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ABSTRACT 

This thesis takes its origin from Millennials’ distinct behavioural characteristics and the 
growing attention to this generation in contemporary marketing research. Therefore, the aim 
of the thesis is to address key drivers affecting the Millennials’ ultimate brand loyalty 
relationships through a thorough, explorative, empirical study of the self-congruence 
concept’s, potentially significant, mediating role. 
 
This thesis uncovers the dominating role of self-congruence in Millennials’ ultimate brand 
loyalty relationships, as it appears to bias, if not surpass, functional congruence perceived 
with the brand. Further, it is disclosed that the brand in question fulfils the Millennials’ self-
definitional needs, and thus helps to express and sustain certain conceptions of themselves, 
contributing to the creation, and recreation, of their self-identity. Moreover, our findings prove 
that the majority of the congruent brand personality attributes are perceived to be of high 
importance for Millennials, which further suggests the reconciliation process’ substantial 
influence on the Millennials’ decision-making process. The thesis further uncovers that the 
presence of affective commitment transcends the influence of continuance commitment on the 
Millennials’ attachments to the brand. This suggests that the attachment is based on a strong 
emotional and relational bond, thus additionally supporting the impact of self-congruence on 
the brand relationship.  
 
Furthermore, this thesis contributes to the contemporary marketing literature, as it is 
suggested, based on our findings, that Societal Marketing appears to hold great resonance 
with Millennials, and thus can be perceived as an appropriate tactic to facilitate the 
reconciliation process and potentially the development of self-congruence. However, for the 
resonance to flourish and strongly impact the brand relationship, several considerations must 
be taken into account, which have been found to obstruct the interpretation of Societal 
Marketing campaigns. These barriers revolve around trust, brand image, choice of campaign, 
and the impact of cultural and local differences.  
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1. INTRODUCTION 

The millennial generation, also known as Generation Y, Echo boomers, Net Generation and 
YouthNation, is the demographic cohort born between the 1980’s and the late 1990’s (Foscht 
et al. 2009; Gurău, 2012; Tanyel et al., 2013; Williams & Page, 2011). Researchers estimate 
that the generation approximately counts for 20-25% of the global population, exceeding their 
parents’ generation by a factor of two (Colucci & Scarpi, 2013). They are the first truly digital 
generation of our time and have grown up in a tech-driven, always online and socially 
networked world (Williams & Page, 2011). Besides the digital revolution, the postmodern era 
and worldwide events, such as changes in socioeconomic conditions, have been theorised to 
have had a sound influence on the generation’s behavioural characteristics and consumption 
patterns (Williams & Page, 2011; Britton, 2015; Venkatesh, 1992; Firat & Shultz, 1997; 
Viswanathan & Jain, 2013).  
 
Being Millennials ourselves, we frequently recognize the differences between our parents’ 
generation and our own, both in terms of consumption habits and the meaning ascribed to 
possessions. Thus, we became highly interested in understanding the depth of the impact of 
such differences. The millennial generation is often described as acutely aware of their own 
appearance, potentially as a result of growing up in a media-saturated world where 
everything is branded (Gurău, 2012). As a result, Millennials can be perceived as walking me-
brands, who understand that every action can be used to make statements about who they are 
and what they stand for (Williams & Page, 2011). Thus, their purchase patterns can be 
interpreted as a form of self-expression, where personal identity is created – and recreated – 
through the consumption experience, using brands to curate their personal image and to 
communicate their values and beliefs (Gurău, 2012). Hence, the value-expressive meaning of 
brands are of great importance for this generation, as Millennials acquire a product for the 
image it represents; an image which is only partially, if at all, constructed on the basis of a 
functional need (Lazarevic, 2012). Because the generation can further be perceived as highly 
self-indulgent and eager to spend money (Fernandez, 2009; Viswanathan & Jain, 2013), we 
question whether their consumption is primarily based on desire and image rather than on 
need? If so, how does this affect their brand choices, and more importantly, their brand 
relationships? Their profound attention to signifiers, and hence brands, have given the 
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millennial generation a set of priorities and expectations which are remarkably different from 
previous generations (Williams & Page, 2011).   
 
Conversely, Millennials’ keen awareness of brands’ expressive attributes and the staging of 
each experience and piece of information has resulted in a decreased level of trust in 
companies (Lazarevic, 2012; Nowak et al., 2006; Colucci & Scarpi, 2013). As a consequence, 
peers tend to guide consumption choices and are often consulted before consumption 
experiences take place (Viswanathan & Jain, 2013). Thus, obtaining favourable Word-of-
Mouth (henceforth WOM) is essential for brands to reach and engage the generation (Britton, 
2015). Additionally, recommendation and promotion of brands to others, is stated to be a key 
behavioural characteristic of Millennials when they commit strongly to a brand, which tends 
to follow from high trust and strong emotional attachment (Williams & Page, 2011). In turn, 
as Millennials are the best educated and most culturally diverse generation in history (Noble 
et al., 2009), as well as being highly environmentally and societally concerned (Gurău, 2012), 
they have been known to boycott brands that violate values concerning social and 
environmental responsibility (Nowak et al., 2006). Due to their size, consumption patterns 
and behavioural characteristics, choosing to ignore this segment could pose a great risk for 
companies considering that Millennials are the future dominating segment of the market 
(Lazarevic, 2012).  
 

1.1 PROBLEM AREA 

Despite the fact that the body of literature concerning the millennial generation is still 
growing, it remains that their behavioural characteristics challenge the existing knowledge of 
prior generations (Williams & Page, 2011), and hence propose several demands for brands 
(Lazarevic, 2012). While this segment is already a vital part of the market, they are expected 
to become even more dominating as they are predicted to become the most affluent generation 
of our time (Ibid.). Creating strong relationships with the consumers of this segment, is thus of 
key importance for brands as brand relationships tends to develop at a young age (Foscht et 
al., 2009). Thus we believe there exists a need for the elaboration of the key drivers of the 
Millennials’ brand relationship creation. The generation’s extensive need for self-expression 
and the growing role of consumption in the classification of the individual and its 
surroundings, argues the presence of an increasingly reconciliatory process between the 
Millennial and the brand. We are curious to explore whether such a value matching process 
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can be perceived as a key-mediating construct of the development of strong brand 
relationships, or more specifically, whether the presence of self-congruence is increasingly 
important in the formation of ultimate brand loyalty relationships? In the following sections 
we will briefly introduce these two concepts and their relationship as we find them 
particularly interesting in relation to Millennials.  
 

1.1.1 Self-congruence’s impact on brand loyalty 
McCracken (1986) argues that consumers look for products and brands whose cultural 
meanings correspond to the person they are or strives to become, in such as they use brand 
meaning to construct and sustain them selves (McCracken, 1986). Previous research has 
found that a consumer's attitude towards brands is based on their interpretation of the brand 
personality (Achouri & Bouslama, 2010; Hosany & Martin, 2012). This evaluation process of 
the brand’s values and symbolic meaning can be characterised as a reconciliation process of 
the fit between the brand image and the consumer’s self-concept (Achouri & Bouslama, 2010; 
Kressman et al., 2006). Hence, during the reconciliation process, the higher the perceived level 
of congruence between the brand personality and the consumer’s self-concept is, the more 
favourable the attitude towards the brand will be (Ibid.). At this stage, a brand represents the 
consumer, or becomes a part of the consumer, and the consumer represents the brand (Ibid.). 
This matching process between the brand personality or user-imagery and the consumers’ 
self-concept is referred to as self-congruence (Kressman et al, 2006). Due to the strong 
emotional bond and relational feelings attached to the brand, unless a consumer themself 
changes their identity, their loyalty to the brand will not be easily eroded (Achouri & 
Bouslama, 2010; Kressman et al., 2006). Thus, self-congruence has been theorized to have 
substantial influence on purchase motivation and sustaining brand loyalty (Hosany & Martin, 
2012).  

 

1.1.2 Ultimate brand loyalty  
The number of brand loyal consumers is directly linked to the success of the brand (Jacoby & 
chestnut, 1978) due to its impact on future profits and market share, providing substantial 
competitive and economic benefits to a company (Matzler et al., 2006). As a consequence, 
Aaker (1991)’s theory on brand equity positions brand loyalty as the core of a brand’s value 
(Aaker, 1996). As the competition in the market becomes more sophisticated, and obtaining a 
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competitive position is increasingly more difficult, yet more important, than ever (Britton, 
2015), developing and maintaining such a strong brand loyalty as ultimate brand loyalty is 
perceived as a key strategic business goal (Odin et al., 2001; Evanschitzky & Wunderlich, 
2006). Ultimate brand loyalty is the fourth and final stage of Oliver’s (1999) four-sequence 
brand loyalty model, and is defined as a deeply held commitment to the brand, where the 
consumer has advanced from the intention to buy to the action of rebuying (Oliver, 1999). As 
consumers at this stage are perceive to hold a strong resistance to competing brands and 
subsequently feel a strong desire to rebuy and support the brand (Ibid.), advancing such a 
consumer group would have a paramount effect on the brand’s long-term performance and is 
therefore the most sustainable and desirable brand loyalty stage (Achouri & Bouslama,  2010; 
Odin et al., 2001).  

 

1.2 RESEARCH QUESTION 

Due to Millennials’ distinct behavioural characteristics towards brands and their substantial 
buying power, and to the profound importance of ultimate brand loyalty on brand equity, we 
find the drivers of Millennials’ ultimate brand loyalty relationship of great interest. This 
highlights the need for further investigation of the self-congruence concept as a mediating role 
of Millennials’ ultimate brand loyalty, in an attempt to expand on the knowledge of how 
brands can accommodate this generation and inspire strong, sustainable brand loyalty. Within 
this context, the study at hand aims to uncover the following research question: 
 
Can the self-congruence concept be seen as a significant mediator in Millennials 
ultimate brand loyalty relationship and can Societal Marketing campaigns be a 
facilitator of this reconciliation process? 
 
In order to provide an adequate answer to this research question, we have formulated the 
following sub-questions, to assist in carrying out our thesis: 
 

• What are Millennials’ distinct characteristics and which challenges do they impose for 
brands?  
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• What is ultimate brand loyalty and which role does the antecedent commitment have in 
the development?  

• Can we identify the presence of the self-congruence construct in Millennials’ brand 
relationship and can we detect a higher degree of affective commitment? 

• Is a Societal Marketing campaigns an effective method for creating resonance with 
Millennials? 

 

2. DELIMITATIONS 

The key delimitations of this thesis are outlined below.  
 
We acknowledge that in our attempt to uncover self-congruence as a mediating role of 
ultimate brand loyalty for the general cohort Millennials, we do not take into consideration 
the presence of sub-cohorts within the generational cohort. Such sub-cohorts can be formed on 
the basis of age or life stage as well as the amount of effect from worldwide and local events, 
and thus shape and determine the behavioural characteristics of the Millennial. Further, as 
we do not attempt to compare Millennials with previous generations or conclude on their 
behavioural differences, we do not question whether the theorized distinct behavioural 
characteristics of Millennials are unique for the generation. However, as such conditions 
should not, theoretically speaking, have an effect on the presence or strength of self-
congruence, we argue that the omission of such sub-cohorts existence or the distinctiveness of 
the characteristics do not affects our findings.   
 
As this thesis aims to obtain a greater understanding of the millennial consumer we delimit 
ourselves from investigating whether the congruence is based on an accurate interpretation of 
the brand personality, as well as how the symbolic meaning and the attributes of brands have 
been created in the culturally constituted world. Further, we acknowledge that our findings 
may not be applicable for all industries and product categories, and that the level of product 
involvement may influence the impact of self-congruence and the antecedent commitment. 
However, as we base our theoretical understanding of Millennials and consumer behaviour 
within general theory, the areas we address may have some relevance in other industries as 
well.  
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We recognise that our findings within the Societal Marketing concept are based on 
hypothetical situations, and that it cannot be concluded that the interviewees would have the 
same behaviour and attitude in a real life situation. Furthermore, we take neither brand 
attitude and awareness, nor familiarity with the product category into consideration in our 
findings. However, as we attempt to understand the Millennials general attitude towards such 
marketing campaigns and the effect on brands, the choice of case brands should be secondary 
to their attitude towards the discipline itself.  
 

3. READING GUIDELINES 
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4. METHODOLOGY AND EMPIRICAL DATA 

GATHERING 

In this chapter we will introduce the methodological considerations, behind this thesis. First 
we will describe our school of philosophy, as the chosen paradigm influences what we can 
observe and examine, which questions we can ask and how we can interpret our data (Bryman 
& Bell, 2007). Second, the method concerning data gathering and interpretation is discussed 
and presented. Finally, the validity, reliability and limitations of the chosen research methods 
are discussed.  

4.1 METHODOLOGY 

In the follow section we will account for the scientific stance by which this thesis will be 
guided. We will account for the ontological and epistemological considerations, which precedes 
how this study and our findings should be interpreted. Subsequently, we will present the 
scientific paradigm, namely social constructionism and more specifically symbolic 
interactionism, which guides that which we as researchers are investigating.     

4.1.1 Scientific stance 
The scientific paradigm applied, is an expression of the basic assumptions on which our reality 
is based on, and therefore, a prerequisite for fully understanding the study at hand (Fuglsang 
& Olsen, 2004). The area of research philosophy can be divided into two parts: ontology and 
epistemology. Ontology explains how the nature of reality is perceived and what the basic 
beliefs about how the world operates are (Kahn, 2014). Two main approaches can be applied; 
objectivism which argues that entities are independent of social actors and that an objective 
reality exists, and constructionism, which believes that reality is socially constructed and 
focuses on the meanings individuals assign to things (Bryman & Bell, 2007). Epistemology is 
concerned with the way knowledge is acquired (Kahn, 2014). The two most prominent 
research philosophies are positivism and the interpretive paradigm (Bryman & Bell, 2007). 
Positivism aims to collect law-like regularities by observing the reality, and believes that 
reality is independent of human perception (Ibid.). On the contrary, the interpretive paradigm 
believes that there is no observable, objective reality and that the world can only be 
understood by the eyes of the beholder (Ibid.).  
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As our goal is to obtain a greater understanding of the research participants’ universe, we 
believe we can unfold the meaning of their experiences in the best way possible through an 
interpretation process (Ibid.). Hence we support the idea of constructionism, as we believe that 
Millennials have different feelings towards, opinions about and interpretations of brands, and 
that these brands’ identities do not exist apart from the Millennials, but must be interpreted 
through their eyes (Ibid.). Further, this entails that we adopt the notion of the interpretive 
approach, as it is believed that the research participants will have subjective world 
perceptions and it is the objective of the research to enter into the Millennials’ worlds to 
obtain a greater understanding of their attitudes and behaviour (Ibid.).  
 
An extensive array of paradigms exists, which offer techniques to examine knowledge using 
different assumptions about the world around us (Ibid.). The paradigms social 
constructionism, and more specifically symbolic interactionism, as well as our support of 
constructionism and the interpretive approach, will guide this thesis as we attempt to uncover 
how brands’ symbolic meanings are interpreted by Millennials for use as purchase decision 
guidelines. The aforementioned paradigms will be briefly described in the following sections.  

4.1.1.1 Social constructionism 
Social constructionism is primarily characterized by the notion that reality is constructed 
through our acknowledgement of it (Fuglsang & Olsen, 2004). One of the basic assumptions of 
social constructionism is that the idea of reality and the scientific knowledge about subjects 
are influenced by social circumstances (Ibid.). As a result, our production of knowledge is also 
influenced by social factors (Ibid.). Thus, we cannot analyse the social reality without being 
embedded in it, and both our findings and our data gathering will therefore be influenced by 
our presence. Furthermore, it is argued within social constructivism that societal phenomenon 
derives from, and is changed by, historical and social processes, and it is therefore indicated 
that it is possible to alter these phenomenon through human behaviour (Ibid.). Within this 
paradigm there are several scientific approaches and this thesis will subscribe to symbolic 
interactionism, as this approach enables us to investigate interaction between brands and 
consumers in a social context (Ibid.). 

4.1.1.2 Symbolic interactionism 
The foundations of symbolic interactionism were laid in the early 1900s by George Herbert 
Mead (1863-1931), and were later advanced and popularized by his student Herbert Blumer 
(1969)(Oliver, 2012). In symbolic interactionism, individuals are seen as active beings, who act 
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on the basis of the attributed meaning in their environment (Carlson, 2012). Meaning is 
created in relation to what has been experienced, and is in a constant negotiation between 
context, object and subject (Ibid.). In symbolic interactionism, the concept of meaning is of key 
importance, as it is the development of, nature of, and interpretation of meaning that is to be 
uncovered by the researcher, as it is only then human behaviour can be understood (Jeon, 
2004). In this regard, symbolic interactionism draw parallels to phenomenological social 
constructionism (Fuglsang & Olsen, 2004). Both paradigms emphasise how the social order is 
defined as a product of individual interpretation and interaction, and reality is only so, as long 
as it is sustained by the individual (Ibid.). Besides meaning, the notion of self and the sense of 
self are the focus of symbolic interpretation (Jeon, 2004). The self needs to be appreciated as a 
being in interaction with the social world, and neither can be understood in isolation since 
both are continuously being developed through interaction with other human beings (Ibid.). In 
other words, the self is a product of social interaction, developed and refined through an on-
going process of participation in society, and thus the self is constantly changing rather 
existing as a fixed entity (Ibid.). The self is further constructed of the subjective I, which is 
natural and unhampered by others, and the objective me, which sees itself as a reflection of 
what others see (Ibid.). I and me constantly communicate with each other through inner 
conversations, before performing an act or behaviour (Ibid.). This is a crucial part of symbolic 
interactionism as it highlights how the individual is constructed through social interactions 
and how the individual interprets their identity through symbolic consumption and 
interaction with others (Jeon, 2004; Fuglsang & Olsen, 2004).  
 
Blumer (1969) formulated three basic premises for symbolic interactionism. First, individuals 
act towards things on the basis of the meanings they ascribe those things (Carlson, 2012). 
Human behaviour is therefore seen as a response to the individuals interpretations of the 
world, rather than the world itself (Oliver, 2012). Second, the meaning of these things is both 
derived from and conjoined to the social interaction that one has with other individuals and 
society (Carlson, 2012). The individual is thus in a constant process of meaning making 
formed between external stimuli and human behaviour (Oliver, 2012). Individuals and society 
are in a continuous state of flux as our definitions of each moment shift through the unceasing 
dialectical process of interpretation and action (Ibid.). Finally, the third premise for symbolic 
interaction relates to that these meanings are managed and modified through an 
interpretative process used by the person in dealing with the things they encounter (Carlson, 
2012). Thus, individual’s awareness of reality is actively constructed and meaning does not 
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inhere in things, but comes through engagement between subject and object (Oliver, 2012). 
This premise indicates the significance of symbolic interactionism by identifying that the use 
of meaning by the individual occurs through a process of interpretation (Jeon, 2004). This 
relates to the aforementioned notion of the inner conversation the individual engages in, 
reflecting upon his or her own mental processes rather than reacting without thought to a set 
of environmental stimuli (Ibid.). Hence, through this interrelatedness the individual develops 
multiple social realities (Oliver, 2012).  
 
The meanings that are ascribed to certain things, and in our case brands, are described and 
accounted for through verbal and non-verbal communication (Carlson, 2012). This necessitates 
that it is our job as researchers to decode what kind of meaning that is ascribed to brands, via 
the process of interpretation of how Millennials construct their actions (Bryman & Bell, 2007). 
Thus by decoding how Millennials articulate how they perceive brands, and how these brands 
are used by Millennials to define themselves, we can attempt to understand the reconciliation 
process and how it contributes to the Millennials self-concept (Oliver, 2012).    
 

4.2 EMPIRICAL DATA GATHERING 

In the following sections we will elaborate on the choice of empirical research methods. We 
will begin by introducing our research design, the concept of the mixed-model method and the 
reasoning behind making use of both quantitative and qualitative empirical research methods 
in this study. Subsequently, we will briefly describe the case we used to uncover the 
relationship among commitment and self-congruence between the brand and the Millennials. 
Then, we will introduce the quantitative method and the self-completion questionnaire, 
followed by the qualitative method and the in-depth interviews. Finally we will justify the 
validity and reliability of our empirical research methods, and the limitations of our study.       

 

4.2.1 Research design 
There exist two broad methods of reasoning, namely the deductive and inductive approach 
(Bryman & Bell, 2007). The deductive reasoning works from the more general to the more 
specific, while the inductive approach works the other way around, moving from specific 
observations to broader generalizations (Ibid.). As we did not have the intention to confirm or 
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test a hypothesis, but instead to be open and exploratory towards our findings, we primarily 
made use of the inductive line of reasoning (Ibid.). However, even though we primarily made 
use of the inductive approach, our research did also include elements of the deductive 
approach, as prior research was used to provide implications for our own empirical data 
gathering and analysis.  
 
Further, this resulted in the use of both primary and secondary data (Ibid.). Our secondary 
data was, among others, collected from relevant books, articles and scientific journals. We 
began our research with some prior knowledge, but the fundamental insights we gathered 
from the literature provided us with an understanding and knowledge of Millennials, and 
served as a foundation for our collection of the primary data. Hence, existing theory was used 
to shape the perspective we wished to develop and to use throughout the research process 
(Ibid.).  
Our primary data was gathered to gain insights into our research topic and to strengthen the 
empirical foundation of our thesis (Ibid.), and was derived from a quantitative and a 
qualitative research method, namely a self-completion questionnaire and 5 in-depth 
interviews.  
 

4.2.1.1 Mixed-model method 
Due to the complex nature of this study, and a fairly narrow target audience to investigate, 
considering that they needed to be ultimate brand loyal towards a smartphone brand, as well 
as being a Millennial, we found the use of the mixed-model method appropriate for this study. 
The mixed-model method uses qualitative and quantitative data collection and analysis 
techniques in either parallel or sequential phases (Teddlie & Tashakkori, 2010). We made use 
of a sequential phase, as we first began by conducting the quantitative research in the form of 
a self-completion questionnaire, and hereafter enriched the empirical data by hosting 5 in-
depth interviews where we sought to obtain more qualitative data. Hence, we found that the 
mixed-model method was highly appropriate for this study, as one of the advantages is that 
multiple findings which were received in the first empirical phase, led to questions that could 
be applied in the second phase – the qualitative approach (Johnson & Onwuegbuzie, 2007). 
Further, linguistic data and quantifiable data can be combined to add meaning and precision 
to each other, increasing the richness of the empirical data (Ibid.). By combining quantitative 
and qualitative methods, it can provide stronger evidence and generalizability than if only one 
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method was utilized (Ibid.). However, as it was not our aim to verify or quantify, but instead 
to gain a better understanding of the Millennials and the values behind their brand 
relationship, the qualitative research method was our primary research approach, and the 
quantitative research was mainly used as a screening method for the qualitative data 
gathering.  

 

4.2.1.1 Case design 
In the highly digitalized and technology driven society we live in today, the smartphone is one 
of the most important objects in our everyday life. According to Euromonitor (2014), 98% of 
the Danish population owned a mobile phone, and 83% of these owned a smartphone in 2014 
(WEB 12). Denmark is estimated to have the highest smartphone penetration rate in Western 
Europe (WEB 14), as well as one of the highest replacement cycles of smartphones (WEB 13). 
The high replacement cycle is evidence that the smartphone can be seen as more than just a 
phone, but as a central element in a person’s life and that having the right and most updated 
smartphone is related to one’s personal style (Hockly, 2011). This is especially relevant in 
regard to the millennial generation, who has grown up in an electronic and wireless society, 
and only vaguely remembers a time without the Internet (Ibid.). We found it highly relevant 
to use this device as our research case, as it is a crucial part of the Millennials’ life and self-
expression (Ibid.). We developed our research on the top 7 most chosen smartphone brands in 
Denmark, namely Apple, Samsung, Sony, Nokia, HTC, LG and Huawei (WEB 14). 

 

4.2.2 The quantitative approach 
As already stated, we decided to make use of a quantitative research method primarily in 
order to screen participants for our qualitative in-depth interviews, as well as to provide 
richness to our empirical data gathering. Furthermore, the results provided us with basic 
information on the interview participants, which we used as a foundation to elaborate from. 
One of the primary advantages of using quantitative research methods is that it is often 
quicker to conduct than qualitative research and the results are relatively independent of the 
researchers (Johnson & Onwuegbuzie, 2007). Thus, as we collected more questionnaires than 
we conducted interviews, we were able to form a foundational understanding of a more 
general attitude and behaviour within the generation, with which we used to further increase 
our knowledge and understanding of our research area.  
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4.2.2.1 Primary data collection – self-completion questionnaire 
We choose to make use of a self-completion questionnaire as it allowed us to reach a much 
higher number of respondents, than if we were required to be present at the time of 
completion (Bryman & Bell, 2007). Additionally, self-completion questionnaires allow the 
respondents to answer the questionnaire when and where it suited them, and hence increased 
the chance that the respondents allowed the proper amount of time it took to answer the 
questionnaire appropriately (Ibid.). One of the main disadvantages with self-completion 
questionnaires is that the researcher does not have the ability to prompt or help the 
respondent if the respondent is experiencing problems understanding the questions, or if the 
respondent is expressing interesting thoughts (Ibid.). However, because we conducted in-depth 
interviews afterwards, building on these same questions, we believe we were able to identify 
any misunderstandings, as well as allow the respondents to elaborate on their answers (Ibid.). 
Moreover, we believed that the questionnaire and question design was constructed in such a 
way, that the respondents easily could understand the questions and were engaged in 
answering them. We will elaborate on this in more details in section 4.2.2.3.  
 
We chose to distribute the self-completion questionnaire online for several reasons. First of all, 
research has shown that respondents in online questionnaires tend to write more and longer 
comments, compared to respondents using paper forms (Burton et al., 2012; de Rada & 
Domíngues-Álvarez, 2014). As we included several open questions, in which we needed the 
respondents to elaborate on their attitude, choosing an online questionnaire method appeared 
appropriate. Additionally, online questionnaires tends to have a lower number of unanswered 
questions, and the accuracy of the answers tend to be higher as the social distance between 
the researchers and the respondents is higher than with, for example, postal questionnaires 
(de Rada & Domíngues-Álvarez, 2014).  

4.2.2.2 Questionnaire design 
As the primary intent of the questionnaire was to provide us with information for the 
interviews, we chose to construct the questionnaire with a mix of open and closed questions. 
The closed questions provided us with some basic information on the respondents, as well as 
their general attitude toward their favourite smartphone brand. Closed questions are often 
easier to answer for the respondents, and allowed us to compare their answers and select 
appropriate candidates for the interviews (Bryman & Bell, 2007). However, a closed questions 
also limited the respondents to only choose from existing options and disregarded any 
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spontaneous elaboration the respondents might feel was needed (Ibid.). In contrast, the open-
ended questions allowed us to obtain a greater knowledge about the respondents attitude and 
motives, by allowing them to answer on their own terms (Ibid.). While these questions 
provided us with valuable keywords and phrases to be explored in-depth in the interviews, 
open-ended questions are often very time consuming and require great effort from the 
respondents (Ibid.). As self-completion questionnaires are conducted without supervision, it is 
of great risk to demand too much of the respondents, as it introduces the opportunity for the 
respondents to inadvertently omit these questions (Ibid.). Hence, we chose to construct the 
questionnaire with both open and closed questions, in order to decrease the chance of 
participant fatigue (Ibid.).  
 
We used the online service Typeform to design and host the questionnaire (WEB 15). As it is 
specifically advised that self-completion questionnaires have an attractive design to increase 
the response rate (Bryman & Bell, 2007), we incorporated several animated images in the 
questionnaire to encourage the respondents to continue, while keeping the rest of the 
questionnaire as simple as possible to avoid distractions (Ibid.). The images were also used to 
separate sections and to show the respondents how far along within the questionnaire they 
were. Additionally, we provided a brief description in the beginning of each section in which 
we described the theme for the following questions. This was included with both the intent of 
creating an intuitive questionnaire for the respondents as well as to make them feel safe by 
ensuring that they understood our motives behind certain questions (Ibid.). We distributed the 
questionnaire through our own personal Facebook profiles, as well as through several 
Facebook groups, of which we were members. As a consequence, the questionnaire was shared 
among our friends, who in turn shared it with their friends and so forth. Due to the fact that 
the primary native language of the Millennials in our network was Danish, we believed that 
completing the questionnaire in Danish would ease the completion and expression 
opportunities from the respondents. Further, it was thought to decrease the amount of time 
needed to comprehend the questions and avoid any misunderstandings (Ibid.). In the follow 
section we will describe the intent of the various question sections, and the type of question- 
and answer options more in-depth.  

4.2.2.3 Questioning technique 
The questionnaire was comprised of five sections, each relating to different themes which we 
aimed to uncover.  
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4.2.2.3.1 Questionnaire Section One   
Questions 1 through 5 established basic demographic data on the respondent, and were 
relevant for a number of reasons. First of all, the respondent’s name and gender were used 
later for recognition purposes if they were selected to participate in the in-depth interviews. 
Secondly, the respondent’s age was used primarily to ensure that only Millennials 
participated in the questionnaires. We chose to exclude the age category 15-18, as their choice 
of smartphone brand may be influenced by their parents’ economy rather than by their own 
preferences. Aside from the question requesting their name, all questions were multiple-choice 
questions.  

4.2.2.3.2 Questionnaire Section Two   
Questions 6 through 11 intended to establish the respondent’s smartphone brand history and 
attitude. These questions were included to establish an understanding of which smartphone 
brand the Millennial possessed, and determine whether it was possible to identify a loyalty 
pattern toward the brand. If the respondent did not have a smartphone, they were referred to 
section five. All questions were multiple-choice questions containing the top seven smartphone 
brands, with the option to select “Other” and manually type in the smartphone brand of their 
choice.  

4.2.2.3.3 Questionnaire Section Three   
Questions 12 through 14 were included to establish knowledge related to the respondent’s self-
congruence and symbolic consumption components with their favourite smartphone brand and 
which would be thoroughly investigated during in-depth interviews. The questions aimed to 
uncover if the respondent saw an association between the smartphone brand and the owner, 
as well as how they would describe their favourite smartphone brand. We expected these 
questions to be difficult for the respondents to answer, as they could be interpreted to be of a 
somewhat personally compromising character.  However, we tried to accommodate this issue 
by having them answer the question about a general smartphone owner, and not necessarily 
about himself or herself. Except for question 13, all questions were open-ended questions. 

 

4.2.2.3.4 Questionnaire Section Four   
Questions 15 through 23 were based on ultimate brand loyalty and commitment, and were 
included to uncover the degree of their brand relationship with the favourite smartphone 
brand, and therefore played an important role in the screening process of respondents for the 
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in-depth interviews. Based on theory, we assumed that if the respondent either talked about 
the brand, recommended the brand, or would overcome obstacles such as price increase or 
unavailability, they could be categorized as ultimate brand loyal. As these were precisely the 
in-depth interview respondents we were aiming to acquire, it was of  the utmost importance to 
identify these respondents. Questions 15 through 17 were designed as vignette questions. 
Question 18 was an open-ended question, while questions 19 through 22 were multiple-choice 
questions.  

4.2.2.3.5 Questionnaire Section Five   
Questions 24 through 25 were based on Societal Marketing, and were included to uncover how 
brands which tap into a greater purpose or cause had influenced the Millennial’s perception 
and subsequent purchasing intentions of said brand. While the themes would be elaborated 
upon further during the in-depth interviews, including this section in the questionnaire 
enabled us to gain a more general understanding of the Millennial’s attitude toward such 
marketing initiatives or company actions. Question 24 asked the respondent was to answer 
using a likert scale, ranging from 1 to 5, going from “very inappropriate” to “very appropriate”. 
Question 25 was a multiple-choice question, while question 26 was an open-ended question.  
 
The final questions in section five were closing questions, which asked the respondent if they 
were interested in participating in the interviews, and if so, to provide contact details.  
 

4.2.2.4 Encoding and transcript 
We obtained a total of 163 completed questionnaires, with a completion rate of 60%, which fits 
within the standardised norm of online self-completion questionnaires (Bryman & Bell, 2007). 
A summery of the respondents’ answers can be seen in Appendix 3.  
 
Because the primary purpose of the questionnaire was to act as a screening tool for identifying 
relevant participants for our in-depth interviews, some of the closed questions were analysed 
further. This included questions 6, 15, 16, 18, 20 and 21, and the relationship between 
questions 7, 8, 9 and 10.  
 
Questions 15, 16, 18, 20 and 21 related directly or indirectly to theoretical components of 
ultimate brand loyalty. Thus, in order to screen the respondents, their answers were given a 
value, which ultimately were tallied to establish a score for each respondent, which acted as 
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an expression of his or her level of brand loyalty. Brand advocacy on social media platforms is 
an important aspect for Millennials, so the option “yes” in question 21 was given the highest 
value. The highest score a respondent was able to obtain was 12, while the lowest was 0. The 
higher the score, the closer to the technical definition of ultimate brand loyal the respondent 
was regarded. The values given to each answer option can be found in Appendix 4. The score 
was then compared to their answer in question 6, and the relationship between questions 7, 8, 
9 and 10 to ensure that the respondent had made several active purchase decisions regarding 
their favourite smartphone brand, and thus had formed a strong attitude. Seeing that we 
wanted to identify the respondents who were ultimate brand loyal we placed emphasis on the 
respondents who had consumed a high number of smartphones and had identified the same 
brand in all questions, as this indicates a strong and enduring relationship.  
 
In order to abridge the statements from the open-ended questions, and thus identify key 
concepts to include in the in-depth interviews, we chose to further analyse several of the open-
ended questions. Question 11 prompted the respondents to describe their favourite 
smartphone brand as a person in three words, and provided insights into how the respondent 
chose to describe, not only the brand, but also such a device, and thus an indicator of the fit 
between the brand and the respondent. Question 24 asked the respondent to state why they 
did or did not expect brands to take a stance on environmental and societal causes, and 
provided insights into the importance and magnitude of the respondent’s attitude towards 
Societal Marketing.  To process these statements, we separated the words from each other and 
from each respondent, and read them all through to develop a broad perspective and overview 
of the responses. These words can be found in Appendix 5 & 6.  
 

4.2.3 Qualitative method 
Considering that our research area was grounded in the interpretive paradigm, the 
qualitative research method was considered the most appropriate to serve as the primary 
research method (Bryman & Bell, 2007). Further, as we aimed to gain a better understanding 
of the Millennials and the values behind their brand relationships, the qualitative approach 
allowed us to build a more holistic understanding of this segment (Kahn, 2014). We aimed for 
depth, not breadth (Fuglsang & Olsen, 2004). Moreover the choice of qualitative method 
allowed us to better understand reality from our respondents’ points of view, which created 
opportunities for uncovering unknown details, since they had the opportunity to elaborate on 
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each of their statements (Bryman & Bell, 2007). This methodological ability was very crucial 
for our study, as we were investigating complex behaviour, with multiple truths, which to a 
high degree were socially constructed (Kahn, 2014).  
 

4.2.3.1 Primary data collection – in-depth interviews 
We chose to conduct 5 in-depth semi-structured interviews considering that the main 
advantage of this collection method is that more depth can be attained (Bryman & Bell, 2007). 
As the five interviews were both intense and empirically rich, it allowed us to gain a deep 
understanding and insight into the interviewees’ world perceptions. Hence, we argue that 
conducting five interviews was sufficient in order to obtain the necessary knowledge acquired. 
We chose to construct the interviews through the semi-structured approach, as it meant that 
two things were achieved: questions on the fixed agenda were answered, and by giving the 
participants control over the discussion and the direction, new areas of interest to us were 
discovered (Kvale, 2007). As we required a method which would allow us to tap into the 
interviewees’ lived worlds in order to gain a greater understanding of the meaning Millennials 
assign to brands, such a research method was highly appropriate (Ibid.). The semi-structured 
interview method is a unique, sensitive and powerful method for exploring how the 
interviewees capture the experiences and lived meanings of their everyday worlds (Ibid.). 
Interviews allow the interviewees to convey to others their situation from their own 
perspective and in their own words (Ibid.). Because our research area could be perceived as 
consisting of personally compromising questions, we decided that in-depth interviews, rather 
than a focus group, was most appropriate, as we wanted all voices to be heard and not 
influenced by group dynamics (Bryman & Bell, 2007).  
 

4.2.3.2 Interview design 
Prior to the interviews we asked the interviewees to complete a small self-completion 
questionnaire. These questions were based on Aaker’s 15 brand personality attributes, and 
served to uncover the interviewee’s actual-self, ideal-self and their evaluation of the 
importance of the symbolic attributes. The questionnaire was made up of three questions, 
corresponding to each of the three objectives, and asked the interviewee to rate, using a likert 
scale from 1 to 7, how important, and how appropriate the attributes were in the given 
situation. The questions can be found in Appendix 8. Going forward, when presenting the 
scale results for the importance of the symbolic attributes, the frequencies will range from 



	   25	  

“not at all important” to “extremely important”. For the scale results for the fit between 
whether the attributes were appropriate for their actual or ideal self, the frequencies will 
range from “absolutely inappropriate” to “very appropriate”. The interviewees were asked to 
complete this prior to the interview, as we did not want the answers to those questions to 
affect the interviewee’s behaviour during the interview. The questions were used indirectly in 
the interview, depending on the context and how they answered other questions during the 
interview.  
 
All the interviews were conducted in a relaxed and isolated environment, either on the CBS 
campus, or in the interviewee’s home. It is important to create a non-threatening and non-
evaluative environment in which interviewees feel free to express themselves openly and 
without concern for whether others agree with the opinions offered (Bryman & Bell, 2007). 
Each session lasted one hour, and had the following structure: 5 min. introduction, 25 min. 
concerning self-congruence, 25 min. concerning the usage of Societal Marketing and 5 min. 
closing the interview. The interviews were carried out in Danish and were run by a single 
moderator, in order to minimize confusion of the respondent, while the other researcher 
observed (Ibid.). However, when the observer felt it was necessary, she contributed to the 
conversation. Kvale (2007) proposes two metaphors as an expression of the knowledge 
production the researchers bring to an interview inquiry, namely either as a traveller or a 
miner (Kvale, 2007). We entered the interviews as miners, believing the knowledge was buried 
and it was our quest to uncover the interviewee’s lived world perception and their subjective 
meaning assigned to brands (Ibid.). This, of course, reflected on our questioning approach as 
well as the atmosphere during the interview.  
 

4.2.3.3 Respondents 
From our initial questionnaire, approximately sixty respondents agreed to participate. From 
these sixty people, one third of the respondents were eligible to be included in the in-depth 
interviews, of which we chose five respondents to participate. For more information about the 
selection process, see section 4.2.2.4. The final five interviewees can be found in Appendix 7. 
 

4.2.3.4 Questioning technique 
In relation to our miner-approach, we made use of the method laddering. The laddering 
method has previously proven useful in uncovering insights related to the source and the 
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nature of a brand’s equity and why consumers buy what they buy (Wansik, 2003). The 
technique attempts to uncover the root reason for the customer’s purchase of a particular 
product by constantly questioning the interviewee’s answers until the value is revealed (Ibid.). 
The consequences of asking “why?” to the interviewee’s initial answers resulted in statements 
that began to reveal more about the abstract and emotional qualities the interviewee 
associated with the brand, and thus allowed us to gain an understanding of the interviewee’s 
subjective world.   
 
Before we started the interviews, we gave a short brief about the purpose of the interview and 
the practical circumstances regarding the audio recording. This served the useful function of 
getting the topic on the table without revealing all the specific issues that were of interest. We 
also made it clear that there were no right or wrong answers.  
Next we asked the interviewees to participate in a small exercise, similar to the one they had 
completed at home, however this time it was related to their favourite smartphone brand and 
a competitor. We prepared a cardboard speedometer and two puppets, one illustrating an 
emoji-fist, which is often used as sign of “good” or “strong”, and one illustrating a poop, which 
is often used as a fun way to say “bad” (Appendix 10). Using these props, we asked the 
interviewees to imagine that the brand was a person and rate, one at the time, their favourite 
brand and a competing brand of their choice, in relation to Aaker’s 15 brand personality 
attributes. By making use of such an exercise, we encourage the interviewees to verbalise 
characteristics of the brand that they may not have considered otherwise. This was important, 
as self-congruence with a brand and its effect on brand loyalty are topics that are difficult to 
articulate, since they are not something one normally expresses directly. Rating the brand and 
the competitor simultaneously resulted in  opportunities to articulate the differences between 
the two brands and to elaborate on the interviewee’s choice. The speedometer was designed 
with seven sections, corresponding to a likert scale, where 1 was “absolutely inappropriate” 
and 7 was “very appropriate”. If the particular attribute in question related very well, or very 
poorly, with the attributes the interviewee had identified at home, the interviewee’s answers 
were given further attention and were questioned in-depth. In relation to our laddering 
method, each attribute’s chosen score was questioned and all answers were followed up with 
“why?” or “can you elaborate a bit more on your statement?” until we believed that the root 
explanation for each score choice was uncovered.  
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The third part of each interview was designed to relate to the usage of Societal Marketing. We 
prepared 2 different cardboard print-ads for 6 brands; one advert using a societal-driven 
approach and another advert using a fairly functional approach for each brand (Appendix 11-
16). We chose to make use of two adverts for the same brand as this would eliminate the 
interviewee’s potential brand preference and force the interviewee to choose between the ads, 
rather than the brands. We then held up the two ads for the same brand, and asked the 
interviewee to evaluate the two ads and tell us which one they found most appealing. The 
exercise was conducted with the intent to uncover whether the usage of Societal Marketing 
would affect the interviewee’s preference for the advert. As with our first exercise, we found 
that by making use of such props, we could prompt the interviewee to articulate opinions and 
attitudes that would not necessarily have been expressed through mere conversation. We 
chose to include both low-involvement, high-involvement, gender specific and gender-neutral 
brands to include the potential impact of product category. When the interviewee had chosen 
the preferred advert, the choice was questioned to understand the motive. Aside from asking 
the interviewee to elaborate on their choice, we asked them whether they had noticed that 
brands in general tend to make use of such societal-driven communication, and whether they 
found the particular theme appropriate for that particular brand. In addition, we added 
questions, relating to for example, which one of the ads, if any, the interviewee would share on 
their social media profile, in order to uncover whether the social symbolic value had an 
influence on the choice of advert. When relevant, we included their answers from the first 
questionnaire, in which they were asked to indicate whether or not they expected brands to 
take a stance on environmental and societal issues, and how important it was for them. 
Comparing those answers with the ones given in the interview, prompted the interviewee to 
elaborate further on their choices. 
 
The final section was a closing section, and was concerned with rounding off the interview and 
thanking the interviewee for their time and participation.   
 

4.2.3.5 Encoding and transcription 
In order to uncover the values associated with the smartphone brand or advert expressed by 
the interviewees, we processed our empirical findings through systematic text condensation 
(henceforth SCT). STC entails a recapitulation of the meanings expressed by the interviewees 
into short formulations, in which the main sense of what has been said is rephrased into a few 
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words or themes (Kvale, 2007). The method includes five steps, the first of which is to roughly 
transcribe each interview in order to develop a complete conceptual overview of the responses 
(Malterud, 2012). Subsequently, the natural meaning units of the interviewees’ statements 
were highlighted based on relevancy for the area of interest (Ibid.). Next, the themes 
dominating the natural meaning units were restated as simply as possible in order to 
conceptualize the meaning units (Ibid.). These themes were then cross examined at length 
against the area of interest, whereas the essential themes for all of the interviews were tied 
together into descriptive statements (Ibid.). The descriptive statements can be found in 
Appendix 17.  
 
Furthermore, the interviewee’s attribute ratings given in the questionnaire they completed 
from home, were compared to their ratings of their favourite brand and the competitor during 
the interview. If the interviewee had rated an attribute as 5 or above, the attribute was 
categorised as appropriate, while if the attribute was rated as 3 or below, the attribute was 
categorised as not appropriate. A comparative analysis on interviewee level was then 
conducted in order to deduct which attributes were coinciding between the interviewee and 
their favourite brand. Only the attributes which the interviewee assigned to the brand were 
compared to how they perceive their actual or ideal self-concept. Subsequently, an analysis of 
the distribution among the important attributes was conducted; first, to identify the total 
number of important attributes rated and then further assigned to the brand, and next, in 
relation to how they divided between the brand personality dimensions of the brand and those 
of the interviewee. The comparison can be found in Appendix 9. 
 

4.3 VALIDITY AND RELIABILITY 

In the following sections, we will account for the validity and reliability of our chosen 
empirical research methods and data gathering. Validity refers to whether we actually 
measured what we wanted to measure, while reliability is based on whether the data was 
generated in a methodologically correct way, and thus if other researchers would generate the 
same findings if the same method was applied (Bryman & Bell, 2007). We will separate the 
following section in relation to the quantitative and qualitative methods, as we believe distinct 
factors need to be emphasised in relation to verification for the two empirical research 
methods.  
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4.3.1 Questionnaire 
In relation to validity, it can be argued that our questionnaire fulfilled our purpose, as we 
wanted to screen respondents to participate in our in-depth interviews. However, several 
validity concepts are relevant to address in terms of the questions’ quality. Two important 
constructs in terms of questionnaires are measure validity, which regards whether the 
measurements used in the research act as true measures, and internal validity, which is 
concerned with the accuracy of any cause-effect relationship implied in research (Bryman & 
Bell, 2007). The questions regarding the loyalty behaviour are especially relevant to consider 
in this case. All questions were based on theory such as for example, price sensitivity, 
sensitivity to availability, advocacy and repurchase, and should therefore be valid evaluation 
conditions. However, some of these questions were designed as vignette questions, which 
introduces the risk that the respondent can include subjective attributes and past experiences 
in their consideration, thus influencing their answers (Ibid.). In order to address this risk, we 
tried to design the scenarios to be as believable as possible, such as in question 16, in which 
we chose a waiting period of 2 months. It is not uncommon that technology products ordered 
online have a delivery period of 1 month, thus we felt it necessary to exceed this time period 
while still presenting a believable scenario. Given that the respondent had the opportunity to 
choose a smartphone of the same brand as the intended smartphone, we aimed to eliminate 
the influence of subjective assumptions, such as the feeling of urgency. Furthermore, in 
questions that referenced a specific timeline we included measurable variables such as “daily”, 
“weekly”, “monthly” and “yearly”, as the participant could potentially have different frames of 
reference when employing time (Ibid.). All of the respondents’ answers were of course 
interpreted with care.  
 
As we made use of an online self-completion questionnaire structure, several factors could 
have influenced the quality of the respondents’ answers. Some researchers claim that internet 
users do not read the questions as carefully as with a paper-based questionnaire, but instead 
scan the text, potentially creating a higher risk that the respondents misinterpret the 
questions (de Rada & Domíngues-Álvarez, 2014). This tendency was especially visible in the 
final section of our questionnaire. When asked about the attitude in general toward brands 
taking a stance on environmental and societal issues, a large share of the respondents 
answered based on their favourite smartphone brand. However, while it was our intent to 
uncover their attitudes on a more general level, it still reflects their opinion on this matter, 
and thus we will argue that it did not compromise the validity of the questionnaire.  
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Reliability concerns whether the results of the questionnaire are repeatable, and can be 
highlighted in terms of stability and internal reliability (Bryman & Bell, 2007). Stability 
refers to whether a measure is stable over time and to the possibility that there will be 
variation in results if the same test was conducted at a later date (Ibid.). Due to the fact that 
many of our questions refer to the respondents’ current life stage, it can be argued that our 
findings may not be stable over time. Economic changes especially could influence whether or 
not a respondent would purchase the brand, if said brand experienced a price increase of 20%. 
Furthermore, changes in Millennials’ environment or market structures could influence their 
perception of their favourite smartphone brand, and thus influence the stability of our 
measures. However, as it is not our aim to predict future behaviour, but instead tap into the 
respondents’ lived worlds and gain an understanding of how they perceive the world right 
here and right now, the need for stability is not applicable in this case.  
 
Internal reliability refers to whether the respondents’ scores on one indicator relate to their 
scores on other indicators (Ibid.). Such reliability measures are especially important for our 
question concerning owned smartphones and favourite smartphone, as well as for the question 
concerning the respondents’ attitudes toward Societal Marketing initiatives. Whereas all 
respondents were consistent in their answers about owned smartphone brands and a 
favourite, the questions about Societal Marketing initiatives show some markers of the 
reliability to be questionable. As we did not accompany the likert scale containing the 
numbers 1 through 5 with any linguistic description, the answer 3, can both be interpreted as 
medium, and as neutral, so the reliability between those questions is uncertain. However, as 
this was further uncovered in the in-depth interview, we do not believe it has had any 
significant influence on our empirical data analysis.  
 

4.3.2 Interviews 
As our chosen method was qualitative, it is important to consider the issue of verification of 
knowledge. Validity reflects the accurateness of research material and considers whether we 
used the correct means and concepts to measure the research area (Bryman & Bell, 2007). As 
our purpose was to increase our understanding of Millennials, their potential self-congruence 
with brands with which they are ultimate brand loyal toward and the usage of Societal 
Marketing, it can be argued that the interviews fulfilled our purpose and hence reflect the 
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accurateness of the research material. In our questioning about the brand as a person in order 
to uncover how the interviewee related the attributes to the brand personality, several of the 
interviewees alternated between describing the brands as a person, as a company and as the 
typical user. Because describing both the typical user-imagery and the brand as a person 
uncovered aspects of the brand personality, only answers based on the company image can be 
used as evidence to challenge whether or not we are able to infer meaning related to the self-
congruence aspect. However, if the interviewee answered based on the company, these 
answers were questioned in-depth and the importance of perceiving the brand as a person or a 
user was stressed. Hence, the attributes appropriateness was still uncovered through 
intensive questioning.  We only conducted five interviews, which is neither enough to 
represent the entire Millennial population, nor to deduce true theoretical conclusions. 
However, we believe that the high richness and depth of our data findings allows us to 
increase the understanding of this segment and highlight tendencies within our interest 
areas. Further, as we continually consult with literature, no finding will be interpreted on its 
own and was in constant correspondence with the theoretical literature available. Thus we 
will argue that internal validity is present.  
 
In relation to our scientific stance, we cannot exclude ourselves, or our presence, from the 
interviews, and thus it can be argued that because of  the influence of our cognitive structures, 
the generalizability, and hence external validity, of our findings is questionable. External or 
population validity is important to emphasise for both the qualitative and quantitative 
empirical research method, as it is of particular relevance to this study. The validity construct 
is concerned with whether findings can be generalized across a whole group or population 
(Ibid.). Several measures were taken to address this construct. First and foremost, the 
majority of the tendencies identified in the questionnaire were elaborated on in the in-depth 
interviews, as well with theory, and hence no finding stands alone. Second, we attempted to 
include Millennials from all of the available age categories, gender categories, as well as 
smartphone brand categories in the questionnaire and the in-depth interviews, so that these 
factors would not come to dominate our findings. However, as with any study on behaviour 
and attitudes, it is of extreme difficulty to obtain absolute validity as the risk of subjective 
norms and social influence can have a great amount of effect on the respondents’ answers 
(Ibid.).  
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Reliability is concerned with whether the data is generated in a methodologically correct way, 
and thus if other researchers would generate the same findings if the same method was used 
(Ibid.). It can be argued that the reliability of qualitative research is not high, as it is 
impossible to freeze the social setting and hence obtain the exact same empirical data again in 
another interview (Ibid.). However, one attempt to increase the reliability of our data was to 
use the same interview guide in each interview, leaving only the interviewee’s answers to 
guide additional questions asked. As this study is carried out by two people, subjective 
judgments pose a threat to reliability and this risk has been noted and guarded against 
throughout the project to ensure consistency, a key indicator of reliability. To minimize biases, 
all of our findings will be clearly linked to our literature sources (Ibid.). 
 

4.4. LIMITATIONS 

Our methodological choices, as well as the scope of our thesis, naturally imply limitations, 
which we will present in the following sections. We acknowledged that the representation 
value of our thesis was rather small, due to the fact that the interviews conducted included 
only 5 respondents, and that our questionnaire would in some cases be perceived as having a 
low response rate. However, as it was not our purpose to produce generalizable findings, we 
did not aim to collect enough questionnaires to be statistically valid for the entire population. 
Instead, our task at hand was to provide an in-depth insight into a segment, as well as to 
screen participants for our in-depth interviews. Thus we decided that the number of 
questionnaires completed after one week was enough, as we had identified the relevant 
interviewees. Additionally, the questionnaire aimed to present indicative and illustrative 
trends, which can be used as inspiration for further investigation. Furthermore, after five 
interviews and the questionnaire, we felt that theoretical saturation (Kvale, 2007) was 
reached, as the dominating meaning units and themes were already repeating themselves. 
Hence, no additional information was gathered when analysing the final interview. Moreover, 
it is important to stress the fact that we did not seek to compare Millennials to other 
generations, as our objective was to increase our understanding of this particular segment. 
 
During the empirical data gathering, we made some decisions which, of course, had an 
influence on our empirical findings. We chose to disregard socioeconomic backgrounds as well 
as gender in order to ease the process. However, we are aware that this might affect the topics 
of interest in our interviews and final results, compared to interviewing Millennials from the 
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same age group and life stage. Yet, we chose not to explore this question further as the aim of 
our thesis was not to make generalizations and produce universally true knowledge. Further, 
as the smartphone brand Apple has the largest market share in Denmark, we found that this 
brand was overrepresented in our study. Since neither the brand nor the smartphone was the 
focus of this thesis, but rather the Millennials potential congruence with the brand and thus 
the influence on ultimate brand loyalty development, we argue that the skewed brand 
distribution did not have any significant impact on our findings. 
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5. THEORY 

In the following chapter, we present our theoretical frame of reference in which this thesis is 
based. The chapter is structured in the following way. It begins by outlining the generational 
cohort theory in order to justify conceptualisations of the peer personality of a Millennial. In 
an attempt to create an appropriate and detailed picture of this generation, we will briefly 
outline some of the key worldwide events, which have had a sound impact on the generation 
while growing up. Subsequently, we will outline key behavioural characteristics and the 
challenges they impose for brands, derived from previous research of the millennial 
generation. This leads to the answer of sub-question 1. Next, we will turn to the reconciliation 
process between the Millennials and brands, and present the key theories which we perceive 
as essential for this process, in terms of symbolic consumption, Aaker (1996)’s brand 
personality framework and the self-congruence theory. We will then turn to the concept of 
ultimate brand loyalty, which draws upon the work of Oliver (1999), whose framework 
presents a continuum of scale in order to reach ultimate brand loyalty behaviour and the 
nature of commitment to brands. This will further lead to the answer of sub-question 2 and 
the attempt to determine the nature of ultimate brand loyalty and the role of the antecedent 
commitment on the development of this loyalty stage. Lastly, we will turn to the marketing 
literature, in terms of describing Societal Marketing, which has previously been demonstrated 
to have a significant impact on Millennials’ decision-making processes.  
 

5.1 GENERATIONAL COHORT THEORY 

Generational cohort theory (henceforth GCT) asserts that generational cohorts share life 
experiences and social context, which have a large impact on their world perception (Moore, 
2012). GCT draws special attention to a shared field of emotions, attitudes, preferences and 
dispositions and to a set of embodied practices that each cohort uses to create its own 
traditions and cultures (Arsenault & Patrick, 2008). As a result, each generational cohort not 
only develops similar characteristics within itself, but also characteristics distinct from other 
generational cohorts (Lazarevic, 2012).  
 
GCT has been criticized for overestimating the similarities between generational cohorts 
worldwide due to different cultural upbringings (Ibid.). However, events that occur in the 
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outside environment, and which are large-scale in nature, have been found to have a profound 
impact on values and behavioural characteristics within those coming of age during the event, 
and those values remain relatively stable throughout the cohort’s life (Schewe et al., 2013; 
Arsenault & Patrick, 2008). Additionally, empirical studies looking at differences between 
similar cohorts in different countries have found that there are still significant similarities 
between generational cohorts regardless of where they live (Schewe et al., 2013). In addition, 
younger generational cohorts are becoming more convergent due to globalization and the 
advent of technologies like the Internet, which are making the same information, and thus the 
same influence, available everywhere (Kjeldgaard & Askegaard, 2006). This global similarity 
extends to identity, consumption and cultural innovation, which means that marketers can 
utilise these similarities across a generational cohort, but also allow for differences at the local 
level (Ibid.). In this way there will be some cross-cultural similarities when approaching the 
millennial generation.  
 
Because GCT focuses on the impact of social context on a generation, rather than, as other 
development theories have, on age, it provides a sociocultural approach in which it can help to 
conceptualize some homogenous traits among generations (Lazarevic, 2012). Even though, we 
presume, differences can exist in attitudes and values across cultures, we believe that 
technology especially can be seen as a main driver of global homogeneity among the Millennial 
cohort. Hence, we are left with cross-border cohorts who exhibit similar attitudes and 
behaviours (Moore, 2012). We will therefore, in our description of the Millennials, not take 
into account which geographical origin the research we base our description of the cohort on 
have.   
 

5.2 THE DEMOGRAPHIC COHORT - MILLENNIALS 

Millennials are widely considered to be the most important and influential generation yet, due 
to their substantial discretionary spending power relative to their income, as well as being 
highly technology- and market-savvy (Foscht et al., 2009). Despite a growing attention to 
Millennials in literature, there is still no general consensus regarding the time span of the 
generation. Some researchers, to mention a few, believe the time interval to be 1977-1994 (Cui 
et al., 2003; Foscht et al., 2009; Collucci & Scarpi, 2013; Williams & Page, 2011; Fernandez, 
2009), 1977-1999 (Nowak et al., 2006), 1980-1994 (Lazarevic, 2012), or 1980-2000 (Gurău, 
2012; Viswanathan & Jain, 2013; Tanyel et al., 2013), while others believe it to be 1982-2000 
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(Moore, 2012; Lodes & Buff, 2009). The lack of consensus between the start and end year of 
the generation, primarily stems from the researchers interpretation of when the worldwide 
events influencing the previous generational cohort cease to have an impact, and when the 
worldwide events shaping Millennials begin, due to their different country of origin or 
research location. However, as the key influential events and the consequential behavioural 
characteristics are mainly the same among the researchers, the interval taken into 
consideration in this thesis is 1980-2000.  
 
In alignment with GCT, the worldwide events can be characterised as the digital revolution, 
the emergence of the postmodern society and socioeconomic changes. Before we describe key 
behavioural characteristics of Millennials, we will briefly state the characteristics of these 
events as they in turn have large explanatory value relating to why Millennials behave as 
they do.   
 

5.2.0.1 The Digital Revolution 
The accelerated pace of technology changes in the market over the past 25 years is 
unprecedented, and has inarguably had an effect on the development of Millennials (Moore, 
2012). In effect, the digital revolution and the emergence of Millennials are often described 
together (Britton, 2015). The digital revolution spans a time where technology, communication 
and business have – and still are – undergoing extensive transformations, as the introduction 
of high intelligence technology and the opportunities within have challenged and changed the 
world around us completely (Karakas, 2009). The rapid growth of information and 
communication technologies and innovation in digital systems represent a revolution that has 
fundamentally changed the way people think, behave, communicate, work and earn their 
livelihood (Ibid.). This digital revolution has forged new ways to create knowledge, educate 
people and distribute information (Ibid.). It has restructured the way the world conducts 
economic and business practices, runs governments and engages politically, as well as created 
new avenues for entertainment and leisure (Britton, 2015). 
 
Millennials were born into and have grown up in this technology focused, electronic and 
wireless society in which the global boundaries are becoming more and more transparent 
(Williams & Page, 2011). They are a tech-savvy generation and often pronounced to be digital 
natives, as the majority of the generation only vaguely remembers a time without a computer 
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at home and in school, or a time without the Internet (Hockly, 2011). This familiarity with 
technology has allowed Millennials to easily adapt to the accelerating level of innovation and 
effortlessly transition from one media to another (Britton, 2015). As a result, Millennials have 
integrated the use of digital media into nearly every aspect of their daily lives and rapidly 
adopt new online communication technologies (Paulin et al., 2014). The digital revolution 
enables Millennials to constantly be hyper-connected, stimulated and on, and is breaking 
down borders of information sharing and shopping (Karakas, 2009). Building on the 
foundation of the digital revolution and the emergence of digital media, are social media 
applications, which have facilitated unprecedented growth in human interaction 
(Balakrishnan et al., 2014). The increased popularity of social media applications could be 
due, in part, to the fact that these sites allow Millennials to reinforce and promote their 
narrative, as they constantly create and renew their image online as well as observe others 
(Bergman et al., 2010).  
 

5.2.0.2 Postmodernism 
In the post-1980’s period, a non-positivist paradigm stressing the interpretive and postmodern 
perspective had emerged, in which the millennial generation was born into. The challenges 
and implications that have followed from the postmodernism era have had a paramount 
impact on the generation’s identity creation and consumption behaviour. Postmodernists do 
not believe in a single unified worldview, but instead that the world is socially constructed and 
the interpretation belongs to the individual (Pachauri, 2002). The focus in the postmodern era 
is on the individual being viewed as a communicative subject, and on the individual as seen as 
a part of a semiotic world where knowledge acquisition and production is based on symbol and 
sign manipulation (Venkatesh, 1992). Further, it has been argued that the relationship 
between social class and consumption has disappeared, and lifestyle is now the key indicator 
of social group membership (Ibid.). According to Firat and Shultz (1997), implications for the 
entrance of the postmodern era might be more than practical, operational and even theoretical 
– it may even result in some of the central principles of marketing needing to be rethought 
and modified extensively (Firat & Shultz, 1997). In an attempt to uncover the underlying 
societal tendencies which the Millennials were born into, we will briefly describe Firat and 
Venkatesh’s (1993) as well as van Raaij’s (1993) description of the conditions and effect of the 
postmodern era.  
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Van Raaij (1993) argues for the condition consequence of openness, which he defines as 
pluralism and acceptance of differences (Ibid.). The condition embraces the element of 
postmodernism which argues that all social experiences are founded on a narrative and 
brought to life by a narrative, hence no narrative ought to have a privileged status (Ibid.). 
Further, because the subject is seen as a communicative subject (Venkatesh, 1992) and 
therefore one that actively communicates the social reality she or he prefers to live, and 
because the social reality is dependent on the subject, postmodernism is open to and tolerant 
of all narratives (Firat & Shultz, 1997). This understanding of the dynamics of relationships in 
the postmodern era is further expressed in Firat and Venkatesh’s (1993) condition 
hyperreality. The condition operates on the fact that in the postmodern society the idea of a 
uniform reality is rejected and the individual is invited to re-create new realities and therefore 
leaves the interpretation of the world and the signs within it to the interpreter (Ibid.). Hence, 
the representation means the construction of reality without reference to the objective reality 
(Ibid.). The second condition is fragmentation, which, in short, represents the encouragement 
of an omnipresence in everyday life (Ibid.). The fragmentation of everyday life experiences and 
the resistance against any single way of being results in a tourist-like behaviour, where the 
subject shops ‘self’s accordingly based on the experiences which lay ahead (Ibid.). The 
individual strives for multiple representation of the self, with no commitment or conformity to 
any unified, consistent, idea, system or narrative (Ibid.). The condition is thoroughly related to 
what Firat and Venkatesh (1993) believe is the result of all the conditions – loss of 
commitment. The third and fourth conditions are reversal of consumption and production and 
decentring of the subject and are closely related to each other. Through marketing’s growing 
influence and role in the individuals life, consumption has become the process by which people 
define themselves, their status or image in contemporary society (Ibid.). Personal identity is 
increasingly sought after by the consumer, even in its fragmented forms, not on the basis of 
what we produce but on the basis of what we consume (Ibid.). As Gabriel and Lang (1995) 
notes, consumers do not only buy products, but also buy an identity (Hamouda & Ghardi, 
2013). Hence, consumption is not only a personal act of destruction but also a social act of 
symbolic meaning and relationships, and the consuming individual is no longer a single but a 
multiple subject changing according to the situation he or she encounters (Ibid.). During 
consumption, personal identity is created and recreated on the basis of use, rather than 
production or purchase (Ibid.). By centralising the consumed good as the signifier of identity 
creation, the subject becomes intertwined with the object. Hence, according to Firat and 
Shultz (1997), the postmodern individual has evolved into homo consumericus, a subject 
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defined by consumption and the experiences derived therefrom (Firat & Shultz, 1997). The 
final condition of the postmodern culture according to Firat and Venkatesh (1993) is the 
Paradoxical Juxtapositions, which basically treats the notion that everything can be combined 
and contrasted (Ibid.). Nothing belongs to a specific context, and everything takes place in the 
present, which is nowhere in particular (Ibid.). This leads to a further reinforcement of the 
aforementioned fragmentation, where the signifier is separated from the signified, the object 
from its function and the product from the need (Ibid.).  
 

5.2.0.3 Socio-economic Changes 
The third worldwide event relates to the socio-economic changes which occured during the 
second and now third industrial revolution, as a result of extensive economic growth and 
market demands (Viswanathan & Jain, 2013). Millennials have grown up in a time of fast 
paced change, including virtually full-employment opportunities for women, and hence dual 
income households as the standard, leveraging a greater financial freedom than previous 
generations experienced (Williams & Page, 2011). In turn, consumption has increasingly 
become based on hedonism rather than utility and the demand and thus the availability of 
products has exploded over the last decade (Viswanathan & Jain, 2013). Moreover, as a 
consequence of and in relation to the postmodern era’s influence, the consumer now demands 
more of each product, as brands are becoming more sophisticated and competition is 
increasing (Kotler & Keller, 2012). Pine and Gilmore (1998) state that we now live in an 
experience economy, where services are the stage and goods are props to engage individual 
consumers in a way that creates a memorable event – and that consumers unquestionably 
desire these experiences (Pine & Gilmore, 1998). Millennials have thus been raised at time 
when everything is staged and branded, which not only has resulted in high expectations for 
each consumption experience, but has also made them increasingly market-savvy, as they are 
forced to navigate in a world of advertising (Britton, 2015).  
The generation has typically been raised in a secure and goal-driven environment, with fewer 
siblings than previous generations, which has decreased the level of competition in the home 
(Viswanathan & Jain, 2013). Millennials are often called “trophy kids”, and have been raised 
being told they were ‘special’ and that ‘the world is their playground’ (Ibid.). As a consequence, 
due to societal specialization, division of labour and movement of production from the 
household to the factory or office, Millennials are increasingly individualistic and have more 
separable and independent group memberships (Belk, 1988). Due to the decreasing need for 
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children to contribute financially at home in the western world, and the increasing focus on 
the importance of education, this is the best educated generation in history (Noble et al., 
2009). As the level of education, as well information sharing, has increased, a wide array of 
family types are viewed as normal (Ibid.). Further, this has fostered a significant respect for 
ethnic and cultural diversity including a heightened social awareness (Ibid.).  
 
Together, these three major worldwide events have had a profound impact on Millennials. In 
the subsequent sections, we will describe some of the behavioural characteristics of 
Millennials, which largely can be ascribed to the events above.  
 

5.2.1 Behavioural characteristics 
Growing up during the digital revolution has made the Millennials tremendously tech-savvy 
(Williams & Page, 2011). Both in terms of being open and adaptive to new technologies, but 
more importantly, it terms of how they navigate the world (Ibid.). The majority of Millennials 
have never known a time without the Internet, and as a consequence Millennials have habits 
and preferences regarding communication, personal interaction and consumption that are 
significantly different than those of older generations (Hockly, 2011). Millennials, being 
multimedia, multitasking consumers, may be the first generation to use digital media more 
than traditional media (Tanyel et al., 2013). The Internet has thus become a defining element 
of their generation and the preferred medium as a source of entertainment, news, information 
and social interaction (Ibid.). As a result Millennials are soundly aware of their own 
appearance, both online and offline, and in relation to the postmodern era, understand that 
every action can be used to make statements about who they are and what they stand for, 
both for others and for themselves (Williams & Page, 2011). As a consequence, Millennials 
perceive themselves as brands, are tremendously image-driven, and are often characterised as 
walking me-brands  (Ibid.). In turn, Millennials are often perceived as narcissistic, self-absorb 
and self-centred, as the end often justifies the means, and thus their behaviour and search of 
signifiers can appear absurd (Ibid.). Such behaviour has taken the concept experience 
economy to a whole new level (Britton, 2015). For many, the currency is the imagery and 
videos captured from the experiences, rather than the meaning and substance of the 
experience itself (Britton, 2015).  
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As a result of being well educated, as well grounded and aware of their age (William & Page, 
2011) Millennials are tremendously environmentally and societally conscious, and are 
considered one of the most compassionate generations yet, with an extensive focus on social 
issues (Nowak et al., 2006). Millennials are known for being goal oriented, very optimistic 
towards nature and believe they can change the world (Ibid.). Millennials believe that life 
should be fun and enjoyable, but at the same time they want responsibility and challenge 
(Ibid.). They have grown up being told they were special, and thus are highly motivated and 
believe they deserve, or have the right to success (Williams & Page, 2011). They are very open-
minded and expect and respect diversity and alternative solutions (Nowak et al., 2006).  
 

5.2.1.1 Millennials and the marketing industry 
As a result of growing up in a media-saturated and brand conscious world, the generation is 
highly aware of the fact that the world around them is socially created, and that every 
experience and piece of information they meet is branded (Lazarevic, 2012; Nowak et al., 
2006). This has resulted in a decreasing level of trust in companies, as they know everything 
is staged and that there is no such thing as one truth (Lazerevic, 2012; Collucci & Scarpi, 
2013). This distrust has ironically generated the attitude that the generation is in fact more 
comfortable with brands and is more consumption-oriented than previous generations, as they 
see the relationship between themselves and the brand as equal (Lazarevic, 2012). In turn, 
during consumption, as a result of the postmodern era, the image belonging to a product or 
brand reflects an advantage for consumers. The interpretation of the world and the signs 
within it are in the hands of the interpreter, and leveraging the product’s meaning is 
determined by the consumer (Williams & Page, 2011). During consumption, personal identity 
is created and recreated on the basis of use, rather than on the basis of production or purchase 
(Firat & Shultz, 1997). Millennials are aware of the high symbolic value of brands, and utilise 
brands to create the self and the self-identity to a higher degree than previous generations 
(Lazarevic, 2012). Due to the fragmentation of self and the loss of commitment, consumption is 
used to reflect personal characteristics, values and virtues by these young consumers for their 
situational-self (Firat & Shultz, 1997). This utilisation of brands as an extension of 
themselves, unlike other generations, has implications for how they should be marketed to 
(Lazarevic, 2012). The consumer acquires the product for the image it represents and this 
image is only partially, if at all, constructed on the basis of a functional need. Furthermore, a 
single product is capable of representing multiple images as signified by the culturally 
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constituted world (Firat & Shultz, 1997). As the object becomes entwined with the subject, and 
marketing has become the culture of contemporary life, marketing organizations will need to 
empower the consumers to become marketers of their self-images (Ibid.). Hence the main 
purpose of marketing and branding is to build, develop and maintain relationships with a 
consumer, rather than an unknown mass (Gharbi et al., 2013). Moreover, due to the 
postmodern conditions, brands must allow greater freedom of movement within and among 
class, sub-cultures and segments, as the Millennials shop ‘self’s according to the experiences 
which lay ahead, without any commitment to a single narrative (Firat & Shultz, 1997).   
 
Hence, as Millennials seek experiences and brand-badges, which they can use as testimonial 
artefacts, the generation prioritizes products that are customized and unique, as it allows 
them to tell a story and contributes to their self-defining needs (Williams & Page, 2011). 
Millennials are seen to be individualistic individuals separated from time and space, and they 
look for brands which allow them to maintain and develop freedom, and thus search for 
suppliers whom they trust can deliver this (Gharbi et al., 2013). However, consumption is not 
only a personal act of destruction, but also a social act of symbolic meanings, social codes and 
relationships (Firat & Shultz, 1997). Therefore, validation from peers is increasingly 
important for Millennials, as the signal value in consumption experiences is dependent on the 
social context (Britton, 2015). Millennials can therefore be perceived as loss averse, as the risk 
of consuming a product with the wrong signal value can be significantly damaging for their 
own, and others, image of them (Viswanathan & Jain, 2013). Despite the search for 
uniqueness and experiences that set Millennials apart from their peers and confirm their 
identity creation, the opinion of the crowd is valued higher than the opinion of one (Britton, 
2015). Millennials have a great need to be recognized and accepted by ones peers and the 
decreasing trust in companies has increased the importance of peer recommendation 
(Williams & Page, 2011; Viswanathan & Jain, 2013). In turn, peers often guide product and 
brand choices, which can be said to decrease the level of autonomy in the decision-making 
process (Williams & Page, 2011). This has had a distinct influence on how companies conduct 
business today, and the growing number of consumer review-sites is increasingly used as a 
testimonial online (Viswanathan & Jain, 2013). Because brands and products are consumed to 
either show a sense of self or to fit into one’s peer group, brands must not only allow 
Millennials to co-create the meaning in brands, but also understand how to strengthen the 
signal values of their brand (Nobel et al., 2009).  
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Being a well educated generation, Millennials tend to prioritize brand with a greater purpose 
than the bottom line, and favour truth and transparent brands rather than polished 
corporations (Williams & Page, 2011). As a result, Millennials don’t take brands at face value, 
but instead challenge and expect authenticity and substance behind the things they encounter 
(Lazarevic, 2012). Previous research suggests that Millennials tend to strongly prioritize and 
celebrate brands with a greater purpose, and to a great extent, brands that support a cause, 
which aligns with their values (Ibid.). Corporate social responsibility, as well as Millennials 
own social responsibility through consumption thus matters significantly to this generation 
(Ibid.). Millennials tend to seek brands that provide quality at a fair price, yet are willing to 
spend more than previous generations (Nowak et al., 2006). They have been known to boycott 
brands that violate value related to environmental and social responsibility (Ibid.). In turn, 
when Millennials find a brand they trust and are satisfied with, they tend to commit strongly 
to it, and in some cases get actively involve in the brand, either in terms of recommending and 
promoting the brand to others, or in terms of creating and developing the brand (Williams & 
Page, 2011). Due to the high value of WOM, this type of commitment is extremely valuable for 
brands (Britton, 2015).  
 

5.3 SUB-CONCLUSION 1 

In the above theoretical reflection, we have presented our understanding of the behavioural 
characteristics of the Millennials and the challenges they impose for brands. From this, we 
can conclude that the aforementioned three worldwide events have had a paramount effect on 
the Millennial cohort’s behavioural characteristics, of which some of these characteristics are 
particularly pronounced for this generation. First of all, is the generation’s confidence in and 
need for technological devices and the Internet, which in turn has influenced how they 
navigate the world and their communication preferences. Second, Millennials are recognised 
as being highly motivated by aspirational and identification needs and are perceived as on a 
constant search for signifiers and symbolic resources to help them negotiate, interpret and 
transfer meaningfulness to their everyday experiences, hence denoted as walking me-brands. 
As classification through social class is no longer available, lifestyle is now the key indicator of 
social group membership, and consumption is the primary method in which the generation 
display such affiliation. They tend to consume brands that are socially visible, and consult 
with their peers before a consumption experience, which can be said to decrease the level of 
autonomy in the decision-making process. Lastly, Millennials are perceived as increasingly 
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distrustful toward brands and authorities, as they are increasingly critical towards marketing 
communication and favour truth and authenticity. Further, they are considered to be one of 
the most compassionate generations yet, with an extensive focus on social issues, and tend to 
celebrate and prioritize brands with a greater purpose.  
 
Such behavioural characteristics pose several challenges for brands. First and foremost, 
marketers must be increasingly aware, not only of the expressive attributes and testimonial 
artefacts related to their brand, but also, that the interpretation of signifiers are in the hands 
of the Millennials. The generation is increasingly consuming experiences rather than goods, 
and marketers must create a memorable and value expressive consumption experience that 
exceeds mere product usage. As a consequence, brands must also convey a greater purpose to 
satisfy the Millennials high societal and environmental consciousness, and through these, 
resonate with the Millennials sense of self to create sustainable and strong brand 
relationships. As WOM is increasingly important for the Millennials, as well as for brands, 
creating brand relationships, and therefore brand advocates, are of key importance. Thus, 
communication must be to the subject, rather than to the masses.  
 

5.4 RECONCILIATION BETWEEN MILLENNIALS AND 

BRANDS 

Due to the fact that the reconciliation between the Millennials and brands plays the 
fundamental role in our research question, it is essential to establish the understanding of the 
key components of such process. Thus, we will begin by presenting how the symbolic meaning 
in brands is perceived to operate on a consumer level, since the value-expressive abilities are 
seen to function for Millennials in two crucial ways. Subsequently, we will present Aaker 
(1996)’s brand personality framework, which we will utilize to understand how the symbolic 
meaning is conceptualized and expressed by brands. Lastly we will present the self-
congruence theory, in which this thesis largely rests. Self-congruence is the matching process 
between the brand user-imagery, or personality, and the consumer’s self-concepts, and 
therefore of key importance to understand the impact of reconciliation on their brand loyalty 
dimension.  
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5.4.1 Symbolic consumption 
Central to postmodernism is the recognition that consumers do not make consumption choices 
solely from products’ utility but also from their symbolic meaning (Hamouda & Gharbi, 2013; 
Elliott & Wattanasuwan, 1998). Through consumption, the consumers are seeking re-
enchantment of consumption, which is the act of production of experiences and self-images 
(Gharbi et al., 2013). In effect, life is to be produced and created through the multiple 
experiences in which the consumer is immersed (Ibid.). The symbolic values in brands can 
therefore be perceived as primarily twofold. First and foremost, brands and products are a 
large part of Millennials identity creation, as they convey stories about who they are, and who 
they are not, through consumption (Elliott & Wattanasuwan, 1998). Second, because 
Millennials are using consumption as a way to project their lifestyle (Britton, 2015), the 
construction of the self is partly achieved through investment of trust in organizations, such 
as brands, to help categorise the consumer (Elliott & Wattanasuwan, 1998).  
 
Correspondingly, Elliott (1998) suggests that symbolic meanings of goods operate in two 
directions – inward towards constructing a self-identity, also called self-symbolism, and 
outward in constructing a social world, called social-symbolism (Ibid.). Self-symbolism is about 
creating a self-identity, partly with the help of personal meanings derived from products 
(Ibid.). The meaning attached to any experience or object is determined by the interpretation 
of symbols (Ibid.). In the socialisation process, the consumer learns not only to agree on shared 
meanings of some symbols, but also develops individual symbolic interpretations of their own 
(Ibid.). The consumer uses these symbolic meanings to construct, maintain and express each 
of its multiple identities (Ibid.). Hence, the relationship between consumption and the 
consumer is dialectical, while advertising not only helps transform cultural meanings for the 
consumer, it also takes the cultural meaning from the consumers world and invests it in the 
product (Ibid.). Social-symbolism, on the other hand, focuses on building a social-identity 
based on the publicly shared meaning of products and brands (Ibid.). The Millennials 
behaviour and sense-making is thus based on the internal logic of their subjective meaning 
systems, and, as a result of a lack of coherent order (Firat & Shultz, 1997), they attempt to 
construct consistent representations of the world in order to make it more meaningful and 
predictable (Pachauri, 2002). Brands thus function as signifiers, which helps consumers 
categorise their surroundings by making a system of social distinction (McCracken, 1986). 
Symbolic consumption thus helps Millennials categorise him or herself in society, as well as in 
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the creation of the self (Belk, 1988), and all voluntary consumption carries, either consciously 
or unconsciously, symbolic meaning transfer (Elliott & Wattanasuwan, 1998). 
 

5.4.2 Brand personality  
The conscious or unconscious symbolic meaning transfer from brands to consumer is based on 
the consumer’s interpretation of the brand personality (Aaker, 1996). Aaker (1996) defines 
brand personality as being “The set of human characteristics associated with a given brand.” 
(Aaker, 1996, p. 141). He postulates that it can include certain characteristics such as age, 
socio-economic class, and personality traits, such as sentimentality or warmth (Aaker, 1996). 
As with the human personality, which is said to be based on behaviour, physical attributes, 
attitudes and so forth, a brand personality forms through communication of any kind between 
the brand and consumer (Klipfel et al., 2014). The brand personality drivers can be divided 
between the product and the non-product related characteristics, some more important than 
others, depending on the brand and the product category (Aaker, 1996). A brand’s personality 
is further affected by its user-imagery, which is the image transferred to a brand from the 
individuals considered to be the typical users of the brand (Klipfel et al., 2014). Thus, the 
brand personality is created in the intersection between how the consumer interprets certain 
attributes of the brand, and how the brand chooses to present their product (Aaker, 1996).   
 
Aaker (1996) asserts that the brand personality is constituted by five dimensions: sincerity, 
excitement, competence, sophistication and ruggedness (Ibid.). He proposes that these 
dimensions explain nearly all of the observed differences between brands (Ibid.). Each of the 
five dimensions consists of an extended set of traits, which provides texture and descriptive 
insights regarding the nature and structure of the dimensions (Ibid.).  The relationship 
between the dimensions and the attributes are show below in figure 1. 
 
 

 
 
 
 
 
Figure 1 The relationship between brand personality dimensions and brand personality attributes 
(Klipfel et al., 2014, p. 136) 
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As with the human personality, the brand can rank high or low on several of the dimensions 
at once, together expressing the brand personality image, while it is the composition of the 
dimensions that outlines the distinctiveness of the brand (Aaker, 1996). The brand personality 
is often perceived as the primary driver for the emotional bond a consumer experiences with a 
product (Klipfel et al., 2014). Associating the specific personality features to the brands allows 
the consumer to express a certain conception of him or herself, so as to acquire some value-
enhancing symbolic benefits from a given consumption (Achouri & Bouslama, 2010). Aaker 
(1996) conceptualizes that consumers can use brands to express one’s self-identity, both the 
actual and aspired self-identity, based on their interpretation of the brand personality (Aaker, 
1996). The greater the consumers can relate to the brand based on the brand personality, the 
higher symbolic meaning or value expressive function the brand has for the consumer, and 
more attached the consumer will become to the brand (Klipfel et al., 2014). As the individual 
meaning, and hence the cultural meaning, sought for develops over time, so too will the 
congruence with the brand personality (McCracken, 1986). Thus, when the brand is serving a 
value-expressive function, brand personality becomes the route to congruity with the brand 
(Klipfel et al., 2014).  
 

5.4.3 Self-congruence theory 
A consumer’s congruity with a brand can be explained by the self-congruence theory 
(henceforth SCT) (Liu et al., 2012). Throughout literature, self-congruence, self-image 
congruence, self-congruity and image congruency have been interchangeably used to describe 
this phenomenon (Kressman et al., 2006). We will, however, make use of the term self-
congruence (henceforth SC) despite what reference theories might name the phenomenon. 
SCT is a theory derived from psychology, and proposes that consumers like to compare 
themselves with a brand and see if the brand matches their concept of themselves (Liu et al., 
2012). Given that Millennials are tremendously self-conscious, image-driven and on a constant 
search for signifiers to constitute their self-concept, such congruence is perceived as having a 
great influence on their purchase decision and subsequently brand loyalty (Wood, 2004). In an 
effort to disclose the key concept of SCT, we will begin with describing how the phenomenon 
takes form and highlighting the notion of the key constructs self-concept and self-image. 
Subsequently we will describe three crucial self-definitional needs, which can be argued to be 
increasingly relevant for Millennials, as they can be perceived as largely motivated by 
identification and aspirational needs in their purchase behaviour (Lazarevic, 2012). Finally we 
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will describe the notion of functional congruence (henceforth FC), since the utilitarian 
attributes of a product can largely influence the brand preference.  
 
SC can largely be described as the phenomenon in which the consumer interprets the level of 
cognitive match between the consumer’s self-concept and the brand (Hosany & Martin, 2012). 
In accordance to the brand consumer relationship, the consumer makes an evaluation of the 
level of congruence the focal brand has on the particular self-concept, of which the 
consumption is to satisfy (Ibid.). If they recognize congruence to the brand by relating to the 
values behind it, they can begin to form a relationship with the brand (Lazarevic, 2012). If 
Millennials see the brand as consistently matching their values and helping them identify 
themselves, Millennials will tend to create a relationship with the brand (Ibid.). Hence, the 
higher SC, the greater the fit between the brand and the consumer’s self-concept, and the 
higher the likelihood that the consumer will support the brand (Kressman et al., 2012). For a 
consumer to identify with the focal brand, the perceived identity attractiveness of the signifier 
must be high (He & Mukherjee, 2009). A signifier is appropriate when it joins with, 
complements, adds to, or reinforces the way the Millennial thinks about themselves 
(Lazaravic, 2012). However, as a consequence of the postmodern society, individuals include 
numerous situational-self’s, and thus it is possible that only a few attributes of the brand are 
salient in a given situation (Klipfel et al., 2014). Thus, different attributes carry different 
weights of importance for each consumer depending on the situation (Ibid.). The match 
between salient personality traits of the brand and one’s situational-self is also called 
situational congruence, which is based on the self-schemas the consumer draws on to 
determine SC, and whether they are contingent on the brand and its perceived relevance to 
the self (Ibid.). Millennials are motivated to consume and purchase products that project an 
image that fits with the consumer’s self-image, depending on the parameters of the social 
situation (Nobel et al., 2009; Klipfel et al., 2014). This is due to the fit allowing them to satisfy 
image-oriented issues, which they believe are tied to their purchasing behaviour and the 
brands they consume (Nobel et al., 2009).  
 
The self-image is closely related to the self-concept, and is often described as two identical 
constructs. However, the nature of the two constructs is complex, as it includes the fact that 
the consumer possesses multiple-self’s (Hogg & Michell, 1996). Both the self-concept and the 
self-image have a distinct impact on the consumption situation as each brand has different 
symbolic meanings, and consumption of a brand is highly dependent on the situational-self 
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(Ibid.). Self-image refers to the way a person perceives him or herself, in relation to a set of 
characteristics, personal features, roles and values and requires a degree of self-knowledge 
(Achouri & Bouslama, 2010). Thus the self-image is indeed the factor that is being evaluated 
in the consumption experience, while the self-concept can be perceived as the more 
unconscious driver (Ibid.). The marketing literature identifies four dimensions of self-concept 
to explain how the consumer behaves towards brands, where only two are relevant for 
inclusion in this thesis (Hosany & Martin, 2012). The first dimension is the actual self-
concept, and relates to how the consumer sees him- or herself – in other words “Me as I am” 
(Ibid.). The second dimension is the ideal self-concept, which relates to how the consumer 
would like to see him- or herself and thus include “The good me” (Ibid.). Alderson (1957) 
argues that enhancing and maintaining a favourable self-image is the one purpose in life of 
the consumer, which to a high degree can be ascribed to Millennials behaviour as well (Hogg 
& Michell, 1996).  
 
As both the self-image and the self-concept are perceived as depending on the situational self, 
literature proposes that the consumption decisions may not necessarily be seen as completely 
consistent because different self-image needs could be met by different consumption 
behaviours (Ibid.). However, as Millennials are more likely to consume products that are 
socially visible and communicative, and since the level of product conspicuousness rises 
accordingly to perceived risk of communicate incongruent with the choices of the significant 
referents, some level of continuity and consumption choices are expected (Piacentini & Mailer, 
2006). Conversely, earlier consumption choices would be expected to form a context for and 
influence the outcome of later consumer decisions, as long as the brand holds a continually 
symbolic significance (Ibid.).  
 

5.4.3.1 Self-definitional needs 
As Millennials are largely motivated by identification and aspirational needs (Lazarevic, 2012) 
the self-definitional needs the brand satisfies are especially important for the congruence to 
emerge. Which self-definitional needs that are satisfied, or sought for, through consumption 
vary from consumer to consumer (Shirazi et al., 2013). However, some self-definitional needs 
appear to be repeated in literature as well as being key determinants of identification with the 
brand for the Millennials due to their distinct behavioural characteristics. The most common 
self-definitional need to be met, is the need for self-similarity, also called self-consistency 
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(Kressman et al., 2006). Consumers are likely to identify with a brand, when the brand 
matches their own sense of who they are because such identities enable them to maintain and 
express their sense of self most authentically, and therefore fulfil the need for self-similarity 
(Bhattacharya & Sen, 2003). People have beliefs about themselves – their actual self-image – 
and are highly motivated to protect them (Kressman et al., 2006). Secondly, the brand identity 
must be perceived as distinctive compared to other brands in order to fulfil the consumers 
need for self-distinctiveness (He & Mukherjee, 2009). As consumers form their evaluation of 
brands by comparing them with social referents, the more distinct the brand appears, the 
easier is the comparison and congruence process. Further, as Millennials value uniqueness 
and brands that enable them to differentiate themselves from others, as well as permit them 
to create stories (Britton, 2015) it can be argued that this need is also apparent in the 
generation. Thirdly, the perceived prestige of the brand identity is crucial for consumers 
ability to enhance their self-identity, which relates to fundamental human motives for 
behaviour (Wansik, 2003; He  & Mukherjee, 2009). The consumer is seeking to reduce the 
discrepancies between their actual and ideal self-concept, and therefore the greater match 
there is between the brand user-imagery and the ideal self-concept, the more likely is it that 
the consumer implicitly infers that the use of the brand will sustain or enhance their self-
esteem (Kressman et al., 2006). The need for self-esteem is closely related to the need for self-
enhancement as individuals engage in social interaction with other individuals, groups and 
brands in order to fulfil their social needs such as sense of belonging (He & Mukherjee, 2009). 
As Millennials are highly aware of their social environment, and tend to turn to their peers for 
guidance on product and brand choice, each consumption experience consists of a negotiation – 
implicit or explicit – whether or not the good fits with Millennials social context (Gharbi et al., 
2013).  
 

5.4.3.2 Functional Congruence 
As brand preference can be affected by both value-expressive attributes and utilitarian 
attributes, we find it relevant to briefly explain the concept of FC in relation to SC. FC relates 
to the match between the beliefs of the products utilitarian attributes, and the consumers 
referent attributes (Klipfel et al., 2014). A referent attribute is the criteria used to evaluate 
the performance of the product, and consumer expectations regarding how the product should 
perform to accomplish the focal or central goal of the product (Ibid.). Thus, FC is the 
assessment of the brand, focusing on the extent to which functional attributes of the brand 
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matches the consumer’s ideal or desired performance specifications (Kressman et al., 2006). 
Previous research argues that since consumers seek products not for the physical product 
themselves, but for the benefits they receive from using the product, SC may take precedence 
over FC (Klipfel et al., 2014; Kressman et al., 2006).  As symbolic attributes tends to be easier 
to process for the consumer due to their self-relevance, consumers are more likely to evaluate 
a brand along its symbolic or value-expressive attributes first, followed by an evaluation of the 
brand along functional attributes (Kressman et al., 2006). Thus, if the information processing 
of self-relevant attributes leads to higher SC, then consumers are likely to form an initial 
favourable attitude toward the utilitarian attributes of the brand (Ibid.). Conversely, if SC is 
low, consumers are likely to form an unfavourable attitude toward the brand, which in turn 
would bias their evaluation of the brands functional performance (Ibid.).  
Nonetheless, both SC and FC are predictive of brand attitude, and the greater congruence 
between the products utilitarian and value-expressive attributes, the more positive the 
evaluation of the product will be (Klipfel et al., 2014).  
 
Thus, the brands’ image and equity is judged by Millennials, as to whether this fits with their 
own sense of self, what image they want to portray to others and, if applicable for the product 
category, whether the utilitarian attributes meet their referent attributes (Lazarevic, 2012). 
Millennials display very distinct behavioural characteristics in relation to the strength of the 
brand relationship, both in terms of valued attributes as well as of behaviour towards the 
brand (cf. section 5.2.1.). Further, since Millennials tend to go a great length for brands they 
support, such as recommending it to others and WOM, which are of key importance for this 
generation (Ibid.), understanding the impact of congruence on their brand relationship is 
crucial.     
 

5.5 KEY CONCEPTS ON ULTIMATE BRAND LOYALTY   

In the following sections we will present the key concept ultimate brand loyalty (henceforth 
UBL), which is the fourth and final stage of Oliver (1999)’s four-sequence brand loyalty 
framework. The concept of brand loyalty plays a fundamental role in our research question, 
and we will therefore begin by outlining the significance of the concept for brands, and the key 
concepts of brand loyalty. This is essential in order to establish the importance and key 
notions of this loyalty stage for brands, as well as in order to recognize the UBL Millennials. 
Subsequently we will present Oliver (1999)’s four-sequence brand loyalty framework, which 
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describes how consumers can reach a state of UBL. The framework is included because it 
discuss the conditions under which loyalty emerges, and which factors may hinder such 
emergence, hence helping to separate UBL from inertia. In relation to this, we will turn our 
focus towards commitment, as this antecedent has been proposed to play a vital role in the 
formation of UBL and hence in successful relational exchanges. Lastly, we will present sub-
conclusion 2, describing the nature of UBL and discuss the role of the antecedent commitment 
on the development of UBL. 
 

5.5.1 Brand Loyalty – the ultimate business goal 
Defined by Jacoby and colleagues (Jacoby & Chestnuts, 1978; Jacoby & Kyner, 1973), brand 
loyalty can be described as a “biased behavioural response expressed over time by some 
decision-making unit with respect to one or more alternative brands out of a set of such 
brands” (Jacoby & Chestnut, 1978, p. 80). In this regard, brand loyalty should be understood 
as a dimensional construct once reconciled by Jacoby (1971), who integrated the notion of 
behaviour and attitude within the same conceptual definition. A definition, which postulates 
that brand loyalty, is a behavioural function of an evaluative psychological process (Odin et 
al., 2001). As briefly described in the introduction of this thesis, brand loyalty is one of the 
core elements of Aaker (1991)’s theory on brand equity (Aaker, 1996). The construct is thus 
considered as the measure of the attachment that a consumer has to a brand, reflected by how 
likely he or she would be to switch to another brand after changes in either price or features 
have been made (Aaker, 1991). This notion corresponds well with the contemporary marketing 
approach, turning from a transactional to a relational orientation, which acknowledges that 
gaining and sustaining customer loyalty as the ultimate goal may be more important than 
achieving customer satisfaction (Evanschitzky & Wunderlich, 2006). The number of brand 
loyal consumers is directly linked to the success of the brand (Jacoby and chestnut, 1978) due 
to its impact on future profits and market share, providing substantial competitive and 
economic benefits to a company (Matzler et al., 2006). Prior research has found that even 
small changes in loyalty and retention can yield disproportionately large changes in 
profitability (Evanschitzky & Wunderlich, 2006). The key benefits of the continuing patronage 
of loyal consumers are thus related to how these consumers will display low levels of price 
sensitivity over time, to the reduction of marketing cost and to the “partnership” actions of 
those consumers (Bowen & Shoemaker, 1998). The loyalty concept should therefore be 
regarded as an important antecedent to the brands financial performance and long-term 
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success (Jacoby & Chestnut, 1978; Odin et al., 2001). Ultimately, with a better understanding 
of the millennial generations brand loyalty drivers, we hope to help brands and marketing 
managers establish long lasting consumer retention, along with long-term profitability and 
market share.  
 

5.5.1.1 Key conceptions of brand loyalty 
Despite brand loyalty’s effect on a brands equity, it is nevertheless a complex construct that 
has been described and conceptualized in the academic literature (Oliver, 1999), and also 
undergone scientific progress and evolution in the last eighty years, both in understanding, 
measuring and leveraging brand loyalty assets (Fournier & Yao, 1997). One of the primary 
advances of the concept has been the development from a singular stochastic approach to 
loyalty, to the recognition of the attitudinal approach (Jacoby, 1971). The stochastic approach, 
also called inertia or habitual consumption, has commonly been characterized as a habitual 
behaviour that reduces both mental (e.g. attribute comparison) and physical search effort (e.g. 
store attendance) (Amine, 1998). The stochastic approach should only be regarded as 
moderately comfortable for the brand, as the consumer does not care for the brand itself but is 
loyal as a result of convenience and lack of alternatives (Ibid.). In contrast, the attitudinal 
approach includes being emotional committed to the brand as a response to liking and 
attachment, and thus ensures a long-term consistent purchasing behaviour (Ibid.). The 
attitudinal approach is therefore perceived as the most secure perspective for marketers 
(Ibid.). 
 
One of the prominent conceptualizations of brand loyalty is proposed by Oliver (1999) in his 
four-sequence brand loyalty framework, in which brand loyalty is perceived to advance as  the 
attachment to the brand increases (Oliver, 1999). As UBL is the fourth and final stage of 
Oliver’s framework, we will outline the conceptualisations for this framework, and present the 
key notions of this loyalty stage.  
 

5.5.2 Oliver’s four-sequence brand loyalty framework  
Oliver’s cognitive-to-action sequence model includes a continuum scale of consumer loyalty, 
and infers that different aspects of loyalty do not emerge simultaneously but rather emerge 
consecutively over time (Evanschitzky & Wunderlich, 2006; Oliver, 1999). Oliver’s framework 
consequently follows the traditional consumer attitude structures, also known as the 
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consumer’s decision-making process (Jacoby & Chestnut, 1978).  Hence, these attitude 
structures have become an accepted way to examine how consumers choose among the many 
products and services, as well as brands that are available on the marketplace (Ibid.). 
Accordingly, all three decision-making stages, known as the cognitive stage, the affective stage 
and the conative stage must point to a focal brand preference for loyalty to occur (Oliver, 
1999). The model thus presents how consumers can become loyal at each attitudinal stage of 
the decision-making process; first in a cognitive sense, then later in an affective sense, as well 
as in a conative manner and finally in a behavioural manner described as action inertia, and 
hence UBL (Ibid.). For those brands that have reached the first three loyalty stages in the 
mind of the consumer, it is presumed that these have engendered an enhanced liking and 
possibly an established preference for the brand due to the quality (e.g. brand information) 
provided, as well as continued ability to satisfy (Ibid.). However, this loyal consumer is only 
committed to repurchase. Consequently, the three stages of loyalty are perceived as easy to 
erode, as todays economy, which consists of a plethora of seemingly superior alternatives, 
messages and thus vulnerabilities, may affect the consumers’ senses and hinder the 
movement from the conative stage to the action stage. Hence, by surpassing the conative 
stage, the consumer will have reached a state of brand attachment and thus generated a 
focused desire to rebuy the brand, and only that brand. More specifically, the consumer has 
acquired the skills necessary to overcome threats and obstacles to this quest (Ibid), all of 
which are necessary for UBL to emerge (Ibid.). Consequently, this form of loyalty exists only 
in highly involved conditions and tends to explain the behavioural relationship between the 
consumer and the brand primarily through the attitudinal dimension of loyalty (Amine, 1998).  
As UBL will emerge through the movement from the conative stage to the action stage, we 
present the conative stage in order to stress the differences between these two stages. Finally, 
we will present the action stage and hence UBL.  
 

5.5.2.1 Conative Loyalty 
At the conative stage of loyalty, the consumer will act on a deep level of commitment, and 
loyalty is experienced when the consumer focuses on wanting to rebuy the brand, due to 
repeated use-experiences, heavily influenced by a positive affect toward the brand. Conation 
by definition implies a brand-specific commitment to repurchase (Oliver 1996; Oliver, 1999). 
However, this commitment reflects more an intention of rebuying the brand, rather than a 
commitment to the action of rebuying in itself. In this stage, having a motivation and a desire 
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to rebuy, may therefore be an unrealized action and the consumer consequently remains 
subject to switching (Ibid.).  
 

5.5.3 Ultimate brand loyalty 
Having reached the fourth stage of the model, the consumers’ intentions to rebuy have been 
converted to actions. This stage can therefore be explained as an action control sequence, 
where the motivated intention in the conative stage is transformed into a readiness to act 
(Ibid.). Within the action control paradigm, it is proposed that the readiness to act is 
accompanied by a desire to overcome any obstacle that might prevent the act. If the consumer 
repeats this loyalty state, action inertia develops, thereby facilitating repeat purchase and 
hence UBL (Ibid.). In order to identify the psychological path to a consumer’s UBL behaviour, 
it is required that we access consumers’ beliefs, affects and intentions within the traditional 
consumer attitude structures. However, in order to reach the level of UBL, Oliver (1999) 
precedes the traditional decision-making pattern with a fourth stage, surpassing the stage of 
behaviour of interest with the action state of inertial rebuying (Oliver, 1999; Amine, 1998). 
Oliver (1999) describes this form of loyalty as a “deeply held commitment to rebuy or re-
patronize a preferred product/service consistently in the future, thereby causing repetitive 
same-brand or same brand-set purchasing, despite situational influences and marketing 
efforts having the potential to cause switching behaviour” (Oliver, 1999, p. 34).  
 

5.5.3.1 Ultimate loyalty brand loyalty - effects on the consumer  
To stress the effects of UBL we will briefly include the work by Amine (1998), since he 
discusses different situations in which the consumer shows his or her resistance to switch to 
another brand. For instance, he stress those situations where the product is deficient for a 
while, becomes less competitive or is a target of negative rumours (Amine, 1998). He also 
discuss how this brand support takes form as positive WOM communications about the brand 
to which the consumer feels committed, in the manner of which they will prescribe it to others 
while persuading new consumers, such as family, friends and peers to try it (Ibid). 
Additionally, he finds that the UBL consumer who defends the brand from negative opinions, 
most often will represent a stable hard core loyal customer base. Moreover, he perceives these 
consumers to be a helpful source for a brand during crises. UBL consumers have the potential 
to be a key variable in building, rebuilding and maintaining the popularity of a brand (Ibid.).   
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As Oliver (1999) assigns a considerable amount of significance to the construct commitment 
within his definition of UBL, it can be perceived as central to the understanding of the mental 
processes underlying the repeat purchasing of a brand in terms of UBL versus inertia. We will 
therefore in the subsequent section present the key conceptualizations of this antecedent, 
including the two theorised components of commitment, namely the affective and continuance 
commitment component.  
 

5.5.4 Commitment – the pivotal driver of ultimate brand loyalty 
Commitment is perceived as one of the key higher order mental constructs guiding a 
consumers decision-making process (Garbarino & Johnson, 1999) since commitment provides 
an essential basis for distinguishing brand loyalty from other forms of repeat purchasing 
behaviour (Jacoby & Chestnut, 1978). In continuation of this, Morgan and Hunt (1994)’s 
contribution to relationship marketing has also theorized commitment as one of the key 
mediating constructs in successful relational exchanges (Morgan & Hunt, 1994), since 
commitment is seen as the construct that influences the buyers’ choice of seller (Bennet et al., 
2011). Morgan and Hunt (1994) thus suggest that commitment, in association with trust, are 
more likely to allow marketers to produce outcomes that promote efficiency, productivity and 
effectiveness given their ability to generate more of a cooperative behaviour from the 
consumers (Morgan & Hunt, 1994). Following the theories of partnering, it has been proposed 
that customers who maintain a strong relationship with brands, not only have high levels of 
commitment, but that this construct becomes central to the consumers attitude and belief 
structures (Ibid.). Consequently commitment is perceived to be the pivotal driver of UBL, 
since the level of commitment, accompanied by a desire to overcome any obstacle, which 
transform into a readiness to act and facilitate repeat purchase. Therefore, in the following 
sections, we will present the nature of commitment as the key mediator of the relationship 
between the consumer’s evaluation of a brands performance and the consumer’s intention 
regarding the future relationship with that brand (Fullerton, 2005).  
 

5.5.4.1 The nature of commitment 
Commitment is assumed, in relation to UBL, to be an attitudinal concept and a force of 
psychological attachment (Ibid.). Furthermore, it has been defined as an enduring desire to 
maintain a valuable relationship (Ibid.). Morgan and Hunt (1994) support these notions with 
their definition of the concept of relationship commitment “as an exchange partner believing 
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that an on-going relationship with another is so important as to warrant maximum efforts at 
maintaining it; that is, the committed party believes the relationship is worth working on to 
ensure that it endures indefinitely” (Morgan & Hunt, 1994, p. 23). This attachment has 
additionally been described as an implicit or explicit “pledge of continuity” between the 
consumer and the brand (Lee et al., 2007; Fullerton, 2005). The value and importance of 
commitment thus illustrate that a highly committed consumer will work harder to maintain a 
relationship with a brand, than a consumer who holds no, or a low, commitment towards the 
brand (Maheshwari et al., 2014). In relation to this, Morgan and Hunt (1994) propose that 
relationship commitment only exists when the relationship is considered important by the 
relational partners (Morgan & Hunt, 1994). Since researchers within the marketing field have 
been more concerned with commitment in an organizational context, many of the above 
definitions mirror those in the organizational behaviour literature (henceforth 
OBL)(Fullerton, 2005). In this context, commitment is viewed as a construct that links the 
employee to the employing organization, hence contributes to important outcomes, such as 
decreased turnover, higher motivation and increased organizational citizenship behaviour 
(Fullerton, 2005; Morgan & Hunt, 1994). OBL has thus been of great importance to the field of 
marketing research, as it has allowed a number of marketing scholars to directly borrow from 
the organizational commitment literature in order to inform their understanding of the nature 
of commitment between a customer and the brand  (Fullerton,2005).  
 
Within marketing research, commitment has been treated as a multi-dimensional construct 
that embraces two major components (Lee et al., 2007), which contribute to differentiating the 
motives underlying repeat purchasing behaviour (Amine, 1998). In the following we will 
introduce the most accepted components related to the commitment construct, namely the 
continuance and affective component of commitment (Maheshwari et al., 2014). 
 

5.5.4.1.1 The role of continuance commitment 
Assuming that the consumer has many alternative choices in the marketplace, different 
aspects of the brand offerings will make the consumer willing to “lock-in” (Lee et al., 2007). In 
this regard continuance commitment is rooted in switching cost, sacrifice, lack of choice and 
independence (Fullerton, 2005). Hence one can perceive this as a more rational component of 
the commitment construct (Maheshwari et al., 2014), as continuance commitment will allow 
the consumer to maintain their consistent purchasing behaviour as long as the benefits 
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attached to the brand exceeds the cost of switching to another alternative. Thus, the consumer 
will create a rationale for staying committed to the brand (Ibid.). Consequently, this 
evaluation of the brand implies that the consumer appears loyal for only opportunistic reasons 
(Amine, 1998). This commitment thus reflects a relationship that is based mainly upon a 
cognitive evaluation of the brand in terms of what seems to be the most secure choice. 
Continuance commitment may therefore also help to explain why consumers sometimes feel 
trapped in the brand relationships, when they find it difficult to exit the relationship. The 
nature of the component thus reflects that the consumer may feel that ending the relationship 
involves an economic and social sacrifice, and so they have no other choice but to maintain the 
current relationship (Fullerton, 2005). Consequently, continuance commitment is a 
psychological state, which has been referred to by some scholars as the dark-side of 
relationship marketing (Ibid.).  
 

5.5.4.1.2 The role of affective commitment 
In contrast to the continuance component, affective commitment reflects an emotional 
attachment to the identification with involvement in an organization (Lee et al., 2007). Amine 
(1998) describes this kind of commitment as not being an evaluation of the brand on the 
disaggregate level of its attributes; rather it comes from a holistic judgement of the brand in 
terms of liking or attachment (Amine, 1998). Accordingly, Morgan & Hunt (1994) state that 
affective commitment finds its base in shared values, trust, benevolence and relationalism 
(Morgan & Hunt, 1994; Fullerton, 2005). Hence, affective commitment should be understood 
as the process by which the individual consumer identifies with and feels attached to their 
relational partner (Fullerton, 2005). Pritchard et al. (1999) have further described how 
consumers within this process identify with important values and self-images linked to a 
preference (Pritchard et al. 1999). The more they can identify with the values and the images 
embodied by a particular brand, the greater their sense of resistance to change to another 
alternative will be (Ibid.).  
 

5.5.4.4 The power of commitment on long-term relationships 
When dealing with brand relationships, consumers can experience continuance and affective 
commitment to varying levels at any point in time (Fullerton, 2005). Nevertheless, it has been 
suggested that affective and continuance commitment could have various affects on the 
duration of the relationship between brands and consumers (Amine, 1998). Evanschitzky et al. 



	   60	  

(2006) has for instance argued that since buyers and sellers in the consumer market most 
often have several brand alternatives available to them, as well as low switching costs 
between products, affective commitment may generally have a greater impact on brand loyalty 
(Maheshwari et al., 2014).  In line with this, Amine (1998) also hypothesize that affective 
commitment may ensure longer term consistent behaviour rather than continuance 
commitment, since it depends less on contingent factors, which could interrupt the purchasing 
of the usual brand. He thus argues that it may be more likely that affective commitment could 
result in stable and enduring relationships between consumers and brands (Amine, 1998).  
 

5.5.4.4.1 Humanizing the brand-as-partner 
Since affective commitment potentially has a sound influence on UBL we find it relevant to 
include Fournier (1998) and Fournier and Yao (1994)’s holistic framework on brand-consumer 
relationship (henceforth BCR)(Fournier & Yao, 1997), in which they seeks to answer why and 
in what form the consumer seeks and values on-going relationships with brands (Fournier, 
1998). In their framework the authors explain how the brand must be considered a living 
entity in order for BCR’s to exist, since relationships only can exist between active and 
interdependent partners. Hence, the brand needs to behave as an active, contributing member 
of the dyad (Patterson & O’Malley, 2006; Fournier, 1998). If brands are to be considered living 
entities in order for the consumers to form relationships with them, it is inferred by Fournier 
(1998) that they would have personalities that would grow as well as develop over time 
(Patterson & O’Malley, 2006). In this regard, Fournier (1998) proposes that the way to 
legitimize a brand-as-partner is to highlight ways in which the brand is animated, humanized 
or somehow personalized by the consumer (Fournier 1998). Moreover, humans show no 
difficulty in assigning personality qualities to inanimate objects such as brands. This is 
because humans in general feel a need to anthropomorphize objects in order to facilitate 
interactions with the nonmaterial world; hence it has become normal that consumers ascribe 
brands human characters in order to articulate their own relationship views (Ibid.). The study 
by Fournier and Yao (1994) supports this notion, as they found that brand loyalties were seen 
to fall between consumers and their brands as they often did between friends and partners 
(Fournier & Yao, 1994). Fournier, on the contrary, notes that the brand has no existence at 
all, as it is only a collection of perceptions held in the mind of the consumer. It can therefore 
never be a vital entity. Hence the brand can only think and feel through the activities of the 
manager who administers it (Fournier, 1998). However, should the consumer accept this fact, 
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and the significance of marketing actions, one will come to terms with the legitimacy of the 
brand as a contributing relational partner (Ibid.). A BCR could thus be described within the 
terms of a marriage, adolescent friendship, or as compartmentalized buddies (Fournier & Yao, 
1994). 
 

5.6 SUB-CONCLUSION 2 

UBL emerges through the movement from the conative stage to the action stage, and can thus 
be described as a form of action loyalty, which represents a “deeply held commitment to rebuy 
or repatronize a preferred product or service consistently in the future…” (Oliver, 1999, p. 34). 
Therefore, UBL mostly exists in highly involved conditions in which the consumer will feel a 
strong desire to rebuy the brand, hence will overcome any threats and obstacles in his pursue 
of this quest. Since UBL is primarily based on the attitudinal dimension of loyalty, it is 
further perceived as the most difficult form of loyalty to break down. This is because the 
consumer is so emotionally committed to the brand as a response to his liking and attachment.  
 
In terms of the antecedent commitment, we have established that it plays a key role in the 
formation of UBL, as this higher order mental construct provides an essential basis for 
distinguishing UBL from other forms of repeat purchasing. Commitment is rooted in 
switching cost, sacrifice, lack of choice and independence. In this regard continuance 
commitment would allow the consumer to maintain consistent purchasing behaviour, as long 
as the benefits attached to the brand exceed the cost of switching to an alternative. In contrast 
to this, affective commitment, which for the most part has been operationalized in marketing 
scholarship, should be understood as the process by which the individual consumer identifies 
with and feels attached to their relational partner. It thus reflects an emotional attachment to 
identification with involvement in an organization. While consumers can experience 
continuance and affective commitment to varying levels at any point in time, it has been 
suggested that affective commitment is more likely to result in enduring relationships 
between consumers’ and brands, and is therefore argued to have a paramount effect on UBL.  
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5.7 EFFECTIVE MARKETING COMMUNICATION TO 

MILLENNIALS  

The following section will address Societal Marketing (henceforth SM), comprised of several 
concepts, which has been theorised to be an effective method to reach and engage the 
millennial generation while considering their distinct behavioural characteristics. Millennials 
are perceived as a compassionate segment when it comes to social issues and are prone to 
invest in brands which positively change the world (Nowak et al., 2012). Millennials to a 
greater extent seek out and buy brands which support causes that align with their own set of 
values (WEB 4). It has been suggested by several practitioners within the business field, that 
SM holds great potential and is an appropriate marketing tool, as it is proclaimed to be a 
concept which resonates well with the millennial generation. However, despite the notion of 
the marketing concept being an effective method to engage Millennials, it appears that SM is 
still an undeveloped marketing tactic, and research and marketing practitioners are yet to 
advance the method. Hence, in the following sections, we will present the key notions and 
concepts of this marketing discipline by outlining the key tactics that appear to be used within 
SM, as of today.  

5.7.1 Key notions of Societal Marketing 
It is argued that the traditional concept, primarily focused on product awareness, is no longer 
sufficient. Technological advances especially have challenged the traditional marketing 
concept. Advances, such as the Internet and rise in social media, have generated more 
informed, more media savvy consumers who are more distrustful of marketing (cf. section 
5.2.0.1). In order to connect with the modern consumer, it has been proposed by many 
practitioners within branding, that a company’s business strategy should focus on creating an 
experience for their consumers through their products or services by offering an emotional 
selling proposition rather than merely a unique selling proposition (WEB 1; Pine & Gilmore, 
1998).  

Furthermore, as Marketing 1.0 has been replaced by Marketing 3.0, marketers are indeed 
experiencing a customer-driven economy, in which it has become difficult for brands to prosper 
and connect with customers if they do not stand for something other than profit (WEB 10). In 
fact, a strong tendency is recognized, not only in regard to Millennials, but across different 
generational cohorts, that consumers want to be a part of something bigger than themselves 
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(WEB 9), and thus invest in brands which positively can change the world (WEB 3). It has 
therefore been suggested, that the most iconic brands of the future will be those which drive 
meaningful social change (Ibid.). In line with this, research further stress that 87% of global 
consumers have voiced that companies must place equal emphasis on the society’s interest 
(WEB 1), and thus are more likely to trust a brand which shows its direct impact on society 
(WEB 7). This evidently demonstrates that, as the modern consumer seeks to further their 
sense of purpose in relation to their consumption habits, marketers are facing a market which 
is increasingly responsive to purpose (Ibid.). It is therefore evident that consumers in the 
digital age don’t just expect big corporations to define a social purpose for the brand – they are 
indeed demanding it, as is evident in their purchasing and loyalty choices (Ibid.). Such notions 
can be perceived as particularly appropriate for the millennial generation, as the generation is 
perceived to be greatly environmentally conscious, and is considered to be one of the most 
compassionate generations yet, hence, frontrunners when it comes to social issues (Nowak et 
al., 2012). Not only has previous research demonstrated that Millennials want to purchase 
from brands which have a social impact (WEB 9), they are also perceived as a customer group 
who believes that they themselves can change the world (Nowak et al., 2012). Prior findings 
further suggest that Millennials generally are very idealistic and optimistically oriented, and 
thus, strongly prioritize and celebrate brands with a greater purpose and seem to favour 
truthful and transparent brands, over polished corporations (Williams & Page, 2011; 
Lazaravic, 2012). A corporation’s social responsibility, as well as Millennials’ own social 
responsibility, through consumption, thus is of utmost significance to this generation 
(Lazaravic, 2012). In the wake of this change, the concept of SM is deemed relevant, as it aims 
to bridge social responsibility and environmentally sustainability as an integral part of a 
company’s strategy. Several marketing practitioners have theorised that it is a critical 
discipline, given its abilities to impact reputation and bottom line (Ibid.).  

However, wanting to make a difference in people’s lives is not a new proposition (Crane & 
Desmond, 2002). Marketing scholars, such as Philip Kotler, have, for the last couple of 
decades, been central to the efforts to stress the importance of incorporating social and moral 
concerns into marketing science (Ibid.). The concept of SM calls for marketers to build social 
and ethical considerations into their marketing practices (Crane & Desmond, 2002; WEB 5). 
Throughout the last decade, several SM methods and their specific tactics have proven their 
worth through their ability to create competitive advantages for companies in terms of 
building brand awareness, establishing brand credibility, enhancing corporate image and 
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stimulating consumers’ purchasing intentions (Chattananon et al., 2007). Research has for 
instance revealed that there is a positive relationship between a company’s SM actions and 
consumers’ attitudes towards the company and its products (Ibid.). However, few advances on 
the SM concept have been made since the early 1970’ies and it has therefore struggled to find 
its way into common business language (Crane & Desmond, 2002). While attempts to 
characterise and outline marketing tactics for SM have been made, it still appears to be an 
underdeveloped marketing tool (Ibid.). Nonetheless, two primary methods appear to be greatly 
exploited, namely branding with a cause and branding with a purpose. Thus, in attempt to 
grasp the key notions of the discipline, these two primary tactics will be briefly explained.  

5.7.1.1 Branding with a cause 
One of the key notions of SM is to encourage an emotional response and attachment to the 
brand while generating resources, usually financial, for specific concerns (Berglind & Nakata, 
2005). In order to do so, corporate identities have been linked with non-profits, causes, 
initiatives and/or significant social issues through cooperative marketing and fundraising 
programs, which has sometimes been referred to as cause-related marketing (Cui et al., 2003). 
The marketing tactic is to create an alliance between a non-profit cause and a business, which 
provides resources and funding to address social issues and business marketing objectives 
(Ibid.). Despite the fact that there are many techniques, the concept is generally associated 
with the practice of donating a portion of every sale to the cause organization (Ibid.) The tactic 
yields several advantages to the business, of which one of them is brand building (Berglind & 
Nakata, 2005). Selecting a cause which the customers seem to have an affinity for, may 
translate into higher brand memorability, preference and purchasing, potentially 
strengthening the brand building (ibid.). Prior studies have in relation to this shown that 
consumers generally have more favourable attitudes toward brands which are tied to a cause, 
than towards those which are not (Ibid.) Furthermore, such programs can help companies to 
improve corporate reputations and generate more revenues. Being associated with a popular 
cause will thus enhance the stature and image of the corporation. More specifically, it can lend 
the company heightened visibility and respect, as well as convey social responsibility, public 
mindedness, and even patriotism (Ibid.). Additionally, it may be a useful long-term 
investment, as research shows that a company which engages in ethical practices, can create 
positive attitudes and goodwill towards said business. For instance in times when crisis 
occurs, customers will as a result, be less likely to abandon a company that has built a 
reputation as a socially responsible organization (Ibid.).  
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Such marketing tactics can be seen as a useful and viable marketing strategy in order to 
connect with the millennial generation, since the generation is perceived as a customer group 
which seeks brands, which are socially responsible and cognizant of social issues (Lazaravic, 
2012). In general, cause-related marketing has shown a great potential to encourage an 
emotional response and attachment to the brand, while influencing the perceptions the 
Millennial has of the brand. Both of which are important for the development of congruency 
and relationship (Ibid.).  

5.7.1.2 Branding with a purpose 
A marketing tactic that resembles Kotler’s notion of a business aiming to do good for society, is 
to build marketing campaigns which revolve around addressing the spirit of the consumers in 
order to stay relevant. This is often referred to as purpose-driven marketing (WEB 1). Kotler 
argues that it is a concept that has the potential to improve our economy and society without 
creating excessive inequality or damaging the planet (WEB 5). He proposes, that purpose 
should form the core of a business (Ibid.), and thus urges companies to always consider the 
triple bottom line, while asking themselves “have we arrived at an offer that is good for our 
profits, good for people and good for our planet?” (WEB 5, n.d., para. 6).  Marketing scholars 
agree, that purpose should be the central animating idea of the company, which defines the 
role of the company in the world, since people are increasingly searching for purposes in order 
to have a positive impact on society themselves. This is because people search for relationships 
and actions, which allow them to do “good” in their communities and world (WEB 9). Many of 
the experts further believe that the purpose should always be about articulating something 
that the organization or the brand genuinely believes in and feels motivated by. In order to 
uncover the purpose, some suggest that it can be found in the needs of the business customers, 
the supply-chain of the specific industry, or perhaps in the companies operating geography 
(Ibid.). Regarding the elements of a purpose-driven brand, some emphasize that it must 
contain tension, as the best tension includes friction, conflict and an enemy, which the brand 
can try to help right on behalf of people. Others suggest that the purpose needs to be 
comprised of a compelling vision for the future, a redefinition of the category and delivery of 
sustainable value (Ibid.) 

Purpose-driven SM methods enable marketers to design experiences that enable Millennials 
to live purpose-driven lives. This in turn creates brands which are socially responsible and 
which can assist Millennials in their pursuit of happiness (WEB 8). Consequently, in order to 
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have success with branding around a purpose, companies must build purpose into actions and 
not just words or claims (WEB 9). Such SM tactics seem to provide companies with great 
value, due to their ability to connect with the modern consumer and the millennial generation, 
and via shared brand experiences, build upon the brand’s goal, which most likely will benefit 
the brand, the consumer and the society. 

While SM appears to be an underdeveloped discipline, of which marketers and researchers are 
still working to conceptualise and advance, the marketing method appears to be of great 
importance for the contemporary consumer, and in particular, appears to be a method, which 
resonates well with Millennials’ high social responsibility. Furthermore, in order to bridge 
social responsibility and environmental sustainability with a company’s strategy, several 
marketing tactics have been utilized, primarily revolving around either a cause or a purpose, 
both proven to be effective methods to attract consumers. 
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6. ANALYSIS PART 1 – SELF-CONGRUENCE AND 

AFFECTIVE COMMITMENT 

In the following section we will present our analysis of how we can identify the presence of the 
self-congruence (henceforth SC) construct and if we can detect a higher degree of affective 
commitment, and hence answer sub-question 3. The analysis will primarily be based on the 
themes representing the dominating meaning units as identified in the interviews (Appendix 
17). Of the eight themes identified, three are relevant to consider in the analysis, due to their 
considerable appropriateness for sub-question 3. These themes are The attachment to the 
brand; The expressions of the self; and The evaluation of the product functionalities. Beside 
these themes, the theme The well-educated generation was identified as prominent when a 
large share of the interviewees expressed characteristics often associated with the millennial 
generation. These characteristics include the influence of peers and networks on their 
consumption choices, as well the increasing mistrust in companies. The theme The value of 
the brand became apparent, as a large amount of meaning units were identified to relate to 
the articulated awareness of the value-expressive attributes in brands. Due to the two themes’ 
descriptive value for the interviewee’s interpretation and behaviour toward their favourite 
smartphone brand (henceforth FSB), they will be included when appropriate as well.   
 
The analysis is structured the following way. First, we will analyse if we can detect the 
presence of SC, through an analysis of the interviewee’s assessments of Aaker’s (1996) 15 
brand personality attributes, in relation to themselves and their FSB. Subsequently, as SC 
with a brand is said to be closely related to the presence of functional congruence (henceforth 
FC), we will continue to analyse if we can uncover the presence of FC between the 
interviewees and their FSB. Then, in order to further expand on the drivers of SC, we will 
analyse whether it is possible to identify if the interviewee’s FSB satisfies one, or more, of 
their self-definitional needs. Finally, we will address the role of commitment, and investigate 
whether we can detect elements that would indicate a dominating presence of affective 
commitment. We will finish analysis part 1 with sub-conclusion 3.  
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6.1 ANALYSIS OF ATTRIBUTE CONGRUENCE 

Consumers look to brands to express themselves, and consume based on the expressive value 
they perceive the brand or product to have (Elliott & Wattanasuwan, 1998). Due to the lack of 
coherent order in the postmodern society, personal identity is increasingly sought after by the 
consumer, even in its fragmented forms, on the basis of what we consume (Firat & Shultz, 
1997). The evaluation of the brand is based on the consumer’s interpretation of the brand 
personality, which Aaker (1996) defines as being a set of human characteristics, both derived 
from the brand itself and the user-imagery (Aaker, 1996). The appropriateness of the brand is 
then based on the level of congruence between the brand personality and the actual, or ideal, 
self-concept in which the consumption is to satisfy (Kressman et al., 2006). The brand 
personality can therefore be argued to be the route to SC between the brand and the consumer 
(Klipfel et al., 2014). Investigating the fit between the brand personality and the consumer’s 
interpretation of themself, would thus uncover the presence of SC. To identify a potential fit 
between our interviewees and their FSBs, several approaches are relevant to consider. First, 
we will present an analysis of the congruence between the brand personality and the actual 
and ideal self-concept. Subsequently, we will investigate the level of importance the 
interviewee ascribes to the attributes, as it can further reveal whether or not a fit has a key 
role in their purchase decision-making.  
 

6.1.1 Actual and ideal self-concept congruence 
According to the self-congruence theory, when the image of the brand is perceived as similar 
to the consumer’s self-concept in terms of brand personality attributes, the consumer tends to 
develop a favourable attitude towards the brand (Kressman et al., 2006, Aaker, 1996). Aaker 
(1996) states that the brand personality consists of 5 dimensions, namely: sincerity, 
excitement, competence, sophistication and ruggedness, each containing an extended set of 
traits (Aaker, 1996). Aaker further suggests that the brand personality can include certain 
characteristics such as age, socio-economic class, and personality traits such as sentimentality 
(Ibid.). A brand’s personality is further affected by its user-imagery, which is the image 
transferred to a brand from the individuals considered to be the typical users of the brand 
(Klipfel et al., 2014). Hence, analysing the similarities between the attributes the interviewees 
have ascribed to the brand personality or the user-imagery, and the attributes the 
interviewees have ascribed to themselves, is in our interest, as it would reveal whether or not 
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the brand is perceived as similar to the interviewees’ self-concepts and hence the presence of 
SC.  
 

Interviewee Number of 

attributes 
ascribed to 
their 
favourite 
smartphone 
brand 

Total 

number of 
brand 
attributes 
ascribed to 
the 
interviewee 

Number of 

brand 
attributes 
ascribed to 
actual 
self-
concept  

Number of 

brand 
attributes 
ascribed to 
ideal self-
concept  

Total 

percentage 
match 
between the 
brand 
attributes 
and the 
interviewee 

Annika 9 7 4 3 78% 

Kristian 11 8 7 1 72% 

Martine 8 8 6 2 100% 

Angel 12 9 8 1 75% 

Felix 12 11 11 0 92% 

Table 1. For an elaboration of which attributes the interviewees perceived as highly appropriate for the 
brand as well as for themselves, see Appendix 9. 
 
In order to uncover the similarities between the brand personality attributes and the 
attributes the interviewees assigned to themselves, the above table includes several empirical 
findings. First, is the total number of attributes the interviewees perceived their FSB to 
posses, as not all 15 brand personality attributes were observed as appropriate for the brand, 
and only those that are dominant can be taken into consideration. Second, the amount of 
attributes the interviewee ascribed to themselves out of the attributes assigned to the brand 
are presented, as the coincide between those two numbers reveals the perceived similarity 
between the interviewee and the brand. Subsequently, the total number of brand attributes 
assigned to the interviewee was divided between which attributes were dominating for the 
actual self-concept, and which were dominating for the ideal self-concept. Understanding 
whether the brand attributes are reflected in the actual or ideal self-concept, is important in 
order to analyse the nature of the self-congruence, such as whether the FSB helps fulfil some 
of the interviewee’s self-definitional needs. Lastly, we have the percentage match between the 
brand attributes and the attributes the interviewee perceived themselves to possess, which 
expresses the level of similarity between the interviewee and the brand.   
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As evident in the above table, all of the interviewees possessed well over half of the attributes 
which they also ascribed to the brand, indicating that they perceive the image of the brand as 
similar to their self-concept. According to theory, this congruence with the brand personality is 
a crucial aspect in the formation of the brand-consumer relationship (Lazarevic, 2012). If 
Millennials see the brand as consistently matching their values and helping them identify 
themselves, Millennials will tend to create a relationship with the brand (Ibid.). Hence, the 
higher SC, the greater fit between the brand and the consumer’s self-concept, and the higher 
the likelihood that the consumer will continue to support the brand (Kressman et al., 2006). 
Thus, as all of the interviewees are ultimate brand loyal (henceforth UBL), it can be argued 
that they must perceive their FSB to have consistently matched their notion of themselves, as 
a strong relationship has been developed. In order for the relationship to have developed, the 
interviewee made an evaluation of the level of congruence the focal brand had on the 
particular self-concept in which the FSB was to satisfy (Hosany & Martin, 2012). One of the 
interviewees, Angel, actually described this when she stated, “… it’s more than just a phone - 
you buy into a brand identity.” (Audio 5). Angel’s statement reveals two crucial aspects. First 
of all, she supports the theoretical notion that the consumer evaluates the level of congruence 
between themselves and the focal brand, and since she is aware of the influence of the brand 
personality, it presumably plays a crucial role in her decision-making process. Thus, Angel 
must have made an evaluation of the brand personality in terms of how well it correspond to 
her actual or ideal self-concept when initially purchasing the brand, and further perceived a 
certain level of fit as she continued to choose the brand again and again. Secondly, her 
statement reveals that her smartphone is more than just an object for her, it’s a value-
expressive element that she taps into when consuming the brand. Thus, Angel’s statement 
supports one of the central notions for postmodernism, which recognizes that consumers do 
not make consumption choices solely from products utility, but also from their symbolic 
meaning (Hamouda & Gharbi, 2013; Elliott & Wattanasuwan, 1998). As Millennials are 
described to be walking me-brands, highly aware of the expressive value in brands (Williams 
& Page, 2011), they can be perceived to be on a constant search for symbolic resources to help 
negotiate, interpret and transfer meaningfulness in their everyday consumption 
(Wattansuwan & Elliot, 1998). Brands and products are therefore a large part of Millennials’ 
identity creation, as they convey stories about who they are and who they are not through 
consumption (Elliott & Wattanasuwan, 1998). Martine further supports the expressive value 
of the smartphone brand, as she states, “Yes definitely! If I think that it [the choice of 
smartphone brand] says something about the person? Absolutely! It does!” (Audio 3). 
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Martine’s statement expands on Angel’s testimony, as she reveals that not only is the brand 
personality a part of her consumption, but also acts as en expressive element to others of who 
she is. By centralising the consumed good as a signifier of identity creation, the subject 
becomes intertwined with the object (Firat & Shultz, 1997). Hence, the interviewees support 
the notion that the consumer has evolved into homo consumericus, a subject defined by 
consumption and the experiences derived therefrom (Ibid.7). 
 
When comparing the attributes associated to the interviewee’s FSB and themselves, the 
majority of the matching attributes were related to the interviewees actual self-concept, the 
self-concept that relates to how the interviewee sees him- or herself (Hosany & Martin, 2012). 
While previous theory has stressed the importance of the ideal self-concept congruence as 
additional influence on SC (Klipfel et al., 2014; Hosany & Martin, 2012), it can be argued that 
the level of loyalty between the interviewees and the brands might play a crucial role in this 
matter. As the individual, and hence the cultural meaning sought for, develop over time, so 
will the congruency with the brand personality (McCracken, 1986). Hence, since the 
interviewees were all UBL, and thus have purchased the brand repeatedly, the evaluation of 
the congruence with the brand might have changed. In this regard the brand might have 
possessed a higher amount of attributes of which were used to reflect the ideal self-concept at 
the initial purchase. However, the longer and deeper the relationship between the brand and 
the interviewee becomes, the more the attributes might have been incorporated as a part of 
the interviewee as well, and hence now reflect their actual self-concept to a higher degree. 
This, however, does not necessarily express a diminishing in the strength of the congruence, 
on the contrary, it may be an expression of the interviewee having immersed themself in the 
brand personality to such an extent that they do not perceive any difference between the 
brand values and themselves. Further, as consumers are seeking to reduce the discrepancies 
between their actual and ideal self-concept and are highly motivated to protect their self-
image (Kressman et al., 2006), it can be argued that the interviewee has worked hard to close 
the gap between their actual and ideal self-concept since the first consumption of the FSB. 
Further, 4 of the 5 interviewees owned the smartphone brand that currently is the market 
leader in Denmark, and the brand choice is, as expressed by Felix “… kind of 
mainstream...everybody has [his FSB]” (Audio 4). Such perception could affect that, while the 
brand has an appealing and sustainable brand personality, since it has maintained a sizeable 
user group, the brand personality is no longer perceived as including attributes that are as 
unique as other smartphone brands may be. Several of the interviewees additionally reflect on 
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how everyone owns their FSB. One interviewee expressed the impact by stating “…when I see 
someone like  [a Danish musician] having [her FSB], then I feel like “they are just like us”” 
(Audio 5). When the famous, the students, the young and the old can own the same brand, it 
can be argued that the social-symbolism in the brand might have diminished. Social-
symbolism focuses on the publicly shared meaning of products and brands and thus constructs 
the social world (Elliott & Wattanasuwan, 1998). However, since a user group can include 
several sub-segments, the social-symbolism will not necessarily impact the symbolic meaning 
within the consumers peer reference group. Hence, it can be argued that as long as the 
signifier is well defined and includes desired value-expressive elements within the 
interviewees’ referent groups, the popularity does not necessarily have a negative effect on the 
brand’s symbolic meaning. Further, as all of the 4 interviewees who owned the brand reflected 
their actual self-concept in the brand, the perceived personality might additionally be strong 
enough to contribute to the consumer´s self-expression. Further, it actually appears that the 
large market share has been interpreted as a personality attribute of the brand as successful. 
All of the interviewees owning this brand perceive the attribute to be very appropriate for the 
brand, and while two of the interviewees perceive themselves as possessing this attribute as 
well, the two other interviewees express it as a part of their ideal self-concept and therefore an 
attribute that can be argued is sought for in the brand.   
 
Nonetheless, the potential effect of popularity on the leading smartphone brand’s expressive 
capabilities, might explain why Annika, as the only interviewee owning a competing 
smartphone brand, associated more attributes with her FSB to appeal to her ideal self-concept 
than the other interviewees. Almost half of the attributes she associates with the brand 
personality are attributes she wishes to possess herself, but does not see as appropriate for her 
actual self-concept. One of these attributes is imaginative, in which she actually compares her 
brand to the leading smartphone brand as an explanation of why she perceives the attributes 
as appropriate to her brand “It is different than owning [the leading brand]. And that must be 
imaginative.” (Audio 1). Annika’s statement indicates two crucial aspects. First of all, that the 
brand personality possesses an attribute that she values as congruent with her ideal self-
concept. Second of all, the reason she associates the attribute with the brand is that it is 
different from what everyone else has, indicating that she values differentiating herself from 
others. Millennials are perceived as having a sound need for freedom, and the search for ways 
to differentiate themselves from others (Nobel et al., 2009). The differentiation is often 
conducted through consumption of unique and individualized goods, which can support their 
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creation – and re-creation – of their me-brand (Williams & Page, 2011). Hence it can be 
argued, that Annika’s consumption of her FSB is an expression of her me-brand, and thus 
conforms to the Millennials need for differentiation. The comparison with the leading brand 
continues with a second attribute, charming, which she finds highly appropriate for the brand 
and with which she reflects her ideal self-concept when she states “In relation to [the leading 
brand] they are charming, not in relation to how they look but in their behaviour. It is only 
something you see when you interact with them. I like that.” (Audio 1). As her evaluation of 
the brand attributes again is based on contrasting her brand to the leading brand, Annika 
reinforces the impression that her choice of smartphone brand is partly based on 
differentiating herself from others and hence the expressive value of choosing differently may 
be important to her. Consequently she supports Martine’s statement from earlier that the 
choice of smartphone brand has an expressive value of who you are.   
 

6.1.2 The importance of the attributes 
As brands have symbolic characteristics, the consumer will choose brands that have symbolic 
value sets consistent with the way he or she thinks about him or herself (Klipfel et al., 2014). 
However, as the individual develops a repertoire of self-images, also called situational self’s, 
the different symbolic characteristics will carry different weights of importance depending on 
the given situation (Ibid.). Hence, the brands the consumer consumes can be congruent with 
different self-images and not every attribute which the individual finds important needs to be 
present in the brand for the consumer to identify with the brand (Ibid.). Conversely, not 
everything the brand represents is salient for the consumer’s decision-making process. 
However, in order to gain a greater understanding of the relationship between the 
smartphone brand and the interviewees, we find it relevant to analyse the attributes the 
interviewees find important and whether these are present in the brand.  
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Interviewee Number of 

important 
attributes 

Number of the 

important 
attributes the 
brand matches 

Total 

percentage 
match between 
the important 
attributes for 
the interviewee 
and the brand 

Annika 6 4 66% 

Kristian 8 5 63% 

Martine 8 5 63% 

Angel 11 8 72% 

Felix 10 8 80% 

Table 2. For an elaboration of which attributes the interviewees perceived as important as well as 
highly appropriate for the brand, see Appendix 9. 
 
Comparing the ratings reveals that well over half of the attributes rated as important for the 
interviewees were also perceived as evident in the brand. Hence, it can be argued that the 
brand expresses a high amount of symbolic characteristics of which the interviewees use to 
compliment or reinforce their sense of self. However, the match between the salient 
personality traits of the brand and interviewees can either be an expression of situational 
congruence, complimenting a situational-self of the interviewee, or of SC, which could relate to 
the core identity of the interviewee. Thus, we find it relevant to further analyse the 
relationship between how the important attributes are distributed between the brand 
personalities and how the interviewee describes him or herself. In order to obtain a general 
understanding of this, we find it relevant to conduct the analysis based on the brand 
personality dimensions, rather than on the distinct attributes. The 5 brand personality 
dimensions are: sincerity, excitement, competence, sophistication and ruggedness (Aaker, 
1996). The dimensions are the brand personality factors, to which the personality attributes 
belong (Ibid.). Each of the attributes belongs to one of the dimensions, and some of dimensions 
include more attributes than others (Ibid.). As with the human personality, the brand can 
rank high or low on several of the dimensions at once, together expressing the brand 
personality image (Ibid.). However, the dimensions are distinct, and scoring high or low on all 
would indicate an inarticulate brand personality, as it is the composition of the dimensions 
that outlines the distinctiveness of the brand (Ibid.). Thus, it can be argued that, each of these 
dimensions expresses a personality perspective of the brand, and if the important attributes 
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relate primarily to one personality dimension, it is this dimension that reflects the situational-
self of which the brand satisfies. Conversely, if the important attributes relate to several of the 
brand personality dimensions, the brand is used to express numerous situational-self’s, and 
hence potentially the core identity of the interviewee.  
 
  The percentage of important attributes belong to: 

Interviewee  Sincerity Excitement Competence Sophistication Ruggedness 

 
 
Annika 

Brand 
personality 
attributes 

50% 0% 50% 0% 0% 

Self-concept 
attributes 

37.5% 12.5% 25% 12.5% 12.5% 

 
 
Kristian 

Brand 
personality 
attributes 

40% 60% 0% 0% 0% 

Self-concept 
attributes 

33% 44% 11.5% 11.5% 0% 

 
 
Martine 

Brand 
personality 
attributes 

40% 40% 10% 0% 0% 

Self-concept 
attributes 

25% 25% 25% 12.5% 12.5% 

 
 
Angel 

Brand 
personality 
attributes 

50% 12.5% 25% 12.5% 0% 

Self-concept 
attributes 

33% 11% 33% 11% 11% 

 
 
Felix 

Brand 
personality 
attributes 

37.5% 25% 25% 12.5% 0% 

Self-concept 
attributes 

36% 27% 18% 9.5% 9.5% 

Table 3. For an elaboration of which attributes the interviewees perceived as important as well as 
highly appropriate for the brand, see Appendix 9. 
 
From the above table, it is evident that the salient brand personality attribute distribution 
between the dimensions, and the distribution of the attributes the interviewee assigned to 
their actual or ideal self-concept rank alongside the same dimensions. This could indicate that 
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not only does the brand express a high amount of salient symbolic characteristics of which the 
interviewee uses to compliment or reinforce their sense of self, but the weight of the symbolic 
characteristics follows the most dominating personality dimensions of the interviewee. While 
this could be an expression of the brand expressing one situational-self of the interviewee, it is 
more likely that they relate to different aspects of the interviewee’s core self. First of all, due 
to the distinct characteristics of the brand personality dimensions, while one does not 
necessarily exclude the other, they do express different perspectives of the brand and the 
owner. While the brand could be used to express one side of the interviewee, such as 
competence, and other brands were used to express other dimensions of the interviewee, the 
FSB appears to compliment all of the dominating sides of the interviewee, which is evident 
that the value-expressive meaning in the brand is used in various situations. Thus, the 
coincidence between the most dominating personality dimensions of the interviewee, and the 
one perceived in the brand, indicates that the brand is used to compliment all of the available 
personality dimensions. Further, as electronic devices are of great importance for Millennials, 
and hence the interviewees, both in terms of how they navigate the world, and their 
preferences regarding communication and personal interaction (Hockly, 2011), and as 
Millennials are soundly aware of their own appearance (Williams & Page, 2011), it is 
debateable whether the interviewees would consume a smartphone brand that did not express 
themselves fully. An object which has such a large influence on and is such a large part of the 
interviewees life, would be noticed  by others in various social settings, and due to the large 
focus on signal value for this generation (Britton, 2015), consuming an object that did not 
include the right signal value would seem unlikely. It can be argued that the smartphone 
brand presumably expresses more than one situational-self, or perhaps the most persistent 
situational-self, and is thus related to the core identity of the interviewee. This further 
indicates that not only do they perceive the brand as similar to their actual or ideal self-
concept, and hence reflect the presence of SC, they also perceives these attributes as 
evaluative aspects in the decision-making process.  
 
Despite the sound match between the brands and the interviewees’ valued attributes, the 
comparison further reveals that some of the attributes the interviewees found important to 
them were not associated with the brand. One of these attributes was tough. All of the 
interviewees had difficulties separating this attribute from the product performance, as one of 
the interviewees states “… [his FSB] often breaks, so the phone is not tough.” but continues to 
state “I have meet many CEO’s who buy [his FSB], they are pretty tough.” (Audio 2). It can be 
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argued that the attributes simply were not sought after in the consumption situation, and 
hence were not an important attribute for the particular situational-self consuming the 
smartphone (Klipfel et al., 2014). However, the interviewee’s debate on the attribute reveals 
that the potential reason that some of the attributes perceived as important to the interviewee 
which were not associated with the brand, may account for the differences between the user-
imagery and the product functionalities. The potential influence of the product specifications 
on the interviewee’s congruence with the brand will be investigated further in section 6.2. For 
Felix, the attribute outdoorsy appeared to stand out, as it was not only an attribute he 
regarded as highly important but also additionally one that he reflected as very appropriate 
for both his actual and ideal self-concept. The lack of congruence on this attribute can be 
argued to be significant, as Felix explains that he enjoys and prioritises outdoor activities, 
which are a large part of his everyday life (Audio 4). However, he justifies the incompatibility 
with “… I take precautions, I have a giant phone cover and if I’m out sailing, I leave it in the 
house or bring it in a waterproof bag”, and continues to state that while competing brands 
have made phones that actually would suit his situational-self better “… that is not enough for 
me to switch brands…” (Audio 4). Despite outdoorsy being very important to him, Felix 
reveals that since he would go a great length, such as purchasing additional gear to increase 
the compatibility of his FSB to his needs, there must exist a strong commitment to the brand. 
Further, the statement reveals that either, the symbolic value with the brand could be high 
enough to warrant overcoming the missing product features, or that the consumption of the 
brand is not based on his situational-self outdoorsy, but another part of his self-concept. 
Hence, the attribute is not seen as salient for this consumption situation.   
 
As the majority of attributes associated with brand personality are perceived as similar to the 
interviewees’ actual or ideal self-concepts, it can be argued that the interviewees’ FSB allow 
them to express and sustain certain conceptions of themselves. Further, as the majority of the 
coinciding attributes relate to the actual self-concept of the interviewees, it could indicate that 
the strong relationships the interviewees have with their FSBs has affected the interviewees 
to incorporate the brand personality attributes as a part of themselves. Additionally, as the 
majority of these attributes are perceived as of high value to the interviewees, it can be 
inferred that the congruence between the interviewees’ self-image and the brand-image plays 
a role in the interviewees decision-making process when consuming the brand. However, in 
order to understand the strength of the SC, we find it relevant to further investigate the 
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nature of it. In the next section we will therefore analyse the evaluation of the product 
functionalities, and hence the potential presence of FC.  
 

6.2 THE EVALUATION OF THE PRODUCT 

FUNCTIONALITIES 

In the same way as SC is based on the perceived similarity of the consumers self-concept and 
the brand personality, the assessment of the utilitarian attributes in accordance with the 
referent attributes determines the level of FC (Klipfel et al., 2014). FC is the evaluation of the 
brand focusing on the extent to which functional attributes of the brand matches the 
consumer’s ideal or desired performance specifications, also called referent attributes (Ibid.). 
As the brands in question relate to a technological object, the utilitarian attributes of the 
brand were assigned a sound amount of attention during the interviews, which caused the 
theme The evaluation of the product functionalities to originate (Appendix 17). The theme 
became apparent through our systematic text condensation (henceforth STC) of the 
interviews, where the meanings expressed by the interviewees were recapitulated into short 
formulations, also called meaning units, and then rephrased into themes (Malterud, 2012). 
The theme includes meaning units which describe how the performance and the 
functionalities of the product were evaluated, both in an attempt to reason for brand choice, as 
well as in terms of the benefits the interviewees derived from their FSB. In order to further 
understand the drivers of the congruence between the interviewees and their FSB, their 
evaluation of the performance attributes are to be analysed, as a profound favourable attitude 
would indicate the presence of FC.   
 

6.2.1 Assessment of the utilitarian attributes 
Performance specifications guide consumer expectations, regarding how the product should 
perform, to accomplish the focal, or central, goal of the product (Kressman et al., 2006). 
However, as the product in our case was a smartphone, the nature of the focal goal can be 
argued to be somewhat inexplicit as Angel explains “… It’s not just a phone anymore; it’s also 
a completely new step in technology. The thing with it is, it is also your mail, your camera, 
your Internet connection and all sorts of stuff...” (Audio 5). Hence, not only is it difficult as 
researchers to determine which utilitarian attributes the interviewees ought to favourably 
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value in relation to their FSB, but additionally, more complex for the interviewees to express 
which performance specifications matches their desired or ideal functions. This might be the 
very reason that one of the interviewees, Kristian, simply states “… I use [his FSB] because it 
is absurdly easy… the operation system is easy… it’s just easy!” (Audio 2). He continues to 
state that if it were a person, he would describe that person as one that made life easier for 
everyone, further stressing the effortless and straightforward configuration of his FSB. His 
distinct attention to this performance specification could indicate that the ease of use of the 
FSB might be his perceived focal goal of the product, and hence his most valued reference 
attribute. This was further emphasized when he explained why he would not consider 
switching brands “… It’s just because I simply do not dare to get to know the other brands, 
[his FSB] is just so easy, so why should I.” (Audio 2). Conversely, his choice of words, stressing 
the switching as a matter of courage, could also denote that the choice of smartphone brand 
was a question of convenience, or laziness, more than actual satisfaction with the functional 
performance. However, as he continues to describe the user-imagery of his FSB, also as 
someone who would not dare, or take the time, to get to know stuff they don’t need to know, 
one could argue that he reveals how he reflects himself in the user-imagery, as well as that he 
does not see other smartphone brands as a need. As he concludes “… [the competing 
smartphone brand] is brilliant for those who use it, and [his FSB] is brilliant for me.” (Audio 
2).      
 
While some interviewees, like Kristian, describe his favourable utilitarian attributes of the 
brand in terms of a more overall performance specification, other interviewees stressed more 
specific features of their FSB’s of which they valued. As one interviewee, Angel, explains “The 
new iOS update…it made me happy, also, I don’t know how to explain it, but it makes me 
happy”. She continues with “The new font makes me happy, I think it is really nice…isn't it 
crazy? And it was the same as the first time I opened [a computer from her FSB] for the first 
time and I just became so happy… all the things it could do, I just felt so happy” (Audio 5). 
Through her statement, she not only emphasized how she values features, even to the detail of 
the choice of font in her FSB, but also that these product specifications are so valued that they 
have a distinct impact on her mood. The value of the positive effect such features have had on 
her attitude toward her FSB, was further stressed by her description of the feelings attached 
to the features of competing brands “Some of the buttons look a bit like the ones on [her FSB], 
and thus I expect that it is the same functions and the same shortcuts, but its not, and then it 
does something completely different. Then I get super mad and disappointed and I feel like it’s 
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a bad design.” (Audio 5). The difference in feelings the two types of smartphone brands evoke 
in her, indicate that the internal design of the smartphone brand could be her perceived focal 
performance specification of the product, and hence her most valued referent attribute. The 
internal features also appear to be of great importance for another interviewee, Martine, when 
she describes how she felt when her FSB was at the workshop and she had to use another 
smartphone brand for a time period “… I felt like I was about to die... since I couldn’t receive 
iMessages and I couldn’t get in proper contact with my network. I couldn’t go to Facebook 
properly and all the things you are used to doing every day. It was awful!” (Audio 3). As 
Martine chooses to stress the contact function as the main utilitarian attributes in which she 
missed while separated from her phone, this could indicate that these are the most valued 
performance specifications for her, and hence the focal referent attributes. Further, her 
expression of the separation from her smartphone as an experience in which  she was “about 
to die”, resembles Belk (1988)’s notion of the loss of possessions and the influence on the sense 
of self (Belk, 1988). Belk stresses how the unintentional loss of possessions is regarded as a 
loss or lessening of self if the possession is perceived as a part of the extended self (Ibid.). As 
the possession in our case is a smartphone, hence providing a utilitarian benefit for the user, 
separation from this possession may include utilitarian explanations of the feelings of 
resentment towards the loss, due to the benefits the possession provides (Ibid.). However, 
theory further denotes that due to the strong relationship with the possession, a sense of 
reduction of the consumer’s personality, a partial conversion of the self to nothingness, is 
unavoidable (Ibid.).  Further, as Martine did not loose her smartphone for good, but was 
merely separated from it for a short period of time, her strong feelings connected to the loss 
indicate that the smartphone indeed could be a part of her extended self.  Moreover, as a 
portion of Millennials have never known a time without the Internet, their habits and 
preferences regarding communication and personal interaction are significantly different than 
those of older generations (Hockly, 2011), and the need for digital contact features are not 
surprising. The Internet has thus become a defining element of their generation and the 
preferred medium as a source of entertainment, news, information and social interaction, and 
it has shaped how they navigate the world (Ibid.). However, as the contact to other people 
could be addressed through other devices such as the interviewee’s computer, or on the 
substitute phone, it can be inferred that in this case, it was not so much the contact ability 
itself, rather than the specific method of contact functionalities in her FSB which were the 
most valued referent attribute for her. As it does not appear that any device could substitute 
for these features, due to her claim of feeling like she would die without it, it can be argued 
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that she perceives her FSB to be the only one to satisfy these needs and further indicates a 
strong presence of FC.  
 

6.2.2 The relationship between self-congruence and functional 
congruence 
While a large portion of the interviewees’ statements indicate a strong perceived FC with their 
favourite brands, several testimonials further suggest that they don’t perceive their FSB as 
superior on the market in terms of functionality. One interviewee goes as far as to state, “I bet 
that all [competing smartphone brands] are much better than [his FSB]” (Audio 2), and 
continues to explain how competing brands outperform his FSB on various performance 
specifications. Another interviewee expresses the same attitude toward her brand as she 
proclaims, “It’s not like one is completely blown away by the technology and thinks, “this is 
just the best thing in the whole wide world”.” (Audio 5). This lack of confidence and favourable 
evaluation of their smartphone brand strongly contrasts their vastly positive statements 
about the functional aspects of their FSBs and could question the presence of FC entirely. 
However, as this type of congruence relates to the match between the beliefs of the product 
utilitarian attributes and the consumers referent attributes (Klipfel et al., 2014), it can be 
argued that the superiority is not the interviewees’ perceived focal goal of the smartphone. 
Instead, it’s the individually valued utilitarian attributes, such as the ease of use or the 
internal design configurations, which they find of key importance. Hence, as long as this 
performance exceeds the lack of superiority, FC remains strong.  
 
The importance of the value-expressive attributes of the brand could suggest that SC is 
biasing, if not exceeding, the FC towards the FSB. This value-expressive attribute is voiced 
when Angel states “… [her FSB] is not so much a functional object, as it is a design to tap 
into”. (Audio 5). As she contrasts functionality with design, it can be inferred that she 
perceives design as an expressive attribute rather than a functional attribute, hence 
identifying her FSB as an increasingly value-expressive object. Another interviewee, Martine, 
who reflects that “if another smartphone brand could do exactly the same, the same operating 
system etc. All the same functions just moved to another smartphone brand… I guess I would 
consider switching, but I don’t think so.” (Audio 3) supports this notion. Through her 
statement, she reveals that it is not what the smartphone can do, as much as what it looks 
like, as she strongly hesitates to consider switching brands, even if what it could do and the 



	   83	  

internal design were identical to that of her current smartphone. Hence, it can be inferred 
that the value-expressive attributes, in terms of design, exceeded the utilitarian attributes of 
the interviewee’s FSB. This could be argued to be consistent with the theoretical notion of how 
symbolic attributes tend to be easier to process for the consumer, due to their self-relevance, 
and thus consumers are more likely to evaluate the brand along its symbolic attributes first, 
followed by an evaluation of the brand along its functional attributes (Kressman et al., 2006). 
In accordance, Annika states that while she perceives a competing brand to be superior on 
many utilitarian attributes, “… I don’t want [the competing brand]. Probably because it seems 
more fancy pancy to own that brand.” (Audio 1). Hence, the expressive value associated with 
the competing brand exceeds the superior performance specifications of the brand, suggesting 
that the SC with her brand surpasses the FC. As Millennials perceive themselves as brands, 
and are tremendously image-driven, and are often characterised as walking me-brands, the 
influence of the value-expressive attributes on the commitment to the brand, in contrast to the 
utilitarian attributes, may therefore be greater (Williams & Page, 2011). Millennials are 
aware of their own appearance and, in relation to the postmodern era, understand that every 
action can be used to make statements about who they are and what they stand for, both for 
others and for themselves (Ibid.). Hence, Millennials seek experiences and brand-badges, 
which they can use as testimonial artefacts and are expressed through their consumption 
habits (Ibid.). In accordance, Angel concludes “I don’t feel like [her FSB] is much better than 
any other brand, but they have a way to infiltrate so much of your life, the brand it is, that you 
don’t feel you can live without it” (Audio 5). Therefore, the symbolic value residing in the 
brand and its expressive abilities thus transfer to her, through consumption, and constitute a 
strong SC, which surpasses the functional abilities of the brand. Hence, it can be inferred, that 
while the interviewees express performance specifications, of which they highly value, these 
utilitarian attributes are secondary to the expressive performance of the brand. Moreover, the 
utilitarian attributes could be influenced by the SC in such strength that the favourable 
attitude towards the functional capabilities is primarily formed due to the SC, instead of 
arising independently.   
 
Because smartphones today are perceived as, and act as, more than just a phone for the user, 
the focal goal that the smartphone needs to fulfil or exceed is difficult to determine, both for 
the consumer as well as potentially for the brand. As a result, various features of the 
smartphone brands are evaluated along the lines of the subjective referent attributes, in 
which all of our interviewees expressed a favourable attitude toward their FSB. However, they 
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also expressed how they perceived offerings on the market as similar, and in some cases 
stated that competitors presumably performed better on some of the performance 
specifications. Though, as this observation did not appear to have any influence on their brand 
commitment, it can be inferred that the symbolic values and value-expressive abilities of their 
favourite smartphone brand, and hence the perceived SC with the brand, has a strong 
influence on the FC. Whether the SC biases or surpasses the FC is difficult to determine, as 
the two types of congruence appear to be closely associated with each other. In order to further 
explore the drivers of the SC, and thus perhaps obtain a greater understanding of which 
value-expressive elements the interviewees transfer from their FSB, we will now proceed to 
analyse whether it is possible to identify whether their FSBs fulfil some of the self-definitional 
needs.     
 

6.3 THE EXPRESSION OF THE SELF 

As Millennials are largely motivated by identification and aspirational needs, especially the 
self-definitional needs, it is of key importance for SC to emerge (Williams & Page, 2011; 
Lazarevic, 2012). While the precise self-definitional needs to be satisfied through consumption 
varies from consumer to consumer (Shirazi et al., 2013), there exist three needs which can be 
argued to be of significance and which are increasingly sought after by Millennials. As the 
inherited self-identity of history is no longer stable, nor relevant, the construction of the self is 
partly achieved through developing self-narratives, and partly through investment of trust in 
organizations, such as brands, to help categorise the Millennials (Firat & Shultz, 1997). Thus 
it can be argued that the need for self-similarity will be of great importance for the Millennial 
when consuming brands and hence, influence their decision-making process. Secondly, the 
need for freedom and the search for ways to differentiate themselves from others, and from 
other groups, often appear to be of additional importance to the Millennials (Britton, 2015). 
The differentiation is often conducted through consumption of unique and individualized 
goods, which can support their creation – and re-creation – of their me-brand (Ibid.), and thus 
it can be argued that the need for self-distinctiveness is also of key importance for this 
generation. Lastly, the need for self-enhancement is expected to be additionally present with 
Millennials. Where the modern consumer is focused on displaying their wealth and status to 
the other members of the society, Millennials are using consumption as a way to project their 
lifestyle, with which they express themselves (Firat & Shultz, 1997). Their proclaimed level of 
narcissism as well as the opportunities to actually realize themselves due to increased wealth 
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and recognition of the importance of the self-project (Britton, 2015) can thus be argued to 
motivate the Millennials to not only protect their actual self-image but also decrease the 
discrepancies between their ideal and actual self-image.      
 
Throughout the interviews, the interviewees revealed how their FSB helped them to amplify 
and express who they are or how they want to be perceived. Through our STC of the 
interviews, such observations resulted in the emergence of the theme The expression of the 
self (Appendix 17). The theme covers meaning units related to how the interviewees expressed 
that the smartphone brand helped them to define and augment their self-identity and self-
narrative. In the following sections we will analyse these testimonies in terms of identifying 
whether their FSB fulfil one or more of the three self-definitional needs, and hence increase 
the understanding of the drivers of the SC.  
 

6.3.1 The need for self-similarity 
The most common self-definitional need to be met is the need for self-similarity (Bhattacharya 
& Sen, 2003). Consumers are likely to identify with a brand, when the brand matches their 
own sense of who they are because such identities enable them to maintain and express their 
sense of self most authentically, and therefore fulfil the need for self-similarity (Ibid.). Hence, 
satisfaction of such need is closely related to the congruence of the actual-self concept, as well 
as includes the desire to express oneself most accurately, not only inwards, but also outwards 
to the consumers surroundings (Ibid.). Thus, this need pertains to a degree of self-knowledge 
and awareness of the brand evaluation taking place (Ibid.).  
 
All the interviewees delineated a fairly detailed picture of the typical user of their FSB, which 
in several cases left the impression of including a version of themselves. One interviewee 
bluntly stated that his FSB “...is for young, brilliant people” (Audio 4), much like himself, 
while another interviewee proclaimed that her FSB was for people who didn’t only care about 
looks, but rather were intelligent and down-to-earth. Through marketing’s growing influence 
and role in the individual’s life, consumption has become the process by which people define 
themselves, their status or their image in contemporary society (Firat & Shultz, 1997). During 
consumption, personal identity is thus created and recreated on the basis on expressive values 
in the product, rather than the function (Ibid.). By centralising the consumed good as the 
signifier of identify creation and recreation, the subject becomes intertwined with the object 
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(Ibid.). It was therefore not surprising that many of the interviewees insinuated a depicted 
version of themselves when describing the typical user-imagery of the brand, hence it can be 
argued that the brand helps them fulfil the need for self-similarity. For instance, Kristian 
stated, when asked if cheerful was an attribute that characterized him, as he saw the 
attribute as highly appropriate for the brand, “Yes, I could appear fairly cheerful, especially if 
you knew me” (Audio 2). Further, when asked why Annika believed her FSB was more daring 
than its competitors, her reason was based on how she felt about owning the brand “...it is 
almost more brave, since almost nobody owns its…. you do something that is not expected 
[which is daring]” (Audio 1). Thus it can be inferred that both Kristian and Annika project and 
reflect certain attributes from themselves to the brand, and from the brand to themselves, and 
thus confirm their believes about themselves fulfilling the need for self-similarity. 
 
As the relationship between consumption and the consumer is dialectical, the consumption not 
only transfers cultural meanings from the brand on to the consumer, it also transfers cultural 
meaning from the consumers world on to the product (Elliott & Wattanasuwan, 1998). Hence, 
as individuals can transform the social meanings of objects, the cultural meaning of the brand 
may in some cases be an expression of the consumer’s self-perception rather than the meaning 
residing in the brand (Klipfel et al., 2014). Angel articulated how her sense of self affected why 
she saw her favourite smartphone brand as healthy when she stated “You just transfer… 
What’s the typical user - I am. Am I healthy? Yes I am. Pretty healthy.” (Audio 5). Her 
statement could indicate that the specific image she associates with the brand is affected by 
her egocentricity, instead of transferring signifiers from the brand on to herself. Egocentricity 
is when the consumers tend to assume that the personality of a brand he or she uses must 
necessarily be similar to his or her personality since they use it (Klipfel et al., 2014). This 
concept poses a serious challenge for the notion of SC. If the brand preference stems from SC, 
and SC depends on brand personality, how can SC then both shape brand personality and 
also, by definition, be a product of brand personality? It can be argued that in order to uncover 
whether SC is the driver or the product of brand personality, one must investigate the amount 
of influence the egocentricity has on the SC.  
 
Klipfel et al (2014) introduces the notion of false congruence as a result of such dispute, which 
represents that the initial congruence experienced with a brand may be imperfect (Ibid.). The 
false congruence can occur as a result of various aspects, such as if the consumer 
misunderstands the advertisement, if there is faulty WOM , or if the consumer has selective 
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attention to or retention of, the brand information (Ibid.). False congruence is the congruence 
the consumer experiences with a brand personality which was not intended by the marketer 
(Ibid.). On a macro scale, it could lead to brand image change. If, for example, early adopters 
consume a brand as a result of false congruence with the brand, the image they have of that 
brand will thus be projected onto the brand, and subsequently consumers will experience 
congruence with the brand based on the personality given by the early adopters instead of by 
the marketers (Ibid.). However, this also poses that for false congruence to arise, the majority 
of the consumers within the same user segment must share the same false interpretation of 
the brand personality for the brand image to change. Inversely, if the level of egocentricity is 
relatively low and the majority of the consumers have interpreted the brand personality as 
intended by the marketers, and thus only assign the brand a few additional characteristics, 
the brand image will not change on a macro scale. Thus, the brand preference would be a 
result of true self-congruence with the brand personality, potentially slightly altered to fit 
within the different consumer segments. Whether Angel’s and the other interviewees 
congruence with their FSB is based on true or false self-congruence is difficult to determine, 
as it is not in our interest to investigate the match between their perceived image of the brand 
in relation to the intended brand personality of the marketers. Nonetheless, it can be argued 
that their congruence with the brand must be affected on the image the brand has among the 
interviewees’ peers. Validation from peers is increasingly important for Millennials, as the 
signal value in brands is dependent on the social context (Britton, 2015). Millennials can 
therefore be perceived as loss averse, since the risk of consuming brands with the wrong 
signal value can be significantly damaging for their own and others image of them 
(Viswanathan & Jain, 2013). Hence, the interpreted signal value, and in turn brand 
personality, in the smartphone brand, must be consistent with the brand image among their 
peers. Thus, Angel can only ascribe the attribute healthy to her FSB because the brand image 
allows such attribute to be included. Thus, her image of the brand, or the typical user of the 
brand, must be perceived as being healthy or at least classified in the category which could 
relate to a healthy lifestyle, in order for her to perceive a similarity. As the need for SC is 
based on the motive to maintain the coherence of a personal conceptual system (Klipfel et al., 
2014), it can be argued that by consuming the FSB, Angel confirms the vision of herself as a 
healthy person and hence, the brand fulfils her need for self-similarity.        
 
It can be argued, that due to the sound resonance between the smartphone brand attributes 
and the interviewee’s self-image, the smartphone brand satisfies the interviewee’s need for 
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self-similarity. As the need for SC is based on the motive to maintain their sense of self, it is 
not surprising that the interviewees’ testimonies indicated that they convey certain attributes 
from their own personality onto the brand, and thus rationalise a level of self-similarity. 
However, as argued in section 6.1, there is a sound coincidence between the attributes 
appropriate for the brand, and the attributes the interviewee’s believe themselves to hold, 
suggesting that the self-similarity is not a complete product of egocentricity. Hence, it can be 
argued that the need for self-similarity is fulfilled through the interviewee’s consumption of 
the smartphone brand.    
 

6.3.2 The need for self-distinctiveness 
As consumers form their evaluation of brands by comparing them with social referents, the 
more distinct the brand appears, the easier is the comparison and congruence process (He & 
Mukherjee, 2009). Hence, the brand identity must be perceived as distinctive compared to 
other brands in order to fulfil the consumer’s need for self-distinctiveness (Ibid.). Such self-
definitional need can be argued to be of key importance for Millennials, due to their pursuit of 
uniqueness and for experiences that support the creation of their me-brand (Gharbi et al., 
2013). However, when analysing meaning expressed by the interviewees during the 
interviews, and later recapitulated into the meaning units, the smartphone brands did not 
appear to satisfy the interviewees’ need to differentiate him- or herself from everybody else. 
This could partly be due to the fact that, not only was one of the smartphone brands the 
leading brand on the market, and hence owned by a large share of consumers, but the number 
of smartphone brands on the market is limited, so it is practically impossible to own a brand 
that is so unique that it distinguish ones self from everybody else. Secondly, due to Millennials 
need for validation and recognition from peers (Britton, 2015; Williams & Page, 2011), it can 
be argued that the need to fit in and stress group membership potentially exceeds the need for 
uniqueness in certain situations. Hence, while the brand identity still must be perceived as 
distinct when compared to other brands in order for the consumer to compare and create 
congruence with said brand, the self-definitional need is fulfilled because the brand enables 
Millennials to express which group they belong to, and which they do not.  
 
Belk (1988) suggests that possessions differ in terms of importance for the self, as well as in a 
hierarchical arrangement of levels of self, as we exist not only as individuals, but also as group 
units (Belk, 1988). We thus tend to define family, group, subculture, nations and human 
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selves through various consumption objects, expressing and defining group membership 
through shared consumption symbols (Belk, 1988). Although Millennials can be perceived as 
primarily individualistic consumers, (Cova & Cova, 2002) where the self is conceptualized as 
something the subject actively creates, and have more separable and independent group 
memberships than was true before the worldwide events influencing the generation (Belk, 
1988), they still define themselves through group identity at various levels (Britton, 2015). 
The smartphone brand’s ability to express group membership was correspondingly apparent 
throughout the interviews. The group membership was especially expressed through the 
diminishment of the user group of the competing smartphone brand. Annika, as the only 
owner of the non-leading smartphone brand expressed “...if you just want to be like the others, 
you buy [from the competitor]” (Audio 1). She continued diminishing the competing brand and 
its consumer when she stated “… If you want to look like a Swedish blogger, then you buy [the 
competing smartphone brand], or if you just don’t want to be different and very brave” (Audio 
1). Her resistance towards the competing brand appears to be highly fuelled by the need to be 
different than “the others”. This is further stressed as she states that she finds it fun to go 
against the majority, and hence uses her choice of brand to distinct herself from the masses. 
As Millennials no longer inherit any fixed cultural classification as a consequence of disorder, 
cultural categories help consumers categorise their surroundings by making a system of social 
distinction (Firat & Shultz, 1997). Thus, the user-imagery delineated by Annika revealed how 
she reflected herself in the brand, and further indicated which cultural category it – and hence 
she – belonged to, and which cultural category the competitor belonged to. While the 
remaining interviewees all owned the same smartphone brand, as earlier stated, the 
popularity of the brand had resulted in a rather blurred brand personality, as the consumer 
segment includes users from many different cultural categories. Nonetheless, it was apparent 
that their FSB was still significant to their self-perception, as they had strong opinions about 
people not choosing their FSB, to such an extent that an interviewee proclaimed “I always 
stop, take a look and judge people [who have another smartphone brand]” (Audio 5). Thus, it 
can be argued that the smartphone brand included a sound share of symbolic meaning, which 
enabled them to distinguish themselves from who they are not, thus fulfilling their need for 
self-distinctiveness. While the description of the user-imagery of the competing smartphone 
brand was most dominant as meaning units relating to the group membership, one 
interviewee in particular expressed the group she bought into with the FSB. Angel reflected 
on how she felt when she consumed her first smartphone from her FSB when stating “… there 
was this urban city life feeling to it – that you were superior to the mob.”  (Audio 5). Through 
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her statement, she expresses how she tapped into the urban city life feeling which the brand 
expressed to her, hence, we infer that by differentiating herself from “the mob”, her choice of 
brand helped her confirm her classification to a certain cultural category and fulfilled her need 
for self-distinctiveness.  
 
The usage of smartphone brands to express group membership appears to go beyond just the 
brand, as it was apparent that the various smartphone types belonging to that brand were 
also used to differentiate between users. One interviewee, Kristian, explained how he despised 
the user segment that always had the newest smartphone from his brand, where as he had 
kept his smartphone for a couple of years and intended to hold on to it until it died (Audio 2). 
While the brand, and thus the symbolic meaning residing in the brand, should be the same for 
both the newest and oldest smartphone, the type of smartphone instead becomes the 
differentiating attribute which Kristian, as well as some of the others, used as a signifier. The 
potential reasoning behind this is twofold. First of all, it can be argued that due to the 
popularity of this particular smartphone brand, the consumers of the brand are left to use the 
products as differentiators, instead of the brand. The consumer in the postmodern era is 
perceived as a communicative subject and the interpretation of the world and the signs within 
it are in the hands of the interpreter (Firat & Shultz, 1997). Further, as Millennials are 
increasingly comfortable with brands and signifiers (Lazarevic, 2012), it can be argued that 
they expect and potentially acquire a certain level of freedom in which they use objects for 
expressive purposes. Secondly, it has been argued that since the relationship between social 
class and consumption has disappeared, lifestyle is now the key indicator of social group 
membership (Venkatesh, 1992). Correspondingly, Kristian assigns two distinct lifestyles to 
the two types of smartphone owners; by describing his user-imagery of the smartphone user 
owning the newest type of smartphone, in contrast to himself. Thus, he is not only 
interpreting his smartphone type choice to confirm his self-concept, but also impose a certain 
behaviour on others that reinforces his beliefs about himself. Hence, it suggests that both the 
brand and the products are used to fulfil their need for self-distinctiveness, as both being 
signifiers for social group membership. Moreover, as the interviewees would rather continue 
with their FSB and use the smartphone types as differentiators than considering another 
smartphone brand, their congruence with their FSB must be perceived as superior to any 
alternative. 
 



	   91	  

Due to the interviewees’ strongly articulated feelings towards people not consuming their 
brand, and in contrast the expressed membership to their own smartphone brand user group, 
it can be argued that the FSB fulfil the interviewees’ need for self-distinctiveness, as it helps 
them define and express their group membership. Moreover, instead of considering alternative 
smartphone brands, the interviewees have remained with their FSB and rely on smartphone 
types to fulfil their need for self-distinctiveness, which further argues for a resilient 
committed relationship with the brand.   
 

6.3.3 The need for self-enhancement and self-esteem 
The last self-definitional need to be considered is the need for self-enhancement and self-
esteem (He et al., 2009). The perceived prestige of the brand identity is crucial for a 
consumer’s ability to enhance their self-identity, which is related to fundamental human 
motives for behaviour (Wansik, 2003; He et al., 2009). The consumer is thus seeking to reduce 
the discrepancies between their actual and ideal self-concept, and therefore the greater match 
there is between the brand user-imagery and the ideal self-concept, the more likely it is that 
the consumer implicitly infers that the use of the brand will sustain or enhance their self-
esteem (Kressman et al., 2006). The need for self-esteem is closely related to the need for self-
enhancement, as individuals engage in social interaction with other individuals, groups and 
brands in order to fulfil their social needs, such as their sense of belonging (Ibid.).  
 
Throughout the interviews it was evident that the interviewees used their FSB to enhance 
their self-image and sense of self. This need for enhancement was apparent, in that all of the 
interviewees stressed the qualities of their FSB being more positive than the competing brand. 
One interviewee stated “[His FSB] users are just nicer looking people, there are many more 
fat people that owns [the competing brand]” (Audio 2). Through his degrading of the 
competing smartphone brand users, and in contrast, the accentuation of the user group of his 
FSB, the interviewee enhances not only the user-imagery of the brand but also his own self-
image. The interviewee continued his differentiation and enhancement of the user-imagery of 
his FSB by stating “…[his FSB’s users] care about themselves. They are charming, which is 
something nicer. And that is [the user of the FSB]” (Audio 2). Through his continued 
differentiation of the two user segments, and the favourable attitude towards his own FSB, he 
indicates how his choice of brand enriches his self-image as well as self-esteem and hence 
fulfils a need for self-enhancement.  
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Despite the fact that the number of ideal self-concept attributes satisfied through the 
smartphone brand appears to be somewhat low, as stated in section 6.1.1, it seems that the 
expressive value residing in the brand still contributed to the interviewees’ enhancement of 
their self-images. The value derived from the smartphone brand by the interviewees, and 
hence the expressive abilities to their social environment, was an on-going theme throughout 
all of the interviews. Angel perceives her consumption habits as  “You embellish yourself with 
borrowed feathers” (Audio 5) and further stresses how she perceives that owning her brand 
makes her feel like she has more control of her life (Audio 5). Through her use of the 
metaphorical expression, Angel reveals how her choice of brand helps her close the gap 
between the actual and ideal self-concept, as it helps her reinforce the image of herself as a 
person who ‘has it all figured out’. She is aware that she presumably does not possess all the 
abilities or symbolic values she ascribes to the user-imagery of her FSB, but by consuming the 
brand, it can be inferred that she is not only indicating to her social environment that she 
belongs to that user-imagery, but also is enhancing her own self-image. Angel continues on the 
subject by stating how she perceive her FSB as containing a level of prestige, due to the high 
price, and further states “… when you give so much money for something, then it is of high 
value and then it is more a part of you” (Audio 5). The interviewee appears to derive some 
level of prestige from the brand, which may accommodate her need for self-enhancement. 
Felix supports how the prestige derived through the price level is important as a signal to his 
social environment, as he explains how he thinks that through consuming an expensive brand 
“... people see us from the outside, and can see how we have fought, or worked hard, to be able 
to pay that kind of money for a product. I think that has a distinct impact [on our 
consumption].” (Audio 4). Such impact of the price of the brand on the consumption choice, can 
be argued to correspond to Britton (2015)’s suggestions of Millennials advancement of the 
concept of the experience economy (Britton, 2015). As Millennials are tremendously image-
driven, their behaviour and search for signifiers can appear absurd, where the goal is said to 
justify the means (Ibid.). Thus, in the advanced experience economy, the value-expressive 
element to ones surroundings is the currency, rather than the meaning and substance of the 
experience it self (Ibid.). When the interviewees express the importance of price and the image 
it portrays, which they tap into, it may indicate that the prestige of owning the FSB is 
equivalent to actually utilizing the product. Further, values associated with prestige in terms 
of price are often related to the ideal self-concept (Liu et al., 2012), and it can be inferred that 
the price of their FSB helps the interviewees decrease the discrepancies between the actual 
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and ideal self-concept. Thus, it can be argued that the price of the brand, and the expressive 
abilities it has, help to fulfil their need for self-enhancement. Further, it can be argued that 
the symbolic value residing in the interviewee’s FSB not only helps them enhance their self-
concept, but also their self-image to their social environment.  
 
The sense of belonging derived from the interviewees FSB, not only helps fulfil their need for 
self-distinctiveness as argued in section 6.3.2, but also appeared to have quite an influence on 
their self-esteem. As Felix denotes, we cannot just buy brands, we need to choose the right 
brands (Audio 4). The need was particularly articulated in terms of how the interviewees 
thought about consuming other smartphone brands. One of the interviewees describes how 
owning a competing brand would set her apart from the rest, and assumed that people would 
judge her and say “...ohh so you are one of those people.”(Audio 5). Due to her concern of other 
peoples reaction if she bought another smartphone brand, it can be assumed that she 
perceived an appreciation for fitting in with her referent group. As Millennials are highly 
aware of their social-environment, and tend to turn to their peers for guidance on product and 
brand choice, each consumption experience consists of a negotiation – implicit or explicit – 
whether or not the good fits with the Millennial’s social-context (Viswanathan & Jain, 2013). 
Despite the search for uniqueness and experiences that set Millennials apart from their peers 
and confirm their identity creation, the sense of belonging is valued higher (Britton, 2015).  
 
Through fulfilling the need for belonging, as well decreasing the gap between the actual and 
ideal self-concept, it can further be argued that the interviewee’s choice of smartphone brand 
helps them fulfil their need for self-enhancement and self-esteem. Moreover, due to the 
interviewee’s strong articulated feelings towards people not consuming their brand and, in 
contrast, the expressed membership to their own smartphone brand user group, it can be 
argued that the smartphone brands fulfil the interviewee’s need for self-distinctiveness, as it 
helps them define and express their group membership. Furthermore, as the strongly 
perceived similarity with their brand is expressed through their description of the user-
imagery of their brand, it can also be argued that the smartphone brand helps fulfil the need 
for self-similarity. Moreover, it can be argued that the interviewee’s choice of smartphone 
brand fulfils one, if not all, of their self-definitional needs, and thus can be perceived as 
drivers for SC with the brand.  
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As the analysis so far indicates a strong presence of value-expressive attributes residing in the 
smartphone brands, which help drive the interviewee’s choice of brand, we find it relevant to 
further investigate whether it is possible to detect a dominant level of affective commitment 
with the brand. Affective commitment is often associated with a strong emotional relationship 
with the brand, while continuance commitment, is often associated with a more opportunistic 
relationship with the brand (Amine, 1998). Hence an identification of a higher level of 
affective commitment than continuance commitment would further reinforce the indication of 
the value-expressive attributes being strongly influential on the interviewee’s UBL.  
 

6.4 THE ATTACHMENT TO THE BRAND 

With the increased focus on relational marketing, several researchers now support the idea 
that the higher order mental construct and antecedent commitment, should be regarded as a 
psychological attachment that links the consumer to the brand, predicting their future 
consumption intentions (cf. section 5.5.4). In order to reach a high level of loyalty, such as 
UBL, we thus perceive commitment as the key mediator, which can transcend mere 
satisfaction in regard to the consumer’s evaluation of the brand, as set forward by Oliver 
(1999). Holding a strong commitment to the brand along with the desire to overcome any 
obstacle will thus transform into a readiness to act (Oliver, 1999). A relationship by which, the 
exchange partners believe it is worth working on, in order to secure that it endures 
indefinitely; hence warrants maximum efforts to maintain it (Morgan & Hunt, 1994).  
 
Due to the interviewee’s UBL towards their FSB, it can be inferred that they hold a strong 
commitment to the brand. Furthermore, as affective commitment in particular has been 
suggested to have a large influence on UBL, we find it relevant to explore if this construct can 
be identified as dominant with our interviewees. In the following sections, we will present how 
the interviewees articulated their relationship through their attachment to their FSB, by 
considering how they evaluated the performance of the brand and their intentions regarding 
their future relationship with that brand. In order to explain their commitment to the brand, 
we will base the analysis on the theme The attachment to the brand, which became apparent 
through our STC of the interviews. This theme allows us to express some of the dominating 
meaning units identified in the interviews in relation to this subject. As consumers can 
experience continuance and affective commitment to varying levels at any point in time, we 
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will begin by analysing the presence of continuance commitment and subsequently the 
presence of affective commitment in order to uncover their potential dominance. 
 

6.4.1 Continuance commitment 
Throughout the interviews, several of the interviewees made it clear that their FSB 
contributed to their life in a significant way, as they stressed how the products utilitarian 
attributes made their everyday lives easier, referring to the simplicity and the convenience of 
the product (Appendix 17). Continuance commitment is perceived to be rooted in switching 
cost, sacrifices, lack of choice, and independence, and is thus a rational component of 
commitment (Fullerton, 2005; Maheshwari et al., 2014). The fact that several of the 
interviewees implied the opportunistic advantages of their brand relationship (Amine, 1998), 
suggests the presence of continuance commitment. This can further be argued since some of 
the interviewees perceived their FSB as the most secure choice (Ibid.). One interviewee, 
Kristian explained “I can’t even imagine what would be a better alternative for me. 
Everything I need is in my [his FSB phone] – so why should anything else top this” (Audio 2). 
In this regard, it could be inferred that Kristian found the benefits attached to the product to 
exceed the cost of switching to another alternative, and thus he created a rationale for staying 
committed to the brand (Maheshwari et al., 2014). In relation to this, one of the interviewees 
stressed the significance of switching cost, when he described how he did not have the courage 
to get to know a new brand (Audio 2). To him, it felt difficult to end the relationship, as he 
indicated that his commitment to his brand partner was grounded in the predictability of the 
product, and furthermore, through the sense of order and structure he felt it provided to his 
life. For him, it was therefore considered the most secure choice to maintain the relationship, 
as he would then avoid putting both time and effort in to getting acquainted with a new 
product (Audio 2). It can thus be argued, that he felt that the sacrifice of leaving was too high, 
and that he was therefore willing to “lock-in” his brand relationship (Lee et al., 2007). 
 
The psychological state of continuance commitment was also present in another interview in 
which the interviewee described how she sometimes felt trapped in the brand relationship. In 
this regard she used an example in which she compared herself with a blogger (Audio 5). 
Unlike the blogger’s unique job-position, the interviewee was not fortuned with the same 
opportunity to try new products when launched on the market. In this case, she described how 
the blogger might end up choosing to switch to another product if this was perceived as a 



	   96	  

better alternative after a trial period. However by not being a blogger, Angel did not feel she 
could as easily end her current brand relationship, since it involved some form of an economic 
sacrifice – therefore she had no other choice, but to maintain her current brand relationship, 
further stressing the presence of continuance commitment (Audio 5; Fullerton, 2005).  
 
Despite the interviewees articulations about the convenience and safety of their brand choice, 
it was evident that many of the interviewees did not consider their FSB as the best alternative 
on the market and thus superior, and thus disregarded continuance commitment as the sole 
motivation of their brand relationship. One interviewee even stated “I bet all [competing 
smartphones brands] are much better than [his FSB].” (Audio 2). Angel continued on the 
subject, and stressed how her FSB was nowhere near the best product on the market “…Its 
not like one is completely blown away by the technology and thinks “this is just the best thing 
in the whole wide world”.” (Audio 5). Interestingly, despite such observations, all of the 
interviewees noted that this lack of superiority on the market was not enough for them to 
consider switching brands. As Kristian explained; “I can’t even imagine what should fit me 
better…I am very dependent on [his FSB], I can’t even manage to try something new”. He 
even took it to the next level by stating; “…should my phone break, it is not a question about 
which one I should buy – a new phone simply means a new [phone from his FSB]. There is no 
question about that!” (Audio 2) Such statements indicate, that even though Kristian 
acknowledges that there exist better alternatives on the market which may deliver a better 
experience in terms of performance, he still perceives his FSB as superior and the most 
obvious choice. Angel argues that she would not be willing to switch, as she felt like her FSB 
had been able to infiltrate her life to such an extent that everything now seemed seamless – 
and ultimately she could not imagine a life without it (Audio 5). One could infer that her 
brand almost has become part of her self-image, and suggests that her commitment to the 
brand potentially is driven by an emotional rather than an opportunistic component.  
 
From the above analysis, it is evident that the interviewees indeed perceived their 
commitment to their favourite smartphone brand as based on rational reasoning, such as 
convenience, security and a cost benefit analysis of the cost of switching, and hence the 
presence of continuance commitment. However, while continuance commitment does not rely 
on the consumers’ perceived superiority of the brand, the lack of perceived superiority 
additionally indicates that the brand choice is not based on the functional attributes alone, but 
potentially on other benefits. Moreover, the strong resistance to switch, despite the 
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interviewees observation of the performance specifications, indicates a strong emotional 
relationship, which could indicate the presence of affective commitment.  
 

6.4.2 Affective commitment 
Besides the seeming presence of continuance commitment on the interviewees brand 
relationship to their FSB, the interviewees to a great extent stressed their level of 
commitment to the brand through their feelings and perceived relationalism, which they 
attached to the brand (Appendix 17). Through the STC of the interviews and subsequent 
identification of dominating meaning units, it was evident that the emotional attachment to 
the brand expressed was twofold, namely as shared values and trust and through humanizing 
the brand-as-partner 
 

6.4.2.1 Shared values and trust 
Affective commitment is believed to rest in shared values, trust and benevolence (Morgan & 
Hunt, 1994; Fullerton, 2005).  Hence affective commitment should be understood as the 
process when the individual consumer identifies with and feels attached to their relational 
partner (Fullerton, 2005). Pritchard et al. (1999) have further described how consumers within 
this process identify with important values and self-images linked to a preference (Pritchard 
et al., 1999). Such an identification process with the smartphone brand was fairly evident 
throughout the interviews, as not only the value-expressive meaning in the brand was 
stressed, but also the emotional relational strength was articulated. One can especially point 
to the fact that several of the interviewees felt a need to justify their strong feelings toward 
those consumers who chose a brand different than their FSB. One interviewee bluntly respond 
in this regard “...But why?” and further stated “...[her FSB] is so good, so why?” (Audio 5). In 
this case, one could infer that the interviewee found that her product was the obvious choice 
on the market, and nothing could make her decide to choose differently. Such strong relational 
feelings towards the brand could be an expression of her perceived shared values and high 
trust in the brand, which made her question how one could choose differently. This lack of 
understanding of others, which denotes a sense of attachment, is further supported by Annika, 
who expressed her commitment to the brand by addressing the competing brand in a 
condescending way (Audio 1).  It can thus be argued, that since Annika continuously felt a 
need to justify her choice of and the behaviour of her FSB, that she felt a strong dedication to 
her FSB and hence commitment. Moreover since Annika also made use of different excuses in 
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order to defend her FSB, for instance when she stressed “…And one must be a little imaginary 
in order to be able to create this. It is not exactly a copy of [the competing smartphone brand], 
so there must be something they [her FSB] have done right in order to differentiate and 
deliver…” (Audio 1), we can infer that she was attempting to persuade us into thinking that 
her FSB also should be considered imaginative. Ultimately we find reasons to believe that 
such statements indicate some level of liking and attachment (Amine, 1998). Furthermore, we 
are led to believe that Annika feels highly motivated by this brand image, since she is 
reluctant to change (Pritchard et al., 1999) and thus rewards the brand with her loyalty.  
 
The strong emotional attachment is further stressed through the interviewees’ reconciliation 
with the smartphone brands expressive abilities, which one must assume must be closely 
related to themselves. One interviewee chose to justify her brand choice using importance of 
the brand’s image in relation to herself as she stated “...I like what it represents to others. 
What it can and what it represents” (Audio 3). Through her statement, it is evident that the 
values and expressive meaning residing in the smartphone brand reflects a strong degree of 
benevolence to the brand (Fullerton, 2005), which is perceived to be one of the core 
components of affective commitment (Ibid.). In this case, when the interviewee expresses that 
it is the kindness of the brand she buys into, rather than the performance of the product, it 
can be argued, as stated by Morgan and Hunt (1994), that she considers the image of the 
brand as important to her decision-making, since it allows her to project this expressed 
benevolence to others (Audio 3). Thus it can be inferred that it will increase her attachment to 
the brand and thus strengthen her sense of resistance to change to an alternative (Amine, 
1998).  
 
One interviewee stressed the emotional attachment to the brand by proudly explaining how 
one could use her current computer (also belonging to her FSB) for many other purposes than 
first assumed. She explained that “You can practically use [An computer from her FSB] as a 
decoration piece…You can easily have it laying on the table or have it placed anywhere 
without it disturbing you in the same way as other computers would. It can very well be 
incorporated as an interior piece…[An computer from her FSB] is basically just really nice.” 
(Audio 5). As she ascribes her computer other functions than its original purpose, one could 
question if Angel in the future would be able to separate herself from the product belonging to 
her FSB? Hence it can be argued, that she feels passionate about her brand relationship and 
thus willing to endure the relationship as she in this case, finds reasons to extend the 
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meaning or purpose of the product, and thus its usability. In contrast she further states how 
she would never display her old computer from a competing smartphone brand, and while it 
might still function, she would never think about making use of it, further contrasting the 
emotional bond to her FSB (Audio 5).   
 
One example of Kristian’s affective commitment and resistance to change could be his 
perception of his brand as frontrunners in the industry “… nothing has come close since [his 
FSB launch]. Will something ever come along? Probably, but whether it is a smart-watch, or 
whatever it is, I don’t know. Until then, I wait.” (Audio 2). It can thus be argued that even 
though he does realize that many other smartphone brands may exceed the functionalities of 
the product (cf. section 6.4.1), they cannot match on the fact that his brand has revolutionized 
the industry. One could infer that being a part of a brand, which has left such an impact on 
the world, is considered valuable to Kristian - and until something new comes along with the 
same effect, he will stick to his brand. In another interview, the same anticipation for the 
future prospect for the brand and industry was seen as a valued attribute, strengthening the 
emotional attachment. Felix for instance explained in this regard how “… [his FSB] sees the 
future, in a way we can’t see it right now, like they did many years ago in relation to using 
touch screen etc. - they’ve seen that coming! In that way you trust them, that we maybe can’t 
identify what the point of some things are right now, but there must be a deeper meaning with 
what they do.” (Audio 4). He thus indicates that he will wait and stick with the brand to see 
what it is they are working towards, since he has complete confidence in his brand to start a 
new revolution. It could be argued, that both Felix’s and Kristian’s sound trust in their FSB is 
another way of stressing their affective commitment to the brand, and their willingness to 
endure the relationship, as the mere idea of any other brand to match up to such 
specifications, current or future, are rejected immediately. Further, their statements indicate 
that it may not only be the confidence in their brand that commits them to the brand, but also 
the sense of belonging, as it could be assumed that by supporting their FSB they almost 
become part of this revolution themselves, and are therefore just as much frontrunners and 
industry changers as their brand. Consequently, it can be inferred that they identify with 
their relational partner in a similar way as Angel did, mostly because the image and values 
embodied by their smartphone brand appeal significantly to them (Pritchard et al., 1999). 
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6.4.2.2 Humanizing the brand-as-partner 
The anthropomorphization of their FSB was further evident in the interviewees’ explanations 
of their brand relationships. Fournier and Yao (1998) state that brands must be considered a 
living entity in order for brand-consumer relationships (henceforth BCR) to exist, since 
relationships can only exist between active and interdependent partners. Hence, the brand 
needs to behave as an active, contributing member of the dyad (Patterson & O’Malley, 2006; 
Fournier, 1998). For instance one of the interviewees explained how her attachment to her 
FSB was based on “I think it has to do with the fact that I buy the product which suits me. 
What it can do and what it is. I think that is why I choose [her FSB] - simply because it suits 
me the best.” (Audio 3). In this case, it can be argued that the commitment towards the 
product was more determined by a reconciliatory evaluation between the brands symbolic 
meaning and her own self-perception, suggesting a humanization of her FSB supporting 
Fournier and Yao (1994)’s notion of how consumers tend to anthropomorphize objects in order 
to articulate their own relationship views (Fournier, 1998). Martine’s personification of her 
FSB thus suggests that she perceive her brand as an interdependent partner in her brand 
relationship, because considering brands as living entities is the only way to animate the 
brand (Ibid.). Fournier and Yao (1994) further suggest that when perceiving the brand as a 
contributing and active partner in the committed relationship, the relational bond between 
the brand and the consumers can be described such as partners, adolescent friendship, or as 
compartmentalized buddies (Fournier & Yao, 1997), and are therefore primarily based on an 
emotional attachment to one another. Another interviewee also addressed her deep emotional 
attachment and long-term fidelity to the brand when she characterized her relationship by 
saying “...it is almost like a love affair” (Audio 5). Her choice of metaphor is increasingly 
similar to Fournier and Yao (1997)’s conceptualization of brand relationships, as it can be 
perceived as a marriage (Fournier & Yao, 1997). One could thus infer that a degree of affective 
commitment is present, since Angel through such a statement, must consider the relationship 
to be valuable and at the very least, important (Morgan & Hunt, 1994), as she chooses to 
compare the relationship with a love affair. One could argue that, in terms of the way she 
frames her relationship to the brand, she wishes to endure in the relationship indefinitely.  
 
As a final remark in relation to the Millennials affective commitment toward their FSB, it also 
seems relevant to include some of the data from our first questionnaire, as one of the exercises 
revealed the respondents’ feelings and thoughts towards how they perceive their brand-
partner. In this regard, as they were asked to characterize their choice of smartphone, many of 
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the respondents stressed a high level of relational strength through their use of adjectives or 
short statements (Appendix 5). To name a few of the most interesting choices of words, 
mentioned by several of the respondents, were: Brilliant, Reliable, Trustworthy, Present, 
Loyal, and Down-to-earth. Others even described their FSB as my best friend or my friend in 
need. It can be inferred that the respondent may consider their FSB as a living entity within 
the brand-relationship. This is because some of the respondents humanized the brand-as-
partner by assigning personal qualities to the brand (Fournier, 1998). It can also be argued, in 
terms of the questionnaire, that these statements and adjectives indicate transference of 
human qualities (Fournier, 1998; Fournier & Yao 1997). Consequently, the respondents’ 
commitments or loyalties between consumers and brand could be as comparable to those 
between friends and partners (Ibid.). Hence there may be more to keeping a brand 
relationship alive that we are aware of, as such nuances above may exceed the pull of positive 
feelings, and thus impose the potential for a strong and enduring relationship (Ibid.). 
 
From the above analysis, it can be inferred that, the interviewee expressed a strong emotional 
attachment to the brand, as they primarily articulated their relationship with their FSB in 
terms of its value adding attributes, rather than on the utilitarian attributes. The respondents 
from the questionnaire further supported this strength of brand relationship, as descriptions 
of their FSB, which included phrases such as my best friend, were used to delineate their 
attachment to their brand partner. Further, while the opportunistic reasoning for the brand 
choice was articulated, the weight of this was significantly smaller than the emotional bond to 
the brand. Hence, it can be argued that the interviewees’ FSB relationships were primarily 
dominated by affective commitment.  
 

6.5 SUB-CONCLUSION 3 

Based on the above analysis, it can be concluded that the interviewees expressed the influence 
of SC within their choice of smartphone brand. This can partly be concluded, because the 
majority of attributes associated with the brand personality were perceived as similar to the 
interviewees’ actual or ideal self-concepts. In accordance, it can be concluded that the 
interviewee’s FSB allowed the interviewee to express and sustain certain conceptions of 
themselves. Additionally, as the majority of these attributes are perceived as of high 
importance to the interviewee, it can be inferred that the congruence between the 
interviewee’s self-concept and the brand personality played a part in the interviewee’s 
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decision-making process when choosing the brand. Further, all interviewees expressed a 
significant favourable attitude towards the smartphone brands’ functional attributes, while 
further stressing the brands’ lack of superiority on the market. While the favourable attitude 
toward the utilitarian attributes indicate the presence of FC, the lack of faith in the 
performance of the brand indicates that SC is biasing, if not surpassing, FC. Lastly, 
throughout the interviewees’ descriptions of the brands, and user-imagery of their own and 
competing brands, it was apparent that their FSBs also fulfilled their self-definitional needs. 
Due to the sound resonance with the smartphone brands’ attributes and the interviewees’ self-
images, the smartphone brands satisfied the interviewees’ need for self-similarity. Further, 
two key themes indicated that the smartphone brands were fulfilling their need for self-
distinctiveness as well. Partly due to their strong feelings and disassociation towards people 
not consuming their brand, and partly due the fact that instead of considering alternative 
smartphone brands, the interviewees have remained with their FSB and rely on smartphone 
types to fulfil their need for differentiation. Lastly, through fulfilling the need for belonging, 
as well as decreasing the discrepancies between the actual and ideal self-concept, it can be 
argued that the interviewee’s choice of smartphone brand helps them fulfil their need for self-
enhancement. Hence the analysis suggests that all of the three key self-definitional needs are 
met through the consumption of the smartphone brand. Consequently, as the interviewees 
both identify their actual and ideal self-concept in the brand, as well as stress how it fulfils 
their self-definitional needs and subjective performance specifications, it can be concluded that 
SC is present and indeed an important component in their decision-making process.     
 
It can further be concluded that it was possible to detect that the interviewees’ relationships 
with their FSBs primarily was based on affective commitment towards their brand, as all of 
the interviewees expressed sound emotional feelings in relation to their brand. This was 
especially evident in one interview, as the interviewee compared her brand relationship with a 
love affair. Furthermore, none of the interviewees perceived any other brand supplier as 
appropriate for them, despite their current brand’s lack in superiority on the market. Hence, 
while the interviewees’ statements indicate the presence of continuance commitment, it 
appears that their emotional attachment toward the brand is far more articulated. One could 
thus infer, that affective commitment becomes the primary driver of the interviewees’ brand 
choices.  
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7. ANALYSIS PART 2 - IMPLICATIONS 

Analysis Part 1 concluded that the interviewees both reflected their actual and ideal self-
concept in the brand, as well as fulfilled their self-definitional needs and their subjective 
performance specifications through consumption of the brand, hence, that SC was present in 
the UBL relationship. Developing and maintaining strong brand loyalty, such as UBL, is 
perceived as a key strategic business goal, as consumers at this stage are perceived to hold a 
strong resistance to competing brands, and hence feel a strong desire to rebuy, and have 
enduring relationships with, their brand (cf. section 5.5.3). Therefore, identifying how SC can 
be encouraged, and thus mediate and sustain a strong brand relationship between the brand 
and the consumers, is of great relevance for marketers.  
 
The concept of Societal Marketing (henceforth SM) has been suggested by prior research to 
hold great potential for reaching and engaging Millennials, as the concept revolves around 
bridging social responsibility and environmental sustainability as an integral part of a 
company’s strategy, which aligns with the Millennials’ distinctive set of values (cf. section 5.7). 
Millennials are perceived as a distinctly compassionate segment when it comes to social 
issues, and thus seem very prone to invest in and celebrate brands that positively change the 
world (Ibid.). Further, as Millennials are predicted to become the most affluent generation of 
our time, creating strong brand relationships with them is of key importance. Consequently, 
we find it relevant to investigate whether SM is an appropriate method to resonate with this 
generation, as resonance potentially could encourage the reconciliation process, and hence the 
development of SC.  
 
Analysis part 2 will thus attempt to expand on the contemporary notion of SM as an effective 
method to create resonance with the millennial generation, by analysing if this can be 
identified among our research participants, and subsequently answer sub-question 4. The 
analysis is structured in the following way; first we will analyse Millennials’ general attitude 
towards the use of SM, through topics that previously have been used within specific SM 
campaigns, and whether or not these campaigns resonate with the generation. Next, we will 
address significant observations, which the interviewees expressed as particularly relevant in 
relation to their resonance with SM campaigns, namely; The appropriateness of themes in 
societal marketing; The appropriateness of corporation’s use of Societal Marketing and The 
drivers of the purchase. These themes were identified through our STC of the interviewees’ 
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statements relating to SM. Additionally we will include some of our results from our first 
questionnaire, as it can help us to extend our understanding of Millennials’ feelings and 
thoughts in relation to this marketing concept, uncovering Millennials’ perceived sentiments 
towards SM initiatives in general. 
 

7.1 MILLENNIALS’ ATTITUDES TOWARDS SOCIETAL 

MARKETING 

Throughout the questionnaire and interviews, it was evident that the research participants 
attitudes towards SM campaigns primarily could be considered as favourable, as many found 
it positive, or even expected, that brands took a stance when it came to either societal or 
environmental issues (Appendix 6). In this regard some of the research participants 
emphasized that societal and environmental responsibility  “…should be something everybody 
does…” (Appendix 6). Another research participant stressed why she in particular saw SM as 
appropriate, as she assessed that such impact on the world would then not only lie in the 
hands of the brand, by stating “…And we have the opportunity to make a difference through 
them… “ (Appendix 6). In this regard, it could be inferred that she believes that she will have 
the opportunity to leave a footprint on the world through her consumption of purpose-driven 
brands. This mind-set, strongly resembles how Millennials previously have been characterized 
as frontrunners when it comes to societal and environmental issues. Millennials are described 
as a generation that wants to be part of something bigger than themselves, and therefore seek 
out, and invest in, brands which can have a positive impact on the world (WEB 3; WEB 4; 
WEB 9; Nowak et al., 2006). In line with this, another research participant explained, “Where 
we choose to spend our money is, actually, the only real power normal people have” (Appendix 
6). Such a statement stresses how Millennials’ own social responsibility through consumption 
is considered important (Lazaravic, 2012), and how the consumption of purpose-driven brands 
allows them to make an impact on the world (Nowak et al., 2006). 
 
Despite this general favourable attitude towards SM campaigns, it appears that there are 
some additional elements that may hinder the influence of SM on Millennials’ attitudes 
towards their purchase decisions, as one explain, “It really connects with me. But I could 
never switch to them. It’s a brilliant commercial” (Audio 2). This view was further supported 
by another research participant stating, “I think [SM] is important, but sometimes important 
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is not enough.” (Audio 4). One research participant also expressed “…it is fine [that brands 
make use of SM] but it doesn’t affect me. It is not that I think its negative, however neither 
positive.” (Audio 3), and continues, “…I will not buy [the product] just because they write that 
they do stuff or have an opinion about something.” (Audio 3).  
 
From the research participants’ statements, it was therefore evident that while the attitude 
towards the marketing method appears to be generally favourable, such positive associations 
did not appear to hold a considerable effect on the Millennials’ intentions to buy, or otherwise 
support, brands. Hence, in the following sections we will address the particular barriers that 
appear to be hindering Millennials’ resonance with SM campaigns, and thus their potential 
brand relationship.  
 

7.1.1 The appropriateness of themes in Societal Marketing 
One of the prominent barriers was related to the appropriateness of the themes in SM, which 
primarily concerned the impact of culture. For instance one research participant explained, in 
relation to advert 3.A (Appendix 13), focusing on race equality while being a clothing brand, 
“It has nothing to do with anything. It tells me that they have trouble only targeting white 
people, so now they have to communicate that everybody can wear “our” clothes...they almost 
harm themselves [through this statement].” (Audio 2). Kristian articulated that the chosen 
theme, did not appeal to him, as he does not find it appropriate or necessary for a brand to 
stress the diversity of their audience. Inversely, he nearly found it odd. While the brand most 
likely tried to reflect open-mindedness towards all races, Kristian clearly misinterprets the 
brands intentions. This may indicate that Kristian, in his everyday life, may not experience 
race discrimination, and therefore does not perceive this as a legitimate, or relevant, problem 
to address, or solve, within Danish advertising. Consequently it can be argued that the theme 
does not fit into his worldview, or align with his cultural values. Several of the other research 
participants additionally stressed how they perceived some of the adverts as inappropriate 
and irrelevant for the Danish culture. For instance, one research participant stressed in 
relation to advert 4.A (Appendix 14) that “...the thing with homosexuality - I don’t see them as 
oppressed, it’s not a problem [in Denmark]” (Audio 2). The perceived inappropriateness of the 
theme is significant, as the research participant cannot relate to the issue at all. Hence it is 
inferred that the theme has not been able to tap into the norms and values belonging to the 
research participant’s cultural background. Consequently, it can be argued that the brand 
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distances itself from the research participant, as he cannot resonate with the branded 
purpose. Another research participant further supports this incongruity between her cultural 
background and the theme of advert 4.A (Appendix 14), as she states “... If Samsoe and 
Samsoe [a Danish fashion brand] were to communicate that they supported gay people, then it 
would be like “yes, of course you do, and you should!”, you know - it’s a given...” (Audio 5). 
Angel continues on the subject “... it’s a completely different issue [in the USA]...for instance, 
if it were pro black rights. If they state that in Denmark, one would think “what?!” - “Don’t we 
all support this?!”.” (Audio 5). Thus it can be inferred, that the chosen theme does not leave a 
significant impression on her, as she does not find it appropriate to problematize or address 
gay rights in Denmark. This lack of a perceived fit between societal themes and the national 
culture could therefore be a barrier hindering Millennials’ resonance with SM programmes, 
which is further reaffirmed by another research participant stressing “There should preferably 
be a conformity between my consumption habits and my values.” (Appendix 6).  
 
Aside from the impact of cultural values on the perception of the campaign, it was also evident 
that the type of SM campaign was influential on the research participants’ attitudes towards 
the campaign, hindering the resonance. Some perceived SM campaigns that expressed a 
financial investment by the brand as more appropriate “…in that case it is definitely a 
stronger brand, since they sacrifice a part of themselves... “ (Audio 1). This example supports 
the notion of Millennials being somewhat realistic in their decision-making process and not 
taking brands at face value (Williams & Page, 2011; Lazarevic, 2012; WEB 9), but requiring 
and expecting, as they do for themselves, that the brands they support are sincere and 
trustworthy in relation to their purposes, and thus truly want to create a social impact 
(Lazarevic, 2012). It can be argued in this case, that making a financial investment could be 
interpreted as more authentic and honest, which are characteristics Millennials expect from 
brands they encounter (WEB 9). This type of SM is additionally one of the key notions of the 
method, and has previously been found to be a useful and viable marketing tactic (Lazarevic, 
2012). This method has shown great potential for encouraging an emotional response and 
attachment to the brand, while influencing the perceptions the Millennials hold of the brand 
(Ibid.). In addition to this, another research participant stressed: “If I had to buy something, I 
would prefer buying something, with which it was communicated that every time you 
purchased the product, 10% would be donated to the poor or to another cause.” (Audio 2). 
Hence it can be argued that an SM campaign, which encompasses an action from the brand, 
such as a financial sacrifice, is perceived as desirable for Millennials. Additionally, Millennials 
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tend to trust a brand more if it shows its direct impact on society (WEB 7). Hence, SM 
campaigns that encompass a financial, or otherwise important, sacrifice by the brand, would 
enable Millennials to greater evaluate the sincerity of the campaign and its congruence with 
their values. 
 
Analysing the research participants’ statements belonging to the theme The appropriateness 
of themes in Societal Marketing, it was evident that two primary barriers were hindering the 
resonance with the SM campaign (Appendix 17). First, the theme presented in the SM 
communication, and its appropriateness for the national culture in particular, was stressed. 
Second, the type of marketing campaign appeared to further influence the research 
participants’ resonance with the brand.  
 

7.1.2 The appropriateness of corporations’ use of Societal Marketing   
The second area identified to influence the research participants’ resonance with SM 
campaigns, was related to the corporations that made use of the marketing method. In this 
regard, the significance of trust in corporations indeed appeared to have a sound influence on 
the research participants’ perceptions of the SM campaign. Several of the research 
participants stressed that the use of SM did not necessarily reflect a company’s true 
philanthropic mind-set, as they know this has become a vital strategy for most brands in order 
to survive in the global marketplace. One research participant, for example, stated “It is cool if 
it is true, however I am a realist and I know how the world works.” (Appendix 6). As for some 
of the other research participants, they also stressed their concerns regarding the use of SM. 
For instance, one research participant expressed, “It is really cool that [brands] show that 
[they] take a stance. Especially when it is big corporations…” (Audio 5). However, Angel 
continued on the subject and stressed that she questions whether purpose-driven brands 
really fight for the causes they end up subscribing to (Audio 5). Similar to this example, 
Annika also stressed “Its fine [that brands make use of purpose-driven marketing]...But as 
soon as they have sold me the product, they no longer involve themselves in my life.” (Audio 
1). Both Angel and Annika reveal a lack of trust towards SM initiatives. However, the issue 
with trust is not an unknown characteristic of the generation, given their high intelligence 
and ability to see through branded content (Lazarevic, 2012; Collucci & Scarpi, 2013). Annika 
mainly stressed her concern towards the claim used in relation to advert 5.A (Appendix 15), as 
she questioned if the branded purpose would really extend itself into her customer-brand 
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relationship. Hence, it can be argued that she perceived SM more as a sales trick, since she 
likely will experience the purpose-driven claim primarily as a business objective that aims to 
attract her as a customer, only in order to improve profits. Consequently it can be inferred 
that her evaluation of the brand becomes somewhat negative, as, one could assume, she 
instead finds this brand dishonest in how they realise their purpose. Angel also stressed the 
importance of the claim, which in this scenario had not been able to convince her of the brands 
supposedly strong dedication to the cause. One could infer that in order for her to find the 
brand reliable, and as one that sincerely takes a stance in regard to the theme in advert 4.A 
(Appendix 14), she indicates that the brand needs to show it, rather than claim it.  
 
Further, aside from Millennials’ distrust towards the sincerity of the societal theme, the size 
of the corporation also appeared to be of great importance to the resonance with the SM 
program. For some of the research participants, the larger the corporation, the more 
appropriate the usage of SM became; “I think it has a greater impact - it matters more when it 
is a large brand that takes a stance.” (Audio 5). Another research participant supported this, 
and stressed how she thought “... they have to do it, make campaigns, since they have so much 
power in the media that they can [make a difference]” (Audio 1). On the contrary, others found 
that the larger the corporation became, the more diminished the authenticity of the SM 
campaign was perceived. In this case a research participant mentioned “...for those at that 
size, such as Burger King - they have to take advantage of the gay people in order to sell. I 
don’t see it as if they want to support them, I more see it as a way to exploit them!” (Audio 2). 
In continuation of this, the research participant found it unattractive when large mastodons 
make use of SM campaigns, as he finds it unrealistic that corporations with unethical 
business operations can be truly genuine in their support of causes such as gay rights. He 
pinpoints this with Burger King as an example “... [Burger King] just uses bad meat and 
exploits the farmers - everything is being taking advantage of, and on the basis of this, it does 
not appeal to me.” (Audio 2). As Millennials are known to boycott brands that violate values 
related to environmental and social responsibility (Nowak et al., 2006), one could infer from 
the last statement, that SM was not enough to convince Kristian, nor build a relationship with 
the brand.   
 
The research participants’ statements revealed that in terms of the appropriateness of 
corporations’ use of SM, two barriers in particular appeared to be hindering the research 
participants’ resonance with the marketing method. First and foremost, it was evident that 
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the sound distrust in corporations was influencing their perception of the sincerity and 
authenticity of the marketing message, as many of the research participants simply did not 
believe the message to be true. This indicated that for Millennials, actions speak louder than 
words. Secondly, the research participants addressed the size of the corporation, which 
additionally appeared to effect their evaluation of the marketing message. Whereas some 
found the size to positively impact the resonance with SM, others found that it diminished the 
sincerity of the usage of SM.  
 

7.1.3 The drivers of the purchase 
The third and final set of barriers relates to how the resonance with SM appeared to be 
reduced, as several drivers, such as the product benefits and price, seem to determine the 
Millennials’ purchase choices. One research participant explained “…I don’t want them to sell 
me their opinion – I need to know they have one, but I can still buy their product even though 
I may have another opinion – their product is still just their product.” (Audio 1). She ended the 
conversation on the subject by stressing “[Brands] don’t need to have any values in order for 
me to enjoy their products” (Audio 1). As she stressed that SM campaigns, which were made 
use of in the adverts, did not really appeal to her, it can be inferred from the statements, that 
Annika indeed favours truth and transparent brands. Further, she did not seem to prioritize 
or celebrate those brands whose actions seemed solely purpose-driven (Williams & Page, 2011; 
Lazarevic, 2012). Hence, it can be argued that the purpose in itself would not cause her to 
support the brand in the future, or become the main driver of her purchase, as she 
continuously stressed that it was the product benefits she sought to fulfil, rather than a need 
for creating an impact on the world (WEB 9; Nowak et al., 2006). The importance of 
authenticity and substance (WEB 9) in relation to the brand, thus needs to reside in the 
product attributes, as it can be inferred that these are more likely to strengthen her 
relationship to the brand. In continuation of this, she stressed that the usage of SM  “...is not 
something that makes me prefer one brand over another - it is not what I find attractive about 
the products.” (Audio 1). In line with this, she further described why such campaigns did not 
have an impact on her decision making: “[SM] is alright, but I am more focused on what it is I 
really need. In this case [the SM advert] does not give me any idea about what they can offer 
me.” (Audio 1). As a consequence, it appears that the product, rather than the purpose, is what 
attracts the majority of the research participants, and hence the product can be perceived as a 
primary purchase driver, while the SM message becomes a secondary driver, if at all.  
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The majority of the research participants further stressed that price was also a main driver of 
their purchase decisions; “If I have to search online for a product, then I would search for the 
one where I knew the price. That is what is most important for me...For me, price or website 
matters.” (Audio 3). Another research participant mentioned, in relation to this, the theory of 
price elasticity, as he used this as an argument for how the effectiveness of SM decreases 
when the price increases. He thus used the price of eggs as an example to explain in which 
situations SM still had a dominant effect on his choice; “It cost me twice as much to buy free-
range eggs than cage eggs, but since it doesn't really affect my economic position, it’s 
alright…” (Audio 4). Felix further reflected upon this matter, and described that the more 
expensive a product gets, the more it has to match up with what he could get from his current, 
and less expensive, brand supplier, before he would actually choose a product based on a SM 
program (Audio 4). 
 
The final set of barriers relates to the drivers of the purchase choice, as the research 
participants expressed how the product or the price of the product is the primary factor 
influencing their purchase decision. Thus, it could be inferred that, the SM message becomes 
secondary, and is potentially only considered if the price and product match the research 
participants needs.  
 
The research participants expressed a generally favourable attitude towards the usage of SM, 
and initially appeared to celebrate and expect brands to be involved in social and 
environmental initiatives. However, it appears that several elements in the SM campaign 
diminished the marketing method effectiveness. The above analysis thus uncovers the 
existence of several barriers, which could hinder Millennials’ perceptions of SM campaigns, 
and hence the resonance and SC with the brand.  
 

7.2 SUB-CONCLUSION 4 

Based on the above analysis, SM does seem to resonate with Millennials, as the research 
participants appear to hold a generally favourable positive attitude towards the marketing 
method. However, it was evident that several barriers prevailed, which hindered the 
interpretation of the SM campaigns, and thus the resonance with the brand. In an attempt to 
expand on the contemporary notion of SM as an effective method to create resonance with and 
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attract the millennial generation, three sets of barriers are of key importance for marketers to 
take into consideration.  
 

1. The first set of barriers relates to the appropriateness of themes in SM, as the 
conformity between the national culture and the SM theme, as well as the type of SM 
campaign appear to have a distinct influence on the evaluation of the marketing 
method.  

2. The second set of barriers relates to the appropriateness of corporations’ usage of SM, 
as the size of the corporation and distrust in corporations had a sound impact on 
Millennials’ perceptions of authenticity and sincerity towards SM messages.  

3. The third set of barriers relates to the drivers of the purchase, as it was articulated 
that both product benefits and price were the primary factors influencing the 
Millennials’ purchase decisions. Hence, it could be inferred that, the SM message 
becomes secondary, and is potentially only considered if the price and product match 
the research participants needs.  

 
In order for marketers’ SM campaigns to potentially be successful, to be interpreted as more 
appropriate as well as authentic and sincere, and thus encourage the potential resonance 
between the Millennials and the brand, these barriers will need to be considered. First and 
foremost, marketers must adapt and align their marketing messages to the national and local 
culture, as Millennials to a greater extent seek out and buy brands that support causes which 
align with their own sets of values (WEB 4). Secondly, marketers can benefit from subscribing 
to a SM campaign which stresses a financial, or otherwise important, sacrifice for the brand. 
As Millennials tend to trust a brand more if it shows its direct impact on society, including a 
promise, such as a donation, as a part of the SM communication could ease the Millennials’ 
evaluations of the appropriateness of the campaign for themselves, as well as the sincerity of 
the message from the brand (WEB 7). Thirdly, Millennials’ great distrust in brands appears to 
have a sound influence on their evaluation of the SM program, and marketers should consider 
the fit between the SM campaign and the corporation’s image when building programs, in 
order to accommodate this. Finally, as it appears that the SM message is only considered 
relevant if the price and product match the Millennials’ needs, such attributes must be 
incorporated in the marketing communication, and should not be neglected, as they are 
important drivers of the purchase. In accordance, marketers should remember, when 
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subscribing to a purpose or cause, that they do not exclude the product benefits. Hence, the 
message must convey both these attributes, along side the purpose or cause.  

 
We therefore conclude that, SM campaigns resonate with Millennials, and thus are potentially 
an appropriate method for encouraging the reconciliation process, and thus, the development 
of SC. However, for the resonance to flourish and strongly impact the brand relationship, and 
consequently the formation of UBL, marketers can benefit from adapting to the 
aforementioned barriers.    
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8. CONCLUSION 

This thesis has presented a theoretically founded analysis on how the reconciliation process of 
the brand personality and the Millennials’ self-concepts, and hence perceived self-congruence, 
can be seen as contributing to the Millennials’ ultimate brand loyalty relationships.    
 
Throughout this thesis, we have argued that while both self-congruence and functional 
congruence are present in the Millennials’ ultimate brand loyalty relationships, self-
congruence appears to bias, if not surpass, the functional congruence, and consequently, it can 
be argued to dominate the brand relationship. This can be concluded, partly due to the fact 
that the analysis proves, that the majority of the attributes associated with brand personality 
are perceived as similar to the Millennials’ actual or ideal self-concepts and fulfil their self-
definitional needs. Hence, it can be concluded that brands allow the Millennials to express and 
sustain certain conceptions of themselves. Additionally, as the majority of these attributes are 
perceived to be of high importance to the Millennials, it can be inferred that the congruence 
between the Millennials’ self-concepts and brand personality plays a part in Millennials’ 
decision-making processes. Thus, while the favourable attitude toward the utilitarian 
attributes is evident for the presence of functional congruence, the lack of faith in the 
performance of the brand indicates that the self-congruence is perceived to be more valuable 
than the performance of the referent attributes. 
 
Furthermore, affective commitment is argued to dominate Millennials’ attachments to the 
brands, which provide further evidence that Millennials’ ultimate brand loyalty relationships 
are strongly influenced by the brands’ value-expressive attributes. Affective commitment is 
perceived to create enduring relationships between consumers and brands, and hence has a 
paramount effect on ultimate brand loyalty. Because affective commitment is the process 
concerning the individual consumer’s identification with and feelings attached to their 
relational partner, it is often associated with a strong emotional relationship with the brand. 
Inversely, continuance commitment is often associated with a more opportunistic relationship, 
based on rational evaluations of the brand’s benefits. Hence, it can be concluded that the 
identification of a higher level of affective commitment than continuance commitment 
reinforces the indication that value-expressive attributes, and consequently, self-congruence, 
strongly influence Millennials’ ultimate brand loyalty.  
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Established by previous research, the stronger the perceived level of congruence between the 
brand personality and the consumer’s self-concept, the deeper the relationship. Consequently, 
it can be concluded that, due to the value-expressive attributes’ dominating influence on 
Millennials’ reconciliation processes with the brand, as well as their strong affective 
commitments, the self-congruence concept can be seen as a significant contributor in 
Millennials’ ultimate brand loyalty relationships.  
 
Correspondingly, we conclude that Societal Marketing campaigns resonate with Millennials, 
and thus confirm previous research’s suggestions of the fit between Societal Marketing and 
the generation’s behavioural characteristics. Hence, it can be argued that the marketing 
method is an appropriate tactic to facilitate the reconciliation process, and potentially the 
development of self-congruence. However, for the resonance to flourish and strongly impact 
the brand relationship, marketers must take several considerations into account, which 
appear to hinder Millennials’ resonance with Societal Marketing campaigns.  
 
First and foremost, marketers must adapt and align their marketing messages to the national 
and local culture, as Millennials to a greater extent seek out and buy brands that support 
causes, which align with their own sets of values. Secondly, as Millennials tend to trust 
brands more if they show a direct impact on society, marketers can benefit from subscribing to 
a Societal Marketing campaign which stresses a financial, or otherwise important, sacrifice 
made by the brand. Thirdly, the perceived appropriateness of the Societal Marketing 
campaign and the brand’s image must be taken into account. Finally, marketers should 
remember when subscribing to a purpose or cause that the message must convey both product 
benefits and price, in order to attract and strongly resonate with Millennials. 
    
As researchers, we believe our thesis contributes to the expansion of the understanding of the 
key drivers of Millennials’ enduring brand relationships, as well as the contemporary notion of 
Societal Marketing campaigns appropriateness with Millennials. 
 

8.1 FUTURE RESEARCH 

There are two recommendations we would like to make for future researchers and brand 
managers.  



	  

	   116	  

8.1.1 Recommendation 1 
The importance of self-image expression within the millennial generation is often proposed to 
produce an absurd search for signifiers. Such appreciation and utilization of the symbolic 
values of brands can be questioned to have influenced the level of involvement in product 
categories, and to have potentially skewed the boundaries of when a product is consumed for 
its functional attributes, in contrast to its value-expressive attributes. If so, it could be argued 
that the user-imagery and brand personality should be rethought and reinforced for products 
in low-involvement product categories, such as FMCG’s, in order to encourage an increasingly 
reconciliatory process, and thus appeal to the Millennial. In turn, according to current theory, 
a perceived self-congruence would produce a favourable attitude towards the brand, and 
potentially increase and bolster the current consumer group. Future researchers could 
therefore benefit from investigating the relationship between self-congruence and functional-
congruence in low-involvement product categories, and potentially identify when the value-
expressive attributes exceed the utilitarian attributes’ influence on the consumption.  
 

8.1.2 Recommendation 2 
In terms of expanding on the notion of Societal Marketing, brand managers could benefit from 
jumpstarting their brand communication from the conversations already taking place, and 
thus spark a movement. This can be anticipated to be a valuable research area due to 
Millennials’ distinct behavioural characteristics, as they are described as being a highly 
narcissistic, self-absorbed and self-centred generation. It can thus be assumed that 
understanding the topics and causes around which Millennials already gather, and aligning 
those with the brand’s Societal Marketing communication, would resonate even further with 
the generation. Hence, potentially generate valuable Word-Of-Mouth as a result of a strong 
commitment to the brand’s societal campaign, and hence the brand. While such a marketing 
approach already exists, sometimes referred to as movement marketing, the value of tapping 
into the Millennials’ personal sphere appears to be underdeveloped.  
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APPENDIX 1 – LIST OF ABBREVIATIONS 

 
Abbreviation Full word 
BCR 
 Brand-consumer relationship 

FC 
 Functional congruence 

FSB 
 Favourite smartphone brand 

GCT 
 Generational cohort theory 

OBL 
 Organizational behaviour literature 

SC 
 Self-congruence 

SCT 
 Self-congruence theory 

SM 
 Societal Marketing 

STC 
 Systematic text condensation 

UBL 
 Ultimate brand loyalty 

WOM 
 Word-of-mouth 
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APPENDIX 2 – SELF-COMPLETION QUESTIONNAIRE 

QUESTIONS 
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Appendix 2 – Self-completion questionnaire questions 
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Appendix 2 – Self-completion questionnaire questions 
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Appendix 2 – Self-completion questionnaire questions 
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Appendix 2 – Self-completion questionnaire questions 
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  



	  

	   137	  

Appendix 2 – Self-completion questionnaire questions 
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Appendix 2 – Self-completion questionnaire questions 
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Appendix 2 – Self-completion questionnaire questions 
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APPENDIX 3 – SUMMERY OF QUESTIONNAIRE 

RESPONSES 
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Appendix 3 – Self-completion questionnaire summery of responses 
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Appendix 3 – Self-completion questionnaire summery of responses 
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Appendix 3 – Self-completion questionnaire summery of responses 
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Appendix 3 – Self-completion questionnaire summery of responses 
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Appendix 3 – Self-completion questionnaire summery of responses 
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APPENDIX 4 – ENCODING OF QUESTIONNAIRE 

	  
Question Answer options Value 

Q15  
What would you do if your 
favourite smartphone was 
unavailable in the store (both 
offline/online), and there was 
a waiting period of minimum 
2 month? 

Would you wait until your 
preferred brand became 

available?  
 

Would you find another same-
brand alternative? 

Would you switch to another 
brand? 

1 
 
 

1 
 

0 

Q16  
If you favourite smartphone 
brand increased the price 
with 20% would it change 
your decision to rebuy from 
the same brand?  

Yes 
 

No 
 

Maybe 

2 
 

0 
 

1 

Q18  
Are you connected with your 
favourite smartphone brand 
on social media? 

Yes 
 

No 

1 
 

0 

Q20  
Have you ever recommended 
your favourite smartphone 
brand to others? 

Yes 
 

No 

1 
 

0 

Q21  
Have you ever shared 
articles, videos and other 
information about your 
favourite smartphone brand 
online? 

Yes 
 

No 

3 
 

0 
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APPENDIX 5 – SMARTPHONE CHARACTERISTICS

Sorted alphabetically  
Alsidig Intelligent Pålidelig 
Altid i nærheden  Intuitiv Rar 
Altid med på det nyeste irriterende Reliable 
Altvidende Klassisk Rig 
Begærlig Klog Robust 
Bekendt Kort levetid Rummelig 
Beskidt Kreativ Samarbejdsvenlig 
Billig Kvalitetsbevidst Sej 
Brugbar Kvik Selvtillid 
Brugervenlig Langtidsvarrende Sexet 
Charme Let Simpel 
Classy Let at bruge Sjov 
Dejlig Let tilgængelig Skarp 
Dominerende Letomgængelig Skiller sig ud 
Driftsikker lettilgængelig Skrøbelig  
Dyr Lige til Sladderhank 
Easygoing Lille Slank 
Effektiv Loyal Smart 
Egensindig Lunefuld Smart i en fart 
Egoistisk Lyn hurtig Smuk 
Elegant Lækker Spændende 
En som kan tage nogle tæsk Mainstream Stabil 
Enkel Masser af batteri Stilet 
fantastisk Medgørlig Stilfuld 
Farverig Min bedste ven Stilren 
Fashionsble Min hjælpende ven Stilren men på en ikke mainstream måde 
Fiks Moderne Strømlinet 
Firstmover musisk Sød 
Fleksibel Narcissistisk Techsavvy 
Flot Nede på jorden Tidskrævende 
Forfærdelig/irriterende Nem Tilgængelig 
Forstyrrende Nem at arbejde med Tillidsfuld 
Forudsigelig Nem at forstå Tillidsskabende 
Forældet Nemt "mindset" Tilstede 
Fotogen Nødvendig Tilstedeværende 
Frækkert Nørden Tjekket 
Funktionel Omgængelig Touchable 
Førende Ordentlig Trend 
Genial Organiseret Trofast 
Glad Overskuelig Troværdig 
God at holde i hånden Passer perfekt Træt 
Handy Perfektionistisk Udholdende 
Hjælpsom Populær Uforstyrrende 
Holdbar Positiv Ukompliceret 
Hurtig Pæn Underholdende 
Imødekommende Pålidelig  
Indholdsrig Rar  
Indsigtsfuld Reliable  
Innovativ Rig  
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APPENDIX 6 – ATTITUDE TOWARDS SOCIETAL 

MARKETING 

 
I vores tid, har alle virksomheder -store og små - mulighed for at gøre en forskel. Og vi har mulighed for 
at gøre en forskel gennem dem. Hvis mærker ikke tager stilling til sådan nogle sager, så udviser de at 
de er ligeglade med fremtiden og samfundet, og ergo at de kun er tilstede for at tjene penge - hvorfor 
skulle jeg så tro de ville gå den ekstra meter for mig? 
Der skal helst være overensstemmelser med mine forbrugsvaner og mine holdninger 
Jeg vil gerne sige at det er noget jeg tænker over men det er det i virkeligheden ikke 
Det er standard at man i dag skal tage stilling til disse problematikker  
ingen holdning 
Det tænker jeg ikke så meget over, sad but true  
Ift Apple ved jeg at de ikke tager de miljøvenlige valg til alle dele af mobilen 
genbrug er vigtigt! - med apple produkter som er blevet gammelt kan man gi' det i butikken til genbrug 
og faa rabat paa nyt koeb  
Som store giganter på markedet går jeg nok bare ud fra at de gør det, fordi "det skal man" i dag, som 
virksomhed. Forbrugerne følger med i hvad de laver  
Det tænker jeg slet ikke over desværre.  
Hvor vi vaelger at bruge vores penge er reelt den eneste magt normale mennesker har. 
Det forventer jeg af alle virksomeder, som opererer på et globalt marked og som forventer at forblive 
konkurrencedygtigt i fremtiden. 
Jeg vil ikke have det godt med at vide at en virksomhed jeg støtter ikke passer på vores knappe 
ressourcer. Det er et add on til et produkt som jeg har forelsket mig i MEN det er ikke det som aføgr 
hvorvid jeg køber et produkt frem for et andet 
Fordi man ik selv kan tage stilling til ALT 
Børnearbejde og miljøsvineri er lissom ret yt. Og heller ikke noget som jeg bevidst ville støtte. 
Jeg forventer at de tager stilling til at telefonerne bliver produceret under miljørigtige forhold  og at 
telefonenerne ikke bliver produceret under umenneskelige forhold...men i virkeligheden ved jeg ikke om 
ex Apple lever op til det.  
Virksomheder burde tage miljømæssige ansvar, da de Apple spiller en stor rolle på markedet og 
ligeledes bidrager til miljøproblemer 
Det er håbløst naivt og 'øjenlykkende' at støtte apple og så alligevel tro at du gør det af samfunds- og 
miljømæssige grunde. De laver ganske enkelt det bedste produkt, og det er et produkt der åbenbart er 
godt nok til at lukke mine øjne.  
Jeg mener da klart, at de ikke skal underbetale deres medarbejdere eller lade deres medarbejdere 
arbejde under kummerlige forhold. Ligeså på miljøområdet, der ser jeg da gerne, at de ikke leder 
kemikalier direkte ud i drikkevand. 
Jeg køber for for funktionalitet. Det ville da være dejligt hvis de også har miljøbevidste osv. men det ved 
jeg at Apple ikke er - og jeg køber det jo alligevel - også på trods af verdens dårligste kundeservice.  
Jeg er ikke god nok til at tjekke op på mærkernes sociale ansvar, men hvis jeg fik kendskab til noget, 
ville det helt sikkert præge mit valg. 
Det er forventet af alle store virksomheder idag 
Det er nok mere et håb end en realitet. Vi har alle et ansvar for at bruge ressourcer rigtigt. 
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Appendix 6 – Self-completion questionnaire attitude towards Societal Marketing 
	  

Firmaer bør social ansvarlige 
Jeg ville ønske det var et krav til firmaerne at producere produkter der var 100% bæredygtige, 
men har indtil videre kun fundet en telefon der lever op til det krav, og den er ikke på markedet 
endnu. 
Det kan jeg ikke forvente, da jeg ikke har gjort mig nogen tanker om, at alle produkter jeg køber 
er fra producenter, der gør det. Jeg ville forvente det, hvis jeg f.eks. købte økologisk eller fairtrade 
Jeg forventer at store anerkendte brands beskytter netop den værdi de har og dermed ved at de 
bør og skal være socialt ansvarlige, når det så er sagt, så helt ærligt ville det aldrig få mig til at 
fravælge et brand hvis det ikke var socialt ansvarligt, eneste tilfælde ville være hvis blev det 
blæst op i medierne og dermed skadede branded og dermed ikke længere kunne give mig det jeg 
ville have/udrykke med brandet. Dobbeltmoralsk, men ærligt. Social ansvar er for mig en 
selvfølge men samtidigt kun en bonus man får oven i brandværdierne jeg vælger.  
Det er generelt at foretrække  
Det skal en stor virksomhed som Apple 
Vi kan som forbruger præge udbudet ved at gå direkte og måske også betale lidt mere for 
produlter som har god samvittighed  
Forventer fokus på godt arbejdsmiljø og hensyntagen til miljøet, herunder begrænse CO2-
udledning og forurening.  
Jeg forventer intet fra et telefonselskab, som kun er ude på at tjene penge og er ligeglad med 
måfen at gøre det på. 
Desværre et samfund som vi har bygget op 
Alle store virksomheder skal tage disse hensyn. Der burde ikke være en forventning men en 
selvfølge. Apple masseproducere produkter til hele verden så selvfølgelig skal de tage hånd om 
disse faktorer hvor der er mulighed for det.  
Det er vigtigt....  
Det tænker jeg ikke så meget over, da det er umuligt at redde verden. Selvom det kunne være 
fedt, hvis de store internationale virksomheder generelt gjorde mere for verden. Og alt ikke 
handlede om at tjene penge, men det er vidst utopi.  
Næ... 
Fordi der er et overforbrug af smartsphones i dag- folk skifter deres velfungerende smartphone 
bare for at få den nyeste model.. Dermed er der en masse telefoner som stadig virker, men som 
alligevel bliver lagt i skuffen. Derudover er reperationer på smartsphones sindssygt dyrt og ikke 
til at betale 
CSR er vigtigt i forhold til forurening og børnearbejde eksempelvis 
Det skam de vel nærmest i dag 
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APPENDIX 7 – FINAL INTERVIEW PARTICIPANTS 

 

Interviewee 1 - Annika 
Age: 20-24 

Number of smartphones owned: 3 
Smartphone brands owned: HTC 

Favourite smartphone brand: HTC 
Brand loyalty score: 9 

Interviewee 2 - Kristian 
Age: 31-35 

Number of smartphones owned: 3 
Smartphone brands owned: Apple 

Favourite smartphone brand: Apple 
Brand loyalty score: 9 

Interviewee 3 - Martine 
Age: 20-24 

Number of smartphones owned: 3 
Smartphone brands owned: Apple 

Favourite smartphone brand: Apple 
Brand loyalty score: 9 
Interviewee 4 - Angel 

Age: 25-30 
Number of smartphones owned: 5 
Smartphone brands owned: Apple 

Favourite smartphone brand: Apple 
Brand loyalty score: 10 

Interviewee 5 - Felix 
Age: 25-30 

Number of smartphones owned: 2 
Smartphone brands owned: Apple 

Favourite smartphone brand: Apple 
Brand loyalty score: 9 
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APPENDIX 8 – INTERVIEWEE QUESTIONNAIRE  

 
På en skala fra 1 til 7, vil vi meget gerne bede dig om at svare på, hvor 
vigtigt det er for dig at en person er: 
1 – ikke vigtigt 7- meget vigtigt	  
Nede på jorden 1 2 3 4 5 6 7 
Ærlig 1 2 3 4 5 6 7 
Sund 1 2 3 4 5 6 7 
Glad 1 2 3 4 5 6 7 
Modig 1 2 3 4 5 6 7 
Kæk 1 2 3 4 5 6 7 
Fantasifuld 1 2 3 4 5 6 7 
Med på noderne 1 2 3 4 5 6 7 
Pålidelig 1 2 3 4 5 6 7 
Intelligent 1 2 3 4 5 6 7 
Succesfuld 1 2 3 4 5 6 7 
Jetsetter 1 2 3 4 5 6 7 
Charmerende 1 2 3 4 5 6 7 
Friluftsmenneske 1 2 3 4 5 6 7 
Hårdfør 1 2 3 4 5 6 7 
Ærlig 1 2 3 4 5 6 7 
	  
	  
	  
På en skala fra 1 til 7, i  hvilken grad føler du at de følgende 
karakteristikker/egenskaber siger noget om dig: 
1 – meget upassende 7- meget passende	  
Modig 1 2 3 4 5 6 7 
Glad 1 2 3 4 5 6 7 
Sund 1 2 3 4 5 6 7 
Nede på jorden 1 2 3 4 5 6 7 
Kæk 1 2 3 4 5 6 7 
Med på noderne 1 2 3 4 5 6 7 
Pålidelig 1 2 3 4 5 6 7 
Intelligent 1 2 3 4 5 6 7 
Fantasifuld 1 2 3 4 5 6 7 
Friluftsmenneske 1 2 3 4 5 6 7 
Succesfuld 1 2 3 4 5 6 7 
Jetsetter 1 2 3 4 5 6 7 
Charmerende 1 2 3 4 5 6 7 
Hårdfør 1 2 3 4 5 6 7 
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Appendix 8 – Interviewee questionnaire questions 
	  
Forestil dig nu den person du godt kunne tænke dig at være. På en skala 
fra 1 til 7, i  hvilken grad føler du at de følgende 
karakteristikker/egenskaber siger noget om denne person? 
1 – meget upassende 7- meget passende	  
Succesfuld 1 2 3 4 5 6 7 
Sund 1 2 3 4 5 6 7 
Nede på jorden 1 2 3 4 5 6 7 
Ærlig 1 2 3 4 5 6 7 
Friluftsmenneske 1 2 3 4 5 6 7 
Intelligent 1 2 3 4 5 6 7 
Kæk 1 2 3 4 5 6 7 
Modig 1 2 3 4 5 6 7 
Med på noderne 1 2 3 4 5 6 7 
Glad 1 2 3 4 5 6 7 
Hårdfør 1 2 3 4 5 6 7 
Fantasifuld 1 2 3 4 5 6 7 
Pålidelig 1 2 3 4 5 6 7 
Charmerende 1 2 3 4 5 6 7 
Jetsetter 1 2 3 4 5 6 7 
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APPENDIX 9 – RATINGS OF BRAND PERSONALITY 

ATTRIBUTES 

1- very inappropriate, 7 – very appropriate  
 
Interviewee rating – Annika 
 
Dimension Attribute Actual 

self 
Ideal 
self 

Impor-
tance 

Favourite 
brand 

Competitor 

Sincerity Down-to-
earth 

7 6 6 6 2 

Sincerity Honest 7 7 7 5 3 

Sincerity Wholesome 6 6 5 4 4 

Sincerity Cheerful 2 1 2 4 6 

Excitement Daring 5 5 2 3 6 

Excitement Spirited 5 7 7 4 4 

Excitement Imaginative 4 5 4 5 3 

Excitement Up-to-date 4 4 3 6 6 

Competence Reliable 6 7 6 6 5 

Competence Intelligent 6 7 7 5 4 

Competence Successful 3 4 3 5 7 

Sophistication Upper class 1 1 1 3 6 

Sophistication Charming 4 6 4 5 6 

Ruggedness Outdoorsy 5 6 4 2 2 

Ruggedness Though 4 5 4 5 3 
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Interviewee rating - Kristian 
 
Dimension Attribute Actual 

self 
Ideal 
self 

Impor-
tance 

Favourite 
brand 

Competitor 

Sincerity Down-to-
earth 

7 7 7 7 1 

Sincerity Honest 7 7 7 2 5 

Sincerity Wholesome 5 7 6 7 3 

Sincerity Cheerful 6 1 3 6 4 

Excitement Daring 7 7 4 7 4 

Excitement Spirited 6 7 7 7 7 

Excitement Imaginative 7 7 6 6 6 

Excitement Up-to-date 7 7 7 6 6 

Competence Reliable 7 7 7 4 5 

Competence Intelligent 3 7 2 3 5 

Competence Successful 2 7 1 5 3 

Sophistication Upper class 1 1 1 7 3 

Sophistication Charming 3 7 4 6 4 

Ruggedness Outdoorsy 2 1 2 6 6 

Ruggedness Though 7 7 6 1 2 
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Interviewee rating - Martine 
 
Dimension Attribute Actual 

self 
Ideal 
self 

Impor-
tance 

Favourite 
brand 

Competitor 

Sincerity Down-to-
earth 

5 7 7 2 7 

Sincerity Honest 7 7 7 3 7 

Sincerity Wholesome 3 6 5 6 3 

Sincerity Cheerful 5 5 5 6 3 

Excitement Daring 5 5 5 6 6 

Excitement Spirited 6 7 7 5 6 

Excitement Imaginative 5 5 4 4 4 

Excitement Up-to-date 4 5 4 4 2 

Competence Reliable 5 6 6 5 6 

Competence Intelligent 3 5 4 4 4 

Competence Successful 6 7 4 6 4 

Sophistication Upper class 4 5 4 7 1 

Sophistication Charming 5 7 6 3 5 

Ruggedness Outdoorsy 5 6 4 4 5 

Ruggedness Though 5 4 4 5 3 
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Interviewee rating - Angel 
 
Dimension Attribute Actual 

self 
Ideal 
self 

Impor-
tance 

Favourite 
brand 

Competitor 

Sincerity Down-to-
earth 

4 4 6 7 3 

Sincerity Honest 6 6 6 5 4 

Sincerity Wholesome 6 7 7 6 5 

Sincerity Cheerful 7 6 5 6 7 

Excitement Daring 6 7 7 3 5 

Excitement Spirited 6 7 7 6 6 

Excitement Imaginative 7 7 5 4 6 

Excitement Up-to-date 3 2 3 6 7 

Competence Reliable 6 6 6 6 4 

Competence Intelligent 5 6 5 6 6 

Competence Successful 3 5 4 6 6 

Sophistication Upper class 1 1 1 5 5 

Sophistication Charming 7 7 5 5 3 

Ruggedness Outdoorsy 5 6 4 5 3 

Ruggedness Though 7 7 7 3 4 
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Interviewee rating - Felix 
 
Dimension Attribute Actual 

self 
Ideal 
self 

Impor-
tance 

Favourite 
brand 

Competitor 

Sincerity Down-to-
earth 

7 7 6 7 6 

Sincerity Honest 7 7 7 5 4 

Sincerity Wholesome 6 5 5 5 3 

Sincerity Cheerful 7 7 4 6 5 

Excitement Daring 6 5 3 6 7 

Excitement Spirited 7 7 6 6 5 

Excitement Imaginative 5 7 5 7 5 

Excitement Up-to-date 5 2 3 7 5 

Competence Reliable 7 7 7 2 2 

Competence Intelligent 7 7 5 7 7 

Competence Successful 7 7 5 5 6 

Sophistication Upper class 1 1 1 7 5 

Sophistication Charming 7 7 7 6 2 

Ruggedness Outdoorsy 6 7 7 4 6 

Ruggedness Though 6 6 4 4 5 
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APPENDIX 10 – INTERVIEW PROPS 
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1.A 

1.B 

APPENDIX 11 – SOCIETAL MARKETING CASE 1 
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2.A 

2.B 

APPENDIX 12 – SOCIETAL MARKETING CASE 2 
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3.A 

3.B 

APPENDIX 13 – SOCIETAL MARKETING CASE 3 
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4.A 

4.B 

APPENDIX 14 – SOCIETAL MARKETING CASE 4 
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5.A 

5.B 

APPENDIX 15 – SOCIETAL MARKETING CASE 5 
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6.A 

6.B 

APPENDIX 16 – SOCIETAL MARKETING CASE 6 
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APPENDIX 17 – DESCRIPTIVE STATEMENTS 

In the following we will present the eight themes synthesized across five in-depth interviews 
through the method systematic text condensation. 

The attachment to the brand  
All of the respondents throughout the interviews expressed their relationship and their 
attachment to the brand.  
 
Several Interviewees stressed how their favourite smartphone brand made their everyday 
lives easier. In relation to this, one of the interviewees even stated that “...[his favourite 
smartphone brand] is perfect for me” (Audio 2). Further, several of the interviewees explains 
how they perceive the cost of switching to another alternative as being too high, and the 
interviewee Kristian pinpoints that “... I simply don’t have the courage to get to know [a new 
brand]” (Audio 2). 
 
Beside these functional aspects the interviewees also stressed their feelings and identities 
attached to the brand. Martine explains how her attachment to her favourite smartphone 
brand is based on not only what it can do, but also what it represent “I think it has to do with 
the fact that I buy that product which suits me. What it can do and what it is. I think that is 
why I choose [her favourite smartphone brand] - simply because it suits me the best”. (Audio 
3). She continues on the subject and emphasize that “...I like what it represents to others. 
What it can and what it represents”. (Audio 3). One of the other interviewees, Angel, further 
characterize her relationship with her favourite smartphone brand as “...it is almost like a 
love affair” (Audio 5). This attachment to the brand also unfolds when several of the 
interviewees justify their strong feelings toward others choosing differently than their 
favourite smartphone brand. As Angel respond “...But why?” and continues to “...[his favourite 
smartphone brand] is so good, so why?”. As Kristian concludes, nothing comes near his choice 
of brand and as result he would not even consider switching “...if my phone breaks then it is 
not a question about which one, a new phone simply means a new [phone from his favourite 
smartphone brand], it is not even a question”.(Audio 2) 
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The expression of the self 
Throughout the interviews, the interviewees revealed how their favourite smartphone brand 
enabled them to express who they are. 
 
When asked to describe their favourite smartphone brand user, many of the interviewees left 
the impression that the characteristics they assigned to the typical user-image of the brand 
were an expression of themselves. For instance, when asked why Angel saw her favourite 
smartphone brand as healthy she responded “You just transfer.. What’s the typical user - I 
am. Am I healthy? Yes I am. Pretty healthy.” (Audio 5). Kristian further expressed, when 
asked if “cheerful” was an attribute that characterized himself, he responded “Yes, I could 
appear fairly cheerful, especially if you knew me” (Audio 2). When asked why Annika believed 
her favourites smartphone brand was more daring than its competitors, her reason was based 
on how she felt about owning the brand “...it is almost more brave, since almost nobody owns 
its…. you do something that is not expected [which is daring]” (Audio 1).  
 
Besides enabling the interviewees to reflect who they are, their choice of brand also helped 
them to distinct them from what they are not. One of the interviewees set herself apart from 
everyone else, stating “...if you just want to be like the others, you buy [from the competitor]” 
(Audio 1) and further states that it is fun to go against the mass. In contrast to this, Angel 
describes that her choice of brand makes her feel superior, as she refer to others as “the mob”. 
 
In addition it was evident that the interviewees use their brands to enhance their self-image 
and provided them with a sense of belonging. In this regard, all of the interviewees stressed 
the qualities of their favourite brand being more positive than the competing brand. One 
interviewee stated “[His favourite smartphone brand] users are just nicer looking people, 
there are many more fat people that owns [the competing brand]” (Audio 2). Another 
interviewee share this point of segmentation when stating how “...[His favourite smartphone 
brand] is for young, brilliant people” (Audio 4). Angel perceives that owning her brand makes 
her feel like she has more control of her life, and Kristian support this by pinpointing “...it is 
the feeling that [his favourite smartphone brand] appears more exclusive” (Audio 2). It goes to 
the extend, where one of the interviewees describes how owning a competing brand would set 
her apart from the rest, and assumed that people would judge her and say “...ohh so you are 
one of those people.”(Audio 5).  
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The importance of the product functionalities 
As the interviews were structured around a technology device, the performance and the 
functionalities of the product was assigned a great amount of importance in relation to the 
attachment the interviewees feel towards their favourite brand. One interviewee expresses 
how she values that with her favourite smartphone brand she gets what she expects. Angel 
supports this by stating that when she tries her competitors brand she presumes the same 
functions as her favourite smartphone brand, though these did not meet her expectations and 
thus felt disappointed. This made her feel really mad and she felt like it is a poorly designed 
product. One interviewee even stress the strong significance of the product features, as it 
affects her mood “The new iOS update…it made me happy, also, I don’t know how to explain 
it, but it makes me happy”. She continues with “The new font makes me happy, I think it is 
really nice…isn't it crazy? And it was the same as the first time I opened [a computer from her 
favourite smartphone brand] for the first time and I just became so happy… all the things it 
could do, I just felt so happy” (Audio 5). In relation to this, one of the interviewee talk about 
the touch and feel of her favourite smartphone brand products and categorise the experiences 
as “...it is just so nice” (Audio 5). 

The appropriateness of themes in societal marketing 
The match between the chosen societal theme the brand made use of in their communication 
strategy, was highlighted in terms of whether the interviewees felt the adverts appealed to 
them. One of the interviewee especially found that advert 3.A, focusing on race equality while 
being a clothing brand, was completely inappropriate. He states “It has nothing to do with 
anything. It tells me that they have trouble only targeting white people, so now they have to 
communicate that everybody can wear “our” clothes... they almost harm themselves [through 
this statement].” (Audio 2).   
 
Several of the interviewees further stress the importance of the match between culture and 
societal theme, as they perceived some of the adverts as inappropriate for Danish culture. 
Kristian denotes in relation to advert 4.A that “... the thing with homosexuality - I don’t see 
them as oppressed, it’s not a problem [in Denmark]” (Audio 2). Angel supports this and states 
“... If Samsoe and Samsoe [a Danish fashion brand] were to communicate that they supported 
gay people, then it would be like “yes, of course you do, and you should!”, you know - it’s a 
given...” (Audio 5). She follows up with “... it’s a completely different issue [in USA]... for 
instance if they were pro black rights. If they state that in Denmark, one would think “what?!” 
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- “Don’t we all support this?!”.” (Audio 5). Further, in relation to the usage of Societal 
Marketing in Denmark, one interviewee go so far to say that “...it’s not a part of our culture, 
though it’s applied more and more, but it’s not a part of our culture.” (Audio 2).  

The appropriateness of corporation’s use of societal marketing 
The attitude toward whether or not it was appropriate for brands to make use of Societal 
Marketing differentiated in terms of the size of the brand and type programme. In this regard, 
many of the interviewee expressed a strong preference for programs that focused on how the 
brand was financially invested in the cause. As Annika states “.. in that case it is definitely a 
stronger brand since they sacrifice a part of themselves... “ (Audio 1). Others stress the 
importance of the theme to be closely related to their everyday life in order to connect to the 
brand, as Kristian states “...when you make use of something related to the society at large 
and try to push it out - that I think is fun!” (Audio 2). However on the contrary, several of the 
interviewees further stressed an indifference towards the use of Societal Marketing. While 
Annika states “They [brands] don’t need to have any values in order for me to enjoy their 
products” (Audio 1) Kristian believes that “Yes, they [brands] need to take a stance, but they 
should not use it for marketing purposes.” (Audio 2). One interviewee even states “..It is fine 
by me. However it doesn't affect me, it’s not like it’s negative, but not positive either.” (Audio 
3)   
 
The size of the brand further showed a great relevance for many of the interviewees. Some of 
the interviewees perceived that the larger the corporation were, the more appropriate the 
usage of Societal Marketing was. Angel notes “I think it has a greater impact - it matters more 
when it is a large brand that takes a stance.” (Audio 1). Annika supports this, and highlights 
how she thinks “... they have to do it, make campaigns, since they have so much power in the 
media that they can [make a difference]” (Audio 1). On the contrary, others found that the 
large size of the corporation delimited the authenticity of the Societal Marketing program. In 
this case an interviewee mentioned “...for those at that size, such as Burger King - they have 
to take advantage of the gay people in order to sell. I don’t see it as if they want to support 
them, I more see it as a way to exploit them!”. (Audio 2). In continuation of this, Kristian finds 
it unattractive when large mastodons make use of Societal Marketing programs, as he finds it 
unrealistic that corporations with unethical business operations are truly genuine in their 
support of causes such as gay rights. For example he pinpoints how a brand such as Burger 
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King “...just use bad meat and exploit the farmers - everything is being taking advantage of, 
and on the basis of this it does not appeal to me.” (Audio 2) 

The well-educated generation 
Throughout the interviews it was evident that several of the interviewees were affected by 
their peers and network. As Annika expressed her brother’s interest in technology was the 
initial reason she chose the smartphone brand, which now is her favourite smartphone brand. 
Furthermore, the interviewees that all owned the most dominant smartphone brand on the 
market, all expressed how choosing differently would make them stand out from their peers 
and network, which would be questioned and judged. Hence their peers have a sound 
influence on their choice of smartphone brand.  

 
 Millennials mistrust to companies was also apparent, as several interviewees questioned 

whether the societal marketing program acted as more than just a communication tool. For 
instance, Angel questioned the sincerity and the level of involvement from one brand, as she 
states that they might have taken a stance in regard to some themes, but she doubt if they are 
fighting for the cause. Felix is a bit more generous in his remark when he states “You must 
assume that when they communicate it, that they practice it themselves in the company. But 
whether or not it is true? I doubt it…” (Audio 4). As reflected by Kristian, his level of mistrust 
expands beyond the use of societal marketing, when he question if brands actually is able to 
deliver on their promises. When asked about whether he believes the promise in advert 5.B he 
says “I don’t believe it… I don’t believe they can administer it…I don’t believe they can do it.” 
(Audio 2). 
While most of the interviewees expressed a high level of distrust in brands, several comments 
made it evident that they value transparency from brands, and that this influences their 
perception of brands. Felix stresses that “... I think it can pay off in that way to show 
transparency - I also think that is quite important.” (Audio 4) 

The drivers of the purchase 
 While the feelings evoked from societal marketing programs differed among the interview 

participants, most of the interviewees supported one of two poles. One share of the 
interviewees expressed how the usage of such themes in advertising made them like the brand 
more, as Annika states “I would rather buy the product based on the advert 4.B [functional 
advert], but I would probably like the brand better based on advert 4.A [Societal Marketing 
advert]...” (Audio 1). In some cases the Societal Marketing program also had a direct impact 
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on their purchase decision, as Felix denoted “If I got a kind of “good feel” from buying the 
product, and it further had the same quality and colours as I wanted, as well as the same 
price. If I had to choose between two brands - yes, then it would have an effect on me that they 
[the brand] were supporting something” (Audio 4). He even go to far to say that “...it could 
have an impact on my purchase decision in the future.” (Audio 4). The other share of 
interviewees however expressed that such programs did not have any impact on their 
purchase decision, which Annika addressed when stating that “...it is not something that 
makes me prefer one brand over another - it is not what I find attractive about the products.” 
(Audio 1). She continued with “[Societal marketing] is alright, but I am more focused on what 
it is I really need. In this case advert 6.A [Societal Marketing advert] does not give me any 
idea about what they can offer me.” (Audio 1). Martine supported this, and emphasized “I 
don’t think those messages means anything for me. I might even distance myself more from 
them [the company].” (Audio 3).  
 
Despite the attitude towards Societal Marketing all interviewees stressed price a significant 
driver of their purchase decisions. One interviewee explains that “If I have to search online for 
a product, then I would search for the one where I knew the price. That is what is most 
important for me...For me, price or website matters.” (Audio 3). Felix includes the theory of 
price elasticity as an argument for how the effectiveness of Societal Marketing decreases, 
when the price increases. Felix add the price of eggs as an example “It cost me twice as much 
to buy free-range eggs than cage eggs, but since it doesn't really affect my economy, it’s 
alright…” (Audio 4). The interviewee continues, and states that the more expensive the 
product becomes, the more it has to match up to what he could get from is current and less 
expensive product, before he would choose a product based on a Societal Marketing program. 
Felix concludes “I think it [societal marketing] is important, but sometimes important is not 
enough.” (Audio 4).  

The values of the brand 
All the interviewees indicated a high level of awareness around how brands helped them 
express who they are, and that the image of the brand mattered in the decision-making 
process. The self-expressive element of brands was particularly evident when the interviewees 
were asked whether they would prefer to share on social media an advert with a Societal 
Marketing aim or a regular functional expression. Almost all of the interviewees expressed a 
clear preference to share the adverts with the Societal Marketing aim, as it contributed to the 
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narrative and image they wanted others to associate with them. As Martine states “...It 
depends on what I want to tell…” (Audio 3). In relation to this, Angel bluntly states “You 
embellish yourself with borrowed feathers” (Audio 5) and further stress “...you can’t really 
differentiate them [brands], so what you specifically buy is the brand. It is more about the 
values...it is the holistic picture you tap into…” (Audio 5). She includes an example of a beauty 
product, where she states she buys the product due to the image it conveys. For Felix the 
embellishment goes further than just how you perceive yourself, by explaining how he thinks 
that through consuming an expensive brand  “... people see us from the outside and can see 
how we have fought, or worked hard to be able to pay those kind of money for a product. I 
think that has a sound impact [on our consumption].” (Audio 4). Felix further concludes that 
we cannot just buy brands; we need to choose the right brands.  
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APPENDIX 18 – OVERVIEW OF AUDIO FILES 

Interviewee Audio files 
 
Annika 
 

 
Audio 1 

 
Kristian 
 

 
Audio 2 
 

 
Martine 
 

 
Audio 3 
 

 
Felix 

 
Audio 4 
 

 
Angel 

 
Audio 5 
 

	  


