that Tempt should strive to become a 

representative for femininity and similarly address sentiments of women fellowship. By 

symbolically adhering to such contexts, we believe that Tempt stands a better chance to 

become the preferred brand choice when women meet to e.g. dine, chat, party. From our 

research conducted, it could possibly be prudent that Tempt takes on a “cocktailish” 

inclination, seeing that people already hold such connotations (see section 6.2.). 

Moreover, seeing that Somersby has a broad folksy appeal and Cult has become 

synonymous with the party scene, in order to stand out and demand its right, it is 

imperative that Tempt becomes an encapsulation of a specific usage context. Taking 

patent on situations where women come together is prudent for various reasons. First of 

all, because this applies to a variety of usage contexts, secondly, taking Tempt’s heritage 

into account, the brand can easier become a proponent of such situations due to its 

already established connotations to feminine values and appeals and lastly, because none 

of the other competitors have addressed the same situation and sentiments.  
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Conclusively, from our particular analysis of the role of symbolic properties of the brand to 

consumer purchasing motivation, we assert that it is vital that Tempt reconsider their 

current positioning and conceptual focal point of Tempt cider. Our proposed implications to 

the company are deduced from empirical findings that we hope can provide Royal Unibrew 

with indicators of change for future business conduct, which can help them out of their 

bland, substitutable position by strengthening their relevance with consumers. Although, 

we acknowledge that change should also be considered in terms of Tempt’s physical 

characters and more product specific aspects, given our investigative efforts and 

specialised focus, we judge that further investigations would have to be conducted on this 

part. Instead, our presented implications suggest that the company should more carefully 

consider areas of alignment with the company’s respective departments, conceptual 

change of the brand message and more distinct differentiation of usage situations. These 

taken together provide an essential foundation from which more specific measures can be 

studied for future employment that can entail greater congruency between the different 

functions of the company as well as with consumers. However, establishing consumer 

needs and priorities, have granted us with a great indication of which direction, Royal 

Unibrew and Tempt cider should be heading for the future.  
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9. Conclusion 

 

 
RQ: How can Tempt cider overcome blandness and strengthen its relevance with its 

target segment by understanding consumers and their constituted world? 

 

In our attempt to answer the predefined research question, we acknowledged that 

understanding the brand’s target segment constitutes a key premise to making a resonant 

brand that can direct consumer purchasing incentives toward the brand’s products. 

Unfortunately, tangible position tools that fail to speak to the consumers oftentimes replace 

in-depth qualitative analyses needed for the intricate task of elucidating complex consumer 

needs, and brands in the low-involvement category commonly compete on the elements of 

the marketing mix, rendering competition practices short-lived and reactive.  

 

As a very useful means to escaping such unfavourable competitive conditions, we have 

therefore, in this paper, attributed special attention to the relationship that exists between 

the consumer and inanimate material goods wherein consumers actively use the symbolic 

values associated with the products into their own identity formation process that 

contribute to their extended identity. Serving as our case of investigation is Tempt cider 

that struggles to occupy a unique and differentiated position vis-à-vis its defined target 

segment. Even though, they have managed to become an established, well-known brand 

in the Danish “brandscape”, consumers still, to a very large degree, make comparative 

evaluations with regards to the well-established market leader, Somersby, and judging 

from Carlsberg’s relatively hefty resource funds, competing solely on price and availability 

renders the battle lost beforehand. Thus, we urge a strengthening of the link between 

Tempt and their consumers to evade these unavailing competitive measures. In line with 

theoretical contentions, comparison of the target group’s self-definitions/-image beliefs and 

the brand product’s image can predict consumer favourability appointed to the brand. In 
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our empirical research, we have, hence, sought to disclose consumer’s impressive and 

expressive symbolic values. Impressive values relate to consumers’ self-perception while 

the expressive reveal how they would want to be perceived by others (Douglas, 1999). 

From this, we approach an understanding of their intimate value system, which consists of 

a collection of durable beliefs or views about which behaviours and lifestyles are desirable 

and good (ibid), and a glimpse into the consumers’ subjective reality and their lived socially 

constructed world. Having, accordingly, investigated consumer associations of the brand 

image to determine the alignment that prevails between the ‘sending’ party and the 

‘receiving’ end of the brand message, we are able to conclude the following: 

 

1) Incongruity is Tempt’s biggest predicament to becoming a relevant and resonant 

brand to consumers. This is both in relation to Tempt’s conceptual understanding 

by consumers as well as its relationship with consumers. Many inconsistencies 

exist with regard to product-related and non-product related features (e.g. price, 

packaging, promotion and the general brand concept) and due to these, Tempt’s 

universe is perceived unauthentic and improbable. Incongruity is also prevalent in 

the relationship that links Tempt with consumers’ self-image beliefs. Particularly, 

the superficial and insincere brand image and - personality that consumers 

associate with and hold of Tempt diverge immensely from the kind of person that 

they would like to be perceived as. Positive intrapersonal values comprise the 

principal personal characteristics that consumers ascribe to their identity, thus, 

emphasis on primarily physical, exterior attributes with no apparent profundity 

which Tempt is perceived to be endorsing, are irreconcilable with consumers’ self-

perception. Correspondingly, extracting only few, or no consumer benefits at all, 

from the symbolic properties of the brand are rendered undesirable and construed 

as depreciating to the consumers’ self-image(s), and consumers peg no particular 

relevance to Tempt cider as it neither reflects nor enhances consumers’ intrinsic 

worth and, henceforth, it is perceived as bland and substitutable. 

 

2) Based on these findings, we accordingly propose the following improvements/ 

changes to Tempt’s current situation that we deem will strengthen Tempt’s 

relevance with consumers. Certainly, a deep and thorough understanding of the 

brand’s target segment is prerequisite for any adopted branding strategy. 

 

a. In-sourcing or better integration of Tempt cider’s promotional - and 

advertising activities are encouraged. Momentarily, it seems that the 
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outsourced communicative activities of Tempt are inconsistent with and 

autonomous from the overall organisation, running parallel to the core 

functions and departments of Royal Unibrew. Given a more holistic and 

coherent brand unity, will allow for a more consistent brand image/-

message wherein the distinct and unique consumer benefits are evident 

and unambiguous to the respective target segment. 

 

b. Concept wise, the abovementioned proposition will entail a significant 

improvement with respect to this. By conducting consumer research studies 

equivalent to those performed in this paper, although on a much larger 

scale, tendencies of how an enhanced and embraced conceptual image 

can be attained will become conspicuous, denoting conceptual themes, 

values and qualities that the consumer hold significant in the identification 

of him-/herself. Building on Tempt’s already established brand cues and -

associations, we suggest a twist that parallels a “Sex and the City” concept 

which combines stylishness, good looks, urban mentality with womanliness 

that endows strength, independence, confidence and competence. That 

way consumers’ highly valued intrapersonal traits are interlaced with 

constructive conceptual undertones that already preponderate the Tempt 

brand. 

 

c. Lastly, we urge Tempt to take patent of a particular drinking situation. At the 

moment, it is undistinguished and is, thus, associated with most alcohol-

consuming situations. Even though we acknowledge that this can be 

favourable seeing that the brand hereby can be consumed, and 

analogously purchased, for most occasions, the Tempt team must consider 

whether this consumption multiplicity, in fact, is appreciating or depreciating 

to the brand’s overall message and image. Tempt must differentiate itself 

from the folksy appeal held by Somersby and instead focus on finding its 

own distinctiveness or niche. Taking point of departure in the proposed 

conceptual theme that is a spin-off from the “sisterhood, independent 

woman” theme, the chosen branding elements must underpin this strategy 

through and through. Only then, will the Tempt brand be perceived 

authentic, only then will consumers begin to relate to it and only then can 

brand relevancy be truly fostered. 
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Conclusively, being a well-established brand cannot ensure a brand’s success or even 

survival. Brand meaning and value must be evident to consumers and, more importantly, it 

must be significant and corresponding with their existential values. The right symbolic 

properties of a brand can connect with consumers in a way that entails long-term 

exchanges and incite consumer willingness to pay extra for that particular brand. By such 

means, ephemeral competitive measures can be evaded for the benefit of sustained 

practices that can put the company ahead of the game. To this end, greater congruency 

must be established in all aspects related to the brand’s/company’s internal and external 

processes for it to be similarly integrated with consumers’ self-identification projects 

making it a brand that is unlike the others, and irreplaceable to the individual consumer. A 

consistent and relatable concept with symbolic properties deemed desirable by consumers 

will help Tempt cider escape its blandness stature and instead, with greater probability, 

become a preferred brand in the cider category. 
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10. Future Perspectives 

 
 

On the basis of the research topic held in this paper, we stress that our study above all is 

meant as a stepping-stone - a pilot-study - to further, more in-depth research where more 

general conclusions can be drawn in respect to our particular research area. We believe 

that we have touched upon some interesting findings that prepare the ground for 

discussions that relate to our particular case of investigation as well as some more overall 

theoretical symposiums that can bring our investigation into a larger context.  

 
Case-specific perspectives 

Given the moderations of the imposed tariff as of August 2010 on alcohol cider by the 

Danish government, it is apt to examine how this indeed has affected Tempt’s competitive 

strength and measures on a cross-categorical basis, i.e. relative to other alcohol product 

categories than cider, seeing that this tariff is expected to contribute to further declines in 

sales due to increasing prices of cider. As Tempt is already seen to be some sort of an “in-

between” category between beers and cocktails (partly due to the nature of the product 

category which is juxtaposed to that of beer, and partly due to its exclusive image, which 

produce similar cognitive associations with that of cocktails), a shift in focus could very well 

justify an increased price (approximately 3 kr. increase per can (web 10)). Tempt could, in 

view of that, potentially look into branding itself as a less expensive cocktail appealing to a 

different target segment. Certainly, this would necessitate investigative procedures to be 

enacted into this specific positioning and branding strategy, however, a long-term 

perspective where caveats and challenges are accounted for will make a sustainable 

business. 
 

This is in line with our next consideration that accounts for us not delimitating ourselves 

and the boundaries of Tempt’s competition to only covering cider alternatives. Although 

not specifically stated in this paper, we believe that the premise of our study can also be 
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transferred to competition with other alcohol categories, as our assertion remains that 

symbolic values can transcend boundaries both within as well as across categories. 

 

The bigger picture… 

In a larger and more excessive study, it would be interesting to take our research further 

by taking a more theoretical and different line of approach. Seeing that our self-invented 

notion of ‘bland brands’ is the concept that underlies our entire paper, we have yet to 

elaborate on more specific theoretical grounds and definitions that can better delineate this 

issue, which would hereby account for the role of bland brands in contemporary consumer 

culture. Presupposing that especially low-involvement products are easily susceptible to 

price discrimination and, thus, being perceived as insignificant to consumers’ self-concepts 

(however, not excluding that this term can be applied to high-involvement products as 

well), comparative analyses with other well-established brands with similar properties are 

encouraged.  Only then, are we able to generalise findings that provides validation to this 

concept by concluding that it is, in fact, a general phenomenon that typically affects low-

involvement products. For now, we have highlighted tendencies and raised awareness 

about a potentially topical and viable theoretical concept. 

 

Another way, which we could have gone about dealing with the quandary of low-

involvement products, as discussed in our paper, is by more specifically examining the 

influence of social interaction in respect to the assigned relevance of low-involvement 

products by consumers. Given the fact that low-involvement products essentially are 

everyday commodities that provide no conspicuous significance to consumers, serving as 

the centre of rotation from which social interaction can take place, however, puts alcohol 

products in a special seat. We have, nevertheless, chosen to disregard the implications of 

this in our paper, seeing that this is less important for our chosen research objective that 

deals with the symbolic notions of consumption products per se, however, had we chosen 

a more general, theoretical focus this aspect would most likely have been attributed great 

investigative consideration. 

 

 

These aspects taken together are future perspectives that could potentially provide greater 

education within the field of our research. Many aspects play a crucial part in the 

evaluation of products in respect to consumer involvement and therefore we are not to see 

the symbolic attributes in isolation but as part of the ‘whole package’.  
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Appendix I:  Summary of focus group interview 
 
 
Five females, which correspond to Tempt’s definition of wine women, have been selected 

to participate in this focus interview. In order to give an indication of these women, we will 

briefly summarize their characteristics.  

 

All respondents live within the urban area of Copenhagen and range age-wise between 20 

and 27 years. Two of them hold a full time position, while the remaining are still university 

students. One of them is married, three of them are in long- term relationships and the last 

one is single.  

 

Q1: When do you drink alcohol? 

Alcohol is predominantly utilized in social situations, meaning in company of others. It is 

typically consumed in the weekends or at dinner parties. Some of the respondents tend to 

drink a glass of wine to relax after work, and in these situations wine is the only category 

that is considered appropriate.   

 

Q2: Which social situations do you relate to drinking alcohol? 

Alcohol is mainly consumed in conjunction with food at dinners, for festive occasions and 

parties, when having friends over and when enjoying time off from work with colleagues 

after work. Alcohol is generally used to manifest ‘time off’.  

 

It becomes evident that different alcohol categories are consumed and regarded suitable 

for different situations and contexts. Wine is considered most appropriate for dinners, while 

beer is mentally related to going out, when watching a football match and hanging out in 

parks.  

 

Q3: What do you drink in situations where beer is the most suitable alcohol category to 

drink? 

If there are no other alternatives, the respondents then choose to drink a beer. In order 

become part of the social gathering and to feel included, drinking alcohol is often deemed 

essential.  

 

Cider is also considered as an option, but due to its sweet taste, one can only drink a few. 

Due to its light and refreshing taste, cider relates in the minds of consumers to summer, 
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but the category remains, despite this fact, an alternative and substitute for beer all year 

around.  

 

Q4: Do you relate different alcohol categories to certain contexts and situations?  

There is a consensus that alcohol categories hold certain connotations, which essentially 

renders certain alcohol types appropriate for different contexts. The respondents 

especially distinguish between formal and informal alcohol drinking situations.  

 

In regards to this, cocktails and wine are perceived to belong in the more sophisticated 

spectrum of the alcohol category, and are consumed in either more festive or formal 

situations. Cider on the other hand is considered less formal than wine, but ranges slightly 

over beer in regards to sophistication. Beer is regarded as being informal and folksy.   

 

Q5: Describe the social situation where wine is considered suitable. 

 Wine is usually never consumed in situations where one aspires to come across as being 

folksy and ‘down with the people’. To name a few, such situations include going to 

concerts, hanging out in parks, watching a football match, being at the beach and etc. 

Another reason mentioned for the unsuitability is reasoned wine’s unpractical bottling that 

beyond rational parameters also signals elegancy, which renders wine unsuitable in 

abovementioned situations. Wine is considered suitable for dinner parties, when having a 

quiet night with friends or in formal situations.  

 

Q6: Does wine hold different connotations than wine? 

 Wine as a category is perceived as being more formal, elegant and sophisticated than 

beer. Perception and appropriateness depend on the visual attributes that the product 

holds, such as whether the alcoholic beverage is packaged in a bottle or in a can. 

 

Q7: In purchase situations, is your consumption and evaluation of alcohol affected by the 

fact, whether it is going to be presented for your guests or solely utilized by yourself? 

Respondents put a bigger effort in choosing the right products and are accordingly more 

critical when the products are going to be served for others than themselves. When having 

guests over, they are willing to spend more money and invest time in finding the right 

products that signify quality and hold a certain stigma. Signal- value of products is deemed 

very important when serving a product for others.  

 

When having friends over, Tempt is regarded as a presentable brand due to its trendiness. 
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It is however mentioned that Tempt should, in order to enhance its sophistication, acquire 

a more delicate flavor and differentiate from the remaining brands on the basis of this 

parameter.  

 

Q8: Does Tempt differentiate from the remaining cider brands? 

Tempt has a more elegant design and possess a greater show- off value’ due to its 

elegant and more feminine design. Somersby has, on the other hand been more 

successful in creating attention and getting their message across. Tempt as a brand 

remains diffuse and it is difficult to comprehend the brand message.  

 

Q9: When aspiring to communicate yourself to others through consumption, which 

symbolic values should the product be representative of? 

It depends on the situation. As an example, when being offered a drink by the opposite 

sex, one is very conscious of the symbolic value that the certain category discloses. 

However, when aspiring to becoming utterly drunk at a private party, the symbolic attribute 

of products is not considered nearly as important and decisive for the final purchase 

decision, as one is not intending to impress. When it comes down to the core, the power 

and importance of the product’s symbolic value essentially depends on whether the 

product serves the intention to project and position the self in the social context.  

 

Q10: When you drink Tempt, what signals do you wish to project? 

It is to some of the respondents important that the brand signifies class and prestige. 

However, respondents do not differentiate between the different brands of cider. In their 

minds, cider stands for and represents a category, within which, brands are rendered 

somewhat irrelevant. They instead differentiate between the different categories of alcohol.  

 

Q11: In which situations, do you find Tempt suitable? 

Tempt is perceived suitable in all situations where one otherwise would choose a beer. In 

the minds of the consumers, Tempt cannot replace wine, but is regarded as a suitable 

supplement to wine or as a welcome drink prior to eating.  

 

Despite the fact that respondents by first impression seemingly did not differentiate 

between the brands, they towards the end of this question reached the conclusion that 

Tempt is more feminine than other cider brands, and is therefore perceived more suitable 

when having a girls- night out or when having girlfriends over.  
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Q12: Do you relate Tempt and cider as being a category for a younger segment? 
No. 
 
Q13: What should Tempt do, in order to resonate better with you? 

It should differentiate on the basis of flavour from the remaining brands, and should thus 

acquire a more delicate and sophisticated taste.  

 

When choosing a product, it is important to blend into the given social context, and the 

symbolic value of the product should enable and encounter for this.  
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Appendix II: Volume market shares 
 
 
 

Branded Cider _ Vol. Market Shares _ 2010

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
YTD

09

YTD

10

Cider

Tempt 0,0% 0,1% 2,6% 4,2% 9,9% 11,7% 15,5% 11,7% 10,3% 0,0% 8,7%

Somersby 27,7% 31,0% 34,3% 29,2% 29,4% 28,6% 25,0% 20,0% 21,4% 35,8% 27,2%

Rekorderlig 4,6% 4,6% 3,7% 3,2% 3,5% 3,0% 5,2% 4,0% 3,0% 4,6% 3,8%

Mokäi 12,8% 12,9% 14,2% 12,1% 15,0% 12,0% 9,9% 11,3% 12,2% 4,1% 12,2%

12Source: The Nielsen Company (DVH/TK/BZ EX HD)

  
Source: Royal Unibrew Tracking, September 2010 (internal material of Royal Unibrew) 
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Appendix III: Interview with Royal Unibrew 

 
QL: Quynh Lam 

AM: Aida Merdanovic 

TN: Torben Nielsen, Brand Manager at Royal Unibrew 

ML: Morten Haislund Lemming, Trade Marketing Coordinator at Royal Unibrew 

 

QL: Could you introduce us briefly to the brand and the market you are operating on? 

 

TN:  We decided to enter the cider market last year, as we realized that cider was not a passing 

trend. More and more people started buying cider and found this particular beverage category 

increasingly interesting. In due course, excessive amount of different brands entered the marked. 

Our main challenge has been the fact that we have entered this crowded market relatively late, and 

the question still remains how to gain a strong market position despite this. Our strategy has been 

to learn and adopt what has worked well for Somersby, for example taste. In comparison to English 

cider, Somersby has a far more sweeter taste. English cider is more bitter and due to this, this cider 

mainly addresses the beer drinking segment. On the contrary, Nordic ciders primarily target to 

segments: The primary segment is the younger generations that we call ‘the party breezers’. By this 

terminology we refer to those that spend their weekends partying in discos. The secondary segment 

is the ‘wine women’. Wine women are typically your age or older that seek an alternative to wine 

and don’t like the taste of beer. These are basically the two main target groups.  

 

The younger generations are our primary target group and we have tried to create a universe that is 

more edgy and sophisticated than that provided by Somersby. It takes a lot to create establish 

oneself as a new brand, especially in a market that is relatively saturated. Our advantage is that 

there is only one brand that has truly invested in this market, which is Somersby. Last year, it was 

the only brand that was marketing itself on TV. 

 

The market is still developing, so it is an interesting market. For the trade it is also interesting, 

because they make more on the cider than on the beer. Typically, beer and carbonated soft drinks 

are sold at campaign prices. That’s what you call the traffic driver, meaning that you sell it at cost 

price and even below sometimes to attract customers into the shop, whereas cider, you will notice, 

even though it is a small category, it gets quite a large share of space in the shops because it is 

profitable both for the trade and for us.  

 

AM: Do you consider cider as a category for itself or do you see it as a substitute to beer? 

 

TN: Definitely not a substitute to beer. I would say it is more a substitute to wine. For the older 

generations you could say, it a substitute in the sense that young people today have many more 

alternatives than just ten, fifteen years ago, where you were kind of forced yourself to drink the 
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beer, even though you did not like the taste. You know… when you wanted to look good for the 

guys and the girls. However, today, one has alternatives that does not taste of much, or goes down 

very easily. So that’s kind of the core… Campaign and strategy wise we have chosen to have...The 

launch strategy is a two faced strategy, where we have been out and done a lot of event marketing, 

trying to hit the right people in the right areas, through nightclub events, through bug customer 

events, through a ‘Tempt tour’ where we had a corporation with Soundvenue, the music magazine 

and done a lot of common party events at some of the right places. We have also done a Mr and 

Mrs Secret tour, where they have been around on cafés and etc. and sampled hopefully the right 

audience. So that was the first eight- ten weeks, where we did not have the products in retail, but 

only in the restaurant/ catering area. 

 

QL: Okay 

 

TN: After week ten, in week twelve we went on national TV, we launched our website and done a 

lot of banner marketing and we went into retail. You know… the traditional chains. 

 

QL: Yes. 

 

TN: And since then it has been more of a push strategy than an even strategy. 

 

QL: Yes…alright.  

 

TN: If you look at the market as well, we have two main competitors which we regard as 

competitors. One is Somersby that you know from Carlsberg, which is also using a traditional push 

TV and mass media strategy. The other one is Cult, which is using a totally different approach. 

They are not on TV. They are building their brand through their good connections with discothèques 

and nightlife areas. Actually I think from a theoretical point that it is a quite interesting approach that 

they have done, because what is it…you know that created a brand amongst young consumers. 

Why has Cult Mokaï become quite a success? They have managed to do something non- 

traditional, which I think could be an interesting topic for you guys, also you know…also for further 

career development…seeing how can you avoid spending millions on TV if you have the right 

alternative promotion. So… we have some customer insights and of course we know that you 

probably also studied their quite provocative sexual kind of marketing strategy… it in use on their 

website, where they use half- naked girls etc.  

 

AM: Yes, we have seen them. 

 

TN: Eh… it could be interesting to say… why is it that young people are choosing this? Is it simply 

appealing with this sex etc. or is there some secret behind? 
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QL: Are they targeting a different segment in comparison to Tempt? 

 

TN: No, not really.  

QL: It is the same? 

 

TN: They have a different approach, but still… I mean, we have a different approach. Our primary 

target group is also the party segment.  

 

QL: It’s because we red in an article that Tempt’s primary target segment between twenty-five and 

thirty-five…but that’s not correct?  

 

TN: I would have to say… if you have to pinpoint one core segment, it would probably be a young 

woman around twenty-four with an education etc. But eighteen to twenty-five is definitely an 

important segment for us.  

 

AM: It’s just because we read in the article that you were going for the older and more sophisticated 

segment. 

 

TN: Sophisticated- yes, older- not so much.  

 

AM: How do you define sophisticated? What would you say? 

 

TN: Eh… I mean..more.. basically the opposite to Cult..Ehm… It’s difficult to define sophisticated in 

one word. I can’t remember the dictionary definition of it. Ehh.. 

 

ML: You could probably say it’s a women who does not have to display herself to go out, and does 

not need to wear the shirts down to the chest… she just want to be there and party through, but 

without displaying herself. She is much more confident in herself. We try to create a universe where 

we have the masks as the symbol of… kind of Moulin Rouge feel to it. The way we have shot our 

films is in a very high- end villa in Frederiksberg… eh… it’s the way we have tried to do advertorials, 

we have gone to ELLE, we have gone to Costume, we have gone to these types of high- end 

magazines, rather than Femina, Billed- Bladet and Se&Hør. We also have been sponsoring the 

parties in the Fashion Week, so we try to find some of the individuals that the young women aspire 

to… that is more high- end… more ELLE than Paradise Hotel.  

 

AM: Yes… we understand.  

 

QL: But I would imagine that Mokaï would target those that look up to Paradise Hotel. So do you 

think that you can reach those with your sophisticated message? 
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TN: Probably not, but age wise we believe that in the age between eighteen and twenty-five, there 

are also consumers that are more sophisticated that do not buy into Paradise and Mokaï. So you 

can say, age-wise, we are competing for the same consumers, but within the age group, the 

segments are probably differentiated, and the question is then, is our segment or Cult’s segment 

the biggest one? 

 

AM: Do you see Tempt’s position a bit stronger in some parts of Denmark in comparison to others 

or…? 

 

TN: Yeah…I think our position is stronger here in Fyn and Jylland than in Copenhagen. Not so 

much consumer driven, more by the fact that Carlsberg-Turborg are stronger in Copenhagen area- 

it’s their home territory. Our company come from a history where were Thor in Randers, sales in 

Århus and Albani here on Fyn and Faxe on Sjælland, and of course in those areas we have a 

stronger setup than in Copenhagen, where is has traditionally been Carlsberg and Tuborg territory.  

 

AM: I was also thinking in terms of you target audience, do you think that there are some 

geographical areas where Tempt appeal more to them than in other areas? 

 

TN: Yeah… I think that it is more in bigger cities, definitely.  

 

AM: I would have guessed the same.  

 

TN: Okay.  

 

QL: How much is you market share at this moment, can you share that? 

 

TN: We have a market share… I mean in the restaurant sector, you don’t know because you don’t 

get the market data, but in AC Nielsen, it is little less than ten percent. That must be May data, April 

we haven’t got yet. So you get once a month.  

 

QL: So for now you have ten percent of the market? 

 

TN: Yeah, approximately.  

 

QL: And do you know how Somersby and Mokaï have positioned themselves in April? 

 

TN: Of course Somersby is by far the leader. Cult is around twenty-five and Somersby is around 

thirty, I think. 

 

ML: Forty?! 
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TN: Yes  

 

QL: So you primarily took some from Somersby? 

 

TN: No, you cannot really tell, to be honest.  

 

ML: The cider market is growing every month… 

 

AM: Especially with summer coming… 

 

ML: Yep, precisely.  

 

AM: I also think that cider increasingly is becoming a category for itself for the consumers as well… 

I mean… in the beginning, you would substitute… I the beginning, for me it was the same drinking a 

beer or a cider, but increasingly one get a preference for cider and no longer consider it as a 

substitute.  

 

TN: There is an upcoming situation though, that is that the government has planned a tax increase 

on seven and a half kroner pr. litre, which is going to be enforced maybe already by the first of July, 

but it could also be the first of August or the first of September. We will know on the forth of June 

where it will be finally decided. But of course if the price pint for the whole category grows a lot in 

retail, then some things might happen with the growth.  

 

QL: And this is only in terms of the cider market? 

 

TN: Yes, Breezers and etc. have been taxed in this way all the time. Bu with cider, there ahs been a 

legislation saying that the tax on cider is on a certain level. So that will of course have consumer 

impact.  

 

QL: What is you expectations to this Tempt brand? Is it to… how much market share do you hope 

to acquire in the future, in the short run and in the long run? 

 

TN: I mean…our ambition for this year has been to gain fifteen percent by the end of this year.  

 

QL: And you have reached ten percent already? 

 

TN: Yeah. We are quite confident that we are going to reach our goal.  

 

QL: but you hope to be a second mover or a second positioned? 
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TN: Yes, definitely. Somersby is planning now to launch a new cider called X-cider. I don’t know 

whether you have heard about it? 

QL: No, I haven’t heard about it.  

 

TN: So, that’s going to be a competitor for us in the young target group as well.  

 

QL: A lot of things are happing in this market at the moment huh? 

 

TN: Yes.  

 

QL: Could you explain us a little bit about the concept behind Tempt? Like the whole thing you have 

with the artistic expression and being curious, while wearing the mask and revealing secrets. And  

the Curious Company as well.  

 

ML: The Curious Company is kind of PR stunt, because we wanted to go into the market with a 

different PR approach, so we created a company whom by Unibrew that would launch the cider 

under the Curious Company name. Quite a few journalists bought into it, so that was quite 

successful. The slogan about being curious is our pay-off, our working title. All our themes or big 

ideas should be something that appeals… generally curiosity is something that generate curiosity 

amongst consumers, because curiosity as a driver is very strong.  

 

TN: If we can make consumer say: ‘ Ah… what was that’, then we have made an impact and that is 

why we have chosen slogan: ‘I have a secret’, as a launch theme. Next yeah it might be something 

different than secrets. So secrets are something that appeal to consumer’s curiosity and hopefully 

generate the attention and the involvement into the brand.  

 

AM: Is that something you have found out on the basis of focus groups or insight interviews? 

 

TN: Yes. 

 

QL: So will curious be sustain throughout Tempt cider’s brand life? 

 

TN: Yes. 

 

QL: So you will always build on that? And in stead of secrets you will focus on being curious on 

something else 

 

TN: Yes.  
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QL: How has manifested throughout focus groups? I don’t know of you have that kind of 

information, but how have you found out that that is the terminology or a concept that people buy 

into or that they especially like.  

TN: We tested three or four different concepts. The whole thing with tempt, temptation, curiosity, 

kind of this a bit mystique universe was quite appealing to consumers. We have a couple of 

expressions, we have an expression which we call ‘talk value’, which is… we want to have products 

and we want to have designs which you can talk about. For an example we have a key hole on the 

back of our design, which is something a consumer typically will say: ‘ Ah, have you seen that there 

is something on the backside?’, which would make them want to go in and explore further. And of 

course batch- value, which means something which you would be proud of having in front of you, 

standing on the table or identifying yourself with, rather with the design and the look of the product 

than the content. So you can often see that the taste is not emphasized very much in our design. It 

is the show-off effect of the design which we have prioritized.  

 

QL: Alright. Actually what we have been thinking about writing in our project is how consumers of 

Tempt… how they experience this message of curiosity that you have created and how do they see 

it their own world. How do they experience it? Does it harmonize? Is it the same way of defining 

curiosity? It is on the same level? Is it on a different level? Do they identify with it? So, we are 

looking in this project on the consumers and how they through self creation of identity would choose 

your brand over other. This is why we want to investigate this curiosity and just figure out when we 

go out and do our quantitative and qualitative analyses, if this is actually the focal point. 

 

TN: Great. 

 

AM: And the symbolic value that your product embodies, which parts appeal to customers and 

which aspect do they actively use. Because it is what motives you to buy one brand instead of 

another.  

 

TN: Definitely.  

 

AM: So we though that we could explore is quantitatively, but also try to figure out: on which 

parameters one chooses cider? what is important to you? in which aspect do you buy it?  is it 

important for you to show off, or do you buy for internal identity creation processes? Through 

qualitative interviews we would go more into depth.  

 

TN: And also try to compare it with some of our competitors, to see the differences… where do we 

have an edge. 
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QL: Yeah… we certainly want to incorporate those as well, but this is why we want to ask you if you 

think whether that would be interesting, or is it solely to focus on your company’s consumers and 

see how they like Tempt brand, and why do they like it.  

 

TN: I think that it could be a good… some good insights by comparing to Cult, because it is such a 

different approach that they have chosen, and maybe different kind of consumers that they are 

appealing to. But just to learn whether there are some insights into what they have done, from 

which we could benefit from. That could be interesting for us. If you could say: ‘ It would be more 

valuable for you to go and invest two million into promoting your products in a particular 

discotheque chain or sponsoring this or that programme on TV or doing something different, and 

dragging Cult’s learning into that to get some experience. But of course it would be interesting for 

me to know, other than secrets, what could then be the theme for next year for us. Because that 

would be something we would need to go into within the next two or three months. What else could 

drive consumer’s curiosity? 

 

QL: And mainly I guess it it also to figure out whether they do… if it appeals to them that this 

concept of curiosity id the focal point. I mean… do the consumers think that… do they make this 

connection between curiosity and Tempt cider.  

 

TN: Yeah… the easiest thing would of course be to go on with temptation.  

 

QL: Yes, because the name indicates it.  

 

TN: Yes, so you could have it as a second opportunity maybe.  

 

QL: Yeah, because we think… would it have been as successful the launch if you did not have this 

curiosity. Does it make any difference at all? 

But when you say comparing with Cult consumers, I would think that it is a different target audience 

or a different target group that we would actually have to go and ask, so it is not about whether this 

particular consumer, if she would choose Cult or Tempt…it is more how can we make Cult ciders 

customer’s drinking behaviour change and change their idea of themselves in order to switch to 

Tempt cider. I think that these are two specific target groups that either would choose Tempt or 

Somersby or Mokaï or… maybe Somersby as well or Rekordelig. So, I’m not sure whether it is the 

same we are investigating if we do that.  

 

TN: I’m pretty sure that it is, because there is a great overlap also. As I said, age-wise it is definitely 

the same, because how can you tell whether a person is a Cult consumer or whether it is a cider 

consumer, maybe, I don’t know…by the looks… I don’t know.  
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AM: Sophistication? I do think that certain product have certain connotations. As for me, I would 

never drink Mokaï because you see young girls drinking it and people you don’t want to be put in 

any kind of relation to. I Would avoid that kind of product and I think that many in your target group 

would do the same, because they don’t want to be identified with some of them.  

TN: I would say that probably Cult and even Somersby have a very young target group, meaning 

from thirteen to sixteen, seventeen, whereas our probably start from eighteen and goes up. In that 

sense you’re correct. I had a call from a Business Schoool or Handelsskole, think it was in Århus, 

where they have a Paradise Hotel day, because the teacher was so fed up with people talking so 

much about Paradise, so she decided to make a whole day about it. She had somebody that had 

written a thesis about it and somebody from Coca-Cola they were sponsoring it with Burn etc.. and 

telling about this concept.  

 

TN: But then it could be interesting for me to find out, what is then the Paradise Hotel for Tempt. 

Which program on TV or which universe is it that we need to address that the little bit older target 

group would really appreciate.  

 

AM: And feel represented by… 

 

TN: Yeah… because you can hate it or you can like it, but Paradise Hotel is something that is really 

important to the girls and guys. It is something a bit older and less sexual that could be 

corresponding with the Tempt brand.  

 

AM: It could also be interesting to look at the early adopters of Tempt and find out who they are, 

and whether you have met your target group. Because if you were going for the more sophisticated 

and end up having fourteen girls drinking it then you might loose some of the more sophisticated 

older segment because one doesn’t want to be affiliated with them. To see whether the consumers 

have hijacked the brand and investigate in which direction they are taking it. You can only control it 

to some extent… 

 

TN: My hypothesis is that we have more wine women than young party breezers. 

 

AM: I think so too, because we saw it at Copenhagen Business School, almost everyone are 

drinking Tempt.  

 

TN: But that’s probably also to do with that we own Nexus, the bar in Copenhagen Business 

School, were have done a couple of parties, so that is probably rather strong. Royal has done 

royalicious parties that we have one big Tempt Tour party, where there were a thousand people 

there, so that definitely helps it.  
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QL: I’m just also wondering… what are you planning to do… because right now the launch is going 

well and everybody want to try something new and innovative, and be innovative… so how do you 

think that you can sustain this growth and interest to Tempt? 

TN: I think we can sustain it: One by trying to introduce a totally new segment next year. One, two, 

three variance which is segmented in a bit different way, could be something... you know… that 

links more to the mystery kind of world, depending on which kind of theme we choose…ehm… 

 

QL: Provide same products?  

 

TN: Generate curiosity. So you could say, in stead of going’ I have a secret as a theme’, one could 

choose something different which appeals to consumer’s curiosity and then create one two 

products that links to this.  

 

QL: Okay. So you actually think about moving away for this already now?... the curiosity thing… 

 

TN: No… I think secrets will only be interesting a year. What Somersby has done wrong is that they 

have continued in the same universe. We can feel now that they are already becoming 

uninteresting. Not only because I have them as the competitor, it’s also something that our 

customers are saying.  It is not moving as fast out of the shops as it used to. So in this category it is 

very important to be innovative, what was popular last year, is not necessarily popular next year.  

 

AM: I was thinking… did you choose secrets and this mysterious world… because for the past 

years it has been very common that we should share everything through Faceboook etc., so are 

you herby trying to reverse it… and project that everyone has a secret and that there is a 

mysterious world… because for the past five years there hasn’t been much mystery to anything.. 

you know… Paradise Hotel… exposing  private lives publicly… there has been this trend… 

 

TN: There has been some sort of inspiration… If you go on Youtube, there is a video called ‘My 

dirty little secret’, which is a guy that inspired people in the US to send secrets and he got millions, 

but that is written secrets and you can that… and definitely hit something… I mean all tabloids live 

from secrets. Secrets is definitely something that will continue to be interesting. The question is: 

what is an interesting secret, of course. Is it something that is close to you, or is it something from 

celebrities, or is something totally different? 

 

QL: But how do you see curiosity? Because curiosity can be on so many levels. It could be… I’m 

curious about a brand or it could also be more like, I’m curious about life. So in you campaign, you 

highlight that and emphasize that, but how do you see curiosity? Is it in a just in a plain ordinary life 

or is it on a higher level? 
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TN: No, we try to explore an everyday universe, not something unreal. We try to level with 

consumers, and curiosity for us is simply a tool to generate awareness. So I tell you a secret, 

because I want to get your attention to my universe, my products… 

QL: It’s just because we were wondering how consumers identify with that. How do they see this 

curiousness being mentioned… but that’s something we are going to find out later.  

 

AM: Also whether they see it on a higher level…whether they feel reduced, if you reduce curiosity to 

encompass a brand, if they see it more holistically and philosophically.  

 

TN: I doubt, to be honest, that you will find a lot for consumers that would be able to give you long 

answers about curiosity, because I still think that the brand awareness is very low… ehm.. I don’t 

know… four, five, six percent maximum. Qualitatively, it would probably be hard for you to identify 

and  find so many hardcore Tempt users that really has taken the concept under their sin yet, 

because still now we have week twenty-one, twenty-two, or something like that, and we really only 

launched it in week ten, you can say.. so it’s a concept which is only twelve weeks old, so when you 

define your research question, be careful you don’t make it so specific that id would be difficult for 

you to recruit consumers. 

 

AM: Of, course. It’s wasn’t our attention at all. We thought of looking into the symbolic value that 

Tempt projects and which aspects of it do you use… are you proud of to show, by putting the bottle 

on the table… and which connotations… 

 

TN: But you are welcome… I mean… we have our films, we have our products, some of the films 

that we have done from our events, you can get and then you can take in both Tempt users and 

non-users and show them, and find out what has worked and what has not worked.  

 

QL: Yes, exactly. Because as I just said, curiosity is maybe not something that people are caught 

up on, so then you can ask them: ‘Why is it even there’? Do you need it at this point?” But is 

something on a long term basis that is going to add brand value to the product later on.  

 

TN: yes.  

 

QL: What do you think differentiates Tempt from you competitors? 

 

TN: Yeah… I think, vs. Cult we have discussed it already that they have a totally more younger 

sexually oriented approach and that they do jungle marketing. Somersby… we are similar in the 

sense that taste directions are more or less the same. We are different in the sense that they are 

focusing very much on the variant and less on the batch value and design value and image value. 

We are different in terms of universe, where they have Lord Somersby and we have our secret 

universe… yeah.. 
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QL: How about in terms of taste? 

 

TN: Taste… what we hear is that Somersby is a bit some sweet than ours and a little bit less fresh 

or something like that.  

 

QL: As far as I know… I see that the different cider companies and cider producers all have apple, 

well some has also pear, but it is also elderflower and strawberry, so it’s similar fruit ingredients that 

you use, but do you think that there is a vast difference in how they taste compared to your 

competitors? Because, ultimately, it comes down to taste… 

 

TN: I would say… I mean there are some five-six flavours in the market, which can potentially grow 

big, because those are the ones that consumers know and dare to try. If you choose something that 

is too niche, it would not develop. For example Somersby’s cranberry has not really taken off… I 

think mainly because it’s quite niche. So when I develop products I focus on two things: first point to 

contact- if you look at this product and see blueberry/pomegranate- is that a flavour that consumers 

dare to pick and try? This you can test directly through Internet or panel tests, and just list twenty 

names and ask which of those names would be most appealing as a cider, and then you would get 

a list which would be more appealing.  

 

QL: Is that what you have done? 

 

TN: Yeah. And then you screen away the niche variance and then of course the next would be to be 

sure that you get repurchase. So that is about experimenting with flavours together with your 

suppliers.  

 

ML: But also that is the strength of Tempt cider that you can evolve the universe of the tastes, 

because as Torben said, it is not the taste that is that relevant for the user. It’s the number and the 

product itself on the table.  

 

QL: And what does the number mean? The two and nine and… 

 

TN: We chose not too market it too strongly in our TV advertisement, because we had already a 

couple of messages, but on our Internet website you can read that there is a story to every 

number… that two is about duality, that nine is the lucky number, seven is the fortune. So, the 

designs and elements of designs symbolises those stories.  

 

QL: But why have you chosen to incorporate those numbers? I red in an article that it has 

something to do with the fact that it makes it more look as an expensive perfume… Chanel no.5. or 

something. Is that the reason why you have chosen to incorporate numbers, because you could 

also leave it out.  
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TN: It generate talk value and people say: ‘Now they have number two, now they have number 

nine… Why have they done that? 

 

AM: It basically generates some curiosity… 

 

TN: Yeah… and it also more cool to say:’ I want a number two rather than an apple’.  

 

QL: Okay… great.  

 

ML: If you look at Cult…. Every time they have to launch a new flavour or are launching a new 

product, you had the Cult shaker, and Cult Mokaï and now they have launched Cult Mojo, so every 

time they launch a new flavour they have to launch a new product. You don’t have this universe that 

you can build upon.  

 

AM: Yes, it is very smart that you can leverage on that and extend your brand.  

 

AM: On which specific ground have you targeted your audience? Have you looked into which target 

audience the competitors are targeting and then you try to target something else or… 

 

TN: We have looked at the penetration data, which target groups, age groups and etc. are buying 

most cider, and trying to look at the market. Actually we have identified four different segments in 

the alcoholic market: we have this young party segment, the wine women, and then we have one 

which is the beer men- who better like the bitterish stuff and particularly beer, and them we have the 

soft refreshers which don’t really drink alcohol but only soft- drinks. So, there are four segments, 

and ciders are mainly playing in between party brezzers and wine women. And I think that quite old 

women appreciate cider as refreshment, so they could also be potential in order to dig into the 

‘grey-gold’, because they have the money to buy.  

 

QL: How close are you to following Somersby’s strategy? You said that you want to learn from what 

they do right and want to incorporate that or… just that that as an experience to make your brand 

better.  

 

TN: We have been following them quite closely.  

 

QL: You follow them quite closely… in which way? Do you make consumer surveys?  

 

TN: Yes, of course… we have the AC Nielsen data which is scanner data from all the shops, how 

many are sold out and etc. Then we have our tracking data where we see the communication… 

how well it works or doesn’t work, and then we have all the market insights that we get form our 

sales force. Yeah… what you can read on the Internet and etc.  
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QL: Okay. Does that influence how you position yourself in terms of the four P’s: place, product, 

price and placement? 

 

PN: Pricing strategy is to be in parity with Somersby, we don’t think that it would be possible to price 

ourselves higher than the competitors, at least here in the beginning.  

 

QL: But you want to level it on the same level? 

 

TN: Yeah. 

 

QL: Do you have a different price now than you would have later on? Because I was at the 

supermarket not too long ago, and I saw that Tempt cider was nine kr. and Somersby was thirteen 

or fourteen.  

 

TN: It is… I mean…we are not controlling the prices in the retail chains. We can only recommend 

prices… we recommend a consumer price on cans which is on 12.95 and onwards up till 22, 

depending on whether it is  a convince kiosk, Shell, Statoil… whatever, where prices generally are 

much higher. Or whether it is a discount like Netto, Fakta etc. Thins the kind of standard prices, 

then you have the promotion prices, where you sometimes would see in the consumer now that in 

Fakta or Netto you have a Tempt for nine kr. This is something you do together with the retail chain, 

where our sale responsible go out and talk to the retial responsible and say: ‘ Okay, how do we then 

market our cider in you chain?’ Typically these magazines, floor pace, reduced prices are part of 

that, where we give some sort of a small rebate and then the chain lowers their margin, and then 

make a good consumer offer which often generates a lot of trial. We cannot say to a chain: ‘ No you 

cannot sell it at 5kr.’ we can recommend that they don’t go below a certain price level. But we are 

not allowed, that is against the EU commission. 

 

QL: but you have a mass market approach? You want to reach as many as possible? Is that how I 

understand it? 

 

TN: we have a mass market approach in the sense that distribution-wise, we want to be in as many 

places as possible that are allowed to sell alcohol. We would not say no to a værtshus if they can 

sell cider. We would not do a lot marketing in their place and we don’t want to associate our brand 

with values that are not entirely correct for the brand, but we would not say to a værtshus owner: 

‘No you cannot sell this’ or that thet shouldn’t sell cider- of course not.   
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Appendix IV: Mail correspondence with Lars Bo Christiansen,  
Marketing Manager Beer 

 
 
 
Hej Lars. 
Først og fremmest håber vi du har haft en god jul og er kommet godt ind i det nye år.  
Dernæst, vil vi gerne opdatere dig lidt på vores specialeskrivningsproces.  
 
Vi har på nuværende tidspunkt etableret den metodiske og teoretiske ramme, som omhandler 
forbrugeradfærd iht. skabelse af identitet gennem materielle forbrugsgoder, herunder Tempt cider. 
Nu skal vi til at indhente empiri, som primært foregår gennem kvalitative interviews.  
 
Vi har hertil nogle spørgsmål, som vi håber du kan svare på, der drejer sig om Tempt brandet. Vi 
håber det er i orden, at de er på engelsk, men du skal selvfølgelig bare svare på det sprog du 
finder mest belejligt: 
- If you were to describe Tempt as a person, which personal characteristics would you mention? 
- Tempt cider is a brand for what benefit? (this refers to the brand promise and the consumer 
benefit aspect) 
- A brand for whom? (this refers to the target aspect) 
 
Sidst men ikke mindst, i vedhæftede slideshow, s. 4 refererer I til noget der er forkortet som HL 
("...additional HL's and additional profit". Hvad står HL for? 
 
På forhånd tak for dit svar. 
 
Mange hilsner 
Aida og Quynh 
_________________________________________________________________________ 
Hej Quynh 
  
De fleste af dine spørgsmål, håber jeg at nedenstående besvarer: 
  

•          Advocates - The curious and courageous. 
  

•          Sweet spot - 20-something sophisticated, urban woman 
  

•          Key Insight - Their life is characterized by a desire to explore all the 
•          many opportunities in life and to challenge the known and conventional. 

  
•          Brand Personality - The life loving friend that inspires you to look a little closer and go a little 

further to get the most out of life 
  

•          Emotional benefits - Social contact, feeling more interesting and interested, mental refreshment 
through new experiences 
  

•          Brand Essence -  Celebration of curiosity 
  

•          Vision -To be the most innovative cider brand, adding more fun, discovery and consumer 
engagement to the brand experience. Hence, you will never have the same experience with Tempt Cider 
twice 
HL = hectoliter. 
  
Med venlig hilsen/Kind regards 
Royal Unibrew A/S 
Lars Bo Christiansen, Marketing Manager Beer 
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Appendix V: External communication document 
 
 
 

Internt dokument 
Q&A til ekstern kommunikation om Tempt 

Et redskab til pressehåndtering og anden ekstern kommunikation 
Senest opdateret den 29. januar 2010 

 
Dette dokument indeholder spørgsmål, som kan forventes fra journalister, og forslag til svar 
herpå. Det er et redskab til den eller de, der skal udtale sig til pressen. 
Dokumentet er opdelt således: Først en opsummering af hovedbudskaberne samt et kort afsnit 
om unge og alkohol, og derefter en gennemgang af spørgsmål og svar. Spørgsmål og svar er 
opbygget på den måde, at de bevæger sig fra det overordnede niveau og derefter går mere ned i 
detaljen.  
 
I takt med, at spørgsmålene bliver mere uddybende, bliver de i mange tilfælde også mere kritiske. 
Vi skal naturligvis ikke selv bringe de kritiske spørgsmål på banen, men det er ikke usandsynligt, at 
de dukker op.   
 
Fasthold fokus på hovedbudskaberne  
Gennem hele processen – og også i tilfælde af evt. kritiske reaktioner – er det vigtigt at fastholde 
fokus på hovedbudskaberne og hele tiden at vende tilbage til dem, uanset hvilke af de 
nedenstående spørgsmål vi bliver mødt med.  
 
Struktur 
1. Budskaber  

2. Alkohol og unge 

3. Q&A fordelt på følgende temaer: 

3.1 Produktinformation 

3.2 Om lanceringen 

3.3 Om producenten og produktionen 

3.4 Om cidermarkedet i Danmark 

3.5 Om Tempt, unge og alkohol 

 

1. Budskaber 
• Tempt rammer tiden både med smag og profil. 
• Tempt er sofistikeret og elegant og retter sig til dem, der gerne vil have et alternativ med stil 

til fx øl. 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• Tempt er et kig ind gennem nøglehullet til fremtidens marked for drikkevarer, hvor 
forbrugerne vil efterspørge flere alternativer og identificere sig med de produkter, der 
udfordrer dem i stedet for at tale ned til dem.  

• Tempt er en anderledes profil på det hurtigt voksende cidermarked og løfter derved 
kategorien op på et højere niveau. 

• Der bliver lagt mange ressourcer i markedsføringen af Tempt, som derved skaber reel 
konkurrence på cidermarkedet.  

 
2. Alkohol og helt unge 
Tempt kan blive kritiseret for at være ’alkohol forklædt som sodavand’, der lokker de helt unge ud 
i alt for tidligt alkoholforbrug.  
Den kritik kan rettes mod en række andre produkter på markedet, og da markedsføringen åbenlyst 
retter sig mod en ældre gruppe, og da andre produkter allerede er på markedet, er det ikke 
indlysende, at Tempt vil blive massivt kritiseret. 
På den anden side, vil den synlige markedsføring kunne betyde, at cider kommer i fokus som den 
nye trend blandt de helt unge. Derfor skal argumenterne være parat. Længere nede i dokumentet 
følger konkrete svar på den mulige kritik. 
 
3. Q&A 
3.1 Produktinformation 
Q: Hvad er Tempt? 
• Temp er en ny dansk cider, som sendes på gaden af The Curious Campany. 
• Den kommer på gaden i tre varianter: Æble, jordbær/lime og hyldeblomst/blåbær. 
• Alkoholprocenten er 4,5%. 
• Den kan fås på barer og restauranter fra uge 8 og i butikkerne fra uge 10. 
• I butikkerne kommer flasken til at koste mellem 13.95 kr. og 22.95 kr., mens dåsen kommer til 

at koste mellem 11.95 kr. og 15,95 kr.  
• Temp Cider har sit helt eget univers. Ideen bag Tempt Cider er at hylde og pirre 

nysgerrigheden hos forbrugerne i målgruppen og få dem til at gå på opdagelse i ”Tempt 
universet”.      

 
Q: Hvorfor hedder den Tempt?  
• Tempt er kort for temptation og hele universet omkring Tempt er bygget op omkring fristelse. 

Vi giver en mulighed for at se igennem nøglehullet ind til andre menneskers ægte 
hemmeligheder – og for at fortælle om egne hemmeligheder. 
 

Q: Hvorfor er cider dyrere end øl? 
• Der er højere afgifter på cider og væsken er dyrere. 

 
Q: Hvad er cider? 
• Cider er gæret æble‐ eller pæresaft blandet med sukker, som tilsættes juice, sukker, kulsyre og 

naturlige aromaer. 
 
Q: Hvorfor kaster I jer ind på cidermarkedet, når Carlsberg lige har haft en massiv og succesrig 
lancering? 
• Cider er blevet rigtig populært mange steder i verden. Forbrugerne har fået øjnene op for, at 

cider er et velsmagende og friskt alternativ til fx øl og vin. Det er på høje tid med mere 
konkurrence på det marked. 

• Vores forbrugerundersøgelser viser, at cider er kommet for at blive, og samtidig efterspørger 
forbrugerne i stigende grad cider. 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3.2 Om lanceringen 
Q: Hvordan lanceres Tempt? 
• Det bærende tema for lanceringen er: I have a secret! 
• Vi vil gerne gøre forbrugere nysgerrige og via deres nysgerrighed få dem til at købe produktet, 

og hvad er bedre til at pirre nysgerrigheden end hemmeligheder? 
 
• Tempt lanceres i flere tempi.  

o Første skridt er at etablere Tempt i nattelivet og i sociale fora. Det sker ved en lang 
række i events på diskoteker landet over samtidig med, at man – maskeret – kan 
dele sine hemmeligheder med andre på www.temptcider.com. Masker vil være et 
gennemgående tema.  

o Efter nogle uger starter den brede kampagne med bl.a. tv‐reklamer. Derved bliver 
vi en seriøs udfordrer til markedslederen på cider. 

 
Q: Er der ikke et misforhold mellem det hemmelighedsfulde univers og et produkt, der smager 
ligesom alle andre? 
• Vi synes, at produktet, universet og målgrupperne passer rigtig godt sammen. Det handler om 

at være nysgerrig og søge nye oplevelser.  
 

Q: Hvem er målgruppen? 
• Smagen rammer bredt, men vi har en primær målgruppe i unge kvinder først i tyverne og en 

sekundær gruppe med kvinder i 30’erne.  
 

Q: Hvad er jeres forventninger til salget? 
• Jeg vil ikke sætte præcise tal på, men kan godt sige, at vi har meget store forventninger. Vi tror 

på efterspørgslen og har lavet en kampagne, som vil skabe kendskabet. 
 

Q: Er Tempt‐universet ikke bare et lummert, plat reklamestunt?   
 
• Tempt‐universet hylder den menneskelige nysgerrighed og opfordrer på en elegant, 

balanceret og stilfuld måde voksne forbrugere til at udfordre livets muligheder og fristelser – 

og dele det med os andre, hvis de har lyst til det. Det er denne trang til at undersøge 
omverdenen som er kernen i Tempt cider.  
 

3.3. Om producenten og produktionen  
Q: Hvem står bag Tempt? 
• Det er Royal Unibrew A/S, der star bag Temp. Før lanceringen oprettede vi et nyt firma ‐ The 

Curious Company – som har stået som afsender på de første meddelelser om Tempt. Det har 
vi gjort for at underbygge formålet i før‐lanceringen: Vi vil gerne gøre forbrugerne nysgerrige.   
 

Q: Hvad er The Curious Company? 
• The Curious Company er oprettet af Royal Unibrew med det formål at stå som afsender på 

kampagnen for Tempt. Dermed er The Curious Company en del af Royal Unibrew, som står 
bag Tempt. 
 

Q: Er det ikke meget lidt hemmeligt og mystisk, når The Curious Company ligger på Faxe Alle 1 – 
dvs. Royal Unibrews adresse? 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• Det er klart, at det er muligt at finde ud af, hvem der står bag The Curious Campany, hvis man 
er nysgerrig. Men det er netop også at pirre nysgerrigheden, der er formålet med 
konstruktionen.   
 

Q: Hvor produceres Tempt? 
• Tempt produceres i Faxe hos Royal Unibrew. 

 
Q: Er det dansk produkt med danske æbler? 
• Tempt bliver blandet og fyldt på flaske og dåser i Faxe, mens vinen købes hos en 

underleverandør i Tyskland.  
 

Q: Bliver Tempt solgt andre steder end i Danmark?   
• I første omgang bliver Tempt lanceret i Danmark og i Grønland. 

 
Q: Har i eksportplaner med Tempt? 
• Lige nu koncentrerer vi os om at få et godt afsæt på det danske marked. Der er ingen aktuelle 

planer om eksport, men vi holder naturligvis alle muligheder åbne. 
 

3.4 Om cidermarkedet i Danmark 
Q: Hvem drikker cider i Danmark? 
• Det er der efterhånden rigtig mange mennesker, der gør. Cider er ved at blive almindelig på 

bordet ved siden af øl. Forbruget af cider er fordelt meget lige mellem mænd og kvinder, dog 
med en lille overvægt af kvinder, som står for 55 % af cider forbruget, mens mænd forbruget 
45 %. 
 

Q: Hvad er jeres forventning til markedsudviklingen? 
• Vi forventer, at forbruget vil stige markant i de kommende år. Cider er på samme tid blevet 

populært i nattelivet og derhjemme. I løbet af de kommende år vil det blive naturligt, at der 
står cider på bordet som alternativ til øl.  

 
3.5 Om Tempt, unge og alkohol 
Q: Hvilken alkoholprocent har Tempt?  
• Alkoholprocenten er 4,5%  
 
Q: Kan man mixe Tempt med alholhol? 
• Det er ikke tanken, og det anbefaler vi ikke.  
 
Q: Er Tempt ikke bare alkohol forklædt som sodavand, der lokker de helt unge ud i alt for tidligt 
alkoholforbrug?  
• Som det fremgår af vores profil og markedsføring, så er målgruppen for Tempt Cider kvinder i 

tyverne og trediverne, der ønsker et frisk og stilfuldt alternativ til øl.   
 

Q: Vi ved, at der er børn helt ned i 12‐13 års‐alderen, der har kastet sig over cider, fordi det smager 
ligesom æblejuice. Føler i ikke intet ansvar for det? 
 
• Vi tager generelt ansvar for vores produkter, hvordan vi kommunikerer om dem. Det gælder 

også i dette tilfælde.  
• Tempt er et produkt til voksne, og emballage og reklamer kommunikerer til voksne.  
• Det fremgår klar og tydeligt af både emballage og anden kommunikation, at der er tale om et 

produkt med alkohol i. 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• Vi har ikke kendskab til, at andre skulle promovere Tempt på en måde, der ikke lever op til det 
ansvar, vi kræver, men skulle det være tilfældet, tager vi fat i det med det samme. 
   

Q: I forsøger at lokke unge til fester, hvor cider serveres i store mængder. Er det ansvarligt? 
• De fester, som vi inviterer til, er på diskoteker, hvor man skal være 18 for overhovedet at 

komme ind 
• Vi kan naturligvis ikke kontrollere eller bestemme over, hvor meget folk drikker, men 

kommunikation lægger bestemt ikke op til umådeholden indtagelse. 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Appendix VI: Alcoholic - and non-alcoholic competitors of Tempt 
 
 
 

 
 

Source: GfK Consumer Tracking, July 2009 (internal material of Royal Unibrew) 
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Appendix VII: “Terrace drink” 
 
 

 
 

Source: GfK Consumer Tracking presentation, July 2009 (internal material of Royal 
Unibrew) 
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Appendix VIII: Seasonal trap 
 
 
 

 
 

Source: GfK Consumer Tracking, July 2009 (internal material) 
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Appendix IX: Tempt’s second mover strategy 
 
 

 
 

Source: Royal Unibrew – Cider Launch 2010 (internal material of Royal Unibrew) 
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Appendix X: Associative mappings of consumers 
 
 
Spørgeramme til Interview: 
Hvornår drikker du alkohol? 
Hvorfor drikker du alkohol? 
Hvad drikker du når du er ude og drikke og hvorfor? 
Hvilke faktorer er vigtige for dig når du vælger cider? 
Hvilke faktorer er vigtige for dig når du vælger et cider brand? Under hvilke 
omstændigheder drikker du cider? 
Nævn 3 cider brands.  
 
Attributes 
Hvordan vil du beskrive produktet? (Kvalitet/ Smag/ Konsistens/Emballage/Pris) 
Hvordan vil du beskrive Tempt, hvis du forestiller dig at det er en person? 
Beskriv den typiske Tempt forbruger (alder, køn, social status, personlighed, 
beskæftigelse, livsstil)  
Beskriv situationer hvor du drikker Tempt. (Hvad er den sociale kontekst? Hvorfor er 
produktet passende i disse situationer end ex. i andre? Hvad er den fysiske kontekst? ) 

Benefits 
Hvorfor drikker du Tempt? Hvorfor køber du Tempt?  
Hvilken oplevelse får du ud af at drikke Tempt, f.eks. i forhold til andre mærker?  
Hvilke andre alternativer er der til Tempt? Kan disse alternativer give dig samme oplevelse 
som Tempt? 
Hvad repræsenterer Tempt for dig og hvad signalerer den?  
Føler du på nogen måde at Tempt repræsenterer dig? Hvis ja, hvordan. 
 
Forbrugeren  
Hvordan tror du andre vil beskrive dig? 
Beskriv dit ideelle selv, eks. når du er i dit es? 
Hvilket selv er mest dominerende, når du er ude og drikke? Gælder dette også, når du 
drikker Tempt eller andre ciderprodukter?  
Føler du at Tempt kan bidrage til at du kan opnå nogle af de ideelle elementer du går rundt 
med? Hvad tror du kvinder på din alder forsøger at signalere når de drikker? 
Hvad tror du kvinder på din alder forsøger at signalere når de drikker Tempt? 
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