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Abstract 
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Background 

Mobile devices are mostly used on a daily basis to get in touch with friends and family, but also in 

order to kill time. Therefore, they are seen more as a part of a lifestyle and are very addictive to the 

level that people can feel uncomfortable when they do not have their phone on them. Noticing this 

shift in the society, more and more companies start advertising their products on mobile devices. 

Some authors suggest using a new adverising tool that came with these devices - mobile 

applications. 

Purpose  

The purpose of this thesis is to examine whether a special kind of advertising via mobile 

applications, namely indirect advertising, can bring the intended benefits to the company. I also 

investigate the characteristics behind the users who are the most prone to such advertising tool. 

Further, I give some thought to what makes a successful mobile application with indirect 

advertising, and through this, point out the most appreciated features an app should have. 

Research 

The above mentioned factors are investigated in the context of Keller’s Brand Resonance Pyramid. 

Two brands, Danske Bank and Nike, are used to explore the problem. First, three trial interviews 

are conducted in order to test the questions used. Further, the quantitative research is conducted in a 

form of two surveys, which can give a more reliable and measurable results. The research aims to 

detect the differences between the users and non-users of the applications in perceiving the brand 

that is behind the application. It also strives to come up with a profile of the users most prone to 

such type of advertising. 

Findings 

Even though the application users do not seem to have a different perception of the brand from the 

people who do not use the application, a strong positive shift can be observed in the users’ attitudes 

towards the brand when then application's name is mentioned to them. The users who use the 

application frequently were proved to have a more positive opinion about the brand. Other 

characteristics, such as educational background or frequency of general mobile usage do not seem 

to matter in the context of making the users more positive about the brand.  
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1. Introduction 

The mobile era has come and changed the lives of the majority of people in the whole world. 

Nowadays its effects are seen all around the world, however, because of the high pricing of 

smartphones when they first appeared on the market (Kissonergis, P. 2015), they were first adopted 

in the developed countries. Therefore now these countries can be seen as the most mature mobile 

markets and the effects that the smartphones have on the society are the furthest going in these 

countries. One of these countries is Denmark, which is said to be the country with the highest 

smartphone penetration in Western Europe, with the mobile phone market almost fully mature and 

the 81% of Internet users who are simulataniously smartphone owners (eMarketer, 2015). 

Denmark therefore seems like a perfect country to conduct a research about the newly formed 

social implications of mobile expansion. In my paper I will focus on a very specific case of such 

social implications, and what they can mean to the business world.  

 1.1. Background 

Mobile phones have become an integral part of people’s everyday lives. People use smartphones 

everywhere, when they sit in front of the TV at home, during work, commuting to and from work, 

or even during social events and in the restaurants. The reasons to grab a smartphone are very 

various, from when they need some information on the go, to when they want to kill time while on 

public transport or just simply to entertain themselves (ActiveMobi, 2015). This way, people have 

fastly gotten addicted to their smartphones and they always carry one with them, whenever they 

leave their homes (ActiveMobi, 2015). Knowing how attached people have grown to their phones, 

the companies saw new marketing possibilities in this platform. However, as Gupta (2013) 

mentions in his article, new media require new marketing solutions. The author suggests, that the 

best way of advertising for smartphone users is through mobile applications. Most of these kinds 

of advertisements appear in a form of small banners inside a mobile application and they resemble 

the banners that can be seen on  the internet websites. There is much research that focus on this 
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kind of mobile advertising. Surprisingly, the research on a more deveolped way of mobile 

advertising that I will talk about in this paper is non-existant.  

 1.2. Research question  

Even though users are not forced in any way to engage with the brand, by choosing the brand’s 

application they in fact still do engage with it (depending on the application, the brand can be more 

or less visible, most often throughout the brand’s logo, font or colours present in the application). 

Going further, hypothetically, it would make sense if by getting a positive experience with the 

application, the users also change their attitudes towards the brand to be more positive. Since I 

could not find any research that focused directly on this issue, I decided to investigate it further in 

this paper. Thus, I came up with the following research question: 

To what extent are mobile applications with indirect advertising helpful in increasing the 

users’ positive brand response? 

This question is intended to investigate whether or not there is a correlation between using the 

application and developing a more positive mindset about the brand. To help answer this question I 

will use 7 hypotheses that consider different aspects of this issue. 

 1.3. Hypotheses 

The focus of this paper is to check whether or not mobile applications with indirect advertising can 

be of help when it comes to boosting a brand’s recognition. Therefore the hypotheses  that will be 

presented below will be used to investigate the connection between the application usage and the 

brand recognition for users and non-users as well as their attitudes towards the brand. Having all 

this in mind, the following hypoteses will be studied in this paper:  

H1: The positive attitude of a person towards the brand is positively related to being a user of a 

mobile application with an indirect adveritisng of the brand. 
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H2: The positive attitude of a user towards the brand is positively related to the frequency of their 

application usage.  

H3: The positive attitude towards the brand grows when the connection between the brand and the 

application is made in the minds of application's users.  

H4: People who are both brand customers and users of the brand’s application have a more 

positive attitude towards the brand than the attitudes of the other researched groups.  

H5: The positive attitude towards the brand is positively related to users’ young age. 

H6: The positive attitude towards the brand is positively related to the application users’ lower 

educational background. 

H7: The positive attitude of a user towards the brand is positively related to how much a person 

uses their phone. 

 1.4. Thesis structure 

The paper is devided into 7 chapters, which sometimes are parted into subchapters where needed. 

In the end of this chapter, a model was created for a better overview of the most important points 

in the thesis structure (Figure 1). 

The first chapter, Introduction, comprises problem identification, presentation of the background 

information, problem formulation, which result in research question formulation and hypotheses 

realisation.  

The second chapter focuses on the market overview, presenting the situation of the Danish mobile 

application market and further talking about two mobile applications I chose to focus my research 

on. 

The third chapter is dedicated to the literature review. Firstly, I state the reasons why companies 

should consider mobile advertising and what kind of advertising would prove to be most 

successful. Further, I proceed to explaining what customer-based brand equity is, to finish with the 
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core theory for my research - the Brand Resoance Pyramid. The chapter ends with the presentation 

of my own definition of indirect advertising in mobile applications. 

The fourth chapter focuses on explaining the Methodology of the whole paper. Further, in the fifth 

chapter, I analyse the most significant results from the research I conducted. The sixth chapter is 

used for a Discussion following the analysis in the previous chapter and including some 

recommendations for the companies which consider the implementation of indirect advertising in 

mobile applciations for boosting their brands' awareness. I finish the paper with the Conclusions 

chapter, where I also present some suggestions for the future research. 
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2. Market Overview 

In my thesis I will focus solely on the mobile market in Denmark, therefore, I will shortly present 

the most important facts about it in this chapter as well as introduce two companies and their 

backgrounds that will serve me in my further research.  

As it was mentioned earlier, Danish mobile market is very close to being mature, meaning that 

most of the people living in Denmark own a smartphone. In 2015, 75% of people aged 16-75 

living in Denmark accessed the Internet through their mobile phones. 64% declared downloading 

mobile applications on their phones and 47% were using their phones for Internet banking 

(Statistics Denmark, 2016).  

Since Apple products are the most popular mobile products used in Denmark, the most popular 

application store is Apple’s App Store with around 1 500 000 mobile applications available to 

download (Statista, 2016a). The mobile opearting system that was listed as the second most 

popular in Denmark was Android, which used Play Store with even bigger number of 1 600 000 

applications in its offer (Statista, 2016b).  Within these, there are more than 1300 applications that 

were made in Denmark (Evertech, 2014). 

Both of these application stores are very similar in the way they work. Both of them have a rating 

system in which their users can rate each application using 1-5 stars, 1 meaning that the 

application is very bad, 5 meaning the application is very good.  

 2.1. The applications 

In my thesis I will focus on two very successful mobile applications that use indirect advertising: 

Nike + Running and MobilePay. In this part I will shortly describe these applications along with 

the short introduction of brands that made them, explaining my choice and the reason why they are 

a perfect example of indirect advertising on mobile apps. 
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 2.1.1. Nike’s Nike+ Running 

Nike has always been known for its creative approach to its products and marketing campaigns. 

One of its big marketing succeses was the launch of Nike+ (as it went by in the beginning of its 

exsitance), which was an outcome of Nike’s collaboration with Apple. „It was the first app that 

allowed for consumer engagement across social media platforms” (Donnally, 2015). Nike first 

introduced its running tracking application in 2006 and thanks to this move the brand could 

minimize its advertising expenses by 40% and still be as efficient as before. Even though its 

additional options require the user to buy a special Nike equipment, the basic running tracking 

application can be used by anybody, without the need to buy an additional equipment (Sanusi, 

Lazarev, Milling Jorgensen, Latsanych, Badtiev, 2014).  

Nike’s community has been growing fast for the last few years. In 2014 Nike revealed, that it has 

more than 18 millions users (Kamenetz, 2013), and just a year later this number changed to 

impressive 28 millions (Nike, 2014). The application is highly rated in the Play Store, amounting 

4,5 out of 5 stars and midium-rated in the App Store, with 3,5 star. It has to be mentioned however, 

that nowadays Nike has a big base of competitors, along with Endomondo, which was made by 

Danes and launched on the market a year after the launch of Nike+ (Muhandiramge, 2015). Nike+ 

Running has evolved throughout the years by adding additional features to the application. Nike+ 

Running’s leadership started shifting due to strong competitors’ presure and some problems with 

the website dedicated to the application (on which the users can share their experience via the 

application with other community members) that the brand experienced in 2011,  and eventually 

the application lost its position as the leader among the running applications. Even though the 

application is still considered as one of the best, some of its rival applications seem to be working 

better for some of the users, since Nike’s ratings fell onto the thrid position, when users were asked 

to name their favourite running application (Klosowski, 2012). 

Nike+ Running, even though it does not advertise for any of Nike products in particular, makes it 

obvious for the users which brand they are dealing with. From the application’s icon, that 

resembles the logo of Nike to putting Nike’s name into the application’s name and Nike’s logo on 

the top of the main menu, the company marks their application in a very distinct manner. These 
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features however, do not disturb the overall user experience with the application, as even though 

visible, Nike’s trademarks do not make the application features less intuitive.  

 2.1.2. Danske Bank’s MobilePay 

Danske Bank is the biggest bank in Denmark and its history dates back to 1871 when it was 

founded under the name of Den Danske Landmandsbank. Throughout its long history it has faced 

some obstacles. One of the most recent biggest failures that made the Danes develop more 

negative attitude towards the bank, was the “New normal demands New Standards” campaign. 

Whereas the commercial itself was interesting and was telling the truth about our times, Danske 

Bank did not manage to show what kind of “new standards" it was referring to as its operating 

strategy. As the bank did not change, making the commercial meaningless since Danske Bank 

“could not calim that it was living the truth itself” (Sachs, 2012). This advertising campaign 

brought a lot of negative light on Danske Bank and many Danes started forming negative opinions 

about the bank. The negativity could still be seen in the 2014 research by Børsen on 40 most 

visible Danish brands, where Danske Bank landed at the bottom of the list (Kronenberg, 2014). A 

year later the situation of the bank improved and it was in the middle of the list complied for 

Voxmeter research company (Kjær, 2015). One of the reasons for the bank’s image improvement 

could be the mobile application that was launched by it in the middle of 2013. As a proof for this 

an excerpt from a 2014 interview with Marketing Manager of Danske Bank - Lars Gylling can be 

cited here: “MobilePay has been highly praised and helped to change the media image. During the 

image crisis, Danske Bank could hardly do anything without it being interpreted negatively. 

MobilePay contributed to Danske Bank being able to work with its image and its core business -

the financial products. Our figures show that Danske Bank's image got better since January and 

have been improving, although it is still low. The crisis was so massive that you cannot turn it 

around within a few months, but one can safely say that MobilePay had been a contributing factor” 

(Ernst, 2014). 

MobilePay can be called a phenomenon of the last few years. Launched in May 2013, it has grown 

to have more than 2 million users in only two years and more than 2,8 million users in less than 3 
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years after its launch, which means it is installed on every second smartphone in Denmark. Shortly 

described, MobilePay is an application, which delivers “advanced, but easy to use mobile 

payments solutions, both for person to person payments and for person to business 

payments” (Danske Bank, 2016; Trifork, 2016). It can be used by anybody with a Danish bank 

account, no matter which bank the person belongs to. Danske Bank made the service free of 

charge for both their clients and the clients of other banks. They claim, that two thirds of 

MobilePay users are not customers of their bank (Danske Bank, 2016). The amount of shops 

accepting payments via MobilePay is still growing with around 21,000 that have already made it 

possible for thier clients (Danske Bank, 2016). The application got 4,5 stars from users review on 

Play Store and 4 stars in the reviews in App Store.  

Contrary to Nike’s application, one can barely notice that MobilePay is an application made by 

Danske Bank. There is no visible Danske Bank’s name or logo in the application’s icon or menu. 

The only indicators that the application is made by Danske Bank are the colours used to design the 

application and its logo as well as the font inside the application. The addition “by Danske Bank” 

can also be seen by the MobilePay’s name in the application stores, so the users see it while 

downloading the application and when updating the application to a new version. I have noticed 

however, that there is a powerful word of mouth around this application and probably thanks to 

that, many people realise that MobilePay belongs to Danske Bank. 
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3. Literature Review 

 3.1. Why should companies consider mobile advertising? 

Over the last few years the significance of smartphones in our lives has grown very fast. More and 

more people have chosen to use smartphones, which has affected not only the way we work, but 

also, even more importantly, the way we live. We are always connected and have a possibility to 

maintain constant communication with others (Kim & Han, 2014). Smartphones make it possible 

to interact in real-time (Kolsaker & Drakatos, 2009) wherever you are and whatever you do. We 

are no longer “chained” to our computers in order to find and share data online (Rohm, Gao, 

Sultan & Pagani, 2012). As Barnes (2002, p.401) says, since smartphones are “carried on the 

person (…)  [the] services can be provided at the point of need”. Therefore, the online mobile 

communication, as it gets more and more popular and becomes the part of everyday life, gains an 

important status in our lives. And as it becomes a part of our lives, companies should consider the 

importance of this medium in advertising their goods. Kim and Han (2014, p. 256) write that over 

62% of users who had encountered mobile advertising on their phones claim to have bought the 

advertised products.  

 3.1.1. Users’ attachment to mobiles and their attitudes towards mobile advertising. 

The most important reasons for smartphones’ fast gain of popularity are mentioned by Kolsaker & 

Drakaros, in their article from 2009. They explain that smartphone owners become emotionally 

attached to their phones “[…] and that attachment is to a large degree attributable to a sense that 

the device is an essential part of life with a value that goes beyond simple 

communication" (Kolsaker & Drakaros, 2009, p. 267). Further, they add that “for many users, 

mobiles are an extension of themselves to the extent that removal of the device is described as 

terrible and even ‘likened to the loss of a limb’ ” (ibid., p. 268). These statements show that users 

are getting more and more aded to their smartphones. Mobile phones have become such a big part 

of their lives, that it seems impossible for them to live without these devices. The results of the 

study released in 2015 by Business Insider entitled „Predictions about the future of media” also 
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confirm the digital media trend, showing that whereas all the other media consumption shrinks, the 

digital media grows continuosly (Blodget, McKitterick, 2015), which can be seen on the Figure 2. 

The younger the generation, the more often a person uses a smartphone over a TV or any other 

media (Figure 3) (Blodget, McKitterick, 2015). 
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Figure 2. Digital Media Consumption is Growing, Everything Else is Shrinking (Source: Business Insider, 

Figure 3. The Shift is Generational (Source: Business Insider, 2015) 



This enthusiastic user approach towards the mobile devices gives a tremendous opportunity for the 

advertisers to start a conversation with their customers (and potential customers) through the 

device that is present in their customers’ lives 24 hours a day. The question is: can they find the 

right way to do so, without making the users annoyed with the company’s intrusion in their private 

space? In general, users are reluctant to mobile advertisements and see them more negatively than 

they see the website-situated ones (Asimakopoulos et al. 2013). However Gupta (2013, p.72) 

writes in his article, that advertisements traditionally used in computer advertising, such as pop-up 

website ads, will not work on mobile devices, as advertisers have to find a new way of advertising 

for this new device. He explains that whenever a new media appears, the new right advertising 

way has to be found for it, and even though in the beginning “the marketers try to repurpose 

advertisements that worked in the old media” they are never successful (Gupta, 2013, p.72). Gupta 

(ibid.) suggests mobile applications to be the best way of advertising for smartphones. He 

explains, that “consumers don’t perceive them as advertising- they value them for their 

functionality and, thus, don’t find them intrusive” (Gupta, 2013, p.72).  

This is a very important point, since smartphones are seen as very private devices and users do not 

want companies to intrude in their private space. Companies that want to engage with their 

customers through mobile advertising have to carefully plan their marketing approach in order not 

to seem too obtrusive for the receivers, but rather to make them more favourable towards receiving 

such marketing messages. Mobile applications seem, therefore, like a perfectly suitable natural 

step for the companies wanting to advertise on mobile devices.   

 3.2. Considerations on how a successful advertising in mobile applications 
should look like. 

In this part I will assemble some authors’ considerations on what the features of a successful 

application are and what companies should do and not do in order to strengthen the bond between 

the users and the brand.  
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 3.2.1. Privacy and relevance issues. 

Authors such as Asimakopoulos et al. (2013, p.3) and Kolsaker & Drakatos (2009, p.268) agree on 

privacy and relevance being the most important characteristics that every marketing message 

should have in order to be received in a positive way by the users. People treat their smartphones 

as their very intimate space, thus, they want to feel that companies respect their privacy too. What 

gives smartphones this special position in peoples’ minds is the fact that, unlike computers, which 

are mostly used for work, people use their smartphones to stay in touch with their family and 

friends. Therefore they do not want an intruder to invade their private conversations and make 

them feel like their information can leak outside. The applications have to be secure, so the 

information that users provide would not leak out. Also, the user has to feel that the application is 

made for her/him and not the other way around. The applications should first and foremost help 

users and only then, in return, they will be eager to give something in return. It means that the 

companies can still be present on mobile devices, but they should make sure not to “attack” the 

users with their advertisements, subsequently creating negative responses from them or resulting in 

users deleting the application from their devices. As Kaplan (2011, p.134) concludes, companies 

should treat users, who trusted the company enough to download their applications, with respect 

and show them that this trust is not to be abused. Privacy can therefore be seen as “the degree to 

which personal information is not known by others” (Asimakopoulos et al., 2013, p.3).  

On the other hand, relevance means that the applications should have a connection to the users and 

his or her interests, therefore creating a message that is relevant and of interest to the receiver may 

not only stop him or her from thinking of such message as intrusive, but can even create a bond 

between the user and the brand. Asimakopoulos et al. (ibid.) sums up the importance of this issue 

by saying that “relevant content is [the] king in mobile advertising; content being informative and 

entertaining.”  
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 3.2.2. Most important characteristics for mobile advertisements to become 

successful. 

Another characteristic that can be of use for advertisers launching an application, is the type of 

applications researchers point out to be the most liked and therefore most commonly downloaded 

and used. With this knowledge, the marketers will be able to create the right kind of 

advertisements that will be exactly what customers want and need and what they will not see as 

annoying. According to Kim and Han (2014, p. 266), marketers should “make sure customers 

perceive smartphone advertisements to be useful, valuable, and important, and experience flow 

while engaging in viewing smartphone advertisements”. Rohm et al. (2012, p. 485) have obtained 

similar results when it comes to the usefulness of mobile devices. Going further, Pihlström and 

Brush (2008, p.733) came to the conclusion that the most successful services in mobile marketing 

are “entertainment and information content services”. Their results are in agreement with the 

above mentioned authors, as they explain the success of entertainment and information services in 

mobile marketing by them being valuable and useful for the user, e.g. while using public transport 

(Pihlström and Brush, 2008, p. 748).  

A positive change in people’s perception of advertisements can be seen recently in online 

advertisements. As Kim and Han (2014, p. 258) explain, it is not a matter of the new media but the 

content of the advertisements.  They also agree with the view that personalized and connected to 

users’ lifestyles’ advertisements are the ones that users are often glad to receive and even engage 

with. Kolsaker and Drakatos (2009, p. 267) state that “permission-based mobile adverts are more 

acceptable than others, suggesting that users like to feel in control of the communication”. 

An important factor could also be the fact that a company is able to show the users who they are 

through the design of the application they offer. Therefore, it can facilitate users identification with 

the brand by showing them how it “feels” (Magrath and McCormick, 2013, p. 117). 

Asimakopoulos et al. (2013, p.4) also make an important point, saying that mobile marketing 

should be combined into the users’ social lives, so they could see it as a part of their routine. 

Moreover, the company should make an afford for their advertisement to be understandable for the 

users and the best way to do it is by setting it in a context that a user is familiar with.  
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Putting together the most important characteristics a successful mobile advertisement should have, 

it can be concluded that such mobile advertisement should first of all be made in a form of an 

application, with high sense of respect for the users’ privacy and in a way that they can understand 

it and perceive as useful. Therefore, there are two kinds of applications that are the most successful 

among users, the first  kind of applications bases on entertaining the users and the second one 

seems useful for them because of its normativity. Such application should, on one hand make the 

user want to incorporate it in his or her everyday life and interact with it, and on the other hand, it 

should make it in a way that the users do not feel like they are caught into some kind of advertising 

trap.  

All of the above mentioned characteristics could be ascribed to mobile applications with indirect 

advertising in them. These applications do not use the pop-up advertisements that disturb users in 

interacting with the applications. The majority of them is made to be entertaining and/or useful for 

the users, so as many people as possible could download and use the application as often as 

possible. Both of the case applications I will describe further can be seen as useful and engaging 

for the people who downloaded them. MobilePay is extremely easy (which also helps making the 

group of users bigger, as even people who are not very familiar with mobile technologies will be 

able to use the app without big problems) and fast to use, as it only takes 6 quick steps (Figure 4) 

for the user to pay with the app (Sylvest, 2014). It is safe to use for both sides, as both the payer 

and the payee get a confirmation of the transaction immediately. Nike+ Running was made to be 

useful during running performances. It also adds some entertainment to the training by adjusting 

the playlist that the users listen to while running to their pace of running. It also has many options 

that make it possible for the users to compare their performances, which takes running to a new 

level for many users. Nike+ Running’s interface is easy and the run tracking device can be 

launched very fast.  
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3.3. Benefits of using indirect advertising. 

Indirect advertising can shortly be described as: “advertising that does not directly promote a 

product or service but makes people aware of it by indirect means such as sponsorship or product 

placement” (Indirect Advertising, 2015). As some authors mention, this kind of advertising helps 

in building stronger relationships with the clients and gain their loyalty, since they can see the 

company tries to be something more in their lives than only a product provider (Cohen, 2013). As 

important as direct marketing is in targeting the customers and potential customers of a brand and 

promoting the brand to them along with the fact that it gives measurable results in relatively short 

time, more and more companies mix this technique with indirect ways of advertinsing. These may 

not be as easily measurable as the first ones but show great results in spheres where direct 

marketing does not work as effectively. The most important feature of indirect marketing is that 

usually its main aim is not selling a company’s product to the receiver. Its main purpose is to make 

the potential customers feel more connected to the brand. Therefore through this kind of marketing 

the brand often wants to show the customers that it cares for them and wants to achieve a more 

personalized realtionship between the brand and the customers (Cohen, 2013). An important thing 

for any marketer to realise about the indirect advertising is the fact that a high interaction of the 

target group within the indirect marketing tool may not translate itself into as high sales. Often 
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indirect marketing does influence the sales but in a much longer perspective than it can be seen 

when using direct advertising. As it was mentioned earlier, what indirect marketing does better 

than the direct one is establishing a long-lasting relationship with the brand’s potential clients, 

which in the long run can have even more lucrative outcomes for the company (Brand Care, 2013). 

Usually this kind of advertising works best for the companies whose products are already well 

known on the market and the company itself is already established in consumers’ minds. Thus, by 

using indirect advertisement the company wants to make a deeper connection with the receiver of 

the advertisement. 

  

 3.4. What makes a successful brand. 

In this part of the paper, I would like to present concepts that are fundamental to building a 

successful brand. Hakala, Svensson and Vincz (2012, p.440) explain that “a strong brand with 

positive equity is considered to have high strategic value and major advantages: higher margins, 

brand-extension opportunities, insulation against competitors, and more effective communicative 

power, as well as stronger consumer preferences, purchase intentions and customer loyalty”. As it 

can be seen from this statement, developing a strong brand should be crucial for every company. 

There are many indicators that have to be taken into consideration when measuring how succesful 

a brand is. A good example of how thorough the concept is, can be seen in the model Williams 

presented in his 2010 article. Williams (2010) presents a wide spectrum of the brand success 

indicators, showing how complex the issue is and how many factors a company has to take into 

consideration when assessing the success of its brand. Williams divides the indicators into groups 

and sub-groups. The group that proves to be the most useful in the context of my paper is the one 

where customer behaviour is assessed, with the emphasis on their attitudes towards the brand. 

Williams (2010) mentions 18 different indicators in this sub-group, but due to the page limitation 

of this paper, and because most of the indicators can be classified under Keller’s customer-based 

brand equity theory, I will focus on the latter still having in mind the 18 indicators. It has to be 

mentioned that Keller came up with his theory in 1993 and kept improving the theory, suiting it to 

the new market realities. In this paper, I will be mostly using his book published in 2013,  in order 

to use the most up to date source. Since customer based brand equity is defined as „the differential 
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effect that brand knowledge has on consumer response to the marketing of the brand” (Keller, 

2013, p.69), I would like to first describe what brand knowledge consists of, as it will give a 

possibility to fully comprehend what customer based brand equity is.  

Some parts of Keller’s brand knowledge model (1993, p.7) will not be necessary in measuring the 

impact of mobile advertisements on building a successful brand, since it is more commonly used 

for analysis of companies’ general marketing attempts and not, as it is in my paper, measuring how 

successful one of these attempts is. Therefore, I came up with a simplified model (Figure 1) that is 

compatible with the context of mobile reality, while adding one additional concept to the model- 

top of mind awareness, which constitutes an extension of the brand recall proposed in Keller’s 

model.  

Furthermore, I will present the main concept to this paper - the customer based brand equity with 

its Brand Resonance Pyramid that is parted into six Brand Building Blocks (Keller, 2013, p.108).  

It is also important to mention, that Keller’s article distinguishes two approaches: direct and 

indirect, for measuring consumer-based equity. The direct one focuses on analyzing the 

measurable insights that the company can obtain from customers’ responses to the different parts 

of the marketing approach used. The indirect approach is less tangible, as it focuses on 

„identifying and tracking consumers’ brand knowledge- all the thoughts, feelings, images, 

perceptions, and beliefs linked to the brand” (Keller, 2013, p.292). Keller (2013, p.292) further 

explains that only these two approaches combined can result in a thorough indicator of a 

company’s situation. Here, I only focus on the indirect approach, as I am not trying to measure a 

particular company’s brand equity, but instead, I focus on measuring the strength of the brand 

knowledge that customers obtain through indirect advertising on mobile applications. There are 

sources confirming the effectiveness of  indirect advertising on mobile applications measured in 

the direct way (I mentioed examples of them when describing Danske Bank and Nike’s 

applications in the Market Overview chapter), but as it is not a concern of my paper, I will not 

develop this thought further.  
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 3.4.1. Customer-based brand equity 

As mentioned earlier, customer-based brand equity can be defined as “the differential effect of 

brand knowledge on consumer response to the marketing of the brand” (Keller, 1993, p.1). 

Therefore it shows how the marketing activity of a company influences customers’ knowledge of 

the brand. In their 2012 article Hakala et al. (p.440) explain that customer-based brand equity 

“refers to the value that customers perceive or attach to the brand”. Further, they describe it as a 

relationship that consumers have with what company offers to them (Hakala et al., 2012, p.440). 

The more positive the customers’ reaction on the company’s brand marketing, the more positive 

the brand equity. Talking about positive brand equity Keller means customers being “familiar with 

the brand and holding some favourable, strong, and unique brand associations in memory” (Keller, 

1993, p.1). 

 3.4.1.1. Brand Knowledge 

Brand, as business dictionary explains is a : “Unique design, sign, symbol, words, or a 

combination of these, employed in creating an image that identifies a product and differentiates it 

from its competitors” (“Brand”, n.d.).  Further, as time goes by, the brand creates an image that is 

associated with it by its customers. This means, that customers start to associate the brand with “a 

[certain] level of credibility, quality and satisfaction” (Keller, 1993, p.2), that can be planted in 

their head through many different marketing channels. This image is very important for the 

company, as it defines what will come to customers’ minds while confronted with the brand 

(Keller, 1993).  

Brand knowledge can be divided into two sub-categories: brand awareness and brand image. This 

division, along with the sub-divisions of Brand Knowledge can be seen on the Figure 5. 

 3.4.1.2. Brand Awareness 

Brand awareness shows how deeply a brand is rooted in people’s minds and how easy it is for 

them to recall it from their memory (Keller, 1993, p.3). Further, brand awareness can be split into 
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two terms: brand recognition and brand recall.  

•  Brand Recognition 

Brand recognition “relates to consumers’ ability to confirm prior exposure to the brand when given 

the brand as a cue” (Keller, 1993, p.3). It means that the customer should be able to remember his 

or her previous exposure to the brand and, therefore, recognize the brand.  

•  Brand Recall 

Brand recall goes further than brand recognition, as in this case the customer can remember the 

name of the brand himself, when given a hint in a form of e.g. product category (Keller,1993, p.3).  

A special case of brand recall which can be the most beneficial for a company is top of mind 

awareness.  

•  Top of Mind Awareness  

The concept of top of mind awareness points at the fact that customers usually do not spend too 

much time analysing all the brands they encountered while choosing a product to buy. Usually 

they get the product from the brand that first comes to their mind in the specific category. 

Therefore it is extremely important for the company to be deeply nested in the customers’ minds, 

so the next time they look for a product, they will choose its brand. Wheeler (2013) suggests that 

the best way for the company to be deeply embedded in customers’ minds is to increase the brand 

exposure through e.g. advertising. She explains that the brands whose advertisements we 

encounter on a daily basis are the ones that will be remembered in the moment of purchasing 

decision, because of our high exposure to the brand. Lautenslager (2002) also agrees with this 

statement, saying that “the more awareness exists, the higher the probability of being in that top of 

mind position”. Egelhoff (n.d.) also adds, that “ if you are not in front of your customer as much as 

possible then your competitor’s messages will take your place in the customers mind”.  Therefore, 

such conclusion suggests that the process is continual. 
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 3.4.1.3. Brand Image 

Brand image can be described as how customers perceive a company, from the perspective of their 

own experiences and all the other memories they have that are connected to the company. All of 

this gives a special meaning to the brand, which the customer assigns the right level, according to 

them, of “favorability, strength and uniqueness” (Keller, 1993, p.3). This attitude to the brand 

created by the customer is fundamental when the moment for making a purchase decision comes 

(ibid.). To sum up, the brand image depends on the brand associations that clients have, especially 

their favorability, strength and uniqueness. 

•  Brand Associations 

Keller (1993, p.4) mentions three types of brand associations: Attributes, Benefits and Attitudes. In 

this paper, only the Attitudes and the Symbolic Benefits of the brand are mentioned, as these are 

the ones that can be provided by a mobile application. 

• Attitudes 

Brand attitudes are important for the brand’s well-being, as they are, what can be called a brand’s 

evaluation. If the evaluation is positive, it is more probable that a customer will want to buy the 

brand’s product. Every customer has his or her own picture of the brand in their mind, usually 

represented by some brand’s characteristics and attributes. These can be evaluated by the customer 

as good or bad and all taken together, give an overall impression of the brand (Keller, 1993, p.4). 

• Benefits 

Benefits are “the personal value customers attach to the product or service- that is, what consumers 

think the product or service can do for them” (Keller, 1993, p.4). There are three different kinds of 

benefits: functional, experiential and symbolic (ibid.). In this paper I will only focus on the latter, 

as the functional and the experiential benefits are vastly connected to material products that a 

company offers.  
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• Symbolic Benefits 

Symbolic benefits are important to mention when considering the impact of indirect advertising in 

mobile applications, as these kinds of benefits are usually achieved through the “non-product 

related attributes and relate to underlying needs for social approval or personal expression and 

outer directed self-esteem.” Therefore, it is the kind of “bonus” that the customers look for in a 

brand, which can help them build the desired image of themselves (Keller, 1993, p.4).   
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• Favorability of Brand Associations 

Favorability of the brand associations means that the customers see benefits in the brand which 

meet and “satisfy their needs”, which leads to developing a favorable attitude towards the brand 

(Keller, 1993, p.5). 

• Strength of Brand Associations 

The strength of brand association depends on the way the brand’s information is disseminated to 

the clients and how well it is preserved there through the reminders from the company. This 

creates  a specific image of the brand for the customer. Therefore it is very important for the 

company to maintain the right quantity and quality of the pieces of information delivered to 

clients. “The more the meaning of information is attended to during encoding, the stronger the 

resulting associations in memory will be” (Craik and Lockhart 1972; Craik and Tulving 1975; 

Lockhart, Craik, and Jacoby 1976 cited in: Keller, 1993, p.5). Additionally, researchers believe, 

that memory is very durable, which means that once memorized, the brand associations are very 

slowly forgotten, however the more time passed, the stronger the reminders have to be to stimulate 

the memory to recall the associations (Keller, 1993, p.5).  

3.4.2. Brand Resonance Pyramid 

Brand Resonance Pyramid consists of four levels and six constructing parts within the levels, that 

build the brand, which are: Salience, Performance, Imagery, Judgments, Feelings and Resonance.  

The pyramid is mostly used to check a general brand’s recognizability. In my thesis, however, I do 

not want to review the recognizability of the brands I chose, as both Nike and Danske Bank are 

without a doubt easily recognized by the majority of Danes. I want to check, if people using 

applications with indirect advertising, made by these companies are more influenced by them and 

therefore have higher top-of-mind awareness for these brands. The pyramid (Figure 6) will help 

me with establishing if there is any connection between indirect applications and better brand 

recognition. Also, if the higher brand recognition can be observed among applications with indirect 
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advertising, using the pyramid I will be able to establish how much stronger the  

recognition is (Keller, 2013). 

3.4.2.1. Brand Identity 

Brand identity is the lowest level of the pyramid and consists of only one building block- the brand 

Salience. This level is the most primary. It means that on one hand, it constitues a necessary base 

for the further levels of brand recognition, but on the other hand, taken by itself, does not show a 

strong connection to the brand. Therefore, its main purpose is to determine whether cutsomers 

recognize the given brand and, if so, whether it accelerates the process of brand recollection (e.g. 

how significant the clues have to be for the client to be able to identify the brand). There are two 

important brand awareness measurements. One of them is the depth of brand awareness, which 

measures the ease with which a person can recall a brand. The deeper the level of brand 
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recollection, the less help a person will need with recalling the brand. The second measurement is 

the breadth of the brand awareness. If customers recall a particular brand while thinking about a 

product category, the breadth of the brand awareness is considered very strong among them. A 

high brand salience occurs when both the depth and the breadth of brand awareness are high 

(Keller, 2013).  

In the case of indirect advertising in mobile applications, I check if there is a difference in speed of 

brand recollection between the application users and non-users.  

3.4.2.2. Brand Meaning 

The second level of brand meaning consists of two parts: Brand Performance and Brand Imagery.  

Brand Performance states that customers will come back only if they enjoy the products and 

services the brand offers. Here, the important element is how the customers perceive the brand’s 

quality and „to what extent […] the brand satisfy customer’s utilitarian, aesthetic, and economic 

needs and wants” (Keller, 2013, p.113).  This can be accomplished by primary and suplementary 

features of the products that make them special for customers, such as: how much the customer 

can rely on the product and its durability, or in case of an issue with it - servicability. When it 

comes to the service, the customers value performace, which can be checked through measuring 

service effectiveness, efficiency and empathy. Further, also the design and style of the products 

influence the customers’  evaluation. Last but not least, price plays an important role. In customers’ 

minds it can even be an indicator of the brand’s uniqueness or a way to clasify it to a particular 

product category (Keller, 2013). 

Brand Imagery can be characterized as the abstract thoughts that customers have about the brand 

(and not the ones based on the brand’s actual actions), based on the way the brand meets 

customers’ social and psyhological needs. These thoughts can be created from customers’ personal 

experience with the brand as well as through advertising and other kinds of information (e.g. Word 

of Mouth) (Keller, 2013). 
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3.4.2.3. Brand Response 

There are two parts that build the thrid level of the Pyramid: Brand Judgments and Brand Feelings. 

Brand Judgment are all the customers thoughts and evaluations of the brand which are based on 

both: „the brand performance and imagery associations” (Keller, 1993, p.117). The most important 

judgments that the company has to always remember to bear in mind in order not to discourage the 

clients are the judgments about the brands: „quality, credibility, consideration and 

superiority” (Keller, 2013, p.117). 

Brand Feelings, on the other hand, are all about the emotions that a customer has for the brand. 

Brands can try to evoke particular emotions in their customers by using marketing campaigns. 

Particular feelings about the brand can also be formed as a result of social interactions. Customers’ 

feelings about the brand can vary in strength and can be both positive or negative (Keller, 2013, p.

118). 

There are different ways of responding to the brand, but the most important fact that matters the 

most for the company is to elicit a positive response. Additionally, Keller (2013, p. 120) mentions, 

that these positive responses also have to be „accessible and come to mind when customers think 

of the brand”. 

3.4.2.4. Brand Relationships 

The Brand Resonance is the most advanced level of the Pyramid and therefore it is placed the 

highest. Brand resonance can be described as the measure of how deep one’s relationship and 

identification with the brand is. If the brand resonance of a client is high, it means that the person 

feels connected to the brand. It is the hardest level for brands to achieve, because it focuses on 

creating a strong psychological bond between the brand and the customer, which is characterized 

by loyalty attachment to the brand, feeling a part of the brand’s community and being actively 

engaged in the brand’s life.  
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3.5. Definition of indirect advertising in mobile applications   

In this part of the literature review I would like to focus on the concept of indirect advertising in 

mobile applications, as it is a primary concept used in my thesis. From the research I have 

conducted, I have grounds to believe that this concept is a new one to the mobile advertising 

literature and has not been discussed before in the way I use it in my project. Therefore, for the use 

of this paper, I will clarify what my interpretations of the term „indirect advertising in mobile 

applications”, and will explain why I believe it can have a future in mobile advertising.  

Indirect advertising on mobile applications referred to in this paper covers all the mobile 

applications that are made or sponsored by a company whose main business plan does not revolve 

around mobile applications and therefore the applications they offer are more seen as a source of 

advertisement than its offerings. The applications are not directly connected to a company’s 

offerings (so e.g. mobile merchandises, applications in a form of an addition to a product that 

cannot be used without purchasing a product from the company first, cannot be called such 

application). However they stay within the corporate identity of the company. This means that a 

person who uses such application, is not in any way forced to use it (not even through the product 

that he or she bought from the company), but simply uses it for the benefits the application itself 

has to offer. Since the application stays within the corporate identity of the brand, the users of the 

application will automatically interest of people with the company’s offer. Such application does 

not need to have any pop-up ads, as these usually bother the users (as it invades their privacy), but 

can simply put the brand’s name or logo as its icon, as a loading symbol or use it as a background 

of the application. This procedure will not bother the users as much as e.g. pop-up ads and even 

though the users will be exposed to the brands logo, he or she might not even be aware of it. That 

is the reason for rising the subject of indirect advertising in these kinds of applications. Even 

though it is indirect, the application will still stimulate the users’ brand preferences. That is why it 

is important for the company to make the application as error-free and as user-friendly as possible, 

so the users will associate the application with positive experience and subsequently associate the 

brand’s name and/or logo with something positive as well. As most of the people using 

smartphones use them on a daily basis, even if they do not use the specific application, they will be 
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exposed to it whenever they scroll through their smartphone or tablet desktop. This will help 

creating the brand recall and further, the top of mind awareness of the brand in the users' minds. It 

is also important to mention that thanks to the application not being directly connected to the 

company’s offerings, the application can be used by anybody, also by people who have not been 

exposed enough to the brand and therefore have not bought any of the company’s products, even 

though their profile indicates that they could be potential customers of the company’s offerings.  

All in all, the mobile application with indirect advertising should be made by (or in some cases 

ordered by) the brand that will be advertised through it. It does not have to be directly 

connected to the company’s offerings to gain the positive attitudes of the users, however, it 

should still stay within the corporate identity of the company. The company does not get any 

direct financial benefits from the fact that people use their application. The application itself 

should be of good quality and should be adding something useful or entertaining to the action 

it is used for by the users (e.g. easy money transfers through MobilePay or adding more fun to 

jogging by using Nike+ Running). In this way, the company gives the users a good quality, free of 

charge application that they use whenever they perform the action that: first of all is connected to 

the company’s corporate identity and secondly, and most importantly adds value to the action. 

People choose the application not because of the brand itself but because of what the application 

offers to them. Choosing it independently, they do not feel like they are forced to engage with the 

brand. 

Earlier, I have described what indirect advertising is, now, in the following part I will describe 

corporate identity, as these two concepts are the main ones behind the indirect advertising in 

mobile applications. To be able to properly understand the definition above, one has to understand 

what these two concepts, which were present years before the appearance of mobile applications, 

mean and how they affect the audience.  
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3.5.1. Corporate identity 

Since the concept of corporate identity was mentioned by me above, when explaining what 

indirect advertising in mobile applications is, I will now shortly explain what this phrase means. 

Corporate identity, as described in the business dictionary (“Corporate Identity", n.d.) is: “an 

enduring symbol of how a firm views itself, how it wishes to be viewed by others, and how others 

recognize and remember it […] and is more or less permanent unless changed deliberately”. 

Another source (Stellenbosch University, 2013) relates to corporate identity as a combination of 

company’s “history, beliefs, philosophy, technology, people, its ethical and cultural values and 

strategies”. It also mentions that every single organization has its own corporate identity.  

That is why it is pivotal for the company to stay within its own corporate identity while using 

indirect advertising in mobile applications, as even though its message is indirect the application 

will still be translatable into what company represents and is proud of. It will differentiate the 

application from the competitors’ applications.   
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4. Methodology 

 4.1. Theory of science 

The philosophies that the researchers apply into a research show the way in which they see the 

world. This, combined with practical considerations on the research, makes up the choice of the 

philosophy for the research. It is important to choose the right research philosophy, not only 

because it influences the practical side of the research, but also because it makes the researcher 

understand the procedure (Saunders, Lewis and Thornhill, 2009, p. 108).  

  
 4.2. Ontology 

Saunders, Lewis and Thornhill ( 2009, p.110) explain that ontology “raises questions of the 

assumptions researchers have about the way the world operates and the commitment held to 

particular views.” There are two main aspects that ontology can be divided onto: objectivism and 

subjectivism. Objectivism represents the view that “social entities exist in reality external to social 

actors concerned with their existence” (ibid.) Subjectivism, on the other hand, leans towards the 

opposite view that “social phenomena are created from the perceptions and consequent actions of 

those social actors with their existence” (ibid.). 

Personally, I lean more towards the objectivistic view, however, to be able to obtain some more 

thorough results, I took a more subjectivistic approach during the initial part of the research. Frist, 

subjectivism is used, while conducting the qualitative interviews, where the questions that are 

supposed to be used in the quantitative research are tested on a small group of people. Here, it is 

important to notice the interpretation of the subject by the consumers, as it can help in adjusting 

e.g. the wording and come up with answers choice in the following quantitative survey.  

Objectivism is applied, during the quantitative research, since I assumed, that the results from this 

part of the research could be generalized into a wider group of people. Therefore, the attachment 

of personal meanings to the subject was not considered.  
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 4.3. Epistemology 

In my paper, I focus on two research philosophies that have very different positions to what makes 

up for an „acceptable knowledge in a field of study” (Saunders et al., 2009, p.132). The first one is 

positivism and I use it for the most important part of my research - the quantitative research. This 

philosophy concentrates on „observable reality and searches for regualrities and casual 

relationships […] to create law-like generalisations” (Saunders et al., 2009, p.134). The data that is 

obtained through the menthod is credible. It is also important to mention that the „resources [are 

claimed to be] external to the process of the data collection in the sense that there is little that can 

be done to alter the substance of the data collected” (Saunders et al., 2009, p.135). 

For my qualititative research, I decided to go with interpretivism approach. I believe that it is the 

best solution, especially since the area of my research is very complex and has never been 

researched for the factors I focused on. Therefore, I decided that it would be a good idea to start 

my research with the interpretivism philosophy to ensure that the rich insights that I can obtain 

about this new area of study would not be lost and I would be able to see the „differences  between 

humans in our role as social actors” (Saunders et al., 2009, p.137), which later helps me in 

composing questions for the quantitative research and better understanding my insights from both 

of the researches. Using this philosophy as a part of departure for my research will help me see 

how different people interpret the questions that they are aseked in my qualitative research and 

which I further use in the quantitative research (Saunders et al., 2009, p.137). 

 4.4. Research purpose 

Saunders, Lewis and Thornhill (2009, p.140) specify three research purposes: exploratory, 

descriptive and explanatory. The exploratory researches strive to the explanation of the phenomena 

and their evaluation in a new light. The descriptive studies are used “to portray an accurate profile 

of persons, events or situations” (Robson cited in: Saunders, Lewis and Thornhill, 2009, p. 140). It 

is also described as: “attempts to explore and explain while providing additional information about 

a topic” (Kowalczyk, n.d.). The last, explanatory research, is described as the one, where the 

problem is studied to “explain the relationships between variables” (Saunders, Lewis and 
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Thornhill, 2009, p. 140). 

It can be stated that different stages of my thesis have different purposes. The first part of the 

thesis, obtaining the secondary data on the topic, can be seen as a more exploratory stage, where I 

acquire the data necessary to gain familiarity with the topic, from which conclusions are drawn for 

the next parts of the research. In the next stage, the trial qualitative research, the purpose is 

descriptive. Through this part, by getting thorough responses from the interviewees, I want to 

make sure that the questions I use to ask about the issues are formed in a correct way so that the 

respondents understand completely what I mean by them. It also minimalizes the risk of missing 

out a question about some issues I have not thought about while preparing the survey questions. 

In the last and most important stage of my paper- the quantitative research, the purpose was more 

explanatory, since through it, I try to find an explanation on the research questions I came up with 

and by the questions I ask in the survey, obtain the final, most reliable results.  

 4.5. Research approach 

There are two kinds of approaches that can be used in a research: a deductive approach and an 

inductive approach. According to Bryman (2012, p.24), in the deductive approach, “the researcher, 

on the basis of what is known about in a particular domain and of theoretical considerations in 

relation to that domain, deduces a hypothesis that must then be subjected to empirical scrutiny.” 

When it comes to the inductive approach, the researcher uses the results obtained from the 

research and basing on his or her findings and observations develops a theory (Bryman, 2012, p.

24).  

In my thesis, I apply both inductive and deductive approach for different parts of the research. 

First, secondary data on the topic was collected in order to draw some conclusions afterwards. 

Therefore, a clearly inductive approach was applied. Further, the qualitative research is applied, to 

test the questions that I want to ask further in the survey. This method allows to acquire some data 

that I would not be able to gather by the application of the quantitative research, where the answers 

cannot be too expanded. This method provided strong basis for the inductive approach, as the 

results cannot be predicted and the conclusion of this part of the research can give ground to come 
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up with a new hypothesis or approaches for the next part of the research. After testing the 

questions, I used them in the quantitative research survey. Here, the data was collected to confirm 

or reject the hypothesis that were established in advance. Therefore, this part of the research is 

deductive.  In the end, all the results obtained from different parts of this research are collected and 

the conclusion is made. It can be argued that general approach for the whole research was 

inductive, however, it is good to bear in mind that the most important part of it is deductive. 

 4.6. Research methods  

Bryman (2012, p.35) describes research strategy as a “general orientation to the conduct of social 

research”. 

There are two main methods that can be used in acquiring data in order to answer the research 

question. The first method is a quantitative research. This method is used to obtain more reliable 

results that can be generalized on a wider group of people. The results acquired through this 

method are measurable and driven by a researcher’s point of view. Quantitative research is highly 

structured, so the researcher has a possibility to conclude the research with explicit results. Since it 

is conducted anonymously, it can lead to the participants answering more truthfully, than they 

would if they were facing the researcher. However, at the same time, this produces a risk that the 

participants might not always understand the questions in the survey correctly, and because they do 

not have the researcher to clarify what he or she meant, they might answer differently than they 

did if they had understood the right meaning of the question (Bryman, 2012, p.408).  

The second method is a qualitative research. It usually takes a form of an interview. It helps the 

researcher to go in depth with the topic. The results are driven by the participants’ point of view 

and are more descriptive. Since in this research the researcher is forced to look at the topic from 

the participants’ perspective, there can be some good, unexpected outcomes, that the researcher 

himself would have not thought about. The problem with misinterpretation of a question is reduced 

to minimum in this method, as the participant can ask the researcher for clarification. Also, the 

researcher can ask additional questions (in semi-structured interviews), when he or she sees that 

the interviewee has not understood the question correctly. The data obtained through this method is 

richer and deeper, but not as reliable as in the quantitative research (Bryman, 2012, p.408).  
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It is also possible to combine the two above-mentioned methods together into the mixed methods 

research (Bryman, 2012, p.628), resulting in using the most adventegous features of both methods. 

It is important to notice that the mixes of two qualitative (or quantitative) researches are not 

classified as a mixed-methods research (Sandelowski, 2013, p.3). Gorard says that mixed methods 

are a “natural way to conduct high quality relevant research” (Gorard, cited in: Sandelowski, 2013, 

p.6).  

To answer the main research question of this thesis, I applied the mixed methods research. I chose 

this solution in an attempt of instrument development.  Bryman (2012, p.634) depicts this way of 

combining quantitative and qualitative researches as the one that “refers to contexts in which 

qualitative research is employed to develop questionnaire and scale items, for example, so that 

better wording or more comprehensive closed answers can be generated”. In the case of this thesis, 

first the qualitative research in a form of semi-structured interviews is taken, which allows the 

researcher to pose additional questions in order to gain some more thorough insights about the 

subject, and to test the questions that were composed, basing on the data gathered. The results 

from this part of the research can be very helpful in adjusting the questions for the following, 

quantitative research, whose character would make it impossible to detect wrongly worded 

questions or a lack of some important component. Concluding, the results obtained from both of 

the methods will help in obtaining more reliable insights, since the risk of posing a question that 

would not be understood correctly or not posing as important for the research question are 

minimized. Therefore, it can be said that my priority task was to make a good quality quantitative 

research, which was preceded by the qualitative interviews that were conducted in order to 

improve the quality of the former one.  

After conducting the interviews I found some additional help in Keller’s 2013 book, where he 

mentions examples of some questions that can help a researcher investigate the successfulness of 

the brand. As most of the questions were either overlapping with the questions I came up with or 

were very similar to them, I incorporated some of these questions to my survey questions and that 

is how the final version of my survey questionnaire was created. 

Additionally, to fully answer the research question, some necessary information on case 

applications was acquired through a secondary data analysis.  
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4.7. Research techniques 

Research techniques can be divided into two forms: primary data and secondary data. Primary data 

is the kind of data that has been obtained by the researcher specifically for the purpose of the 

research. Secondary data is the data that can be acquired from different sources that has been 

collected by somebody else. It is easier to obtain the secondary data, however, the researcher 

cannot be sure about its quality. The researcher also has to be aware of the fact that the data was 

not collected for the purpose of his or her own research, so it has to be carefully selected to fit 

within the scope of the research (My Market Research Methods, 2011; Institute for Work & 

Health, 2015). 

The thesis consists of both types of the above-mentioned data. In the first stages of the study, the 

secondary data was used to analyze the situation of mobile applications on the market, as well as 

to set the theoretical background to the thesis. It was acquired from different sources, such as 

articles, books, online databases and websites. The primary data was obtained through two 

researches: quantitative and qualitative. The qualitative research was conducted in a form of 3 

semi-structured interviews. The interviews were recorded on a recording device and most of the 

insights from them are mentioned in the Appendix 1.  The choice of the interviewees was made 

through selecting participants, who are both currently living in Denmark and owning a 

smartphone. It is also important, that they were frequent mobile applications users.  

The quantitative research was conducted as an online survey, that was spread via social media, 

such as Facebook, and the links to the surveys were posted on some internet forums as this method 

was seen by the researcher as the fastest and easiest way to reach a lot of different in 

characteristics people in short time. There are respectively 25 questions in the web survey about 

Nike and 26 questions in the Danske Bank survey. They were based on the hypothesis, formulated 

beforehand. 
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 4.8. Research quality 

According to Matthews and Ross (2010, p.11) the two main concepts that the researcher has to 

have in mind for the research to be of good quality are: reliability and validity. Subsequently, in the 

next two sections the concepts will be explained and considered in terms of this thesis.  

 4.8.1. Reliability 

It can be said that the research is reliable when its results “can be replicated by other researchers 

using the same methods” (Matthews and Ross, 2010, p.11). The authors however emphasize the 

fact that in social science the researchers cannot count on the research being perfectly reliable, as 

its main characteristic- dealing with people, makes it practically impossible. Therefore they 

propose that for a social research to be called reliable,  ”it should be possible for any researcher to 

use the same methods on a similar group of people to achieve similar results” (Matthews and Ross, 

2010, p.11).  

Research reliability can be ensured through accurate and explicit data collection and description of 

the steps taken by the researcher while conducting the research. All in all, the researcher has to 

make the research decisions understandable and clear for others wanting to re-do it (Matthews and 

Ross, 2010, p.11).   

In this thesis the reliability has been taken into account by thorough description of all the steps the 

I have taken through the process. All the theories and main concepts that I used as a base for this 

research are explained, to make it clear for the reader, what is the starting point of the thesis. The 

secondary data that is used for this purpose, as well as to write the literature review, is taken from 

reliable sources and can be easily found by numerous references in the text and full listing in the 

bibliography. When it comes to both quantitative and qualitative researches, they have been 

thoroughly described in the Methodology section, along with considerations from the author on 

what each of them should mainly be used for. The pros and cons of using each of the methods are 

also presented, which can help in understanding why the particular decision-making model is 

implemented. Also, the description of the tools that were used to obtain the data is mentioned. It 
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has to be mentioned however, that the sample group that was used in the survey cannot be clasified 

as a perfectly reliable one, because of the bias in the respondents’ age. 

 4.8.2. Validity 

In general, to be able to assess the validity of the paper, the researcher should be able to answer 

positively on the following question: ”Are the data that I am gathering relevant to my research 

question (will they help me to answer my research question or test my hypothesis)?” (Matthews 

and Ross, 2010, p.12). One of the main types of validity is external validity. It raises a question of 

whether or not the research results could be extended beyond the respondents group. The results 

can then be generalized to other people with similar characteristics as the respondents group 

(Bryman, 2012, p.47).  

In both quantitative and qualitative researches, an effort has been put into posing the questions in a 

clear manner, making sure that they are easy to understand and can be interpreted only in the way 

the researcher wanted them to be understood. Additionally, the qualitative research is used as a tool 

for checking how well my efforts in making the questions understandable were received. Therefore 

the risk of wrong wording in questions or forgetting about asking some important questions was 

eliminated to the minimum. For the qualitative research the semi-structured interview was chosen. 

Thanks to the previously written down earlier main plan of the interviews in the form of guiding 

questions, the researcher was able to stay on track, while still giving the respondents some 

freedom, providing a wider, more complete and more interesting span of results. 

When it comes to the external validity, the number of respondents who would have to be a part of 

a survey in order for it to be concidered generalizable to the group of all the Danes who are the 

owners of smartphones amounts to 384.  With the number of respondents accounting to 133 in the 

Danske Bank Survey and 122 in Nike survey, both of them cannot be taken as completely valid. 

Thus I would recommend the followers with more time and resources to preceed with this research 

to increase the number of respondents for each survey to 384 and therefore ensure a complete 

external validity of this part of the research. When it comes to the qualitative interviews, it would 
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be hard to argue their external validity, as they were used only as a trial to the main, quantitative 

research, therefore the small number of interviewees is explainable. 

 4.9. Data Collection 

In order to answer my research question I used two different types of data collection. I chose to 

start with qualitative interviews (for the trial interview questionnaire check Appendix 2), which 

were designed especially to test the questions I came up with for the following it quantitative 

research (Appendix 3). For the qualitative interviews I chose people who are currently living in 

Denmark and own a smartphone. The testing of the questionnaire brought some small changes to 

some of the questions in a form or rephrasing the question and made me re-think the sense of 

asking some of them. I will now shortly present the most important conclusions from the trial 

interviews.  

First of all, looking at the answers that Laura and Kasper gave to the quesiton how they would 

describe Nike having in mind that it created Nike+ Running, I realised that I should not ask people 

who are not the users of the application to connect it with the brand, as they might not even 

understand the idea behind the application. Thus, they could come up with their own vision of how 

such application looks and works like and their answer would not be in any way a reliable source 

of information for my research.  

Some questions such as the ones where I asked the interviewees for the reasons behing 

downloading the applications or purchaising the Nike shoes need some more explanation 

(justification) from the repsondent. Therefore, such quesitons would not be good to ask in the 

survey. 

When it comes to asking people to describe the brands with some words that first come to their 

minds, I realised that this question is too broad and many poeple could answer with words like 

„swoosh” or „tennis”, which do not let me know the feeling that the respondent has of the brand. 

Therefore I decided to ask them about „adjectives” instead of asking the reposndents for „words” 
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to describe the brand. Of course I realise there will probably still be some people who will describe 

the brand with adjectives that will not reflect what they feel about the brand, but I believe there 

will be much fewer misunderstandings. 

I also decided to part my quantitative research into two separate surveys, as the survey could seem 

too long for many respondents and they might not be willing to answer all the questions on both of 

the brands at the same time. Also, some people who would be happy to answer questions about the 

sport brands they use, could not be interested in talking about their bank experience and the other 

way around. I realise, though, that there are some disadvantages of such solution, as people who 

will be answering both of the surveys, will have to answer the first (demographical) questions 

twice. 

After the results from the qualitative research were obtained, I connected these with some 

interesting insights I got from reading the example questions that the author of the Brand 

Resonance Pyramid theory - Keller (2013) came up with in his book. Thus, the questionnaire that I 

eventually decided to use in the quantitaive research is an effect of combining these two sources.  

The quantitative research consisted of two similarily designed surveys. The surveys could not have 

exactly the same questions, because the way in which the two companies that I asked about in the 

surveys work is very different. Therefore, even though sometimes the respondents were asked 

about two different things in the two surveys, the end result boils down to the same conclusion 

when analyzing the surveys. It is also important to mention that to find out if a particular 

hypothesis can be confirmed, I had to ask many different survey questions (which measured 

respondents’ attitudes towards the brand). However, the indicators which I used to analyse the 

users’ attitudes towards the brand are not mutually exclusive, meaning that in many cases I did not 

expect all the attitude indicators when combined with the variable, to come out as significant. In 

some cases it can be seen that the significance or insignificance of some of the indicators 

belonging to one of the Brand Resonance Pyramid, points out on the level of relationship a 

customer or potential customer has with a brand. 
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 Unfortunately, because of a small amount of respondents who were the owners of the Nike+ 

Running application, it was not possible for me to continue with analyzing this survey. 

Nevertheless, I still analyzed the survey (which is only documented in the Appendix 4 because of 

its obvious unreliability) to see if there were any interesting inshigts that I could share with the 

reader, treating it more as a fun fact that has to be confirmed by more reliable research, than a 

reliable source of information. When analyzing the variables in the quantitative researh I decided 

to choose the 85% level of confidence, which can be seen as quite low. The reason for this is that 

even though it is more reliable it ensures more interesting results. Since my research is the first one 

that focuses on the case of indirect advertising in mobile applications in a way I approached it, I 

believe that its primary goal is to present the possible outcomes that such applications can bring to 

the brands, than to present 100% reliable results, as these should be investigated further in the 

follow-up researches. Stating this, I would still, however, like to highlight that I made every effort 

to make the research as relibale as it was in my power, given the resources and time I had. The 

surveys were collected from the 30 August 2015 untill the 28 September 2015. After the collection 

ended, I started analyzing the surveys using SPSS Statistics program. Further, I used the statistical 

analysis and the theoretical background for this paper to answer the hypothesis I came up with, 

through which the research question of this paper was answered. 

 4.10. Sampling 

For the initial part of the research, which is concentrated more on the participants’ personal 

feelings towards the subject, a qualitative approach is taken. Here, as Sandelowski (1995, p.179) 

advises, the sample should not be too small but also does not have to be too sizable. Each 

qualitative research differs from the others, so most of the authors (Sandelowski, 1995; Bryman, 

2012; Saunders, Lewis and Thornhill, 2009) do not give a specific number of interviewees, which 

would make the research adequate. For the purpose of this research, a sample of 3 interviewees is 

chosen, as this research is only used to uncover some inaccuracies in the research questions and 

make the quality of the following, quantitative research, better.  
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The second part of this research, has an aim to make the results generalizable. That is why the 

quantitative research is implemented and the right sample was chosen to make it generalizable to 

all the people in Denmark who have a smartphone in their possession. A special website 

(Resolution Research, n.d.) has been used to calculate how big should the sample size be, using the 

data that Denmark’s population size was  5 668 743 in 2015 (Statistics Denmark, 2016) and that 

75% of them are smartphone owners (Statistics Denmark, 2016) (which gives the number of 4 251 

557 people). With a 95% confidence level and +/- 5 confidence interval, the sample size for the 

survey was calculated to be 384 people.  
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5. Analysis 

In this part of the paper the findings acquired by conducting the quantitative research are 

presented. The quantitative analysis were conducted in a form of two online surveys (Appendix 3). 

The first eight questions were the same for both surveys. Further, the survey focusing on Danske 

Bank and MobilePay asked questions connected to respondents’ attitudes towards banks in 

Denmark and more specifically, about their attitudes towards Danske Bank compared to other 

banks present in Denmark. A special section was also created to ask about respondents' experience 

with MobilePay and their attitudes towards Danske Bank having in mind MobilePay. The survey 

on Nike and Nike+ Running is built in a similar way, where first the respondents were asked about 

their preferences in sport brands, and then directly about how they perceive Nike as one of them. 

The respondents were also asked about their experience with Nike+ Running and (indirectly) how 

this experience influenced their perception of Nike.  

Unfortunately, because of the low rate of respondents in the Nike survey that claimed to be Nike+ 

Running users, amounting to only 21 out of 122 who took part in the survey (Appendix 5), I will 

not be able to come up with the results that could be in any way reliable. Therefore, from now on I 

will only focus on analysing the Danske Bank survey, presenting only the most interesting insights 

from the Nike survey, having in mind that these results do not have any statistical worth and would 

have to be redone to be able to confirm their reliability. However my analysis of the Nike survey is 

attached to the appendices (Appendix 4), in case a reader would like to see them, keeping in mind 

that the results can only represent this survey respondents’ attitudes towards Nike and Nike+ 

Running.  

The first part of the findings section in the Danske Bank survey presents the demographical data of 

the survey’s sample in order to characterize the group of respondents that participated in it. 

Further, a thorough analysis of the main part of the research will be presented in a form of answers 

to each of the seven hypotheses. 

Before I start analysing the results of the survey I would like to point out that there are two open 

questions in it that ask the respondents to describe the Danske Bank brand in 3 adjectives. Since 
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these are open questions, further they were deeply analysed and put into three categories: negative 

attitude towards the brand, neutral attitude towards the brand and positive attitude towards the 

brand. Therefore, a human error has to be taken into cosideration, as sometimes the words that the 

respondents used to describe the brand could be used both as positive and negative or neutral, 

depending on the context that was not provided by the respondent. However, this may not 

necessearily exclude the reliability of the overall results making them useful in my paper. 

 5.1. Analysis of Danske Bank survey’s demographical data  

In an attempt to make the obtained data clear and unequivocal, I only processed the results of 

respondents who fully answered the survey. Thus, even though 176 attempted to do the survey, 

only 133 of them finished it completely. Among these, there were 75.2% female (which equals the 

number of 100) and 24.8% (33) male respondents. The majority of respondents was in their 

twenties (69.6%) and thirties (17.3%), together accounting for more than 87% of all respondents. 

62.9% of the resondents have a finished university degree (most commnly a Bachelors degree with 

47.4%).  Most of the particpants however, are still studying (66.2%) (Appendix 6).  

More than 80% of respondents admited that they use their smartphone more than 2 hours a day 

(Appendix 6) (including 20% who said they use it more than 5 hours a day). It is also worth 

mentioning that more than 50% of all the survey participants admited that they use their 

smartphone/tablet more than any other media such as TV, Radio, Magazines & Newspapers and 

Computers, in their free time (Appendix 6).  

Summing up, looking at the demographical data of this survey, it can be concluded that there are a 

few factors that could contribute to inacurracies in the results. Firstly, the fact that the majority of 

the respondents were women, secondly most of the respondents were in the same age group- 

almost 70% of them accounting for the people in their twenties. These two strong deviations may 

have an impact on the final results of this research and, therefore, have to be taken into 

consideration by a reader. Additionally, it is important to mention that for the research to achieve 

external validity, there would need to be 384 respondents who would complete the survey. In the 
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case of Danske Bank only 133 people finished the survey completely, meaning that the external 

validity of this research is not enough for it to be completely reliable and generalizable. 

The main part of the survey focuses on checking if the hypotheses (see section: 1.3) will be 

confirmed by respondents’ answers. In this part, the respondents were asked questions about their 

MobilePay habits, how well they recognize Danske Bank’s brand, and their attitude towards it. 

  

I decided to include the „I don’t know” answers in my analysis, as in the case of my research it 

makes sense to do so. There are basically two outcomes of brand marketing actions that can be 

seen through respondents’ answers when asked about their attitudes towards the brand: a  positive 

and a negative outcome. Positive outcome means that the respondent has some positive 

associations of the brand in his or her mind. Negative outcome, however, can be observed in two 

cases: firstly, when a person has a negative image of the brand in his or her mind and, therefore, 

has a negative attitude towards the brand, and secondly, when the person does not have any 

opinion about the brand, suggesting that the brand is not deeply embedded in the person’s mind 

and he or she does not have any thoughts or memories that would connect the brand with their 

emotions. 

Before starting deeper analysis of the Danske Bank research, it is very important to mention, that 

only a very well-made mobile application can change the minds of the users for better. Only then 

they will connect the brand’s name with the feeling of happiness that comes from using a reliable 

and intuitive application that helps them in their lives. Therefore it is important to check whether 

or not the users are happy with the Danske Bank application and find it useful in their everyday 

lives.   

Most MobilePay users use the application from a few times a month (48.5%) to a few times a 

week (38.1%). 71.1% of all the users think the applicatin is very easy to use, while none of the 

users thought that it was hard. 99% of the users admitted to be either very happy or satisfied with 

MobilePay with only 1% of the users being indifferent to this question. When asked how useful 

MobilePay is 79.4% chose the most positive answer - „very useful”. Again, none of the users 
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answered this question negatively, so with the meaning that the application is not considered by 

them as not useful. Lastly, 75.3% of the users were very likely to recommend the MobilePay 

application to others and 22.7% said they are likely to do so (Appendix 7). Only 1% (so 1 person) 

answered, that he or she would be very unlikely to recommend this application.  

Looking at the results obatined from the Danske Bank survey, it can be seen that MobilePay users 

are very happy with the application, they think it’s useful and they are content with its functioning. 

They appreciate its ease of use and are very likely to recommend it to others. This shows a very 

positive attitude towards the application, meaning that, if there is a connection between application 

usage and attitude towards the brand that made it, MobilePay should make this attitude positive. It 

can be seen that MobilePay positively positioned itself in the minds of the majority of the users, 

since the answers on these questions were very consistent. It can be therefore concluded, that even 

though the MobilePay application is surely not perfect (e.g. looking at their application store 

ratings), it is for sure standing very strongly among other applications, and the researched group is 

very positive about it. 

 5.2. The analysis leading to hypotheses confirmation  

Before starting the analysis, it is important to repeat that the indicators which I used to analyse the 

users’ attitudes towards the brand are not mutually exclusive (as mentioned in section 4.9). 

H1: The positive attitude of a person towards the brand is positively related to being a user of a 

mobile application with an indirect adveritisng of the brand. 

This hypothesis and its outcome has to be seen as the most important in my thesis, as it can give an 

answer to the main question asked in this paper - is there a relationship between being a user of a 

mobile application with indirect advertising of a brand and having more positive attitude towards 

the advertised brand? I chose to investigate this question deeply by using many indicators of 

people’s attitudes towards the brand from all the levels of the Brand Resonance Pyramid. Thanks 

to using an open question as well, the respondents were given more space to phrase their own 
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opinion about the brand, without suggesting them any attitudes they should or should not have 

towards the brand which makes their answers even more genuine. 

I combined respondents’ answers on whether or not they have the MobilePay application with 

questions regarding their attitudes towards Danske Bank (which I will also call attitudes 

indicators). These indicators consisted of the following questions: 

• How true are these sentences for you?: 

• „I would miss Danske Bank if it was not on the market anymore.” 

• „I consider myslef loyal to Danske Bank.” 

• „I really love Danske Bank.” 

• „Danske Bank is more than a bank for me.” 

• How customer friendly do you think Danske Bank is? 

• How trustworthy do you find Danske Bank among other Danish banks? 

To make sure that the indicators that I have chosen are correct and correlate together, I used the 

bivariate correlation analysis (Appendix 8). The analysis showed that there is a moderate to high 

correlation amongst more than a half (with the result of over .400 for more than 53% of 

correlations) of the indicators, which means that they can be analysed together in order to identify 

users’ attitudes towards Danske Bank. 

Most of the indicators suggest, that there is no significant correlation between having Mobile Pay 

and having a better attitude towards Danske Bank (Appendix 9). The only significant exception is 

the question regarding whether or not the respondents would miss Danske Bank if it was not on 

the market anymore (Figure 7). Here, the MobilePay users answered more positively than the 

others, however the correlation coefficient is quite low (.189), which indicates a rather small 

positive difference on behalf of the MobilePay users.  

Another indicator that can be taken as significant (if we accept the level of confidence to be 85%) 

is the MobilePay users’ more positive response to the question asking if Danske Bank is more than 

just a bank for them (Figure 8). However, the correlation coefficient is even lower than in the 

�51



previous case and amounts to .135 - meaning that, with a significance of .122, it is a very weak and 

the relationship between the variables is barely noticable.  

Taking into consideration the results the Danske Bank survey, it can be concluded that the first 

hypothesis cannot be confirmed, meaning that there can be no significant correlation seen between 
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Figure 7. Correlation between having MobilePay and declaration of attachment to the Danske Bank brand. 
(Source: Author’s own)

Figure 8. Correlation between having MobilePay and thinking of Danske Bank as more than just a 
bank. (Source: Author’s own) 



having a mobile application with indirect advertising and having a more positive attitude towards 

the brand that came up with this application. There could be seen some signs of attachment to the 

brand (by the declaration of the MobilePay users, that they would miss Danske Bank if it was not 

on the market anymore) however they are not strong enough for the hypothesis to be confirmed. 

H2: The positive attitude of a user towards the brand is positively related to the frequency of 

their application usage.  

For the next analysis some new indicators were added to the ones presented in the previous 

analysis, so a new bivariate correlation analysis were launched (Appendix 8) to make sure that all 

the indicators fit together and can point out whether or not the attitudes of frequent MobilePay 

users are more favorable towards Danske Bank than the attitudes of  the other respondents. The 

queries that were added to the set of questions from the previous case are as follows: 

•  To what extent do you agree with these sentences?: 

• „Danske Bank is a bank used by people like me.” 

• „I associate Danske Bank with credibility.” 

• „I associate Danske Bank with security.” 

• „Danske Bank is the best bank in Denmark.”. 

The analysis showed that a majority (60%) of the indicators correlate with each other strongly 

(above .400 in Pearson’s Correlation rate). This shows an even stronger connection between the 

given indicators, compared with the previous ones, and indicates that they can be used together in 

order to describe the attitudes of the users. 

The second hypothesis, and the ones presented further, aim to find out more about factors that may 

or may not have an impact on the application users’ more positive attitudes towards the brand. It 

assumes that the more a person uses the brand’s application the more positive he or she will be 

towards the brand.  
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Asking the users about the frequency of their MobilePay usage and connecting it to their responses 

corresponding their attituteds towards the Danske Bank brand also did not give a clear answer on 

whether there is a direct link between these variables or not.  

The more frequent MobilePay users more often admitted that they associate Danske Bank with 

credibility (Figure 9). Meaning that with correlation coefficient of .337, a moderate relationship 

can be spotted between frequent MobilePay usage and associating Danske Bank with credibility.  

Frequent MobilePay users also answered more often that they associate Danske Bank with security 

(Figure 10). Here the correlation coefficient was a little lower, amounting to .278, which means 

that the realtionship between these two variables is a little weaker than in the previous case but still 

close to moderate.  

Also, a link between being a frequent MobilePay user and thinking more often of Danske Bank as 

of the best bank in Denmark was drawn, with quite weak correlation coefficient of .238. If 

accepting the 85% level of confidence for significance, there is also a weak correlation (.149) 
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Figure 9. Correlation between frequency of MobilePay use and associating Danske Bank with credibility. 
(Source: Author’s own) 



between using MobilePay frequently and thinking of Danske Bank as trustworthy among other 

Danish banks (Appendix 10). Other indicators cannot be seen as significant (Appendix 10). 

Danske Bank’s results, even though not all of them came out as significant, can still confirm this 

hypothesis. As it was already mentioned in the Methodology chapter of the thesis (4.9), the 

different attitude indicators are not mutually exclusive. Therefore, not all of them have to show 

significant results for one to be able to spot a relation between the researched variables. The 

imporatant fact here is that the results that show significancy, confirm the hypothesis. In this case, 

the users using MobilePay more often found the bank more credible, secure, trustworthy and 

agreed more often than the less frequent users that Danske Bank is the best bank in Denmark.  

Looking at the results above, it could be concluded that there is a relationship between frequently 

using the mobile application with indirect advertising and having more positive attitude towards 

the brand’s most important values, as the frequent users showed stronger appreciation for Danske 

Bank being credible, secure and trustworthy, in comparison with the ones who use the application 
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Figure 10. Correlation between the frequency of MobilePay usage and associating Danske Bank with security. 
(Source: Author’s own)



more rarely. This suggests that the frequency of use gives the users an opportunity to aquaint 

themselves with the brand better and appreciate it more than the other users would. Therefore, I 

will accept the hypothesis that „the positive attitude of the user towards the brand is positively 

related to the frequency of their application usage”. 

H3: The positive attitude towards the brand grows when the connection between the brand and 

the application is made in the minds of application's users.  

This next hypothesis is intriguing as it shows how much the users' attitudes towards the brand are 

changing, when they are asked to think about the brand through their experience with the brand’s 

mobile application. 

There is an interesting discrepancy between how MobilePay users respond to the same task: 

• Describe Danske Bank using 3 adjectives that first come to your mind. 

firstly without connecting it to MobilePay, secondly, when asked to have in mind the application 

(Figures 11 & 12).   

In the first case of just asking MobilePay users to describe Danske Bank, the answers were much 

more negative. 53.6% of the respondents gave negative or neutral answers, whereas only 34% 
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Figue 11. Respondents’ description of Danske Bank without MobilePay incentive. (Source: Author’s own)



assessed Danske Bank positively (and 12.4% of respondents gave no answer or their answer was 

not relevant to the research). Looking at the second case, where the respondents were asked to 

describe Danske Bank having in mind that it came up with MobilePay, the situation changed 

completely. Only 12.4% of the respondents shared a negative or had a neutral opinion about 

Danske Bank, which leaves us with 77.3% of positive responds (and 10.3% of respondents whose 

answers were either not relevant or did not write any answer). All in all, 43.3% of respondents 

changed their attitude to more positive after associating the brand of Danske Bank with the 

MobilePay application.  

In the above case, the results take on positive note, as 43.3% of users changed their answer from 

negative or neutral to positive when they were asked to think about Danske Bank having in mind 

their mobile application. It is interesting to see that the overall evaluation of Danske Bank was 

firstly much less positive. This shows that many respondents, when asked about the Danske Bank, 

have some negative associations with the brand that most probably are caused by some external 

factors such as e.g. their own experience with the bank, word-of-mouth or Danske Bank’s 

marketing failures, such as the „New normal demands New Standards” campaign. Interestingly, 

when asked the same question emphasizing that MobilePay was made by Danske Bank, many 

people have changed their attitudes to more positive. 

�57

Figure 12. Respondents description of Danske Bank with  MobilePay incentive. (Source: Author’s own)



H4: People who are both brand customers and users of the brand’s application have a more 

positive attitude towards the brand than the attitudes of the other researched groups.  

Some interesting insights were obtained while checking if the attitudes of the brand customers that 

are simultaniously users of the application launched by the brand (further referred to as: „group 

A”) towards the brand are more positive than the attitudes of the other researched groups. Here, it 

is important to notice that being a customer of a bank differs a lot from e.g. being a customer of a 

sports brand like Nike. While being a customer of a clothing brand does not mean in any way that 

a person cannot own clothes from other brands, it is less probable, that a person starts being a 

customer of many different banks at once, as it simply does not pay off (Forbrug, 2014). Therefore 

my analysis can only apply to companies similar to Danske Bank in the way that choosing its 

service can be seen as a decision having long-lasting consequences as the customer will be using 

the company’s services exclusively or almost exclusively. 

The group A was proven to have more positive attitude towards Danske Bank than the other 

groups taken together, when asked to describe the bank with 3 adjectives that first came to their 

mind (with the correlation coefficient amounting .199) (Figure 13).  

�58

Figure 13. Correlation between being in the Group A and having more positive view on Danske Bank. 
(Source: Author’s own)



However when asked the same question while having in mind the fact that Danske Bank came up 

with MobilePay, the correlation result was not at all significant (Figure 14).  

It could be caused by a few reasons: first of all, not all the groups from the research were asked the 

second question, as only the people who have MobilePay installed on their phones were the 

relevant respondents for the second question. What is more, generally, the responses to the second 

question were much more positive than to the first among both Danske Bank customers and people 

who are not their customers. Therefore, it is quite probable that these two factors could contribute 

to the second correlation’s insignificance. Comparing the answers submited by group A (Figures 

15 & 16), it can be seen that the attitudes of the respondents towards Danske Bank got 

significantly more positive when MobilePay was mentioned to them. 

The percentage of positive answers rose from a little bit over 53% when answering the first 

question to 75% of positive answers on the second question. Interestingly, after adding the 

MobilePay factor, I observed a drop by 25% in neutral answers to the first question was observed 
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Figure 14. Correlation between being in the Group A and having more positive attitude towards 
Danske Bank when having in mind MobilePay. (Source: Author’s own)



while the answers for the second question got more radical, mostly changing into positive answers, 

but it cannot be omitted that the percentage of the negative answers rose as well, from 9.4% to 

12.5%. 

All in all, in the Danske Bank’s case, the bank’s customers who are also MobilePay users were 

more positive when talking about Danske Bank in general. This shows that the group A is the 

group that makes itself prominent compared to the other three groups (also the MobilePay users 

who do not have an account in Danske Bank, however, there were too few answers from this group 

of respondents to be able to come up with any significant conclusions) when it comes to their 

overall opinion about the bank. It shows that this group might have a deeper connection with the 
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Figure 15. Group A’s attitudes towards Danske Bank without the MobilePay factor. (Source: Author’s own)

Figure 16. Group A’s attitudes towards Danske Bank with MobilePay factor. (Source: Author’s own)



brand when there is no additional stimulation involved. The difference between the answers from 

the group of customers and simultaniously users of the application versus the users who are not 

customers must have been quite small when they were asked to have in mind MobilePay, as the 

results of this question came up as insignificant. The insignificancy in this case can mean that 

having MobilePay can increase users’ attitudes towards the bank more visibly than being a client 

of Danske Bank. It can be seen by the fact that when asking all the users (so both the ones with an 

account in Danske Bank and the ones that are not Danske’s customers) to describe the bank while 

having in mind the application, both the customers and non-customers answered very similarily to 

each other, which made the results insignificant. 

H5: The positive attitude towards the brand is positively related to users’ young age. 

In this hypothesis I assume that the younger the person, the more influenced by the application he 

or she is. I assume that for a younger person it is generally easier to change his or her opinion 

especially when digital technology - so something that they have been growing up with- is 

involved. Older people resist it more, as they are more suspicious of the new technology and its 

outcomes.  

When it comes to the correlation between the age of the MobilePay user and his or her attitude 

towards Danske Bank, there were only two indicators that showed a correlation between these two 

variables, and in both cases the results are as expected in the hypothesis. Namely, the younger the 

MobilePay user, the more trustworthy he or she believes Danske Bank is (Figure 17). With the -.

343 correlation coefficient, this correlation can be classified as moderate. Also, the older the 

MobilePay user, the less he or she believes in Danske Bank’s customer friendliness, with the 

correlation coefficient amounting to -.244 (Figure 18). 

All the other indicators used to analyse MobilePay users’ attitudes towards Danske Bank such as: 

• How true are these sentences for you?: 

• „I would miss Danske Bank if it was not on the market anymore.” 

• „I consider myslef loyal to Danske Bank.” 
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• „I really love Danske Bank.” 

• „Danske Bank is more than a bank for me.” 

• To what extent do you agree with these sentences?: 

• „Danske Bank is a bank used by people like me.” 

• „I associate Danske Bank with credibility.” 

• „I associate Danske Bank with security.” 

• „Danske Bank is the best bank in Denmark.”. 
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Figure 17. Correlation between the age of the respondents and how trustworthy they think Danske Bank is. (Source: 

Figure 18. Correlation between the age of the respondents and how customer friendly they think Danske 
Bank is. (Source: Author’s own)



could not be further proceeded, due to correlation insignificance when combined with the users’ 

age (Appendix 13). The same situation took place when asked about what first comes to their 

minds when they are asked to describe Danske Bank (Appendix 13).   

Danske Bank’s survey confirmed the 5th hypothesis but only in two cases. All the other cases were 

insignificant. The younger MobilePay users believed more in Danske Bank’s trustworthiness and 

customer friendliness. This could mean that MobilePay influences the younger people in a way 

that by using the application they start trusting the company more and see it as more friendly, 

because it offers a useful mobile application. These conclusions, however, would have to be 

confirmed by some further research.  

H6: The positive attitude towards the brand is positively related to the application users’ lower 

educational background. 

The next analysis was made in order to investigate whether there is a correlation between the 

educational background of the MobilePay users and their attitudes towards Danske Bank. The 

hypothesis assumed that the lower the educational background, the better attitude towards the 

bank. The reasoning behind this hypothesis was supported by the thought that less educated people 

may not have as vast knowledge as the more educated ones about marketing tools such as this kind 

of mobile application and may, therefore, be more influenced by them, because they simply may 

not realise that applications like this are built to stimulate customers and potential customers’ 

attitudes towards the brand.  

Only one of the indicators was able to confirm this hypothesis, as all the other indicators could not 

be taken into concideration due to low significance levels (Appendix 14). However, even the one 

that can be seen as significant result  (with .075 significance, when accepting the 85% level of 

confidence) shows a very weak correlation between the low degree finished and seeing Danske 

Bank as trustworthy, with the correlation coefficient level of -.182 (Figure 19). 
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There can be found barely any connection when it comes to the difference in educational 

background of the mobile application users and their attitudes towards the brand. There was only 

one case of significance in the research results, however even here, the correlation between having 

a lower educational degree and thinking of the bank as more trustworthy was low. This implies 

that there would have to be more cases with similar results in order to confirm the hypothesis. It is 

therefore safe to say that it is not very probable that lower educational background can influence 

more positive attitude towards the brand. 

H7: The positive attitude of a user towards the brand is positively related to how much a person 

uses their phone. 

By coming up with this hypothesis I wanted to check, if the users of the mobile applications of the 

brand will be more positive towards the brand simply by only being exposed to the application’s 

logo everytime they scroll through their phone. 

Here, only in one case the results were significant enough to be able to come to some conclusions. 

Namely, when asked if they agree with the sentence „Danske Bank is the best bank in Denmark”, 

the users with higher mobile usage answered more positively than the others (Figure 20). 
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Figure 19. Correlation between users’ educational background and how trustworthy they think 
Danske Bank is. (Source: Author’s own)



However, the result cannot be very reliable, as both the significance level and the correlation 

coefficient level are very low with .188  significance level and .135 of the correlation coefficient 

level. All the other combinations came out as insignificant (Appendix 15). 

Even though I did not include Nike survey’s results in the findings, because of the insufficient 

number of respondents being the users of the Nike+ Running application, there is a very 

interesting insight that came from the only significant result of the Nike survey is worth 

mentioning here. This should, however, be treated more like interesting information that would be 

worth conducting a further research on. 

  

There was only only one significant result among 10 insignificant ones (Appendix 16) and, 

surprisingly, with a strong correlation coefficient (-.502) it  showed the opposite relationship 

between the two variables than expected (Figure 21). It means that the respondents that use their 
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Figure 20. Correlation between the frequency of smartphone usage and thinking of Danske Bank as the best 
bank in Denmark. (Source: Author’s own)



phones the most, think of Nike as less exciting brand than the other users do. It is very interesting, 

beacuse it could mean that too much exposure to the brand (especially in the case like Nike+ 

Running, where the application’s logo has a Nike brand’s logo incorporated in it) can mean that the 

users can get bored with the brand and find it less attractive. However, there may be one more 

possible reason. Namely, a very small number of respondents who admitted to have Nike+ 

Running installed on their smartphones could contribute to an error in the results. 

All in all, I would say that there is too little data obtained to be able to confirm or reject the 

hypothesis, however, the Nike case shows a very interesting side to incorporating brand’s logo in 

the application’s icon and is definitelly worth a further investigation. 
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Figure 21. Interesting insight from Nike survey analysis. (Source: Author’s own)



6. Discussion 

In this chapter I will start with discussing the results that I have obtained throughout this paper in 

order to answer my main research question: To what extent are mobile applications with indirect 

advertising helpful in increasing the users’ positive brand response? As this question is quite 

general, I will further continue with refering to the seven hypotheses that go more in depth with 

the research question and come up with some tips for the companies using indirect advertising in 

mobile applications. 

6.1. To what extent are mobile applications with indirect advertising helpful in 

increasing the users’ positive brand response? 

Answering the above stated research question of my paper, I would say that looking at the results 

of my research, the indirect advertising in mobile applications does increase the positive brand 

response. It is hard to say how strong the influence of these applications are, though. On one hand, 

as it was mentioned in the chapter devoted to the Market Research, even Danske Bank itself 

believes in MobilePay’s good influence on the way people look at the Bank’s brand. Also, it could 

be seen in my research that the positive attitude towards Danske Bank increased significantly after 

the MobilePay users connected the application experience with the Danske Bank brand. On the 

other hand, however, when the MobilePay users were just asked about the Danske Bank’s brand 

itself, their answers did not differ from the ones who have not used the application.  

Thus, in my opinion, the most interesting insight from this paper seems to be the combination of 

the results for the first and third hypothesis. Although the first hypothesis was not confirmed, 

meaning that there is not enough correlation between having mobile application with indirect 

advertising and being more positive towards the brand that came up with it, the third hypothesis 

shows, that the application does help in creating a more positive reception for the brand among the 

application users. The results show that, in general, users of an application do not differ a lot from 

people who do not use the application when only asked about their opinion about the brand. 
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However, they do change their opinion for a lot more positive when the application is mentioned 

in the question about the brand. The reasons why the application users were not as positive about 

the brand as they were about it when the application’s name was mentioned can be many, though. 

The most probable one is that the customers need some more time for their positive view on the 

application to overpower the negative views they have on the brand itself, as the process of 

changing the approach to more positive can be time-consuming. Maybe, after making sure that the 

users are happy with the application, Danske Bank could take some actions to make people 

associate the application with Danske Bank more easily. Even though the research shows that 

people do realise that MobilePay is made by Danske Bank, the results indicate that they might still 

see it as a separate thing, which does not influence their overall perception of Danske Bank (what 

also could be seen in the trial interview with Kasper, who admitted, that even though he really 

enjoys using the MobilePay application, it is hard for him to change the view on Danske Bank as 

an old bank, since he has formed it for years (Appendix 1). It could be made by e.g. adding some 

Danske Bank logos within the application. 

Given some more thoughts on the first hypothesis, I believe that it has to be mentioned that a very 

probable reason for the insignificance or low level of relationship between two variables in most of 

the combinations in the survey, might be the fact that all the respondents, even though they differ 

in being a MobilePay users, might have been influenced by many other external factors that impact 

their opinion about the two brands. This can mean anything from TV commercials, their own 

experience with the bank to the word-of-mouth. As Danske Bank is one of the most well known 

banks in Denmark, both positive and negative factors influencing potential customers’ opinions 

can be found everywhere affecting their opinions about the bank. It is therefore impossible to 

completely separate their feelings towards the brand that were influenced by the application from 

other factors that affect their view on the company.  

It is important for the companies to realise that different kinds of mobile applications are targeted 

at different groups of recipients, so e.g. an application that entertains the users by letting them play 

football matches as different famous football players will most likely not be as popular among 

women aged 40+ as it will be among men aged 20-40. As important as it is to keep in mind who 
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the main audience of the mobile application will be, it is also very important for the marketers to 

realise who is the most influenced by the application among its target group. One of the aims of 

this paper was to examine which demographical characteristics could make the attitudes of the 

application users more positive compared to the other groups. The characterisitcs taken into 

consideration were as follows: age group of the users, educational background of the users, overall 

smartphone usage per day and frequency of the application’s usage. Among these four 

characteristics, the frequency of application usage and the age of the users seem to have an impact 

on the attitudes of the application users (as only these two variables got significant results in my 

Danske Bank research). The two other mentioned characteristics do not not seem to matter when 

having in mind users’ attitudes towards the brand. It does not mean, though that they should not be 

investigated in the future, as there can be different reasons for their insignificance to occur in this 

study. When it comes to the educational background, the hypothesis was based on the belief that 

even though both more and less educated people can use the application in the same way, one 

would think that the more educated ones would „see through” the advertising within the 

application. Since there was no significant difference between these two groups, I came up with 

two explanations of why the hypothesis was not confirmed due to insignificance of the results. The 

first one is that mobile applications with indirect advertising are still a novelty to both more and 

less educated people and both of these groups do not realise that the application that they use is yet 

another marketing tool that can help the companies in steering their attitudes towards their brands. 

Another explanation is that both of the groups realise that, but (as the general outcomes of the 

survey are in favour of the mobile application) since they enjoy using the applications (because 

they give them the sense of usability that they looked for) and the applications make a difference 

in their mobile life, they really do appreciate the brand more thanks to the mobile application it 

offers and they are not offended in any way by the fact that the brand tries to change their attitudes 

towards itself through this tool. 

People using the mobile application of the brand more frequently, were more prompt to evaluate 

the brand better. The same dependence can be spotted when considering the age of the users. Here, 

however, there were less factors to base this observation on and because of most of the 

respondents are of similar age, one has to consider a bias in the results (since most of the 
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respondents were of similar age, the age difference within the researched group is too small to 

come up with further going conclusions). Therefore, until a new research is conducted in which the 

respondents will differ more when it comes to their age, I would suggest to focus on the other 

characteristic which results are more reliable - the frequency of application usage.  

It could be a big help for the companies, if they could show through their mobile application what 

is the most significant about their brand and make their (potential) customers feel what the brand 

wants them to feel about itself. Of course, the companies have to take under consideration that 

their main tool in the process of shaping customers’ attitudes towards the brand is the application 

itself. It means that the design and the usability of the application has a lot to do with how the 

users who often use the application see the brand that created the application. Since MobilePay is 

(as shown in the analysis) seen as an easy to use, useful application that they would definitely 

recommend to other people and that they are generally happy with, they connect these positive 

feelings of customer friendliness and satisfaction with the Danske Bank’s brand even more, 

because they are exposed to its influence more than the people who use the application more 

rarely. In the MobilePay’s case, since the majority of the users are very content with how the 

application works, it can be assumed that it is a high standard application. Therefore, if another 

company wants to be as succesfull as Danske Bank with its application and to try to create a 

deeper bond with its frequent users, the standard of its mobile application would also have to be as 

high as the MobilePay application's standard is.  

Having in mind, that the more the user uses the application, the more positive he or she is about 

the brand, the companies should consider how to make people who use their application, rarely, 

use them on a more regular basis. This could be done through e.g. offering special bonuses to the 

frequent users or reminding people about the application in the situations when the user could be 

using it (e.g. like in MobilePay situation - by putting a MobilePay sticker in the shops where the 

application can be used to pay with) or adding useful everyday features. Another important 

question for the companies to answer is how they will motivate the frequent users to keep using 

the application as often as they do. Here, an important factor will be to make the application so 

useful or entertaining that it will stand out from the other similar applications and would 
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subsequently add value to the activity in a prominent way. This way the users will get used to 

using it on a regular basis and since the application would offer an additional value to them, they 

may remember about it everytime they perform respective activity - so it could soon become their 

habit.     

Even though the results of the user age characterisitic cannot be seen as completely reliable 

(because there can be some kind of ambiguity in the results for this quesiton which comes from the 

fact, that most of the respondents for this surey were of similar age group, with the age range 

between 20-39 years old) it can still be concluded that the marketers should take extra good care of 

the younger users, as this group is the most prone to have a more positive opinion about the brand. 

Thus, it could be easier for the brand to take the relationship with young users into the higher 

level. In this situation, I will neither accept nor reject the 5th hypothesis (The positive attitude 

towards the brand is positively related to users’ young age.), but leave it for some further research. 

Through my research I also obtained some additional knowledge on what kind of applications are 

liked the most by the users, which in the long run can help the companies create a better and more 

effective application that will help them in strenghtening brand awareness. In my research, 

MobilePay was very positively evaluated by the users. My results are also confirmed by the Play 

Store and App Store ratings, which both account to over 4 out of 5 stars (as it was mentioned in the 

Market Overview chapter). The application is made to be as simple in use as possible and, 

therefore, as useful as the developers can make it. Both of these traits were highly appreciated by 

the users who participated in my survey. Combining these results with the literature that I have 

presented (in the Literture Review chapter) on this topic, it can be confirmed that the usefulness of 

a mobile application is definitely one of the characterisitcs that a successfull application can be 

described with.   

It is important to notice that the analysed application was very positively recognized among the 

respondents. Only with such high-quality and useful application, a company can make the 

customers’ attitudes towards its brand more positive. Otherwise, if e.g. the attitude of the users 
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towards an application was neutral, they would most likely not have stated such positive feelings 

towards the brand when the application factor would be triggered in the survey.  

Taking all the factors into consideration, it can be said that the most of the hypotheses can be 

accepted, but not without reservations. First of all, it is simply because for both of the surveys the 

amount of respondents is not as numorous as it needs to be in order to be generalizable. I did not 

manage to obtain 384 respondents for each of my surveys, which is the number required to have a 

95% confidence level that the results of the surveys can be generalized to the whole Danish 

population. Therefore, I would treat my paper more as a paper that investigates the important 

issues in this area and suggests the ones worth further investigation. With 133 respondents for the 

Danske Bank survey (within which 97 claimed to have MobilePay) the results can show the trends 

of the correlations but they might not be completely reliable and therefore it would be good to 

confirm them with a bigger sample size. Also the sample’s variety when it comes to the similar age 

of the respondents and the vast predominance of female respondents in Danske Bank survey can 

influence the results of the surveys. The similarities in age of the respondents could be affected by 

the short time frames within which the surveys could have been conducted and the means of 

obtaining new respondents mostly limited to facebook groups and specialised forums. These 

sources were seen as the most efficient ones when it comes to acquiring answers from various 

groups of people, however are also probably used more by the younger age groups. Nonetheless, 

as I have pointed out earlier, when it comes to the age of respondents varying mostly between 20 

and 39 years old, this group (and the group of people younger than 20 years old) is the one to 

dominate in the smartphone usage statistics in the literature review. Therefore, learning more about 

the mobile behaviour of this group could be more benefitial than in the case where all the groups 

would be involved equally. I believe that the predominance of these groups of respondents could 

mirror the real division of mobile application users when it comes to the age groups. The sample 

size and variety could be an issue for improvement if given more time and resources.  

The results of the correlation between users’ overall smartphone usage and their attitudes towards 

the brand are very interesting especially when it comes to the Nike+ Running application result 

and therefore, even though I realise that its results are not reliable, I will discuss this case, as it 
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should be investigated further by the companies and they should have it in mind when coming up 

with their mobile marketing strategies. Namely, the Nike survey showed that the most frequent 

users, so the ones that are the most exposed to the Nike+ Running logo, felt much less excited 

about the brand than the other users. If these results are confirmed with some similar reseach data, 

it could be very significant for the marketing specialists of a company. It should also be researched 

further, if this lack of excitement about the brand is for sure connected to Nike+ Running having a 

Nike logo on its application icon, as this could mean that it is not a good idea for the company to 

put the brand’s logo on the application’s icon, as it can effect in the more frequent smartphone 

users becoming bored with the company and not finding it fresh and exciting anymore. Therefore, 

maybe a better solution for a mobile application’s icon would resemble the idea that Danske Bank 

presents with its MobilePay logo. Here, the bank does not put its logo directly on the application’s 

icon. The newest version of the MobilePay’s logo (as of 23 February 2016) does not include any 

inscription, leaving only the bank’s colours and style of graphics. The earlier versions also 

included the „MobilePay” inscription written in the Danske Bank’s font. This more subtle way of 

showing the connection between the brand and the application could be therefore a better solution 

for the companies, as even though the user can sense the brand and subconsciously knows the 

brand to which the application leads, he or she does not grow tired of the company’s logo as they 

do not see it many times a day whenever they scroll through their phone.  
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7. Conclusions and suggestions for further research 

The aim of this paper was to provide a reader with important insights for the brands that consider 

or already have their own mobile application designed with the use of indirect advertising 

technique. Although, because of the insufficient amount of application user answers, I could not 

use the Nike survey as a source of information for my paper, the Danske Bank survey gave some 

interesting insights. These, answer the most important questions that should be asked concerning 

the effectiveness of the application when it comes to making the users’s attitudes more positive 

towards the brand as well as some additional infromation on what kind of users are most prone to 

changing their attitudes by using the application.  

It is hard to say wether or not the results obtained from Danske Bank’s survey can be generalized 

on all sorts of mobile applications with indirect advertising made by different kinds of brands, 

since without the comaprison to the results from the Nike survey, it could be too far going. One 

has to remember that the relationship between the bank and its customer is often exclusive (or 

almost exclusive), whereas for brands like Nike the exclusiveness is almost impossible to 

maintain. This can mean that some of the results from my research may only fit the company with 

a similar customer relationship to a bank.  

To sum up the results of my paper, I will commence by pointing out that throughout the research it 

became clear to me that the mobile applications with indirect advertising of a brand do make a 

difference for the brand by helping them converting the users’ attitudes towards the brand for more 

positive. This process has to be helped, though, because many of the users, even though they know 

that the application was made by the brand, do not connect it to the brand when they are asked to 

just think about the brand and do not have the incentive in the form of application’s name. They do 

not think of the application as a part of the brand, they still destinguish the application as a 

separate thing that does not have much to do with the brand’s image. However, it might be just a 

question of giving the users some more time to get used to incorporating this new image of the 

brand into what they used to think about the brand. It could be observed that the users who use the 
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application more often have more positive attitudes towards the brand than the users who use it 

more rarely. This could be seen as an evidence that the more (the longer) people use the 

application, the more their mindset about the whole brand is changing for the better. It was also 

proved that the people who are the most in contact with the brand, by being the brand customer 

and using the brand’s application, are the ones who are the most positive about the brand. These 

insights show that it is very possible that the results of the first hypothesis („The positive attitude 

of a person towards the brand is positively related to being a user of a mobile application with an 

indirect adveritisng of the brand.”, rejected in the Danske Bank research) could change after a 

certain amount of time. Therefore it is advised for the companies to investigate this case further on 

the applications that have been on the market for longer time than MobilePay and check their 

impact on the users. It would also be interesting to check if the applications of the companies that 

are in general perceived more positively (like e.g. Nike) would help the brand more or less in 

creating a positive image of itself. On one hand it could be easier to convince the already-liking-

the-brand customers that the brand is even better than they have thought, than when the customers 

have a more negative view on the company, since a negative attitude can be much harder to 

improve. On the contrary, it might be harder to see the impact that the application has on the 

people who were already positive about the brand before they started using the application. 

There are two other hypotheses that did not give out a clear result, meaning that it would be 

benefitial for the companies who consider launching a similar application to investigate these cases 

further. Namely, users’ young age could be one of the characterisitcs that makes the users extra 

positive about the brand, but since there was a bias in respondents’ age in the Danske Bank survey, 

the insights cannot be treated as dependable. Some of the obtained results also show that there 

might be a correlation between the more frequent phone usage and being more positive towards 

the brand that made the application. This should be also a subject of further investigation, because 

of the results obtained from the Nike survey (included here just because of the interesting twist it 

gave to the MobilePay results, having in mind that the Nike survey cannot count as a reliable 

source of information), which show the contrary results. If both of these results are confirmed, it 

could mean that the decision on the application’s icon design is crucial for the application’s 

influence on the frequent phone users.  
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The lower educational background does not seem to impact the users’ views on the brand. 

Therefore this hypothesis was rejected and does not seem like a feature worth further investigation. 

Through my resaerch results, it can be seen that it is a great idea for companies to use indirect 

advertising in mobile applications, as it definitely makes the users’ attitudes towards the brand 

grow. It seems like the application works as a tool that fills in the gaps in the customers’ brand 

resonance. Meaning that even though people already know the brands like Danske Bank, the 

application makes this brand recognition stronger and more positive. It can be mostly observed on 

the higher levels of the Brand Resonance Pyramid, where the customers form their own opinions 

about the brand and build their relationship with it. On these levels, adding an extra incentive that 

shows them that the brand cares for them and wants to offer its help in the mobile reality, can be 

very helpful. It also shows that the brand is constantly present in the user’s life and wants to make 

an impact on it. It is not anymore just a brand that a person sees in a shop or on a poster on their 

way home from work. It is not just a random brand that craves his or her attention in the 

commercial break. It is the brand that he or she chose to interact with (by choosing it from the 

many other similar ones in the application store). This brand shows the user that it does not only 

want the person to be there for the user when he or she is planning their new purchaises, but it also 

wants to be present in the person’s everyday life and build a relationship with him or her. This kind 

of relationship, even though it requires much more work from the company, is also much stronger 

and longer-lasting. It often means that customers will choose the brand over the other ones, even if 

the other brands offer a better or cheaper solution. The situation gets even better for the brand if 

the user is simultaniously a customer of the brand (this however could only be proved to apply to 

the companies  similar to Danske Bank, so the ones that the customers choose more exclusively), 

as these two factors combined together create the group that sees the brand the most positively. 

Interestingly, when the same group was asked about their feelings about Danske Bank in 

connection to MobilePay, their positive attitudes grew in by 22%, which, even though it seems like 

a lot, was still much smaller growth than the one observed in the whole sample (where the growth 

percentage of the positive answers amounted to more than 43%). That can mean that as MobilePay 

is still a positive factor for the Danske Bank’s customers who are also the users of the brand’s 

mobile application, it is an even more powerful tool in changing  the minds of the people who use 
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MobilePay but are not Danske Bank’s customers. This insight shows, that the application could be 

seen as a great chance for companies similar to Danske Bank to change the non-customers’ minds 

about their brand and maybe even in the future acquire some new clients from this group. 

Figure 22 presents the most important insights from my research complied with the hypotheses 

that made ground for these conclusions. 
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Figure 22. Crucial insights from the research. (Source: Author’s own)



A good way of adding value to my research would be to carry out a focus group on the respondents 

of each of the survey respondents group. In this way I could get some more in-depth information 

on why they chose the answer they did, especially when it comes to the open questions in the 

surveys - here, even though I tried to be as neutral as I could, there are probably some words that I 

took as positive and they were meant in a neutral or negative way. With a focus group I could ask 

directly in which category the words that they mentioned should be put. Besides this very 

important factor, it would also be benefitial to get to know some more information on people’s 

attitudes towards the Danske Bank brand, which were the cause for a person answering the way he 

or she did. 

Besides the suggestions which spring from the flows of my research, I also came up with some 

additional ideas, that would shed a new light to the insights obtained by me in this paper. Thus, it 

would be benefitial, if the research conducted in the future, along with the questions similar to the 

ones I used, would additionally focus on the following issues.  

It would be interesting to see if an application with indirect advertising that is seen as bad among 

its users, works in an opposite way to the ones that are positively received by the users. Namely, if 

it makes the users’ attitudes towards the brand negative or less positive. This is an important issue 

for companies, since nobody can ever be sure what the reception of a new marketing solution will 

be (as there can always be some unexpected factors, that the marketing team did not think about 

before the launch). If the „bad” applications would negatively impact the users’ attitude towards 

the brand, the companies that cannot make an application that would live up to the high standards 

should probably reconsider this marketing tool for their brand.  

Having enough resources and time, it would be also very interesting to conduct some additional 

research on Danske Bank alone. Some good insights on what is the real power of MobilePay could 

be obtained by inviting some expats who just came to Denmark and got their bank account in 

Danske Bank or a different Danish bank (meaning they have already been in contact with different 

Danish banks and their offers). Since these people have been in Denmark for a short period of 

�78



time, they constitue clear pages to the Danish bank sector, which means that their first experience 

with the Danish banks will mostly be just about the the way the bank works and not all the 

additional marketing campaigns it launches. After they have done the survey for the first time, I 

would introduce half of the group to MobilePay. After an agreed period of time (probably 

estimating between half a year and a year) I would ask all the expats who took part in the first 

survey to answer the questions again. This way, I would be able to see if using MobilePay has an 

even stronger impact on the users who are much harder to be reached by both positive and 

negative opinions about the brand (since they do not speak Danish, they will most likely not watch 

Danish television or read the comments on Danske Bank’s facebook profile, they usually also 

spend more time with other expats, so they are not influenced as much by the prejudices against 

Danske Bank which have been among the Danish society for a long time). The idea for this 

additional research came to me when looking at the results of my own Danske Bank research, 

where some of the respondents from whose answers I could tell they were new to Denmark, had a 

much more positive view on Danske Bank than the other people.  

Concluding, it can be seen that market of the mobile applications with indirect adverting definitely 

in the phase of development. As this market will grow, every reputable brand will want to provide 

its potential customers with useful applications that can be used on a daily basis. Therefore, it 

could be argued that the brands will look for the applications which would deviate more and more 

from their core business. This would be a very interesing topic to investigate in the future research.   
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Appendices 

Appendix 1 - Insights from the trial interviews 

The insights from the 3 trial interviews conducted in order to check the survey questions that I 

prepared for the quantitative survey will be presented below. I will also shortly present each of the 

interviewees’ demographical data.  

Tomasz (interview took place on the 24th July 2015) - a 29-year-old lawyer who comes from 

Poland. Used to study law on KU. 

NIKE SURVEY: 

Tomasz uses his phone many times a day. He mentiones mobile phone and tablet as the media he 

uses the most. When asked to mention brands of running shoes, Nike is the first brand he 

mentions. He believes Nike was the first company to come up with the application that measures 

runing performance of the user. When seeing the Nike+ Running icon he recognizes it is Nike’s 

running application, however he is not sure about its name. He comes up with  two names for it: 

„Nike Running „ and „Nike Running Plus”. Nike as a brand makes him think of the while swoosh 

and reliability, he also describes it as „comfortble”.  

He is a user of Nike+ Running. He downloaded it because it was the first application he has heard 

of with respect to running. He knows there is a huge number of these kinds of applciations on the 

market now (probably the most popular being Endomondo) but he stayed with the Nike+ Running 

one, because he likes it and never had any problems with it. That is aslo the reason why he has 

never tried any of the other running applications available on the market. He thinks Nike+ 

Running is very useful. He says it is exactly what he needs it for. He also mentions that it is 

reliable and you do not need GPS and mobile coverage for it to work (then it calculates the 

distance based on your steps).  He defines it as a pioneer app and believes it has all that he needs 

for running. He does not run as much anymore, but he used to use it once or twice a week. He does 

not like sharing his results with anybody, so he does not use the options Nike provides for this. He 
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does not use the Nike+ website to check his running performance, because he says the information 

that he can get looking in the application is enough for him. He has recommended the application 

to a couple of friends, mostly because the firends like running as well and he was not sure if 

Endomondo has all the features that Nike+ Running provides.  

Tomasz owns a pair of Nike shows. It is very possible that he will get another pair of Nike shoes in 

the future (9 on the scale from 0-10) because  they are very reliable and comfortable. Also because 

when he runs on concrete he wants shoes that have some special treatment for his ankles and 

knees. These shoes were recommended to him by a seller in a sports shop and he is really satisfied 

with the Nike shoes comparing them with his old ones from a different brand.  

He does not see a strong correlation between him buying Nike shoes and using the brand’s 

application. He sees however, that the application automatically makes him have good feelings of 

the brand with the respect to other products. He notes though, that if he was not satisfied with the 

Nike shoes that he has now he would not get a new pair just because of the application. The 

product needs to defend itself but the app still helps in the way that it adds to the good feeling 

about the brand.  

Having in mind Nike+ Running he describes Nike in words such as: good quality, thinking ahead, 

He appreciates the fact that Nike does not only sell its products but gives its customers a free, 

reliable application that is comfortable to use. He thinks that the application connects him more to 

the brand. 

Laura (interview took place on the 28th July 2015) - a 24-year-old Danish student of Political 

Science on KU. Currently living in Copenhagen.  

NIKE SURVEY: 

Laura uses her mobile phone several hours a day. She also mentions mobile phone and tablet as the 

media she sues the most often. When asked to mention the running shoes brand, she mentions 

Nike on the first position. She guesses that  Nike was the first brand to come up with running 
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applcation. She sees Nike as a brand who cares for its customers (in a way that it can customize its 

products for its customers, however she thinks Nike does it for its own sake), she also used 

„sporty” to describe the brand. 

Laura does not have the Nike+ Running application. She used to have it on her phone (it was 

already on it when she bought her iPhone), but she deleted it, since she did not run at that time. 

She owns a pair of Nike shoes. She bought it because she knew Nike is a big brand and therefore 

she thought she could trust that the shoes will be of good quality. Also, she heard that the shoes 

made by Nike are comfortable. On the scale from 0 to 10 she chose 7 as an indicator of how likely 

it is that she would buy a pair of Nike shoes again in the future. She says the brand is good, but in 

general brands do not matter so much to her, so she would not call Nike her favourite. 

Knowing what Nike+ Running is, she describes Nike as innovative, careing for its customers, it 

also comes up with new things that are benefitial both for the brand and the customers. 

DANSKE BANK SURVEY: 

Asked to mention the names of Danish banks, Laura mentions Danske Bank on the second 

position, after Nordea (but before the bank she is a customer of). Asked what she would use if she 

was to fast transfer money to her friends via mobile phone, she answers she would use MobilePay. 

She recognizes MobilePay icon without any problems and knows it is made by Danske Bank.  

When asked to describe Danske Bank, she uses words like: old fashioned although it wants to be 

new. She beleives her view on Danske is influenced by the fact that she has known the bank for a 

long time and throughout this time it appeared to her as one that wants to be posh and for the 

richer people. 

She downloaded MobilePay because it is „smart and easy” from somebody’s recommendation. She 

thinks it is a very useful applciation. She uses it a few times a month, mostly when she needs to 
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pay one of her freinds or family back. She stresses that it is a really good invention, since before it 

was „annoying”  for her, that she had to use her key card and go on bank’s website to transfer the 

money to her friends. She only used the application once to pay in a shop, but she thinks it was 

„cool” and finds the shop up to date with the new inventions. She thinks it is annoying when 

people do not have mobile pay, because it  forces her to transfer money through normal bank 

transfer on the bank’s website. therefore she usually asks the person to download the application. 

She has recommended the application to her close family. 

Laura is not a customer of Danske Bank. She alwyas thought of the banks as kind of posh and she 

also remembers the commercial that ruined their image a few years ago but MobilePay showed a 

different side of Danske Bank for her. Now it seems younger,  more innovative and cusotmer 

friendly to her. She cannot say if she would change the bank for Danske Bank, but she knows that 

it is more likely that she would do it now, that she is using MobilePay. Thanks to MobilePay she 

sees Danske Bank in a better light than she used to. 

She asys that Danske Bank is more innovative and customer friendly. She can see that they are 

trying to give the brand a better image and she thinks they are succeeding, since MobilePay is one 

of the most popular applications in Denmark. Even her 75-year old grandma can use MobilePay! 

Kasper (interview took place on the 17th July 2015) - a 21-year-old Dane, who recently moved 

from Bornholm to Copenhagen. He just started studying Chemistry on DTU. 

NIKE SURVEY: 

Kasper uses his phone many times a day. The media that he uses the most is his mobile phone and 

tablet. When he is asked to mention running shoes brands, Nike is mentioned on a third position. 

He is not sure which compnay first came up with an applciation for runners, so he guesses it is 

either Adidas or Nike. The first words that come to his mind when he thinks about Nike are: shoes, 

sport, tennis. He does not have a pair of Nike shoes, but it is very likely that he will get one in the 

future (9 or 10 on the scale from 0-10). When asked about what words come to his mind when he 
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is thinking of Nike as a brand who came up with a running application, his response is 

„innovative”.  

DANSKE BANK SURVEY: 

Kasper mentions Danske Bank  on te first position when asked to come up with the names of 

Danish banks. If he was to fast transfer money to his friends through his mobile phone he would 

use Mobile Pay. He knows it is made by Danske Bank, he also recognizes the MobilePay’s icon 

without any problems. When aske to describe Danske Bank he uses the words „big bank”. 

He has MobilePay. He downloaded it because „it makes everything easy”. Further he explains, that 

it makes it much easier when he buys something with his friends and wants to split the cost when 

he does not have cash on him. He thinks the application is very useful. He uses it a few times a 

month and thinks it is a very good invention. He never used it in any shop, he does not think it is 

that common around the shops on Bornholm. He however believes it is a great idea and would be 

happy to see this option in all the shops, especially the small ones.  

Kasper is not a customer of Danske Bank. On the scale from 0-10 it is a 7 that he would become a 

Danske Bank customer in the future. He does not have anything against them but he is happy with 

the banks he is a cusotmer of now.  

Aske to descrive Danske Bank having in mind that it came up with MobilePay, he still refers to 

Danske as an „old company”. He explains that the application does not influence his view on the 

bank, since even though he knows Danske Bank made Mobile Pay he still cannot connect the 

application to the bank: „for some reason i just can’t get it that they actually made this app it just 

doesn’t seem like a thing they could do”.  

�91



Appendix 2 - The trial interviews questionnaire 

1. How often do you use your mobile? 

2. Put the media in the order of how often you use each of them: TV, radio, magazines & 

newspapers, computer, mobile phone & tablet. 

NIKE: 

3. Write down 5 brands of running shoes that come to your mind? 

4. Name a company that first came up with an app that counts your running performance? 

5. (Show the icon of the N+R app and ask): 

–what is the name of the app? 

–which company made this app? 

6. What first comes to your mind when I ask you to describe Nike? 

7. Do you have Nike + Running? 

8. Do you have a pair of Nike shoes? 

9. On a scale from 0-10 how likely is it that in the future you will buy a pair of Nike shoes? Why? 

Why not? 

10. What adjectives would you use to describe Nike, when you think about the app they’ve 

launched? 

MOBILE PAY: 

11. Write down 5 names of Danish banks. 

12. If you were to fast transfer money to your friend (through mobile phone), how would you do 

it? What bank is this app made by? 

13. Show the icons of the MobilePay app and ask: 

–what is it called (the app) 

–which company made this app? 

14. What first comes to your mind when I ask you to describe Danske Bank? 

15. Do you have MobilePay? 

16. Why did you download MobilePay?  
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17. How useful would you say MobilePay is?  

18. How often do you use it to transfer money? 

19. Describe the situations when you used it?  

20. How good of an invention do you think MobilePay is? 

21. How often do you use the app? 

22. Did the possibility to use MP affect your view on the shop? 

23.  Have you encountered a situation where a person or a place didn’t have mobile pay and it 

made your purchase not possible/ harder? Did it affect your view on the shop and if so, how?(Did 

it make the person feel like they are behind with technology/not innovative/not customer friendly?) 

24. Are you a customer of Danske Bank? 

25. On a scale from 0-10 how likely is it that in the future you will become a customer of Danske 

Bank? Why? Why not? 

26. What adjectives would you use to describe Danske Bank, when you think about the app 

they’ve launched? 
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Appendix 3 - The final version of the questionnaires for the quantitative part of 
the research 

Survey for Danske Bank: 
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Survey for Nike: 
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Appendix 4 - The findings from the Nike survey 

In this survey, after deleting the answers that were only partially completed (and therefore, without 

all the necessary information submited, it would be impossible to come up with some reliable 

conclusions) I obtained 122 fully-answered survey submitions.  Among these, there was 66,4% 

women and 33,6% men. Most of the participants (83,6%) were between 20-39 years old. A vast 

majority, amounting for 68% of all participants, finished a university degree (including 40,2% 

respondents who finished their Bachelors degree). The most survey participants claimed to be 

students (52,2%), however there is also a big group (40,2%) of employed people answering the 

survey.  

Over 72% of all the respondents claim to be using their smartphone for more than 2 hours a day, 

with the most common answer (22,1%) among all the respondents being 4-5 hours a day. When 

asked about the media the respondents use the most in their free time, there were two media that 

got equally as high percentage of responses - „computer" and „smartphone & tablet” both 

accounted for 43,4% of answers.  
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It is important to mention, that among 122 respondents there were only 21 who answered 

positively on the question asking if they are a Nike+ Running users. That means that they constitue 

only a little more than 17% of all the respondents, which is a very small number to base the results 

on. Therefore from this moment on I decided not to continue with the analysis of the Nike survey, 

as the results obtained from it, because of the very low rate of the respondents who calimed to be 

Nike+ Running users, cannot be trusted and therefore cannot be generalized. 

Similarily to the Danske Bank analysis, before analysing the impact that the application has on 

people’s attitudes on the brand, the application itself has to be analysed, to see the attitudes of the 

users towards it.   

66,7% of all the users use the app a few times a month (this answer being the most popular with 

47,6% of all the answers), a few times a week or even everyday, while the remaining 33,3% 

admitted to only use it a few times a year  or even less than once a year.  When asked about how 

easy it is to use Nike+ Running, 71,4% of the respondents agreed on it being an easy or even a 

very easy application to use. 14,3% found it hard to answer this question, choosing the „I don’t 

know” answer, whereas 4,8% admitted to it not being neither easy nor hard to use. The remaining 

9,5% found it hard to use the application. Further, the respondents were asked about their opinion 

on how useful Nike+ Running is. Here, the majority of the answers was positive, with 66,7% of 

people admitting that the app is either useful or very useful. There were no negative answers, 

however 19% of the respondents thought the application was moderately useful and 14,3% did not 

know how to answer this question. Asked how happy they were with Nike+ Running, the majority 

of the respondents (66,7%) chose the positive answers (satisfied, very happy). The percentage of 

people who admitted to be indifferent towards the app acounted to 14,3%, while one person 

(accounting for 4,8% of all the respondents) was not happy with the application. 14,3% did not 

know how to answer this question. Lastly the users were asked how likely would they be to 

recommend the app to others. 71,5% of the users admitted that they would be very likely or likely 

to recommend it to another person. 4,8% found it very unlikely that (s)he would recommend it to 

anybody, while 14,3% were not sure if they would or would not recommend the application. 
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As Nike products differ a lot from Danske Bank’s offer it would not make sense for the questions 

of both of the surveys to be identical. Customers of these two brands are very different and have 

very different expectations towards these two companies, which is why when asking about Danske 

Bank, many questions were focused on users' opinions about how credible and trustworthy the 

bank is. In the Nike case, where the marketing team has built its image around the „Just do it!” 

slogan the situation is very different. Here, what counts the most for the Nike marketers is for the 

brand to be seen as fun and exciting, just like the main area the brand is present within - sports.  

The differences between these two brands do not end on their brand image. Another important 

difference that can be noticed between these two brands is the fact that it is much easier to become 

a Nike customer than a Danske Bank one. There are no formalities to becoming a Nike customer, 

the only thing needed is the money to pay for the product. Also, most people choose to keep their 

money in one or two different banks and they usually do not switch to another bank often, whereas 

when buying clothes or shoes it is very common to switch between the brands, which comes 

without any formalities or problems of any kind.  

I started analysing the survey by checking whether or not having Nike+ Running influences the 

users’ attitudes towards Nike as a brand. To check if there is a relationship between these 

indicators, as in the Danske Bank’s case, I needed to ask the respondents a few questions that 

together would suggest people’s true attitude towards Nike. In order to do so, I chose the following 

questions that put together create a good picture of people’s attitudes towards the popular sports 

brand: 

• How likely would you be to recommend Nike products to others? 

• How good a value do you think you get for the money you spend on Nike products? 

• How true are these sentences for you:  

• I really love Nike. 

• I would miss Nike if it was not on the market anymore 

• Nike is more than just a product for me. 

• To what extend do you agree with the following sentences: 

• Nike’s products are the best in their category. 

• When I hear the word "Nike", it gives me a feeling of excitement. 
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• When I hear the word "Nike", it gives me a feeling of fun. 

• This is the one brand I would prefer to use for doing sports. 

• I keep myslef updated about new Nike products. 

• Nike is a brand used by people like me. 

To make sure that these questions can be combined together I conducted a bivariate analysis, 

which showed a rather moderate to strong strength of relationship ( with only 18% of the results 

between 0.3 to 0.1, while the other 82% being over 0.3 and some of them accounting even to .822) 

between all the variables, meaning that the questions correlate and can be used  together as an 

indicator of people’s attitudes towards Nike’s brand. 

After determining that the indicators chosen correlate together, I started combining them with „Do 

you have Nike+ Running?” question. In most of the cases, the results are significant, meaning, that 

a relationship between having Nike+ Running and attitude towards Nike as a brand exists. Only in 

two cases, asking if people feel „excitement” or „fun” when they hear the word „Nike”, the results 

were not significant. While all the other combinations brought a significant result, most of the 

relationship strength for them accounts between .1 and .3, which means that the realtionship is 

weak. Only in one case, when asked if Nike is a brand they would prefer to use for doing sports, 

the strength of the realtionship was moderate, with .324, meaning  that Nike+ Running users were 

more eager than the other respondents to use Nike when doing sports. All in al it can be seen that 

there is a correlation between having Nike+ Running and having a more positive attitude towards 

Nike, however this correlation is not very strong. 

To check if frequency of usage influence Nike+ Running users’ attiutdes towards Nike, I combined  

a question asking the users how often they use Nike+ Running with the 11 attitude indicators I 

used in the case above. Here, most of the results were insignificant, with only two exceptions.  

In the first of the exceptions, a high strength of the relationship (-.583) between the two variables 

can be seen, however it goes in the opposite direction than expected. When asked if they would 

miss Nike if it was no longer available on the market, the more frequent Nike+ Running users 

responded much more negatively, than the other users, which would indicate, that the frequency of 

usage influences the brand resonance (so users’ loyalty and attachment to Nike’s brand) negatively. 
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On the other hand, the more frequent users of Nike+ Running admited that when they hear a word 

Nike, it gives them a feeling of fun. Here, the strength of relationship between these two variables 

is moderate, with a value of .387 and when accepting the significancy of 85%. 

Further, the application users were asked to describe Nike in 3 adjectives that first come to their 

minds. In the first question this was all they were asked to do, in the subsequent question they 

were suggested to think about Nike+ Running app and answer the quesiton having in mind the fact 

that Nike came up with this application. By asking these two question, I was able to observe, that 

while there were 28,6% of neutral answers to the first question, this percent went down to 4,8 

when answering the second question. Subsequently the percentage of the positive answers went up 

from 61,9% in the first question to 81% in the second one. However it also has to be noticed, that 

whereas there was no negative answers on the first question, one person answered negatively on 

the second one.  

The next hypothesis was analysed in order to check if „brand customers who are simultaniously 

the users of Nike’s application, have more positive attitudes towards Nike than the other 

researched groups”. Here, there were only 17 respondents who claimed to be both the Nike+ 

Running users and Nike customers (further referred to as „group A”). Firstly, I wanted to checked 

if the attitudes of the respondents from the group A towards Nike are more positive than the 

answers of the respondents from the other groups, when asked the questions: 

• Describe Nike using 3 adjectives that first come to your mind. 

• Having in mind that it came up with Nike+ Running app, describe Nike using 3 adjectives that 

first come to your mind. 

Both of the results from analysing these questions came up as insignificant, therefore no  

conclusions can be drawn from this part of analysis. The second part of the analysis was designed 

to analyse only the answers of the group A on the two quesions listed above. It can be seen that the 

percent of the positive answers rose from 58,8% to 76,5% when the respondents were suggested to 

think of Nike as a brand who came up with Nike+ Running app. It should be mentioned however, 

that whereas the neutral answers went down from 5 to 1 when asked the second question, one 

negative response appeard which was not present in the results of the first question’s responses. 
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When combining users age with their attitudes (here again the 11 indicators were taken into 

consideration) towards Nike, it can be seen that, whereas in most cases the results are not 

significant, some questions confirmed the hypothesis that „The positive attitude towards the brand 

is positively related to the users’ young age”. It was epsecially confirmed by younger users’ more 

positive reaction on „Nike is a brand used by people like me.” question, where the correlation 

coefficient is moderate and equals -.454.  The two other questions combined with the users’ young 

age, that support the hypothesis are „ I would miss Nike if it was not on the market anymore” and 

„Nike is more than just a product to me” with correlation coefficient of respectively -.388 and -.

362.  

The next step in my reasearch was to check whether or not lower educational background has 

something to do with users’ more positive attitude towards Nike. Again, the 11 indicators were 

taken into consideration, to be able to indicate users’ attitudes towards the Nike brand. They were 

further combined with the users’ educational background in order to see if there is any correlation 

between these two variables. In all the 11 combinations there was no significant results, meaning 

that educational background of the users do not influence their attitude towards the Nike brand.  

Lastly I wanted to check whether a more often mobile usage (and therefore more often contact 

with the Nike+ Running app logo) contributes to a more positive attitude towards Nike. There was 

only only one significant result among 10 insignificant ones and surprisingly, with a strong 

correlation coefficient (-.502) it  showed the opposite relationship between the two variables, than 

expected. Namely, it showed that the more a user used his or her phone and therefore was in 

contact with Nike+ Running logo, the least excitement he or she felt when thinking about Nike as 

a brand. 
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Appendix 5 - Nike results that make the results of the survey unreliable 
 

Appendix 6 - Danske Bank survey- demographical data 
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Appendix 7 - Users’ attitudes towards MobilePay 
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Appendix 8 - Bivariate correlation of the indicators used to observe people’s 
attitudes towards Danske Bank 
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Appendix 9 - Correlations for Hypothesis 1  
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Appendix 10 - Correlations for Hypothesis 2 
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Appendix 11 - Correlations for Hypothesis 3 
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Appendix 12 - Correlations for Hypothesis 4 
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Appendix 13 - Correlations for Hypothesis 5 
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Appendix 14 - Correlations for Hypothesis 6 
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Appendix 15 - Correlations for Hypothesis 7 
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Appendix 16 - Nike survey results for Hypothesis 7 
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