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ABSTRACT 
This exploratory study aims at shedding light on the perceptions and reactions of Danish women 

to different typologies of beer advertising. The goal is to demonstrate how more women-inclusive 

beer advertising better resonates with female Danish consumers than typical masculine beer 

advertising. This type of advertising can contribute to changing Danish women’s perception of beer 

from a prevalently masculine product to a genderless drink. We conduct a neuroscientific 

investigation on 21 Danish women employing eye tracking and a GSR techniques. The participants 

are split into three groups equal in size, each exposed to a different set of emotionally priming 

stimuli. One group is shown typical/masculine beer advertising and is then compared to the other 

two, which are respectively exposed to feminism/women’s empowerment and Danish pride/gender 

neural-based beer advertising. We then conduct a statistical analysis to examine whether the 

feminism/women’s empowerment and Danish pride/gender neutral-based advertising triggers 

significantly more positive reactions in terms of valence and arousal than typical/masculine 

advertising. Eventually, we also test whether emotionally primed participants are significantly 

more likely to choose beer as a drink out of six drinks of choice. After the experiment, participants 

are interviewed to better contextualize the findings of the experiment and provide supplementary 

evidence. We find mixed evidence: both Danish pride/gender neutral and feminism/women’s 

empowerment-based advertising only partially triggered stronger positive reactions and drive more 

choice of beer. Additionally, qualitative evidence suggests that Danish women may be more 

positively impacted by Danish pride/gender neutral-based beer advertising than feminism/women’s 

empowerment. These results are discussed in light of existing theory but should be interpreted 

cautiously acknowledging a few limitations. However, the study is not intended to provide 

conclusive evidence on what the best strategy is in changing Danish women’s perception of beer 

as a product. Rather, the research aims at demonstrating that changing product perception through 

emotionally-charged advertising is a more viable and effective way in marketing beer to Danish 

women than changing the physical connotations of the product itself. As such, the current research 

attempts to pave the way for future studies to leverage on neuroscientific tools to measure the non-

conscious emotional reaction of female consumers to beer advertising to ultimately assess their 

effectiveness. This will hopefully contribute to help the beer industry get out of a ten-year 

stagnation period by better targeting women, a segment that so far has been largely ignored or 

targeted through ineffective and often counterproductive product-based strategies. 

 

Keywords: Neuromarketing, Beer Advertising, Consumer Behavior, Emotions, 

System 1, Danish Culture, Priming, Attitude Change. 
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1. INTRODUCTION 

 

What individuals eat and drink contributes to shaping their personal and social identities and 

interactions. An advocate of this is found in the German materialist philosopher Feuerbach, who, 

as early as 1848 stipulated that “We are what we eat” (Cizza & Rother, 2011). Indeed, especially 

in the Western world, what individuals consume acts as a signifier of identity and group culture, 

wherein the ingested items entail a symbolic meaning, which communicates something about these 

individuals, both to themselves and to others. Eating and drinking represent in fact a perpetual 

process of social identification, which lies at the core of ethnic, national, class, gender, sexual and 

local identities (Wilson, 2006). However, the question of why individuals indulge in a certain eating 

and drinking behavior, and how these affect their identity formation, group dynamics and 

consumption patterns, is complex (Lindeman & Stark, 1999; Bisogni, Connors, Devine & Sobal, 

2002). 

 

In terms of symbolic meaning, beer is an outstanding case. Throughout its millennial history, beer 

consumption has acquired a variety of connotations, which greatly vary by region, country, social 

class, and gender. However, a persistent and widespread feature is that of beer being associated 

with masculinity (Wilson, 2006). In fact, beer consumption is regarded as a source for the 

enactment of a conventional masculine identity (Gough & Edwards, 1998). In addition, this 

association has been highly enhanced over time by the way advertising has portrayed beer as a 

typically masculine drink, associated with sports watching and objectification of women’s bodies 

(Iijima Hall & Crum, 1994). 

  

In this debate, Denmark provides an interesting case. A first factor to consider is the historical and 

cultural value that beer represents in the country: with a centuries-old and still living tradition of 

beer brewing, and an even older tradition of beer drinking, beer has become an essential element 

in the Danish culture (Glamann, 1962). A second noteworthy factor is how gender equality 

represents a pillar of the national and societal structure, and men and women have equal 

opportunities in terms of education, income and work opportunities (Gender equality in Denmark, 

2019). However, Denmark is no exception in terms of masculine symbolic meanings associated 

with beer and beer’s promotion. 

   

Breweries have in recent years attempted to target and attract more women to drink beer, yet, they 

have done so mainly by creating new products specifically designed for them. A recent example is 

to be found in the Czech Republic, where the company Aurora in 2017 launched the first beer 
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expressly targeted for women. However, the brand faced severe backlash for being perceived as 

sexist (Christie, 2017). A Danish example is instead provided by Carlsberg, which, after acquiring 

Tuborg in 1970, has become the undisputed market leader in the Danish beer industry and one of 

the largest global industry actors. In 2011, Carlsberg launched a new female-targeted beer, named 

“Copenhagen” beer, which was portrayed as a gender-neutral, minimalistic light beer with visual 

elements making it resemble cider, champagne and white wine.  Regarding the taste, it was 

described as highly drinkable and not bitter. Overall, although being officially marketed as a 

metrosexual, gender-neutral beer, it was a clear attempt by Carlsberg to enlarge its female 

customer-base, which however found very limited success (Charles, 2012). Carlsberg’s CEO, 

Jørgen Buhl Rasmussen, asserted that product innovation would be a more effective way to target 

women with respect to a change in the marketing approach (Glader, 2012). 

  

However, this approach seems to be lacking a wider perspective capable of accounting for the deep 

socio-cultural role of beer in Danish society. As it is, a mere change in the tangible attributes of 

beer, such as its look and taste, has so far only led to unsatisfactory or even harmful outcomes in 

terms of profits and brand image. Considering also that trust by customers is more easily gained by 

well-known brands (Guyader, Ottoson & Witell, 2016), launching new brands to target women is 

likely to lead to a waste of resources and unsuccessful outcomes. Consequently, what Carlsberg 

and other brands have been trying to accomplish when targeting women, may require a change of 

perspective and more adequate tools. 

  

Thanks to the establishment of neuroscience as a research field, new light can be shed on the “black-

box” of the human mind for what concerns the neural activities occurring during the decision-

making process (Naqvi, Shiv & Bechara, 2006). Neuromarketing, which applies 

psychophysiological research methods to the marketing discipline, is in fact a powerful tool, as it 

enhances the understanding and the analysis of human behavior in relation to marketing stimuli 

(Lee, Amir and Ariely, 2009). In this sense, neuroscience of branding can provide a valuable 

contribution, by providing tools to better understand individuals’ reaction to certain stimuli, and 

how consumers’ behavior may be greatly influenced by non-conscious reactions. Standard 

marketing tools would otherwise not notice these reactions, and consumers would not be able to 

translate them in words either (Dijksterhuis, Smith, van Baaren & Wigboldus, 2005; Murphy, Illes 

& Reiner, 2008). 

  

As a consequence, using neuroscience techniques to analyze consumers’ responses to beer 

advertising can prove to be a viable and more efficient solution to assess their effectiveness in 
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targeting women, thus preventing breweries from investing resources in new product development 

and untested marketing campaigns. As a matter of fact, the latter usually explain decision-making 

uniquely on the basis of “cold-hearted calculation of expected utility based upon explicit 

knowledge of outcomes” (Naqvi et al., 2006, p. 260), while neuroscience techniques can reveal 

what actually makes beer commercials salient and emotionally accessible for women. 

1.1. Research Question 

As mentioned in the introduction, many beer brands have recently tried expanding their customer 

base to include more female consumers. Though, these attempts have resulted in major marketing 

and branding flops as their approach has been heavily product-oriented.  Thus, they changed the 

offered product itself to push it to women, instead of putting the consumer at the center and tackling 

the socio-cultural perception that female consumers have on beer (Merz, He, & Vargo, 2009). 

Moreover, researchers have previously investigated the role that eating and drinking play in shaping 

people’s social identification (Wilson, 2006). However, the use of the field of neuroscience and 

biosensor-based research has been limited in this area. Likewise, the socio-cultural impact that beer 

advertising has on women’s beer consumption has not been researched yet. 

  

Hence, this thesis aims to investigate the relationship between beer advertising and beer 

consumption when it comes to women consumers through the following research question: 

  

Does priming women through emotionally arousing beer advertising make them choose to 

drink more beer? 

  

Three sub-research questions were constructed in line with the main research question to further 

investigate it. They are the following: 

  

1. To what extent does feminism/women’s empowerment-based advertising affect women’s 

emotional response? 

2. To what extent does Danish national pride/gender equality-based advertising affect 

women’s emotional response? 

3. How does emotional arousal affect women’s choice of beer consumption? 

  

Furthermore, to find a directional answer to the research question and the three sub-research 

questions, three main hypotheses related to each of the questions have been developed. The three 

hypotheses mirror the main research question and the three sub-research questions. As these 
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hypotheses stem from reviewing the existing literature on the topic, they will be presented below, 

but further explained in the methodology section of this thesis. 

  

HP1: Beer advertising based on feminism/women’s empowerment elicits higher positive arousal 

than typical/masculine beer advertising. 

  

HP2: Beer advertising based on Danish national pride/gender equality elicits higher positive 

arousal than typical/masculine beer advertising. 

  

HP3: The higher the positive arousal in women’s response to beer advertising, the more likely they 

are to choose beer. 

1.2. Thesis Structure 

The model below (Figure 1.1) illustrates the structure of the thesis.  

 

The first macro-topic we will present is the literature review, with the purpose of contextualizing 

and explaining how we got to the research question by reviewing the existing literature. This macro-

topic is funnel-shaped as it begins broadly with an overview of consumer behavior to then narrow 

down to the influence of emotionally-charged advertising on consumer behavior and finally get to 

the research question. Subsequently, the thesis will shift towards the second macro-topic, the 

methodology, where we will discuss the selection of and reasons for the methods, i.e. mainly 

quantitative, but also complemented by qualitative methods we used to answer the research 

question. As such, our primary source of data are biosensor methods, which are integrated with 

surveys and follow-up interviews. In the results section, we will present and analyze the findings 

of our experiment. We will perform statistical tests to assess the significance of the hypotheses and 

analyze the interviews to identify potential patterns of themes. After that, we will discuss the 

findings and relate them to the existing literature. Finally, we will summarize the most relevant 

findings of our research, address the limitations, address future research, and the managerial 

implications of our study. 
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Figure 1.1. Thesis Structure 
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2. LITERATURE REVIEW 

2.1. Consumer Behavior 

This initial section of this chapter is intended to review the broad discipline of consumer behavior, 

research object of the current inquiry, and which provides the underlying substratum of notions and 

theories to the whole field of research. Subsequently, the following sections will gradually restrict 

the scope of the research in a funnel-shaped progression, so as to eventually identify the specific, 

unexplored topic of interest, which we will try to investigate. The current section presents the 

several perspectives from which consumption has been studied, by employing the categorization 

conceived by Østergaard and Jantzen (2000), which identify two approaches – positivist and 

interpretivist – and four schools of thought, presented in the following. The aim is to cover the most 

influential theories and notions of consumer behavior, which will provide a direction and a 

theoretical framework for the study. 

2.1.1. Consumption: From Buyer Behavior to Consumption 

Studies 

A considerable amount of literature has been published on consumption. As argued by MacInnis 

and Folkes (2010), consumption is addressed in consumer research studies, of which it constitutes 

a major part of the existing literature. Over the past decades, consumption has been thoroughly 

studied from many perspectives, including economic, psychological and sociological ones, which 

have enriched and expanded its meaning, nuances and domain (Joy & Li, 2012). However, the main 

distinction, which has characterized the different approaches in studying consumption, is found 

between positivist and interpretivist approaches (Østergaard & Jantzen, 2000). The mentioned 

distinction follows a chronological order, although the different perspectives and their applications 

to marketing theory and techniques have coexisted and still coexist. The positivist approach rose 

earlier and gave way to two schools of thought, namely buyer behavior and consumer behavior. 

The interpretivist turns instead took place in the 1980s and generated two new perspectives, known 

as consumer research and consumption studies (Sherry, 1991; Østergaard & Jantzen, 2000). 

2.1.2. Buyer Behavior 

The current subsection provides a literature review of the buyer behavior school of thought, to offer 

a first perspective on the study of consumption. As it will be shown, this school of thought is deeply 

rooted in behaviorism and trust in scientific methods. Most of the theories are borrowed from 

economics, resulting in the individual being studied as an empirically testable and instinct-driven 

buyer, which has implications for shopping and purchase patterns. 
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The buyer behavior perspective stems from was the classical natural science paradigm and is 

characterized by a deep trust in the scientific methods (Dawson, Shell, Beers & Kelly, 1982). 

Østergaard and Jantzen, (2000) explain how in this context the human being was seen as an 

empirically testable, instinct-driven physiological phenomenon, whose consumption is determined 

by an ongoing and mechanical stimuli-response process, triggered by needs, which act as 

mechanisms guiding the behavior. Proof of this is provided by the application of the expected utility 

theory to understand consumption. Borrowed from microeconomics (Holbrook & Hirshman, 

1982), this theory holds that individuals’ final goal is to maximize their own utility, meaning that 

they consume based on how much utility they can expect. In this sense, it entails a prescriptive 

approach, which means that it provides a script for how choices should be made under uncertain 

conditions (Stigler, 1950; Bushra, 2015). 

  

Within the buyer-behavior perspective, the buyer modification perspective, developed in 

psychology but adopted in marketing too, is also found (Nord & Peter, 1980). Said perspective 

directs attention toward those environmental factors, which can influence buyer behavior in an 

empirically testable way (Skinner, 1953). Nord and Peter (1980) provide an overview of the 

fundamental elements and techniques belonging to the perspective, which are classical respondent 

conditioning, operant (or instrumental) conditioning, vicarious learning and ecological design. 

Following, a practical marketing application of the above-mentioned technique is presented. Other 

authors also adopt the same perspective and conduct empirical experiments to test shopping path 

(Hui, Bradlow & Fader, 2009) or to analyze the reasons behind buyer behavior and purchase 

patterns in a grocery store (Underhill, 1999). 

2.1.3. Consumer Behavior 

The present subsection aims at reviewing how theories from cognitive psychology entered the field 

of consumer behavior, thus providing a second perspective from which consumption can be 

studied. Prospect theory, in particular, offers a descriptive point of view from which consumption 

decisions can be analyzed. Stemming from this, the notion of attitude is discussed. Concerning 

attitude structure, three models are presented and offer valuable tools to understand and stimulate 

consumption. Regarding attitude formation and change, three more theories are reviewed, with 

practical implications for the understanding of how consumption patterns can be influenced and 

changed. 
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The consumer behavior perspective finds its scientific foundation in cognitive psychology, which 

was born as a critique to behaviorism, the scientific pillar of the buyer behavior perspective 

(Østergaard & Jantzen, 2000). While the human being is still considered fully rational, this 

perspective attempts to employ psychological theories to shed light on the ongoing mechanisms, 

which take place in individuals’ minds – referred to as black boxes - before and after making 

consumption decisions (Kassarjian, 1994; Østergaard & Jantzen, 2000). 

  

Prospect theory, first addressed by Kahneman and Tversky (1979), brings psychology into the 

study of consumption behavior (Bushra, 2015). Contrary to the prescriptive approach adopted in 

the buyer behavior perspective, prospect theory adopts a descriptive approach as it describes how 

individuals choose when there is a risk component, meaning how they take decisions between 

probabilistic alternatives with an uncertain outcome (Bushra, 2015). Stemming from this, a widely 

employed concept to understand and analyze consumers’ behavior and their consumption decisions 

is attitude, defined as “a learned predisposition to respond in a consistently favorable or unfavorable 

manner in relation to some object” (Szmigin & Piacentini, 2015, p. 197). Several authors have 

investigated how attitudes are structured, the sources of attitude formation, and the elements which 

influence and change attitudes, with relevant implications for marketing practices (Shiffman, 

Kanuk and Hansen, 2008; Szmigin and Piacentini, 2015). 

  

Concerning attitude structure and composition, three main models have been identified: one is the 

tricomponent model, first designed by Hovland and Rosenberg (1960). The three components are 

respectively beliefs (cognitive component), conations (behavioral component), and feelings 

(affective component), which together form individuals’ attitudes. Any of these components can 

be the starting point for the formation of an attitude, which means that depending on their order - 

defined as hierarchy of effects - different implications arise for marketers trying to stimulate 

consumption (Beatty and Kahle, 1988; Alexandris et al., 2012). 

  

Another model is the multi-attribute one, which focuses attention on consumers’ beliefs and 

evaluations about consumption objects’ attributes and finds its most common application in the 

Fishbein model (Fishbein, 1963; Shiffman, Kanuk & Hansen, 2008; Szmighin & Piacentini, 2015). 

The third model of attitude formation addressed by consumption researchers is the attitude toward 

the ads model, first conceived in Mitchell and Olson (1981) and Shimp (1981). This model 

investigates the influence and effectiveness of advertisements on consumers’ attitude toward the 

advertised consumption object and brand, and it holds that features such as novelty, familiarity and 
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consumer socialization play a crucial role in forming attitudes (Fishbein, 1963; Shiffman et al., 

2008; Szmighin & Piacentini, 2015). 

  

Regarding attitude formation and change, these are two interconnected issues, as they both result 

from a learning process (Shiffman et al., 2008). Research indeed demonstrates that attitudes are 

formed as a result of a learning process, whose sources are personal experience, influence of friends 

and family, mass media, direct marketing and personality factors. Leveraging on these elements, 

altering attitudes becomes a key strategic aspect for marketers to change consumers’ consumption 

patterns, and scholars have identified a number of techniques to do so (Shiffman et al., 2008; 

Szmigin & Piacentini, 2015). 

  

One way relies on the functional theory of attributes, first proposed by Katz (1960). The theory 

states that attitude can serve four functions, and they are respectively utilitarian, value-expressive, 

ego-defensive and knowledge-based: attitude toward a product or a brand can be changed by 

altering or combining its functions (Russell-Bennett, Previte, Hartel, Smith, & Zainuddin., 2013; 

Szmigin & Piacentini, 2015). 

  

A second technique to change attitude stems from the notion of cognitive dissonance. This theory, 

first developed by Festinger (1957), departs from the belief that consumers seek a harmonic 

equilibrium between their beliefs, attitudes and behaviors; when one element is misaligned with 

the others, consumers experience cognitive dissonance and attempt to re-establish the equilibrium 

(Fishbein, 1972; Østergaard & Jantzen, 2000). Thus, referring to the tricomponent model, an 

attitude change can be achieved by altering one or more of the three elements to align them and 

relieve consumers’ unease (Szmigin & Piacentini, 2015). 

  

Overall, within the consumer behavior perspective, authors have demonstrated that being able to 

act upon the elements which form attitude and successfully changing consumers’ attitudes play a 

crucial role in marketing strategies apt to influence consumption behavior (Festinger, 1957; 

Østergaard & Jantzen, 2000; Shiffman et al., 2008; Szmigin & Piacentini, 2015). 

2.1.4. Consumer Research 

This subsection aims at introducing theories and models stemming from an interpretivist approach 

to the study of consumption, to contrast the positivist one, the philosophical substratum of the two 

previous subsections. Most of the notions debated in the current subsection are derived from 

existential psychology and are based on the principle of bounded rationality. As a consequence, 
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consumers within this perspective are investigated considering the emotional, experiential, hedonic 

and desire-related characters driving their consumption patterns. In practical terms, this implies a 

move away of the marketing discipline from the buying decision per se and its utilitarian benefits, 

to better shed light on consumption experience as a whole and the emotional benefits derived from 

that. 

The consumer research perspective arose at the end of the ’80s and is often deemed as equivalent 

to the interpretive turn, marking a fundamental break with the two previous approaches (Sherry, 

1991; Østergaard & Jantzen, 2000). It finds its foundation in existential psychology, whereby a 

consumer is depicted as an individual who needs consumption as a prerequisite for existence (Belk, 

1988). Together with that, the theory of bounded rationality, which finds the origin in Simon 

(1953), contributed to the interpretive shift (Selten, 1999). The theory states that human beings are 

not perfectly rational, and so is not their decision-making process; in fact, on one side decision 

alternatives are not all given but found one after the other throughout the search process, and on 

the other consumers’ cognitive capabilities are not unlimited (Simons, 1953; Selten, 1999, 

Kahneman, 2002). 

Leveraging on these findings, scholars argue that consumption is narcissistically and emotionally 

determined, and a shift in focus occurs, away from pre and post-purchase behavior and towards 

how consumers live their day-to-day lives, understanding how through consumption of a variety of 

products and services they influence both their perception of themselves and the way other 

individuals see them (Østergaard & Jantzen, 2000). As argued by Holbrook and Hirschman (1982), 

the purchase decision is only a small component of all the aspects and elements involved in 

consumption and consumption experiences, and this has crucial implication for marketing 

practices. 

  

The hedonic, experiential and aesthetic aspects of consumption start receiving considerable 

attention in the literature (Havlena & Holbrook, 1986; Hawes, 1978; Hirshman, 1984; Hirshman & 

Holbrook, 1982, Holbrook et al., 1984; Holbrook & Hirshman, 1982; Unger & Kernan, 1983; Joy 

& Sherry, 2003). In fact, consumers start being regarded as in search of new experiences through 

consumption, driven by feelings, emotions, fantasies, fun and a strong desire to build meaning in 

life through consumption (Holbrook and Hirshman, 1982; Østergaard, 1991; Arnould & Price, 

1993). The experiential aspect is so critical within the consumer research perspective, that 

Holbrook and Hirshman (1982) refers to it as “experiential view”. Arnould and Price (1993) build 

on this notion and investigate the elements that make the experience extraordinary: the narrative, 

the expectations and the role of the service providers. 
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Another shift elaborated within the consumer research perspective regards the benefits deriving 

from consumption. If authors previously placed effort in accounting for the economic benefits in 

terms of utility (Stigler, 1950; Skinner, 1953; Nord & Peter, 1980), now the benefits derive from 

the feeling of pleasure, fun, and enjoyment that customers derive from consumption experiences 

per se (Klinger, 1971; McGregor, 1974). In this regard, some authors believe that the increasing 

value placed on more personal criteria to determine successful consumption is due to a reaction 

against the standardization and commercialization of meaning (Csikszentmihaly, 1990; Cushman, 

1990; Ewen, 1988; Giddens, 1991). 

  

However, scholars agree on the fact that there is still one element, which the consumer research 

perspective maintains in common with the previous two: the focus on the individual consumer as 

the unit of research, and on his individual behavior (Holbrook & Hirshman, 1982; Arnould & Price, 

1993; Østergaard & Jantzen, 2000; Belk, Ger & Askegaard, 2003). 

2.1.5. Consumption Studies 

The final subsection discusses literature, which provides a final perspective on the study of 

consumption. Rooted in theories developed within sociology and anthropology, the perspective 

shows what happens when the consumers are seen as tribe members, and consumption acquires a 

cultural and social meaning, rather than isolated individuals. Three notions, in particular, emerged 

in the reviewed literature: group influence, the extended self, and the model of meaning transfer, 

all with relevant implications for consumer understanding and marketing practices. Lastly, the 

subsection focuses on the cultural meaning of consumption and on advertising as a tool of meaning 

transfer, topics of interest of the next two sections. 

The first paper, which paved the way for the subsequent literature in consumption studies, is Levy’s 

(1959) “Symbols for sale”, in which the author first acknowledged the undergoing changes in the 

economic and social spheres, and recognized that products carry a social and cultural meaning, 

besides the personal one and the utilitarian character and commercial value (Sahlins, 1976; Douglas 

& Isherwood, 1978). Subsequently, scholars seem to agree on identifying in Maffesoli’s (1996) 

notion of neotribalism the turning point of this perspective (Østergaard & Jantzen, 2000; Arnould 

& Thompson, 2005). By this notion, the individual starts being regarded as a tribe member 

(Maffesoli, 1996), part of a collectivity (Belk, 1988), since “No man is an island, entire of itself, 

every man is a piece of a continent, a part of the main” (Donne, 1623, p. 795). In this way, 

consumers find collective identification through consumption, which is driven by recognition of 
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the symbolic meanings carried by products (Firat & Venkatesh, 1995; Cova, 1997; Muniz & 

O’Guinn, 2001). 

  

Within relevant literature, three dominant concepts have emerged, with practical implications for 

the marketing discipline (Arnould & Thompson, 2005, Joy & Li, 2012): group influence (Arnould, 

Price & Zinkhan, 2005), the extended self (Belk, 1988) and the movement of meaning (McCracken, 

1986). 

  

Referring to group influence, Simmer, (1973) argues that consumption patterns inevitably integrate 

consumers in certain groups, concurrently discerning them from other groups. Boorsitn (1973) adds 

that shared consumption symbols represent a key method to express and define group membership. 

Building on this, Arnould and colleagues (2005) state that almost all consumption activities take 

place in group settings, and groups function as primary locations for learning and socialization. 

From this, stems the idea of reference groups, “…whose presumed perspectives, attitudes, or 

behaviors are used by an individual as the basis for his or her perspectives, attitudes and behaviors” 

(Arnould et al., 2005, p. 609). Such reference groups are categorized according to three dimensions: 

membership, attraction, and degree of influence, which together shape the type of interaction that 

consumers have with each group. 

  

For what concerns the extended self, the concept originates in William James (1890), in which the 

foundation for the modern conception of self was laid, by defining a man’s self as “ […] not only 

what is seen as “me”, but also that which is seen as “mine”” (James, 1890, p. 291). McCarthy 

(1984) addresses the relationship between the (extended) self and identity, by defining objects as 

identity confirmers and reminders, and asserting that our identities are more tied to objects than to 

individuals. In his often-quoted paper, Belk (1988) builds on these notions and officially 

conceptualizes the extended self: the idea is that the self is extended to objects, ideas and people. 

In fact, possessions serve as creators, enhancers and protectors of a sense of identity, and help 

consumers know who they are, so much that sometimes identity is argued to reside more in the 

extended rather than in the self (Belk, 1988). Possessions being part of the self, we need to 

understand the meaning that consumers attach to their possessions in order to understand their 

behavior. 

  

Concerning the transfer of meaning, some authors found that cultural meaning, especially in a 

complex and dynamic society as the western one, continuously experience systematic change 

(Braudel, 1973; Fox & Learns, 1983; McCracken, 1985d; McKendrick, Brewer & Plumb, 1982). 
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McCracken (1986) provided a first model to explain how cultural meaning moves: starting from 

the culturally constituted world, meaning moves to consumer goods, thanks to advertising and 

fashion system, and from consumer goods to consumers, thanks to four types of consumption 

rituals. This framework is called the model of meaning transfer (Arnould et al., 2005), and marked 

a turning point for that branch of consumption studies, which examines the relationship between 

culture and consumption (Arnould & Thompson, 2005). Moreover, it paved the way for further 

research on culture and how it shapes and is shaped by consumption activities (Joy & Li, 2012).  

2.2. Culture 

Following from the review of the development of consumer behavior studies on consumption, the 

present section aims at investigating literature on how culture is defined, how different cultures are 

classified, and ultimately how culture is strictly linked to consumption. The aim is to gauge the 

impact of culture - the Danish culture in particular - on shaping consumer behavior and ultimately 

consumers’ choices as to choosing what alcoholic beverages to consume. 

  

In the initial part, the literature on culture definition is reviewed, highlighting a lack of consensus 

among authors, and emphasizing several different elements that characterize culture. Subsequently, 

different models and theories on how to classify different cultures are presented, showing that 

Denmark often belongs to either the Scandinavian or Nordic cluster. Hofstede’s cross-cultural 

classification model is then presented, to show a thorough view of the different aspects that make 

up Danish culture, remarkably characterized by a central aspect, namely the concept of hygge. For 

completeness sake, criticism of Hofstede’s model is discussed, and the GLOBE research is 

presented as a synthesis of such criticism. Eventually, the link between culture and consumption is 

emphasized, and McCracken’s model of meaning transfer is employed to show how cultural 

meaning is transferred and connected to consumption through the use of advertising. 

  

Culture and cultural differences have been addressed by several disciplines and constitute an 

extremely broad body of literature (Millar, 1989). However, for the current purpose, a major focus 

shall be on the in the links between culture and consumption. They are two intimately connected 

research topics, which mutually influence each other, and this is why they have often been studied 

together, resulting in an abundance of literature (Arnould & Thompson, 2005; Joy & Li, 2012). 

  

Many authors have tried to provide a comprehensive and interdisciplinary definition of culture, yet 

none of them has become generally accepted (Millar, 1989). A classic definition belongs to Sir 

Edward Tylor (1871), who defined culture as “…That complex whole which includes knowledge, 
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belief, art, morals, law, customs and any other capabilities and habits acquired by individuals as 

members of society” (Tylor, 1871, p. 2). Kluckhohn (1951) provided another definition, from an 

anthropological perspective, which introduced the learned and transmissible character of culture. 

Such character was later included in Hall’s (1976) three features of culture, which are respectively 

that it is learned, and can, therefore, be transmitted, that it is interrelated, so that each element has 

to be considered in relations to the others, and that it is shared, so that it is binding for group 

members. 

  

Kluckhohn’s (1951) definition was also used by Kroeber & Kluckhohn (1952), in which 164 

definitions of culture, mostly from an anthropological perspective, were collected in the attempt to 

reach a consensus definition. Krober and Parsons (1958) managed to give a cross-disciplinary 

definition, which encompassed both the transmissible character from one generation to the other 

and the ideas of values and attitudes. Triandis (1972) makes a distinction between “subjective” 

culture and its material representation in “objective” tangible objects, and Kohls (1979) relies on 

this distinction to provide another definition of culture. Building on this, Wadia (1967) and Fifield 

(1985) introduced the notions of explicit and implicit culture, whereby the explicit content is 

promptly observable, while the implicit one is key in comprehending why consumers adopt certain 

behaviors. 

  

Literature on culture definition is abundant, and so is literature that has tried to provide frameworks 

to analyze and classify cultures. Kassarjian and Robertson (1973) envisaged a three-dimensional 

framework to investigate cultures. The three dimensions are respectively distributive, 

organizational and normative. Hall (1976) developed another framework, whereby cultures are 

classified on three dimensions: heterogeneous versus homogeneous, high context versus low 

context (i.e. how rigidly a culture imposes behavioral and communicative patterns), and explicit 

versus implicit (which here takes a different meaning from Wadia (1967), referring to the way 

individuals adopt to communicate).  

2.2.1. Danish Culture 

Denmark, the object of the current inquiry, is classified in Wadia’s (1967) study among the 

Scandinavian countries, characterized by low context and explicit cultures. Kinder and Hilgemann 

(1982) categorize European cultural groups by language roots (Latin vs Germanic). Dichter (1962) 

instead splits countries into six groups, and the adopted criterion is the relative size of the middle 

class: once again, Denmark fits in the Scandinavian cluster, and is portrayed as a nearly classless 

society, where almost the totality of the population belongs to the middle class. In terms of 
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consumption patterns, Dichter (1962) found that upper and middle classes are more similar to each 

other from country to country than lower classes. Hence, consumption patterns in Denmark are 

arguably fairly homogeneous across society. 

  

Other authors have adopted multidimensional culture grouping frameworks. Russett (1968) used 

variables signaling cultural differences to classify countries’ cultures, and identified five clusters, 

with Denmark belonging to the Western one. Sirota and Greenwood (1971) also found 5 clusters, 

this time employing normative variables related to goal orientation at work, and Denmark fits into 

the Northern European cluster. 

2.2.1.1. Hofstede’s Six-Dimensional Classification 

However, a pivotal point for cross-cultural research and classification is represented by Hofstede 

(1980). Following Kluckhohn’s (1962) idea by which universal categories of culture should be 

identified, Hofstede derived four dimensions, which later became five, thanks to the research 

conducted by Canadian psychologist Michael Harris Bond (Hofstede & Bond, 1988), and 

eventually six, with the contribution of Michael Minkov (Hofstede & Minkov, 2010). The 

dimensions are namely power distance, uncertainty avoidance, individualism, masculinity vs. 

femininity, long-term vs. short-term orientation, and indulgence vs. restraint (Hofstede, 2011). 

These dimensions will be presented next to get an overview of the Danish culture (see Figure 2.1). 

  

 

  

 

      

Figure 2.1. Hofstede’s six dimensions, Denmark 

 

Power distance is the degree of acceptance by weaker members of institutions and organizations 

that power is distributed unequally. With a score of 18 – all the dimensions have a 100 points range 

– Denmark demonstrates to be a highly egalitarian society, with equally distributed rights and a 

high level of autonomy (Hofstede, 2011). 
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Uncertainty avoidance is “…The extent to which individuals within a culture feel threatened by 

ambiguous or unknown situations and have created beliefs and institutions that try to avoid these” 

(Hofstede, 2011, p. 10). Denmark scores 23 in this dimension, meaning that Danes are not scared 

of ambiguous situations, rather they are curious and innovative, which is also reflected in high 

consumption of new and innovative products (Hofstede, 2011). 

  

Individualism is the degree of interdependence a society maintains among its members. Here 

Denmark scores 74, an indicator that the Danish society is highly individualistic, meaning that 

Danes are supposed to take care only of themselves and their immediate family members. 

  

Masculinity vs femininity is arguably the most influential category for the current research and 

refers to how values are distributed between genders, either wanting to be the best (masculine 

societies) or liking what you do and caring for others (feminine society). With a score of 16, 

Denmark is a highly feminine society where the quality of life is an aspiration and standing out 

from the crown is not desirable. Moreover, Denmark is characterized by a gender equality regime 

“found in high levels of education and labor market participation [of women], extensive public 

childcare, relatively generous maternity/paternity policies, a comparatively strong gender equality 

legislation…” (Siim & Skjeie, 2008, p. 323). This contributes to making Denmark a truly women-

friendly society (ibid.). 

  

The long-term vs. short-term orientation dimension refers to the attitude of a society to either 

prioritize perseverance, thrifts and effort (long-term pole), or mutual social obligations, tradition 

and norms (short-term pole). Scoring 35, Denmark is relatively short-term oriented, valuing more 

traditions and the achievement of quick results (Hofstede, 2011). 

  

Lastly, indulgence vs. restraint is the category that measures the extent to which individuals in a 

society try to control their impulses and desires. Denmark scores 70 in this dimension, meaning 

that it is a relatively indulgent society, where individuals are free to have fun and enjoy life. 

  

Notwithstanding the influence and contribution of Hofstede’s research in the field of cross-cultural 

research, his work cannot be considered definitive, and it has indeed attracted criticism, mainly on 

seven areas (Jones, 2007), namely: 

 

1.  Relevance: his research has been accused of not being action based as claimed, but just a 

reinterpretation of survey data initially meant for a different purpose (Javida et al., 2006); 
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2. Cultural Homogeneity: criticism here points against the assumption that domestic 

populations are homogeneous wholes (Nasif et al., 1991); 

3. National Divisions: authors have contested that nations are not a suitable unit for the 

analysis, as cultures are not necessarily limited by national borders (McSweeney, 2000); 

4. Political Influences: some critics have noted that the results for two dimensions, namely 

masculinity and uncertainty avoidance, may have been biased by the political scenario in 

place at the time (Søndegaard, 1994; Newman, 1996); 

5. One Company Approach: Graves (1986) and other authors have noted that a research 

conducted on one company cannot map the whole cultural landscape of a nation; 

6. Outdated: concerning the employed data, they have been accused of being outdated, as 

acknowledged by Markov and Hofstede (2011) themselves. 

7. Statistical Integrity: Dorfman and Owell (1988) detected some statistical inaccuracies, 

highlighting how the number of (40) subjects, on which the study is built, is too low, and 

the fact that some questionnaires questions have been used on more than one dimension. 

This would make the research hardly generalizable.  

2.2.1.2. GLOBE’s Classification 

Hofstede still represents a turning and reference point for comparative cultural research. In fact, the 

Global Leadership and Organizational Behavior Effectiveness (GLOBE) research program built 

both on Hofstede’s (1980) findings and criticism, designed another notable attempt to classify 

countries by their cultural features, in a ten-year study (Globe, 2019). The aim of the program was 

to build and validate an integrated theory of the relationship between cultural aspects and societal, 

leadership and organizational effectiveness. In total, 62 countries were surveyed using nine 

empirically determined cultural dimensions, and six global leadership dimensions, through which 

the countries were classified in ten different clusters (see Figure 2.2.). Denmark was assigned to 

the Nordic cluster, together with Finland and Sweden (House et al., 2004). 
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Figure 2.2. GLOBE Societal Clusters 
  

2.2.1.3. Hygge 

Flowing from the cultural analysis there is another typically Danish notion, which found space in 

recent literature: the notion of hygge, the Danish way to live well (Wiking, 2016). As argued by 

Businesstraveller (2018), the hygge ideal materializes in enjoying life’s simple pleasures and 

feeling a “cozy togetherness” (Businesstraveller, 2018, p. 26). The term cannot be translated with 

a single world and is therefore typically representative of a unique element of the Danish culture. 

Furthermore, since it involves an array of activities, from eating and drinking together to decorating 

the house, it contributes to shape consumption patterns (Baker, 2016; Bigelow, 2017). This concept 

is deeply rooted in the Danish culture: it helps build sanctuary and community, it invites closeness, 

connection among people, and warmth (Wiking, 2016). Thus, it is there in the small rituals and 

gestures of the everyday life and it gives meaning to it. 

2.2.2. Culture and Consumption 

Already in the ‘80s, Hirschman (1980) claimed the need to develop a paradigm to grasp how culture 

influences transaction, and the resulting literature tried indeed to investigate the cultural and social 

complexities of consumption (Graeber, 2011; Holbrook 1993; Holt 1997; Sherry 1991; Thompson 
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1996). Even though referring to group membership rather than cultural identity, Boorstin (1973) 

highlighted the importance of shared consumption symbols to express and define group 

membership, and was echoed by Belk (1988) who, in defining the extended self, asserted that we 

do not merely exist as individuals but also as collectivities and that consumption helps us define 

our reference groups (Arnould et al., 2005). 

  

Instead, some literature directly addresses the interplay between culture, consumers and 

consumption: Douglas and Isherwood (1978) identified the method through which consumers 

maintain stable cultural meanings in consumption practices. Likewise, Bardhi, Ostberg and 

Bengtsson (2010) emphasized how consumers negotiate their cultural identity through 

consumption, while other scholars held that consumers actively produce culture through 

consumption (Holt, 1995; Mick & Fournier, 1998; Miller, 1995). In this regard, a comprehensive 

and dynamic perspective is offered by McCracken (1986), which provided an explanation of how 

culture influences consumption and vice versa. In the already highlighted model for the movement 

of meaning, the author holds that culture is the starting point from which meaning moves to 

consumer goods and eventually to consumers. As such, culture is seen as the lens through which 

individuals interpret phenomena, as the element that constitutes the world and supplies it with 

meaning (McCracken, 1986). 

  

The culturally constituted world is formed by cultural categories (time, space, class, gender, age 

and occupation), and by cultural principles, which are the organizing ideas by which a culture is 

divided into cultural categories (McCracken, 1986). For what concerns cultural categories, 

literature is abundant: authors have taken into consideration gender, ethnicity, class, age, cohort, 

lifecycle, family and social networks (Gilligan, Lyons & Hanmer 1990; Milardo & Wellman 1992; 

Arnould & Thompson, 2005; Levinger 1995; Dion & Dion 1996; Stueve & Gerson 1977). 

However, nobody has articulated the interplay of meaning creation and movement from these 

categories to goods and eventually to consumers. 

  

McCracken (1986) instead explains how, from the culturally constituted world, culture is 

substantiated into consumer goods, which carry cultural meaning, and, after an additional step, 

meaning is appropriated by consumers through four different consumption rituals (see Figure 2.3). 
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Figure2.3. McCracken’s (1986) Movement of Meaning  

  

There are two instruments of meaning transfer, which make the movement from the culturally 

constituted world to consumer goods possible: one is the fashion system, which will be disregarded 

now, as not particularly prominent for the current study; the other is advertising, through which 

“the known properties of the culturally constituted world thus come to reside in the unknown 

properties of the consumer good and the transfer of meaning from world to good is accomplished” 

(McCracken, 1986, p. 74). The following literature has in fact found that advertising is a powerful 

instrument to transmit cultural instances to consumers. Their consumption is influenced and 

simultaneously influences the culture they live in, in turn influencing and being influenced by its 

representation through advertising (Grayson & Martinec, 2004; Holt, 2002; Kozinets, 2001, 2002; 

Mick & Buhl, 1992; Penalosa, 2001; Ritson & Elliott, 1999). 

  

The next section will, therefore, review advertising-related literature and will research whether any 

relevant literature on advertising addresses Denmark in particular. 

2.3. Advertising 

Starting from the idea that advertising is a powerful tool to transmit meaning and influence 

consumer behavior, the current section adopts a funnel-shaped structure and aims at reviewing 

advertising literature, relevant models, and theories for the current research. The initial subsection 
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is meant to review the definition of advertising, showing how the discipline is particularly nuanced 

and characterized by blurred edges. Successively, the focus shifts to the review of advertising 

influencing mechanisms and schools of thought, with a discussion of the attitude toward the 

advertisement model and the reader-response theory, addressing emotional and cultural dimensions 

respectively. Following, the scope is restricted on the review of literature on advertising 

effectiveness to show how scholars have not yet agreed on a comprehensive measure, and how 

consumers learn to protect themselves against advertising, or are in certain cases protected by legal 

restrictions, as it happens with undesirable goods such as cigarettes and alcohol. The last subsection 

directly discusses alcohol advertising with the aim of presenting the major schools of thought on 

whether it should be allowed or not, its consequences on aggregate demand and brand preference, 

and a digression on how alcohol advertising bans do not work, the example of this being Denmark 

itself. 

2.3.1. Advertising Definition 

Literature on advertising is abundant and variegated, dealing with many aspects of a discipline 

characterized by several applications and nuances. However, as debated by Richard & Curran 

(2002), because of its multifaceted and fast-evolving nature, providing a comprehensive definition 

is a nontrivial task. A range of attempts have been made from advertising and marketing textbooks 

(Arens, 1996; Perreault & McCarthy, 1999; Vanden Bergh 7 Katz, 1999; Zikmund and d’Amico, 

1999; Armstrong 7 Kotler, 2000) to dictionaries (Graham, 1952; Urdang, 1992; Pearsall & 

Trumble, 1996), and to attempts made by the American Marketing Association (Alexander, 1960; 

Bennett, 1995). However, a consensus definition has not been reached yet, even though some 

common elements can be retrieved from the several attempts made: advertising is “paid, non-

personal communication from an identified sponsor using mass media to persuade or influence an 

audience” (Richards & Curran, 2002, p. 64). More recent research has however argued that some 

of these elements may not hold anymore with the advent of social media (Simons & Van Dalen, 

2017).  

2.3.2. Advertising Mechanisms and Schools of Thought 

Besides the advertising definition, much debate has flourished around the mechanisms through 

which advertising influences consumers, and different schools of thought have emerged in the 

debate. 

Shimp (1981) and Mitchell and Olson (1981) investigated such mechanisms starting from attitude 

theory and they developed a model labelled attitude toward the advertisement model approach. 

The model departs from the idea that advertising should aim at solving consumer problems by 
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matching consumers’ needs and wants with appropriate product attributes and benefits (Murray, 

1980). In fact, Shimp (1981) argues that Murray’s (1980) view is applicable only when the 

advertised product or brand is actually characterized by some distinguishing and superior features. 

  

The attitude toward the advertisement model instead departs from a merely rational perspective and 

holds that consumers are also hedonistically and emotionally motivated (Shimp, 1981; Mitchell & 

Olson, 1981). In this regard, and from a Fishbeinian perspective, the advertisement becomes 

another element of the advertised brand or product, which contributes to the overall attitude 

formation toward said brand or product (Fishbein & Ajzen, 1975; Ajzen & Fishbein, 1980). If the 

advertisement succeeds in placing consumers in a good mood, it could later on influence brand 

choice (Shimp, 1981). In turn, the good mood depends on the processing strategy and is achieved 

through attention and involvement, triggered by arousal and interest (Mitchell, 1979; Shimp, 1981). 

  

Mitchell and Olson (1981) establish three situations when attitude towards the advertisement plays 

a crucial role in shaping a positive attitude toward the brand: in advertisements whose visual content 

arouses an intense affective reaction; when the ads’ copy is written with the purpose of triggering 

positive feelings; and for ads in which the information processing strategy is characterized by 

strategy-limited low involvement. Other scholars have built on the model and found that attitude 

toward the advertisement, in turn, depends on the attitude towards advertising in general (Lutz, 

McKenzie & Belch, 1983; Meuhling, 1987; MacKenzie & Lutz, 1989; Metha, 2000; Soo & Chia, 

2007; Dianoux, Linhart & Vnouckova, 2014). 

  

Still elaborating on the hedonic and emotional elements, while moving away from the attitudinal 

one, other researchers have found that when advertisement succeeds in triggering an anticipation 

of the consumption experience, such vision is capable of influencing consumption decisions 

(Phillips, Olson & Baumgartner, 1995; Shiv & Fedorikhin, 2002), by soliciting the affective rather 

than the cognitive processing system (Metcalfe & Mischel, 1999; Shiv & Fedorikhin, 2002; 

Loewenstein & O’Donoghue, 2007; Hofmann et al., 2009). As argued by O’Doherty et al. (2002), 

this theory also found the support of affective neuroscientists, who confirmed that the anticipation 

of a hedonic experience can be as satisfying as the experience itself. 

  

A different school of thought on how advertising influences consumers stems from the reader-

response theory (Ritson & Eliot, 1999). This theory shifted the attention away from the text itself 

and the individual, and towards the culturally conditioned ways of reading: the reader, previously 

seen as a passive agent, becomes an active contributor (Scott, 1994) and final author (Williamson, 
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1978) to the meaning. The theory rapidly spurred interest among scholars, who began to question 

the psychological approach in assessing advertising, in which the individual was seen in isolation, 

and emphasized the need to take the cultural context into account (Holbrook & Grayson, 1986; 

Hirshman, 1990; Mick & Buhl, 1992; Escalas & Stern, 2003; Joy & Li, 2012). In this regard, Scott 

(1994) explains that, in advertising, it is the shared knowledge of cultural conventions that bind 

together advertising intention and consumer’s reading strategy. 

  

Along the same line of thought, McCracken (1986) points to advertising as a tool to transfer 

meaning by connecting the culturally constituted world and the consumer goods within 

advertisements to which consumers are exposed. In doing so, the creator of the advertisement 

chooses the most appropriate options to convey a particular cultural meaning, among those offered 

by cultural categories and principles; the chosen meaning will then be reflected in the advertised 

consumer goods (McCracken, 1986). After choosing what cultural categories and principles to 

represent, researchers have debated how to portray them to successfully transfer the cultural 

meaning. They found that the visual aspect is the most crucial in transferring meaning while the 

verbal element instructs the reader on the visual element, and the text merely clarifies what is 

already implicitly communicated by the visual elements (Dyer, 1982; Barthes, 1983; Garfinkle, 

1978; Moeran, 1985). On their side, customers then either accept the dominant cultural 

representation conveyed by advertising or consciously deviate and reinterpret the meaning 

(Arnauld and Thompson, 2005). 

  

Fifield (1996) points to life cycle stage, language and gender as crucial cultural variables to 

consider for the research on advertising. One lifecycle study is found in Ritson and Eliot (1999), 

while a language-centered one is Tse, Belk and Zhou (1989). The former paper discusses the 

contribution of advertising to the daily interactions of teenagers in England, while the latter deals 

with the contribution of advertising to the passage from a communist to a consumerist society in 

China, Taiwan and Hong Kong, where changes in advertising stimuli reflect changes in cultural 

values and consumption patterns. While other studies address lifecycle stage and language as 

cultural variables, the literature on gender and advertising is quite scarce.  

2.3.3. Advertising Effectiveness 

As with the literature on the mechanisms through which advertising influences consumers, research 

investigating the evaluation of advertising effectiveness is abundant. 

Corvi and Bonera (2010) argued that an omni-comprehensive measure for assessing the 

effectiveness of advertising is hardly achievable for three main reasons: the interaction of 
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advertising with several other variables, impossibility of always translating data in quantitative 

terms, and the long-term nature of some advertising effects, which therefore cannot be accounted 

for at the same time that expenditures occur. 

  

Therefore, Corvi and Bonera (2010) discuss the methods of partial measurement, which have been 

employed. In relation to this, researchers have identified two approaches to - partially - evaluate 

the effectiveness of advertising: dichotomous and three-dimensional. The dichotomous evaluates 

the sales effect (e.g. Batra et al., 1995) and the communication effect. In evaluating the 

communication effect, sociological (Friedman, 1979), semiotic (Barthes, 1964), psychological 

(Mittelstaedt, 1990) and socio-psychological (Kapferer, 1990) perspectives have been adopted. 

Lately, the psychological approach has been revamped by the development of the neuroscience 

discipline, which has so far disregarded potential applications from a sociological or socio-

psychological perspective (Corvi & Bonera, 2010). 

  

On the contrary, the three-dimensional approach ranks the communication effects: from cognitive 

to affective and behavioral, and it does so by building models such as the AIDA and the Dagmar 

models (Brasini et al. 1993; Marbach & Fabi, 2000). This method is applied not only in evaluating 

the advertising campaign but also in the planning process. 

  

Researchers have also found that an additional factor that may impede advertising effectiveness is 

represented by the active and passive ways in which consumers adopt to defend themselves against 

the pervasiveness of advertising (Verleg, Fransen & Kirami, 2015). However, in certain cases, 

besides the autonomous mechanisms that consumers put in place to defend themselves from the 

persuasiveness of advertising, there are some more or less stringent legal restrictions, which 

characterize the advertising of goods with harmful side effects, such as cigarettes and alcohol 

(Lager, 2017). While cigarette advertising has been uniformly banned in almost all of its forms 

across the world (Kasza et al., 2011), the regulations on alcohol advertising vary greatly across 

regions and countries, and its effectiveness is subject to debate from scholars and institutions 

(Jacobson, Atkins & Hacker, 1983; Atkin, 1987; Hacker, Collins & Jacobson 1987; Strate, 1989).  

2.3.4. Ethics: Alcoholic Beverages Advertising 

Indeed, alcohol is a widely advertised product, and it is divided into three main categories: beer, 

wine and spirits (Endicott, 2005). The debate on alcohol advertising and its impact on consumption 

is of particular interest for the current investigation, and numerous studies have been conducted on 

the topic. 
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Researchers and institutions involved are divided into two schools of thought. One side, usually 

backed by regulators and health institutions (e.g. Centre for Science in the Public Interest) believes 

that alcohol advertising increases the aggregate demand for alcohol be it beer, wine or spirits 

(Bourgeois & Barnes, 1979) and advocates for highly restrictive bans, or even a total ban of any 

form of alcohol advertising (Jacobsen et al., 1983). The other side, usually backed by alcohol 

producers, holds that alcohol advertising does not increase aggregate demand for alcohol, but that 

companies still spend money on advertising as it induces brand switching or strengthens loyalty, 

thus affecting the sales of particular brands (Lambin, 1976, Franke & Wilcox, 1987). As explained 

by Borden (1942), and later on by Albion and Farris (1981) and Eagle et al. (2003), the effect of 

advertising on aggregate or individual sales depends on the maturity of the industry: in expanding 

markets advertising may increase aggregate consumption, while in mature or declining markets 

advertising only affects brand consumption; the alcohol industry being a mature and concentrated 

market, the brand effect is likely to be the only one occurring. 

  

Studies supporting the idea that alcohol advertising increases aggregate consumption mainly regard 

adolescents: a positive correlation if found between exposure to alcohol advertising and initiation 

or strengthening of alcohol consumption, by, among other things, making them more aware of the 

different brands and contributing to the premature formation of a feeling of personal connection to 

such brands (Ellickson, Collins Hambarsoomians & McCaffrey, 2005; McClure, Dal Cin, Gibson 

& Sargent, 2006; Sargent, Wills, Stoomiller, Gibson & Gibbons, 2006; Hanewinkelm & Sargent, 

2007; Henriksen, Feighery, Schleicher & Fortman, 2008; Hlatywayo, Moyo & Osunkunle, 2014). 

  

The majority of authors concluded that there is no significant correlation between alcohol 

advertising and aggregate consumption, as there are more influential socio-economic, 

technological, (Lambin, 1976), cultural, environmental (Boren, 1960) and social (Calfee & 

Sheraga, 1994) forces in place. Simon (1969), Schmalensee (1972) and Bourgeois and Barnes 

(1979) all found no or extremely weak correlation between alcohol advertising volume and industry 

demand. Wilcox, Kang, and Lindsay (2015) criticize the methodological approaches (mainly cross-

sectional data and controlled experiments) of the authors who support that alcohol advertising 

increases aggregate consumption, and uses a time-series regression procedure to analyze the 

correlation between beer, wine and spirits advertising and aggregate sales in the US from 1971 to 

2012, finding no significant correlation. 
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However, many scholars have found mixed evidence. Duffy (1982, 1983) and Bourgeois & Barnes 

(1979) found a positive correlation only between beer advertising and beer aggregate consumption 

yet adding that advertising was far less influential than other environmental and cultural factors. 

Walsh (1982) found positive elasticities for both beer and spirits advertising, yet not for wine, while 

McGuinnes (1980) found it for spirits only, and Franke and Wilcox (1987) found it for spirits and 

wine, but not for beer. Even more controversial are Selvanathan’s (1989) findings, by which beer 

advertising is said to influence aggregate consumption of beer, wine and spirits altogether, while 

spirits and wine advertising are found to only influence aggregate beer demand. Along this line of 

thought, other researchers have debated that beer, wine and spirits represent alternative options, 

thus characterized by a cross over effect with each other (Fisher & Cook, 1995; Nelson & Moran, 

1995; Blake & Nied, 1997). 

  

Scholars have also encountered difficulties in understanding whether consumption drives 

advertising (i.e. past sales are used to allocate advertising budget) or whether advertising drives 

consumption: in fact, the identified relationship is usually of a correlational rather than causal 

nature (Patti & Blasko, 1981; Wilcox, Kang & Lindsay, 2015). 

  

If the effect of alcohol advertising is still debated, the body of literature analyzing the effect of 

banning alcohol advertising on consumption, on the other hand, is quite homogeneous in affirming 

that such bans do not entail any significant reduction effect on alcohol consumption (Ogborne & 

Smart, 1980; Nelson, 2010; Wilcox et al., 2015). These findings led a number of countries to repeal 

alcohol advertising bans: Denmark is among them, as it liberalized alcohol advertising in 2003, 

becoming the only Nordic country to do so (EGTA, 2011). 

  

Moreover, Denmark is characterized by a long tradition of beer production and beer drinking, 

which is perceived as representative element of national culture (Glamann, 1962), thus arguably 

representing an interesting case for further studies. However, no literature has so far addressed the 

case offered by Denmark, even though literature and statistics have investigated beer and beer 

advertising in general, which is the subject of the next section.  

2.3.5. Beer 

Following the subsection on alcohol advertising, the present section aims at reviewing beer and 

beer advertising. The initial part is meant to provide an overview of the beer market using facts, 

statistics and ongoing trends to show that the market is mature and currently stagnating. In order to 

grow, many authors suggest that there should be a shift toward a major focus on targeting women, 
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a high-potential customer base, which has long been disregarded. Following this, examples are 

provided of the recent attempt to target women and desexualize beer advertising. However, the data 

suggest that the long-perpetuated tradition of sexualized beer advertising is hard to eradicate, and 

the clear gender differences in statistics on beer consumption and the perception of beer advertising 

confirms this. At last, the cultural influence of beer advertising and the hedonic character of beer 

as a product are highlighted, providing an interesting and unexplored research area for neuroscience 

to further investigate how the cultural and emotional aspect of beer advertising may be addressed 

to better target women. 

2.3.5.1. The Beer Market 

Many statistics, reports and studies have addressed the beer market, providing a comprehensive 

and dynamic view of its progress, as it will be reviewed in the following. Together with wine and 

spirits, beer makes up the alcoholic beverage industry, which has lately featured two opposing 

trends: particularly, developing markets in BRIC-countries, have seen an upward turn in both 

production and consumption of alcoholic beverages, resulting in a market expansion (Statista, 

2018). On the other side, Western countries and Australia have been stagnating in both alcohol 

production and consumption (Statista, 2018). These two trends counterbalance each other, causing 

the worldwide alcoholic beverage market to stagnate. Future forecasts also predict almost no 

growth, with a 0.5% overall increase in consumption between 2017 and 2021 (Statista, 2018). 

  

Among the three categories, beer is the most consumed alcoholic beverage, making up 87% of the 

alcoholic drinks consumed worldwide (Statista, 2018). However, beer is no exception and it mirrors 

the worldwide trends: beer production worldwide was 1.95 billion hectoliters in 2017, and it has 

been stagnating since 2011 when it was 1.93 billion hectoliters (Statista, 2018). Data also show 

how Europe, in particular, has lately been and is forecasted to be a static market: consumption per 

capita in 2025 is predicted to be the same as in 2016 (Brewers of Europe, 2018; Statista, 2018). 

  

Denmark does not represent an exception: on the production side, the country was producing 6335 

thousand hectoliters in 2010, while the figure in 2017 was 6,060 meaning a 4,34% decrease 

(Brewers of Europe, 2018; Statista, 2018). On the consumption side, a downward trend has caused 

per capita consumption of beer decreasing from 68 liters in 2011 to 62 in 2017 (Brewers of Europe, 

2018), with a household expenditure on beer which has halved since 2006 (Statista, 2018). 

  

However, scholars and professionals have identified a growth potential for the beer market in a 

customer base which has long been disregarded by beer companies: Kendall (2018) reports Female 
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Factor consulting group CEO’s opinion, who is convinced that beer companies have not effectively 

addressed women with their marketing. This is confirmed by Euromonitor’s senior alcoholic drinks 

analyst, who affirmed that the beer industry does not have any more room for growth within their 

core segments and therefore needs to include women in the customer base (Joseph, 2014). As 

argued by Brennan (2011), women make up 51% of the worldwide population and account for 80% 

of the spending decisions. Robinson and Kenyon (2009), and Jung and Hovland (2016) added that 

women socioeconomic power has been increasing consistently. On top of that, Ellis (2017) 

affirmed that, even though men still drink more beer than women do, women’s consumption has 

been growing faster than men’s in recent years, making them an attractive target to boost sales and 

revamp the market. 

2.3.5.2. Beer Advertising 

Literature has shown some recent attempts to desexualize beer advertising and market it to women 

more properly: Joseph (2014) addresses the SABMiller and examines how in 2014 the company 

made a turn in its marketing strategy in order to attract women beer drinkers, through a mix of 

advertising, packaging and innovation. Ellis (2017) considers the Brazilian case, where the four 

major beer producers have undergone a process to increasingly drop sexist advertising. Similarly, 

American Brewers’ Association presented a Marketing and Advertising Code of Practice in 2017 

with the aim of desexualizing beer advertising, and the UK Society of Independent Brewers 

Association followed and committed to banning sexist beer brands (DeaLatis, 2018). 

  

Notwithstanding the need to better market beer to women, literature has shown how a long-lasting 

tradition of sexist and typically masculine beer advertising is hard to eradicate (Lass & Hart, 2014; 

Slater et al., 1997). Evidence of this is found in The Gender Pint Gap report (DeaLatis, 2018). The 

report examines women’s perceptions of and taste in beer and questions the extent to which women 

are targeted in a different way than men in beer advertisements (DeaLatis, 2018). 

  

Among the findings, the report shows that only 63% of women drink beer against 97% of men, and 

that only 17% of women drink beer on a weekly basis versus 53% of men. (DeaLatis, 2018). Along 

the same line, only 9% of women report beer to be their favorite alcoholic drink, compared to 40% 

of men, and the report warns that these figures have not changed since 2002, even though 73% of 

the respondents affirm that some progress has been made in the last ten years, concerning the way 

women are targeted by beer companies. When examining the causes, the report finds that 27% of 

women consider advertising as the biggest barrier for women to start drinking beer; similarly, 42% 

of the respondents pointed toward a change in beer advertising as the main action that could be 
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taken to make beer more likeable to women. 17% added that they feel judged by others when 

drinking beer. This, as argued by Strate (1991), highlights how alcohol advertising makes use of 

and reinforces cultural themes and values, and influences the way consumers see the world. 

  

As demonstrated by many studies, beer belongs to the hedonic products-category, therefore tapping 

into consumers’ emotional sphere (Sloot, Verhoef & Franses, 2005; Alsulaiman, 2013; Jaeger, 

Giacalone & Roigard, 2013). In this regard, the next section will start by describing emotions to 

then explain what priming that taps into emotions is. In fact, even though a few neuroscientific 

enquiries made use of fMRI and eye tracking techniques to validate alcohol-related clues (Petit et 

al., 2012), it is found that there is a literature gap for what concerns neuromarketing studies 

addressing such emotional sphere related to beer advertising, and how such emotional sphere may 

be related to cultural aspects. 

2.4. Emotion 

The aim of this section is to describe the emotional side of consumer behavior, by explaining what 

emotions are, how they are processed by individuals, and how an individual’s emotional response 

can be measured. Finally, we will review the existing literature on how individuals can be 

emotionally primed through advertising.  

2.4.1. The Emotional Side of Consumer Behavior 

The study of consumer behavior has evolved from the early stages where the emphasis was 

predominantly on rational, logical choice and information processing to an experiential approach 

that focuses on the hedonic pursuit of pleasure and the flow of “fantasies, feelings, and fun” within 

consumption phenomena (Holbrook & Hirschman, 1982, p.132). Thus, the traditional perspective 

that envisions the consumer as a homo economicus, a perfectly rational and cold decision maker 

who can always maximize utility, has developed into more holistic approaches which emphasize 

that consumer behavior is first and foremost human behavior with emotional as well as rational 

drivers (Hastings, 2003; Carvalho & Mazzon, 2013). 

  

Moreover, according to Szmigin and Piacentini (2015), consumer behavior is influenced by their 

attitudes, defined as “the deeply held set of beliefs and evaluations that consumers hold towards 

marketing offerings” (p. 196). In line with the previous argumentations, they posit that attitudes are 

not only constituted by cognitive components; they also comprise emotional components. In fact, 

they use the tricomponent model, explained in the “Consumer Behavior” section of this thesis, to 

describe the three main components that make up attitudes: behavior or conations, cognitions or 
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beliefs, and affective or feeling (ibid.). These three components are strongly related and can be 

combined in different ways to produce attitudes and, consequently, shape consumer behavior 

(Szmigin & Piacentini, 2015). 

  

As the focus of this thesis is on emotions, it is worth noting that one way of influencing consumer 

behavior is through emotional hierarchy (Szmigin & Piacentini, 2015). According to this hierarchy, 

the starting point of the attitude formation is the affective component, which then leads to the 

behavioral and lastly the cognitive ones. This type of hierarchy of effects emphasizes the 

experiential and hedonic aspects of consumption, meaning that a consumer’s behavior is triggered 

by emotions. As such, the consumer acts based on emotional triggers and after consumption they 

will think through and form their attitude towards the attitude object. This implies that marketing 

efforts can be directed to encourage an emotional connection with, and affective response to, the 

attitude and consumption object (ibid.). 

  

Therefore, investigating and understanding the underlying mechanisms of emotions and emotional 

contributions to advertising and priming allow practitioners to influence the brand choice of 

consumers (Nicks & Carriou, 2016; Kahneman, 2002; Percy, 2016). That is, according to some 

researchers, emotional stimuli within advertising and priming and consumer’s response to them are 

the main determinants of many consumer’s judgments and behaviors (Nicks & Carriou, 2016; 

Kahneman & Ritov, 1994; Slovic, Finucane, Peters & MacGregor., 2002). These stimuli are 

captured through emotional attention, then processed through intuitive judgement and finally result 

in the consumer’s attitudes or behaviors towards a brand (Nicks & Carriou, 2016; Kahneman, 

2002).  

2.4.2. Defining Emotion 

According to theorists in the field, emotion has multiple components and one of the most common 

views is the reaction triad. This triad defines emotion in terms of physiological arousal, motor 

expression, and a subjective feeling (Percy, 2016). Although individuals are not always conscious 

of it, each of these components are involved when individuals have an emotional response to 

something. In fact, emotional responses occur very rapidly following the individual’s exposure to 

the stimuli that triggered the response, and their onset is typically involuntary and unfold without 

conscious direction. 

  

There is little convergence and agreement on defining what is and what is not an emotion. To define 

this concept, the approach that will be taken in this thesis is neuroscientific. Hence, emotions can 
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be defined as lower-level responses which occur in the subcortical regions of the brain, more 

specifically in the amygdala, which is a complex of more than a dozen nuclei within the limbic 

system, and the neocortex, which is the ventromedial prefrontal cortices and deals with conscious 

thoughts, reasoning, and decision making (LeDoux, 1998; Pessoa, 2011; Farnsworth, 2016). Those 

responses are neurological reactions to an emotional stimulus and create biochemical and electrical 

reactions in the body that change an individual’s physical state (Farnsworth, 2016). The amygdala 

plays a key role in emotional arousal as it associates stimuli, i.e. sensory inputs, with their 

appropriate emotional value (Farnsworth, 2016; Percy, 2016). Furthermore, the amygdala regulates 

the release of neurotransmitters that are important for memory consolidation, hence, this plasticity 

of non-declarative - acquired non-consciously- emotional memory enables the support of 

emotional memories in absence of conscious recollection (ibid.). 

  

Thus, emotional responses frame an individual’s conscious cognitive processing as the amygdala-

dependent emotional memories precede the cognitive, declarative memories – available for 

conscious recollection - which depends on the hippocampus into working memory for the 

processing of a message (Percy, 2016). That is, emotion is a cognitive process that leads to logical 

thinking (Damasio, 1994; Melton, 1995; Jung, Wranke, Hamburger & Knauff, 2014; Kret & 

Bocanegra, 2016). According to these authors, the mechanisms of reasoning are influenced by 

conscious as well as non-conscious signals from the neural networks associated with emotions. 

This means that when advertising activates memories, which could be either associated with the 

imagery in the advertising or with the experience with the brand, the non-declarative emotional 

memory associated with these memories will non-consciously enter into a consumer’s active 

processing of the advertising (Damasio, 1994). In fact, emotion is the only non-declarative memory 

that interacts with conscious, declarative memories (ibid.). 

2.4.2.1. Primary and Secondary Emotions 

The aim of the following section is to describe different types of emotions. Most neuroscientists 

who work with emotions identify at least two types of emotions, namely, primary and secondary 

emotions on the basis of neurobiological findings (Percy, 2016; Rodríguez‐Torres et al., 2005). The 

former types of emotions are an innate part of the limbic system and they are part of the 

evolutionary systems that developed to allow human beings to respond fast and reactively to their 

surroundings and survive as a species (Damasio, 1994). According to Damasio (1994), there are 

six primary emotions, namely, anger, fear, disgust, sadness, surprise, and joy and they are universal. 

Secondary emotions such as guilt, pride, envy, hope, etc., on the other side, are experienced by all 

the individuals, but their interpretation may differ across cultures. This is because secondary 
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emotions are believed to stem from higher cognitive processes, which are based on an individual’s 

social-context-based ability to evaluate preferences over outcomes and expectation. This ability is 

acquired through learning processes that consist of the individual’s experience of associating that 

specific emotion to a given stimulus.  

2.4.2.2. Type 1 and Type 2 Emotions 

Russell (2003) has offered an interesting variation on the aforementioned distinction between 

primary and secondary emotions. He describes emotions as Type 1 and Type 2. According to him, 

the difference is that Type 1 emotions do not require that a person consciously acknowledges 

experiencing an emotion, while Type 2 emotions require that someone is consciously thinking 

about that specific emotion for it to be triggered (ibid.). For instance, someone may be happy 

without thinking about them being happy, while if someone feels empathy with someone else, they 

will be conscious of the fact (Russell, 2003; Percy, 2016). 

  

Accordingly, this is relevant when consumers process advertising messages (i.e. stimuli) as if Type 

1 emotions are positively associated in memory with a specific brand, they could automatically and 

non-consciously produce approach behaviors (Percy, 2016; Chen & Bargh, 1999). As such, if a 

consumer ‘loves’ a brand, they will be non-consciously drawn to it and messages about it, while if 

a consumer ‘hates’ a brand, they will automatically avoid it and any messages related to it (Percy, 

2016). As Chen and Bargh (1999) have proven, automatic evaluations have behavioral 

consequences. In fact, stimuli are non-consciously classified according to their valence (good or 

bad) and elicit behavioral responses, i.e. immediate approach tendencies when the stimulus is 

classified as good and immediate avoidance tendencies when the stimulus is classified as bad. 

  

Therefore, emotions form an important substrate of consumption and emotional responses to 

stimuli within advertising play a key role in determining consumer behavior (Holbrook & 

Hirschman, 1982). In fact, if the stimuli’s valence is positive, it could automatically drive consumer 

consumption as they pursuit pleasure (Chen & Bargh, 1999; Holbrook & Hirschman, 1982). 

2.4.3. Emotion-Based Heuristics 

The amounts of stimuli consumers are exposed to vastly exceeds their ability to process them 

(Nicks & Carriou, 2016). As people’s computational power, time, and knowledge are limited, they 

tend to minimize the information effort and cognitive overload and use stimuli and cues that are 

easy to access when they make choices (Clement, Aastrup & Forsberg, 2014; Schulte-

Mecklenbeck, Sohn, de Bellis, Martin, & Hertwig, 2013). Moreover, people tend to simplify their 
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judgmental operations by relying on a limited number of heuristics which help them reduce the 

complexity of assessing probabilities and predicting values (Kahneman, 2002). Therefore, it can 

be argued that the majority of choices are made automatically and non-consciously, as a result of 

emotional responses to engaging and exciting stimuli that resonate with people’s emotions and are 

easy to access and process (Satel & Lilienfeld, 2013). 

 

Hence, emotions have the primary function of selecting, filtering, and evaluating non-consciously 

the importance of the stimuli so that individuals can prioritize what to further process through the 

limbic system, which consists of a set of brain structures involved in people’s processing of 

emotions and motivations (Nicks & Carriou, 2016). 

  

Consequently, emotional stimuli within advertising can simplify consumer decision making as they 

function as heuristics, defined as “simple rules that enable decision making on the basis of a few, 

but important pieces of information” (Schulte-Mecklenbeck et al., 2013, p.242). More specifically, 

according to Slovic and colleagues (2002), people use emotion-based heuristics (or, affective 

heuristics), which are “representations of objects and events in people's minds are tagged to varying 

degrees with affect” to make decisions (p. 400). That is, whenever people are involved in a 

decision-making process, they evoke an affective evaluation by referring to an “affect pool” that 

contains all of the positive and negative tags consciously or non-consciously associated with the 

object of the decision. When a person perceives a stimulus that is emotionally significant, their 

experiential system automatically searches its memory banks for related stimuli and the affect pool 

that is associated with that stimulus. If the associated emotion is positive, it motivates actions and 

thoughts anticipated to reproduce the positive emotion that would result from the action, whereas 

if the emotion is unpleasant, it motivates actions and thoughts anticipated to avoid the negative 

emotion. 

  

Thus, Slovic and colleagues (2002) argue that affective valence is a natural assessment, and 

therefore basic automatic emotional reactions can be used as a heuristic cue to guide even more 

complex evaluations, such as the cost/benefit ratio of technologies and judgments of risk and 

benefit. Using an overall, readily available emotional impression can be an easier and more efficient 

way of making decisions – especially when the decision is complex or mental resources are limited 

- than weighting the pros and cons or consciously retrieving from memory relevant examples 

associated with that specific decision making. 
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In sum, emotion plays a key role in decision-making as emotional responses to stimuli are often 

the very first reactions which occur automatically and subsequently facilitate and guide information 

processing and judgment (Slovic et al., 2002). 

  

In line with these argumentations, Lee, Amir, and Ariely (2009) posit that relying on emotional 

reactions over cognitive processes tends to lead consumers to make more accurate judgments and 

preference consistency when it comes to very complex decisions. Their research questions the long-

held view on the emotional and cognitive systems, according to which, the former is characterized 

as “more holistic, affective, concretive, and passive”, while the latter is more “analytic, logical, 

abstract, and active” (Lee et al., 2009, p. 174). Broadly speaking, traditionally, rational behaviors 

(aimed at maximizing value, forward-looking, calculated, and self-controlled) are believed to be 

formed through the cognitive system, while irrational behaviors (which are myopic, transitory, 

impulsive, and lack self-control) are attributed to the emotional system (ibid.). 

  

Their research, though, suggests that decisions that are based on emotional stimuli and involve 

people’s emotional processes are effective and efficient. That is, holistic emotional processing 

focuses more on the essence of stimulus under evaluation and is hence more consistent from time 

to time, whereas analytical cognitive processing fluctuates more when it comes to preference 

formation and is susceptible to decision inconsistencies as the elements involved in the process, 

such as information retrieved, decision weights and integration of information and weights might 

fluctuate. They found that people’s preferences were more consistent and less susceptible to 

cognitive noise (the cognitive system’s susceptibility to decisional noise) when they chose between 

products presented through more emotionally-charged stimuli, such as photos, than through less 

emotionally-charged stimuli, such as names, as well as when their cognitive capacity was in a high-

load condition, hence had to rely more on emotional than cognitive processes when choosing 

because their cognitive capacity was constrained. Emotions, thus, simplify the decision-making 

process. Overall, when people have to rely on their quick, automatic emotional process systems, 

their choices seem to be more stable and consistent (Lee et al., 2009). 

2.4.4. The Two-System View: System 1 and System 2 

Substantial literature has researched the way human beings’ process of reasoning works and have 

suggested that there is a distinction between reasoning through intuition and conscious-cognitive 

processes (Sloman, 1996; Evans, 1989; Evans & Over, 1996; Shiffrin & Schneider, 1977). 
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Kahneman’s (2002) two-system view is in line with this theory. He distinguishes intuition from 

reasoning by identifying two modes of thoughts, or cognitive processes, labelled as System 1 (i.e. 

intuition) and System 2 (i.e. reasoning). These two systems are used to process stimuli in two 

different ways after the individual perceives the stimuli. The key differences in the features between 

the two systems are described in the following section. 

  

System 1 is deemed to be fast, intuitive, automatic, effortless, associative, and difficult to control 

or modify; judgments and decisions that are made through this system are automatic and rapid, 

such as intuitive judgments (Kahneman, 2002). Through this system, impressions of the attributes 

of the object of perception and thought are formed. These impressions are immediate, not voluntary 

responses and they do not need to be verbally explicit. System 2, on the other hand, operates in a 

slower, serial, effortful, deliberate, and controlled mode; it is also relatively flexible and potentially 

rule-governed. This system is involved in all judgments, whether they originate in impressions or 

in deliberate reasoning, such as further processing intuitive judgment (i.e. judgments that directly 

reflect impressions) that originate in System 1. Judgments are always intentional and explicit, 

whether or not they are openly expressed verbally. 

  

Although both System 1 and 2 differ from operations within perception and are similar in the sense 

that they do not require current stimulation to process the stimulus as perception does, they tend to 

lead to different types of interpretation of the object of perception (Kahneman, 2002; Stanovich & 

West, 2000). Interpretations triggered by System 1 are strongly contextualized, personalized, and 

socialized as individuals have the tendency of automatically contextualize problems, which is in 

line with evolutionary system theories (Stanovich & West, 2000; Damasio 1994). In contrast, 

System 2’s more controlled mode serves to abstract, decontextualize, and depersonalize problems 

(Stanovich & West, 2000). This system is more suitable for interpretations based on rules and 

underlying principles without a social context (ibid.). 

  

Furthermore, System 2 also has the role of monitoring the output of System 1 as one of its main 

functions is to monitor the quality of mental operations as well as overt behavior, and correct and 

override intuitive judgments (Kahneman, 2002). This monitoring, though, is generally quite lax 

and allows for intuitive judgements to be expressed, even when they are erroneous (ibid.). 

  

Thus, emotion through its cues, i.e. emotion-based heuristics, serves the function of evaluating the 

importance and significance of events and stimuli so that they can be further processed non-

consciously in System 1 (Slovic et al., 2002; Nicks & Carriou, 2016). As a consequence, System 1 
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enables people to use automated, intuitive, short-cuts (heuristics) to decision making based on non-

conscious and immediate emotional reactions, reducing the load on effortful and cognitive thinking, 

i.e. System 2 (Nicks & Carriou, 2016). In fact, our brain uses these emotional heuristics to select 

which impressions formed within System 1 require cognitive thinking (ibid.). 

  

In conclusion, emotional stimuli work as heuristics and can capture the attention of System 1, and 

consequently form impressions, via novel, surprising, or engaging elements (Nicks & Carriou, 

2016). Likewise, emotional messages within advertising can be processed automatically through 

lower conscious attention and, therefore, not overloading the individual’s System 2 (ibid.). In 

addition, emotional and salient advertising can create emotional connections with a brand, which 

enables the brand to be easily retrieved in the choice situation. 

2.4.5. Measuring Emotions: Arousal and Valence 

Considering that emotions are often non-conscious reactions to both external or internal stimuli 

that entail a range of features such as subjective experience, expression, bodily responses, and 

action tendencies, it can be challenging to classify and measure them (Nicks & Carriou, 2016). As 

the focus of this research is on the individual’s responses to external stimuli, such as advertising, 

internal stimuli will not be analyzed. 

  

According to Russell and Pratt (1980) and Russell (2003), people attribute meaning to external 

stimuli (such as environments) through perceptual-cognitive meaning as well as affective meaning. 

Perceptual-cognitive meaning which is formed consciously is excluded from their research as it 

cannot be measured using the model they proposed (Russell & Pratt; 1980). Thus, it will be 

excluded, too. 

  

As they claim that the first level of response to external stimuli is affective and this direct emotional 

impact then leads people’s subsequent responses to the stimuli, the researches focus on affective 

meaning, or emotions. They advanced a two-dimensional conceptual framework to better explain 

how affective meaning is formed (Russell & Pratt, 1980; Russell, 2003). According to this 

framework (Figure 2.4), there are two dimensions entailed in measuring affective meaning: valence 

and arousal. 
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Figure 2.4. Russell’s Two-Dimensional Conceptual Framework of affective meaning 

  

The two dimensions are delimited by two axes (the x-axis is the valence continuum, while the y-

axis is the arousal continuum), but the various emotional states do not cluster about the axes; they 

are rather placed throughout the space. Moreover, the two dimensions of this circumplex 

framework are bipolar. As such, opposite emotional states are the antipodes of each other and are 

thus to be found in the two opposite dimensional spaces within the framework. 

  

Valence refers to whether the emotion that is formed in response to the presented stimulus is 

pleasant (or positive) or unpleasant (or negative), whereas arousal refers to the intensity of the 

emotional response which ranges from activation (or arousing) to deactivation (or sleepy). Every 

emotional state - and the meaning that is attached to it is – consists thus of the combination of these 

two dimensions. For instance, exciting is the emotional state that stems from the combination of 

pleasant and arousing, whereas peaceful, which is at the opposite pole of exciting, is the result of 

pleasant and deactivation. Similarly, frightening is the combination of unpleasant and arousing, 

while boring is the result of unpleasant and deactivation. 

  

Furthermore, it is worth noting that Russell & Pratt (1980) argue that these two dimensions are the 

only ones that can be used to describe the emotional state per se, as all other dimensions are 

cognitive in the sense that they denote conscious properties of the emotional state such as 

consequences or beliefs about antecedents. 
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Research in this area has proven that advertising that is highly arousing and thus uses emotional 

stimuli is the most memorable for consumers as it can attract more of their attention to, and aid the 

encoding of, advertising into memory (Bakalash & Riemer, 2013; Nicks & Carriou, 2016). In fact, 

when advertising can elicit emotional arousal, the memory of this emotionally charged instance 

tends to be more easily and vividly recalled than the memory of emotionally neutral instances 

(Bakalash & Riemer, 2013). This is due to individuals limited cognitive processing capacity which 

leads them to select, focus on, and further process certain stimuli, such as emotional ones, more 

than on others (Bakalash & Riemer, 2013; Kahneman, 2002). 

  

Moreover, according to Satel and Lilienfeld (2013), many of the consumer’s decisions are made 

non-consciously through the automatic and rapid System 1 (Kahneman, 2002; Lee et al., 2009). 

Hence, the emotional responses that are triggered by emotional stimuli within advertising cause 

greater engagement and excitement (i.e. arousal) than those triggered by logical and conscious 

cues; this consequently positively prime consumer’s purchasing intention (Satel & Lilienfeld, 

2013). 

2.4.6. Emotional Priming 

Among the different influence techniques employed in advertising to influence consumers’ choices 

and decision-making processes, priming has received particular attention from literature, and the 

recent rise of the neuromarketing discipline has revamped scholar’s attention for the topic. 

  

The notion of priming comes from psychology, and it is defined as “a nonconscious form of human 

memory concerned with perceptual identification of words and objects. It refers to activating 

particular representations or associations in memory just before carrying out an action or task” 

(Psychology Today, 2019). Building on this, literature has split the notion into cognitive and 

emotional priming. Cognitive priming was first introduced by Berkowitz (1984) and deals with the 

temporary increased accessibility of thoughts and ideas, activated by a particular stimulus. On the 

other hand, emotional priming examines whether the exposure to positive or negative priming 

stimuli affects the processing of a following stimulus (Klauer et al., 1997). 

  

Yi (1990) investigated both cognitive and emotional priming in the context of print advertising, 

and concluded that cognitive priming can determine consumers’ type of interpretation of an 

advertisement, and the consequent evaluation of the advertised brand through attitude toward the 

brand; similarly, emotional priming was found to also determine consumers’ type of information 
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of an advertisement and its consequent evaluation of the advertised brand, but in this case through 

attitude toward the advertisement itself. 

  

Some authors who investigated priming concluded that the mind can detect and make use of 

subliminal information to - non-consciously - influence consumers’ choices (Dijksterhius, Aarts & 

Smiths, 2005; Fitzsimons, Chartrand & Fitzsimons, 2008). Building on that, other more recent 

studies on priming have investigated priming through advertising, such as by modifying the 

evaluative response in the context of advertising (Forehand & Deshpande, 2001) although often 

not making a distinction between emotional and cognitive priming. Hüttl-Maack & Gatter (2017) 

examined how money priming in advertisements could affect attitude toward the ads and the 

product for both conspicuous and non-conspicuous product categories and found that only 

assessment of conspicuous products is affected by priming. Yoon (2018)  tested how to increase 

the surprise effect in humor advertising and found that by priming viewers with a lower than usual 

initial level of arousal would enhance the humoristic effect through an increased contrast effect. 

Bagdziunaite, Clement and Nassri (2014), made use of neuroscientific equipment – EEG and eye 

tracking technology – to investigate the relationship between out of store (unaware) exposure to 

advertising and in-store purchase processes. They found that the effect of such subliminal form of 

priming affected the in-store visual exploration of the advertised brand and a higher motivation 

score for that brand. Such findings are then discussed in relation to the need, from both a 

commercial and academic perspectives, to incorporate neuroscientific equipment to better examine 

consumers’ behavior (Bagdziunaite, Clement & Nassri, 2014). 

  

Concerning emotional priming, researchers suggest that it is a mechanism, which might also take 

place as an automatic response (Moors & De Hower, 2006) and independent of any cognitive 

(Draine & Greenwals, 1998) or evaluative (Hermans, De Houwer & Eelen, 1994) response. 

Likewise, Nicks and Carriou (2016) posit that priming through advertising that speaks to 

consumers’ emotions is effective when it succeeds in creating attention engagement at an automatic 

level in the first place, and then is able to sustain attention through relevance to a consumer’s 

personal goals and motivation. Hence, emotional content within advertising that emotionally 

resonates with what matters to consumers can create an emotional connection with the brand and 

facilitate the reinforcement of positive, associative memories with it (ibid.). That is, the priming 

effect takes place through exposure to emotionally-charged advertising. The more resonating with 

and appealing to consumers the emotional connections created are, the more likely they are to be 

retrieved by consumers in the way that the advertising was aiming for and at a suitable relevant 

moment, such as during the choice process that leads to purchase decisions. 
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The literature on emotional priming has touched upon many disparate topics ranging from studies 

on emotional priming and brand success in the digital age (Binet & Field 2013) to research on 

emotional priming and mathematical anxiety (Ashkenazi, 2018). However, a large number of 

publications in emotional priming have focused on the study of facial expressions (Sassi, Campoy 

& Castillo, 2014), ranging from studies on detection time of scary and angry faces compared to 

neutral ones (Ishai, Pessoa, Bikle & Ungerleider, 2004), to researchers examining how the correct 

detection of the emotional valence of a facial expression, and the consequent adaptive response 

may be linked to an evolutionary survival mechanism (Vuilleumier, 2002). Building on this, other 

studies have made use of neuroimaging techniques and tools to better assess the brain areas 

activities related to facial expressions and the emotions they may trigger (Eimer & Homens, 2007; 

Vuilleumier, Armony, Driver & Dolan, 2001). 

  

In terms of emotional priming and advertising, some authors have directly examined and partially 

demonstrated how advertisements might act as primes themselves, potentially influencing product 

beliefs (Herr, 1989; Hoch & Deighton, 1989; Hoch & Ha, 1986). Additionally, Geuens, De 

Pelsmacker and Faseur (2010) have investigated the relationship between emotional priming and 

advertising for different product categories, and they found that emotional advertising works better 

for some product categories than others. However, they admitted that the minor effectiveness of 

emotional advertising for some product categories might be attributable to pre-existing negative 

attitudes toward certain products rather than to the emotional priming of the ad itself (Geuens, De 

Pelsmacker & Faseur, 2010). 

  

However, no literature on emotional priming directly investigates alcohol nor beer advertising, 

which would be made even more interesting, thanks to biosensor methods. The research question 

and the three sub-research questions were developed after reviewing the literature on consumer 

behavior and how it is affected by socio-cultural aspects and emotions. The questions were placed 

before the literature review for practical reasons, as we believe it facilitates the reading process and 

the comprehension of the overall goal of our thesis. 

  

To investigate the research question and collect primary data that will help us find an answer to it, 

we used the methodology described in the next chapter. 

 



46 

3. METHODOLOGY 

In designing the research methodology, we adopted a multi-layer scheme commonly known as the 

research onion (see Figure 3.1), provided by Saunders, Lewis and Thornhill (2009). Such a model 

provides a script for the stages to be covered when doing research, with each outer layer influencing 

the choices related to the inner ones. 

 

Figure 3.1. Research Onion 

  

Starting from the broad philosophical approach adopted and from the ontology and epistemology, 

the research onion provides guidance on the progressive steps to be taken when designing research, 

including the approach, the strategy and the more practical aspect of the research such as the 

methodological choices, time horizons and the techniques. 

  

Following the guidelines provided by the research onion, the aim of this section is to present the 

overall scientific foundation of the thesis and specify the philosophical view it is based upon. 

Subsequently, we also present how we intend to investigate and gain insights into the research 

question by means of traditional methods, such as surveys and structured interviews, and biosensor-

based methods, or neuroscientific methods, such as eye tracking and Galvanic Skin Response 

(GSR). Hence, our research method is triangulation, defined as “the use of two or more 

independent sources of data or data collection methods to corroborate research findings within a 
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study” as more than one method will be used to collect more complete data (Saunders et al., 2009, 

p.154). 

  

Finally, this chapter deals with the description, in practical terms, of the experiment and how the 

aforementioned methods have been integrated into the experiment to find an answer to our research 

question. 

3.1. Research Paradigm 

3.1.1. Philosophy of Science 

The philosophical domain, which explores philosophical foundations, assumptions and 

consequences, is referred to as philosophy of science (Myers, 2008). This discipline provides a 

framework adopted by the authors to understand and explain the philosophical line of thought and 

belief system, which lies behind and guides the current enquiry (Saunders et al., 2009). By adopting 

the research onion provided by Saunders and colleagues (2009) we decided to develop the present 

study within a post-positivist research paradigm, defined as a paradigm that attempts to “produce 

an awareness of the complexity, historical contingency and fragility of the practices that we invent 

to discover the truth” (Lather, 1992, p. 88). Other common research paradigms are the positivist, 

the realist, the interpretivist and the pragmatist (Saunders et al., 2009). A better overview of the 

post-positivist paradigm is obtained by presenting the ontological, epistemological and 

methodological views that pertain to this research approach. 

3.1.2. Ontology 

Ontology refers to the question about the real nature of reality – often denoted as the nature of the 

being or nature of the knowable - and the resulting assumptions made about the way the world 

operates (Guba, 1990; Saunders et al., 2009). Stemming from the post-positivist research paradigm, 

a critical realist ontological view characterizes the current research, which holds that, 

notwithstanding the fact that an objective truth exists and permeates all the phenomena, human 

senses and the tools we employ to uncover the truth may at times be fallacious and incomplete 

(Guba, 1990; Saunders et al., 2009). 

  

As a matter of facts, the current research investigates how emotional priming in beer advertising 

may affect Danish women’s perceptions of beer brands and beer itself as a product. Although 

attempting to measure their emotional reaction, it is crucial to take into account that the study still 

falls within the broad domain of consumer behavior, meaning that several underlying factors may 
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intervene and play a role, and it is unlikely to account for all such factors. Therefore, the present 

study should aim to contribute to the research by accounting for as many variables as possible in 

explaining emotional reactions, while it should not be considered as an attempt to formulate a 

universal law. 

3.1.3. Epistemology 

Epistemology is regarded as the theory of knowledge and deals with the question of how the 

inquirer interacts with the nature of being, or again, the knowable (Guba, 1990). In other words, it 

concerns the “researcher’s view regarding what constitutes acceptable knowledge” (Saunders et 

al., 2009, p. 119). The epistemological approach stemming from the post-positivist paradigm is 

referred to as modified objectivist, holding that objectivity and the discovery of the truth play the 

role of regulatory ideals, which however can hardly be achieved in an absolute sense (Guba, 1990). 

In fact, phenomena produce sensations which are exposed to potential misinterpretations (Saunders 

et al., 2009). 

  

Considering the statements above, and in accordance with the post-positivist philosophy, the 

current study adopts a methodological pluralist approach (Wildemuth, 1993), which can be thought 

of as a form of triangulation (Denzin, 1978). In fact, the authors of the current research 

acknowledge that they may be misled by their own subjectivity in interpreting the findings. Hence, 

as suggested by Guba (1990), we want to ensure to base such findings on multiple data sources, 

theories and methods, so as to minimize the risk of misinterpretation and of disregarding relevant 

factors. 

3.2. Approach 

The current section is meant to clarify what kind of methodological approach has been adopted for 

the current research, explaining why such an approach has been considered more suitable for the 

nature and purposes of the study. 

  

Referring to Saunders et al. (2009), the first step in defining a methodology are the choices 

regarding the philosophical paradigm, as outlined in the above section. The next step, or layer, as 

graphically depicted by Saunders et al. (2009), concerns the choice of methodological approach. 

The decision has to be made among a deductive, inductive, or abductive approach. In this regard, 

we argue that the current research has been addressed from a deductive point of view, which 

involves developing hypotheses based on existing theory and designing the research to test those 

hypotheses (ibid.). 
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Coherently with this outline, the use of a deductive approach stems from the fact that existing 

theory on consumption, culture, advertising, beer, priming and emotions has been reviewed and 

used to identify a gap in the literature, and such gap has then been used to formulate hypotheses 

and design the experiment.  

3.3. Strategy and Methodological Choice 

As anticipated in the previous section, this study has primarily collected and employed quantitative 

data complemented by qualitative insights. The current section will explain the strategic reasons 

for choosing a multimethod strategy and will provide an overview of the employed methods. 

Therefore, the employed methods are here shortly presented and will then be fully explained in the 

following sections. 

  

As argued by Saunders et al. (2009), the methodological strategy serves the purpose of figuring out 

the right method(s) and how to put them in place to address the research question and test the 

hypotheses. In our case, a multimethod approach seemed more coherent and comprehensive to 

tackle the research question. 

  

Arguably, the primary method to address the research question revolves around the collection of 

quantitative data from biosensors, which reveal emotional insights about participants’ reaction to 

the stimuli to which they have been subjected during the experiment. Additionally, a quantitative 

survey has been incorporated into the experiment, to better explain the data retrieved from 

biosensors. The reason for including it in the experiment was to complement biosensors’ data with 

the valence - positive or negative - of their stated preferences (Russell & Pratt, 1980). 

  

A follow-up interview took place right after the experiment in order to supplement the quantitative 

data with qualitative insights and additional quantitative data. The reason for adding the 

quantitative section of the follow-up interview lies in the fact that it adds relevant information about 

alcohol, beer-drinking frequencies and tastes, and socio-cultural aspects of alcohol drinking in 

order to better contextualize the data obtained in the experiment. The qualitative section of the 

interview supplements the quantitative data. In fact, qualitative insights contribute to shading light 

on certain aspects not directly observable from the quantitative data, such as socio-cultural aspects. 

Additionally, a large number of assumptions would have been needed without the insights gained 

from the structured interviews. Hence, the qualitative data have contributed to complement the 
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discussion section by adding relevant personal and cultural elements related to beer and alcohol 

consumption in general. 

  

Conclusively, part of the strategy consisted of using the methodology mix in sequence, starting 

with the biosensor-based experiment integrated with eye tracking and GSR experiment and 

including the survey into the experiment. Immediately after the structured interview took place, so 

as to maximize the data collection time as well as for relevancy. Remarkably, some of the questions 

in the survey and interviews were related to the experiment. Therefore, it would not have been 

possible to run the structured interviews before the participants took part in the experiment, mainly 

because that would have caused the responses to be biased, and also because the participants would 

not have been able to answer some questions directly related to the experiment. 

  

In the following section, we will provide a more technical and detailed overview of the employed 

methodologies. 

3.3.1. Biosensor Methods 

As our thesis focuses on gaining insights into not only overt or observable actions such as making 

a choice, but also covert actions, such as emotions of consumers in response to emotional 

advertising, it can be inferred that we operate within the field of neuromarketing. As such, 

neuroscientific methods applied to the marketing discipline give us access to non-conscious 

processes that would otherwise remain hidden (iMotions, 2018). Among these usually hidden 

processes, are Kahneman’s System 1 processes, which are fast and largely emotionally driven 

reactions (Kahneman, 2003; iMotions, 2018). As these reactions are quick processes underlying a 

large portion of consumer’s decision-making and their resulting behavior, neuromarketing can be 

considered a powerful tool to gain deeper insights into consumer behavior and to test the impact of 

advertising on them and their choices (Naqvi et al., 2006; iMotions, 2018; Satel & Lilienfeld, 2013). 

  

As eye tracking and Galvanic Skin Response (GSR) methods have been widely used in combination 

to objectively and scientifically measure individuals’ emotional reactions in response to marketing 

stimuli, they will be described next (Cuesta, Martínez-Martínez and Niño, 2018).  

3.3.1.1. Eye Tracking 

The Use of Eye Tracking: Visual Attention and Emotional Arousal 

Eye tracking has been used to study eye movements for over 100 years (iMotions, 2018). Eye 

tracking is in fact an important tool to observe and study people’s path of attention by tracking their 
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eye movements when they are exposed to a stimulus (Duchowski, 2017). This gives the researchers 

some insight into which sensory inputs a person finds interesting and selects so that their mind can 

successfully further process them (Duchowski, 2017; Bundesen, Habekost & Kyllingsbæk, 2005; 

Orquin & Mueller-Loose, 2013). Recent studies, such as the ones by Pieters, Warlop and Wedel 

(2008) and Orquin and Mueller-Lookse (2013), have proven that during the decision-making 

process consumers rely on the use of visual attention as eye movements shape their decisions by 

selecting and filtering information. Accordingly, Pieters and Warlop (1999) have found that the 

participants to their experiment chose the item (among six branded items) that they had gazed at 

for a longer duration and more frequently, even when their task motivation was changed and under 

time pressure conditions. 

  

Additionally, eye tracking is also used to investigate the processing of emotional stimuli by 

measuring the increase or decrease of a person’s pupil size (Oliva & Anikin, 2018; Wang, Yang, 

Wang & Ma, 2014). Previous studies discovered that emotionally arousing stimuli, auditory as well 

as visual, cause bigger increases in pupil size than neutral, non-emotionally charged stimuli (Partala 

& Surakka, 2003; Bradley, Miccoli, Escrig & Lang, 2008). However, there are some discrepancies 

in the literature as on one hand some researches, such as Kawai, Takano, and Nakamura (2013) 

and Babiker, Faye and Malik (2013), found that stimuli with a negative valence trigger larger pupil 

dilation than positive ones. On the other hand, researchers such as Partala & Surakka (2003) and 

Bradley et al. (2008), claim that positive and negative stimuli generate equally large pupil dilations. 

Despite these discrepancies, there is evidence that pupillary responses are automatic, non-conscious 

reactions triggered by emotionally-charged stimuli. 

  

Hence, eye tracking is a valid method to access not only an individual’s visual attention but also 

their immediate and automatic emotional arousal in response to a stimulus (iMotions 2017; 2018). 

This is supported by findings showing that pupil dilation correlates with measures of emotional 

arousal such as skin conductance (Bradley et al.,  2008). 

The use of eye tracking in this research will be mainly to detect the participants’ emotional response 

and integrated with skin conductance data, which will be described later. 

  

Technical Aspects and Measures 

With technological advancements, modern eye trackers have come a long way and have become 

less intrusive, more affordable and accessible, and experimental sessions have become increasingly 

comfortable, quick, and easy to set up (iMotions, 2018). There are two different types of eye 

trackers: screen-based and glasses (or mobile) (ibid.). As glasses are mostly used within the later 
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phases of consumer behavior, such as the observation of their behavior and choices in real-life or 

virtual environments (e.g. physical stores or supermarkets) and are more invasive as participants 

have to physically wear them, they will not be discussed in this thesis. 

  

On the other hand, screen-based eye trackers are not invasive and record eye movements at a 

distance as they require respondents to sit in front of a screen without anything attached to them. 

That is, the eye tracker is mounted below the computer and the respondent is seated in front of the 

eye tracker. Furthermore, this tool is recommended for observations of screen-based stimuli, such 

as advertising, in laboratory settings, and as such, this is more appropriate for our thesis. 

  

Eye tracking offers deep insights into and quantifies visual attention (where, when, and what people 

look at) and emotional engagement, through the dilation of the pupil (iMotions, 2018). 

Technically speaking, eye-trackers utilize near-infrared technology along with high-resolution 

camera. Where the camera tracks the pupil center, and where the light reflects from the outer 

surface of the cornea. The reason is that the accuracy of eye movement measurement relies heavily 

on those two elements: a clear demarcation of the pupil and detection of corneal reflection. 

  

In order to quantify visual attention, it is necessary to first define the terms gaze points and fixation 

as they are the most used metrics in eye tracking literature (Holmqvist & Andersson, 2017; 

Milosavljevic, Navalpakkam, Koch & Rangel, 2012; Clement, Aastrup & Forsberg, 2014). The 

former is the basic unit of measure as one gaze point equals one raw sample captured by the eye 

tracker. Hence, if the eye tracker measures 60 times a second, then each gaze point represents 1/60 

of a second, i.e. 16.67 milliseconds (iMotions, 2018). Consequently, a fixation consists of a cluster 

of gaze points that are close in time and range. This is when people’s eyes focus on a specific 

element and extract information from it - its duration varies between 100 – 300 milliseconds 

(Holmqvist & Andersson, 2017). In between fixations, there are saccades that are quick jumps 

between fixations where the eye is basically blind (Guyader, Ottosson & Witell, 2016). 

  

There are three most common metrics that are used in eye tracking research and are based on 

fixation and gaze points (iMotions, 2018). They are heat maps, areas of interest (AOI), and fixation 

sequences. The first consists of static or dynamic aggregations of gaze points and fixations, which 

reveal which elements were able to draw attention and the distribution of visual attention within 

the visual stimuli presented to the participant in a study. The second refers to user-defined sub-

regions of a displayed stimulus. This allows extracting metrics, such as time spent and fixations, 

specific to a determined AOI, instead of looking at everything as a whole. Finally, fixation 
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sequences are based on fixation position, i.e. where the participant is looking, and timing 

information, i.e. when the participant is looking at what. Thus, this depends on where participants 

look at and how much time they spend, providing insights into the order of attention and where 

participants looked first, second, third, etc. (ibid.). 

  

Likewise, eye tracking also measures pupil dilation, which, among other reasons such as cognitive 

load, pain, attention and light brightness, is a physical reaction that occurs automatically and non-

consciously when people are exposed to arousing stimuli (iMotions, 2018; Beatty, 1982; Ramsøy, 

2012; Pohlmann, Steidl & Genco, 2013). For the purpose of the paper, we will focus on emotional 

arousal. The normal size of the human pupil can vary between 2 and 4 mm in bright settings, and 

between 4 and 8 mm, in dark ones, and the amount of its dilation is proportional to the strength of 

arousal the stimuli elicit (Spector, 1990). Hence, it is possible to measure the variation of a person’s 

pupil size caused by an emotionally arousing stimulus. 

3.3.1.2. GSR 

The Use of GSR: Emotional Arousal 

To better assess and measure an individual’s emotional response to a stimulus, it can be helpful to 

integrate another sensor called Galvanic Skin Response (GSR) or Electrodermal Activity (EDA) 

alongside eye tracking. This allows researchers to triangulate participant responses during an 

experiment and gain insights into what a participant felt during the experiment while they were 

looking at which stimulus presented within the experiment, i.e. data retrieved using eye tracking 

(Farnsworth, 2019). 

  

Moreover, it is worth noting that just as pupil dilation - measured through eye tracking - also skin 

conductivity is a non-conscious response; therefore, it offers tremendous insights into the unfiltered 

and unbiased-by-cognition emotional response of a participant (iMotions, 2018). That is because 

sweat secretion cannot be controlled consciously, as it is an auto-regulatory process (such as heart 

rate, blood pressure, and body temperature) (iMotions, 2016). Hence, GSR can be used to measure 

the impact of emotionally arousing advertising. In fact, as consumers’ preferences and decisions, 

especially within hedonic products, are primarily based on affective and non-conscious processes, 

GSR can offer valid insights into whether or not advertising can elicit a (positive) emotional 

response (iMotions, 2016; Hernandez & Chapa, 2010). 
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Technical Description and Measures 

In technical terms, GSR reflects the amount of sweat secretion from sweat glands in people’s skin 

as an increase in sweating results in higher skin conductivity, which subtly changes whenever 

people are emotionally aroused (iMotions, 2018; Groeppel-Klein, 2005). Thus, when an individual 

is exposed to emotional stimulation, it will result in a bodily response, which is an increase in their 

sweat – particularly on the forehead, hands, and feet as the density of sweat glands is the highest 

within these parts of the body (iMotions, 2018; iMotions, 2016). That is, whenever sweat glands 

are triggered by emotionally charged stimuli, they secrete moisture through pores towards the outer 

layers of the skin (iMotions, 2016). Consequently, the balance of positive and negative ions in the 

secreted fluid changes causes electrical current to flow more readily, and this results in measurable 

changes in skin conductance. 

  

The logic behind GSR is very simple and it is a non-invasive sensor. In fact, it requires minimal 

preparation time and cleanup, and skin conductivity is recorded non-invasively and comfortably by 

means of two electrodes placed on areas that are emotionally sensitive, or in other words, highly 

dense of sweat glands (iMotions, 2016). These sensors generally have a 1 cm2 measurement site 

made of silver/silver-chloride and are placed in two reusable snap-on velcro straps. They consist of 

two electrodes, an amplifier that boosts signal amplitude, and a digitizer, which transfers the analog 

raw signal into binary data streams. Normally and for reasons of convenience, these sensors are 

applied to two fingers of the non-dominant hand of a participant if the experiment only requires 

one hand, i.e. the dominant one to perform required tasks, such as clicking the mouse while 

responding to on-screen stimuli, for instance. 

  

The GRS signal consists of two main components: skin conductance level (SCL) and skin 

conductance response (SCR). The SCL, also known as tonic level, differs across individuals and is 

constantly changing within an individual respondent, depending on factors such as their hydration, 

skin dryness, or autonomic regulation (iMotions, 2016). This has led some researchers to infer that 

SCL on its own is not that informative. Whereas the SCR, also known as phasic response, rides on 

top of the tonic changes and show significantly faster alterations; it is, therefore, a better measure 

for emotional arousal than SCL. SCR is sensitive to specific emotionally arousing stimuli which 

cause variations in the SCR known as GSR peaks or bursts. These peaks are delayed by 1-5 seconds 

from the onset of emotional stimuli. Furthermore, there are non-specific skin conductance 

responses which are not related to any emotional-arousing stimuli and occur spontaneously in the 

body (1-3 per minute). These responses might affect the outcome of the experiment. Hence, as SCR 
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is considered to be a direct measure of arousal and engagement, it is the primary focus when 

analyzing GSR data (iMotions, 2016). 

  

Finally, there are two important metrics that can be used to analyze GSR results (iMotions, 2016). 

The first one is the number of GSR peaks. This tells us how many GSR peaks, i.e. instances of 

emotional arousal, occurred during an experiment. It is possible to get the number of peaks for each 

participant to an experiment and calculate an average number of these peaks across them. This will 

provide the researcher with an objective assessment of whether or not an event, such as advertising, 

is emotionally arousing. Another important metric to keep into account is the average GSR peak 

amplitude and magnitude. They refer to how ample the difference between the onset and the peak 

is on average ignoring zero responses, i.e. where participants showed no peak at all. Contrarily, the 

GRS magnitude also includes zero responses and therefore reflects if stimuli within an event are 

perceived as emotionally neutral.  

3.3.2. Survey 

The survey notion encompasses a broad array of meanings, involving any measurement procedures 

that involve asking questions to respondents (Social Research Methods, 2019). Narrowing down 

the term meaning to the area of interest for our study, the survey scope can be restricted to that of 

a questionnaire, defined as a set of questions with a choice of answers, created to carry out the 

purpose of a survey (Saunders et al., 2009). Coherently with the delineated methodological 

approach, surveys are normally associated with a deductive approach (ibid.). A survey is always 

denoted by two characteristics: questionnaires and sampling. 

  

The sampling element refers to how participants are selected and how responses are generalized 

(Research Connections, 2019). However, more on this aspect will be provided in the sampling 

section. Regarding the questionnaire aspect, it is suggested by Saunders et al. (2009) to use them 

in conjunction with other methodologies, and this is precisely what we did. We incorporated our 

questionnaire into the experiment in order to integrate the neuroscientific data with participants 

stated preferences. In so doing, we maximized the use of time and obtained a more relevant 

response, i.e. an emotional, non-conscious rather than cognitive, conscious response. In fact, asking 

the participants about their preferences after the experiment would have required more time, and it 

would have likely comprised more System 2 processing (Kahneman, 2002). As such, the 

participants would have analyzed the stimuli and looked for an analytical, rational self-reported 

answer (ibid). Moreover, they could have possibly struggled in recalling all the elements shown 

during the experiment, thus providing less valuable and relevant responses. 
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Concerning the questionnaire type, there are two main typologies, namely self-administered 

questionnaires and interviewer-administered questionnaires (Saunders et al., 2009). Since the 

respondents answered the questionnaire while participating in the experiment without the 

intervention of the researchers, we can speak of a self-administered questionnaire. Another aspect 

that characterizes the questionnaire element is the type of collected data, which could be either 

quantitative or qualitative (ibid.). 

  

Notably, in our research we employed 7-point Likert scales, to record how much the respondents 

liked and related to the commercials, advertising pictures and products that they were shown on the 

screen during the experiment. In so doing, we have been able to obtain quantitative data out of 

respondents’ reactions to the presented stimuli coherently with the very definition of Likert scale: 

“A method of ascribing quantitative value to qualitative data, to make it amenable to statistical 

analysis” (Business Dictionary, 2019). On top of that, the choice of adopting a 7-point later scale 

has been dictated by the fact that a 3-point one would have not been sensitive enough to account 

for the different degrees of preference (Saunders et al., 2009). A right balance would have been 

achieved with a 5-point Likert scale; yet, as argued by Cummins & Gullone (2000), respondents 

hardly use the extreme values. Therefore, using a 5-point Likert scale would likely have caused the 

respondents to only use the three non-extreme values, essentially making it a 3-point Likert scale. 

Hence, a 7-point Likert scale was employed to ensure that respondents would use at least 5 degrees 

of preference. At the extremes (i.e. 1 and 7), we clarified the meaning of the responses, by 

associating 1 with “Not at all”, and 7 with “Very much”. This allowed us to gather additional 

quantitative data to be complemented in the statistical analysis with those detected by the eye 

tracker and GSR, so as to better tackle the research question and the hypotheses. 

  

At last, a few more considerations should be made when implementing a questionnaire: in 

presenting the questions, there should be a clear logical order, and any sensitive topic should be 

placed at the end of the survey (Research Connections, 2019). However, this did not represent an 

issue in our study, as we employed two identical Likert-scale questions for each presented 

commercial, print ad and product, right after the participants were exposed to each of the stimuli. 

Moreover, double-barreled questions should be avoided, as in these kinds of questions respondents 

are asked to provide a single response to two questions. This is precisely the reason why we chose 

not to have a single question asking how much participants liked and related to something. Rather, 

we split the question and first asked how much participants liked something and successively how 

much they related to that. This has allowed us to investigate the valence of their emotional response 
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and differentiate between personal taste, i.e. liking the advertising, which can also be influenced, 

for instance, by the colors and design of the advertising, and how much they felt represented in the 

advertising, i.e. relating to it. Conclusively, biased or emotionally loaded questions should be 

avoided (Research Connections, 2019) and this is why we formulated the question in the most 

neutral way by asking “How much do you like…?”, and “How much can you relate to the 

picture…?”. Note that the suspension dots would be replaced in each question with the words 

“commercial”, “picture”, or with the specific product and brand (e.g. Carlsberg beer, Somersby 

Cider etc.) shown to the participants at each stage of the experiment.  

3.3.3. Structured Follow-up Interviews 

As defined by Kahn and Cannell (1957), an interview is a purposeful conversation between two or 

more individuals, which can help gather valuable and relevant data for the research purposes and 

to address the research question (Saunders et al., 2009). It follows that interviews differ from 

questionnaires, as they entail social interaction (McLeod, 2014). In an interview, the researcher 

might ask different typologies of questions, thus collecting different kinds of data: close-ended 

questions, questions with a preset range of answers, or open-ended questions. In addition, the 

collected data might be qualitative, quantitative or both (McLeod, 2014).  Furthermore, interviews 

may either be the main data collection methodology, or they may complement another method, as 

in the current case. When integrated with another method, (e.g. diary, experiment or test) they can 

either take place before or after the other data collection methodology has been employed (Saunders 

et al., 2009). Finally, interviews can be of several types, depending on the research purposes: 

structured interviews, otherwise called formal interviews, semi-structured interviews, and 

unstructured interviews, often referred to as in-depth interviews (Saunders et al., 2009; McLeod, 

2014). 

  

In our study, we decided to use a structured follow-up interview as already outlined in the strategy 

and methodological choice section. Generally, a structured interview is defined as “A fixed format 

interview in which all questions are prepared beforehand and are put in the same order to each 

interviewee” (Business Dictionary, 2019). In our research, the interviews were identical for two of 

the three groups in which participants were split, while for the remaining group one question was 

modified. In fact, the question in case was specifically related to the women present in the 

commercials shown to the other two groups during the experiment, while the commercial shown 

to this group did not depict any women. For the rest, interviews were identical (see Appendix A). 
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Structured interviews normally imply close-ended questions or questions with a predetermined set 

of answers (Saunders et al., 2009). In this respect, our interviews were mainly based on yes/no, 

multiple-choice or Likert-scale (see survey section for more details about Likert-scales) based 

questions. However, a few questions were formulated as open-ended, adding a semi-structured 

element to the interviews. However, participants were previously asked to provide a brief and 

concise answer, and no further question followed their responses to the open-ended questions, 

which were asked in an identical way and in the exact same order to all the participants. For these 

reasons, the interviews maintained a structured format. As anticipated, structured interviews can 

collect both quantitative and qualitative data (McLeod, 2014), and this was the case for our study. 

  

Conclusively, advantages and disadvantages related to structured interviews should be 

acknowledged. On the positive side, structured interviews are easy to replicate, providing a more 

immediate framework for analyzing the collected data. (McLeod, 2014). 

  

Moreover, structured interviews are quick to conduct, allowing the researchers to calculate the 

average time needed for an interview, and using this information to schedule the experiment round 

accordingly (McLeod, 2014). On the downside, structured interviews lack flexibility and they 

generally disregard details and unforeseen elements that emerge during the interview, as they 

follow a predetermined format (ibid.). For this reason, we decided to add the already mentioned 

unstructured element to the interviews, so as to avoid overly standardized responses, which would 

have risked not adding many insights to the experiment. In fact, the primary reason for running the 

interviews was to integrate the neuroscientific insights obtained from the eye tracker and the GSR 

tools and complement them with verbal explanations and responses concerning elements which 

GSR and eye tracking data alone could not cover.  

3.4. Experiment Design 

The experiment described in the following section has been designed to collect primary data 

through triangulation, which help us to answer our research question by empirically supporting or 

rejecting three main hypotheses derived from the literature review. These hypotheses will be 

presented and explained throughout the description of the experiment to clarify the reasons behind 

the experiment setup. The underlying view of the experiment is that emotional triggers, i.e. stimuli 

that elicit positive emotional arousal, is what drives a consumer’s consumption (Szmigin & 

Piacentini, 2015). This is particularly relevant for products that can be categorized as hedonic, such 

as beer, as consumers tend to choose these products based on positive emotions, e.g. relaxation and 
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happiness, associated with them rather than on cognitive and rational choices (Russell & Pratt, 

1980; Russell, 2003; Lee et al., 2009). 

  

Therefore, the biosensor-based experiment can be divided into two phases: the first phase aims to 

test the emotional arousal and the valence of the participants (Figure 3.2), while the second one 

tests the relationship between their emotional arousal and consumption choices (Figure 3.3). 

 

Figure 3.2. Phase 1 of the experiment 
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Figure 3.3. Phase 2 of the experiment  

3.4.1. A/B/C Testing 

Three variations of the first phase of the experiment were developed to test the emotional impact 

of beer advertising on women, in other words to test their arousal. Therefore, the experiment was 

designed as an A/B/C/ test. An A/B/C test is a variation of a split test (i.e. A/B test) and it is an 

experiment in which a researcher compares the performance of three versions (A, B, and C) of one 

thing, which can be an advertising, a website layout, or an e-mail marketing campaign, for instance, 

to measure their overall performance and identify the most effective version (Frangos, 2018; 

Siroker & Koomen, 2013). For the purpose of this thesis, we will be testing three different 

variations of beer advertising where the first one can be considered as a “typical” beer advertising, 

as the focus is on men, sports watching, and objectification of women’s bodies (Iijima Hall & 

Crum, 1994). Whereas the other two are more woman-inclusive and portray women in a more 

positive way, for instance, as strong athletes or as part of a group of friends that is having a good 

time. The three variations of the experiment will be presented comprehensively in the section 

“Experiment: Phase 1”. 
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3.4.2. Sample Group 

Aiming to explore the impact of beer advertising that speaks to women’s emotions on their choice 

of alcoholic beverages in Denmark, a sample of only Danish women was selected. The reasoning 

behind purposive sampling - defined as the use of a researcher’s judgment to select cases that will 

best enable them to answer their research question - , and, therefore, recruiting participants based 

on Danish nationality for our experiment is to keep the group as homogeneous as possible and 

minimize the differences between the participants (Saunders et al., 2009). That is, people who grew 

up in similar cultural setting are more likely to hold similar knowledge, beliefs, and feelings 

towards products - such as beer - as culture can be identified as the starting point through which 

meaning moves to consumer goods and consumers (Tylor, 1871; McCracken, 1986). Hence, 

selecting Danish women has allowed us to hold constant as many variables as possible in order to 

get a better overview on the impact of beer advertising on them. 

  

Furthermore, this choice is also in line with our interest in studying beer consumption in Denmark 

and in relation to the Danish culture given the historical and cultural value beer has long time played 

in this country (Glamann, 1962). Lastly, considering the growing interest of the rest of the world 

in the Danish culture and lifestyle (in the Danish concept of hygge, in particular) and Denmark’s 

high gender equality, Denmark could also set an example and be a first mover in normalizing the 

consumption of beer among women (Sanders, 2013; Hofstede, 2011). 

  

It is worth noting that age was not a criterion to select participants upon as we believed that it was 

not relevant since gender and nationality were sufficient criteria for group homogeneity. 

Furthermore, the sample needed was already considerably specific and screening participants with 

also an age filter would have possibly made the process of finding participants even more 

challenging. Though, the sample group we attained, in the end, was quite homogeneous in age as 

well as all the participants were in the age range 22-38. This is likely to be related to the methods 

we used to recruit participants which will be described in the following paragraph. 

  

The sample group was recruited through two main methods: self-selection sampling and snowball 

sampling. The former occurs when individuals manifest their desire to take part in research 

(Saunders et al., 2009). We used this method as in February 2019 we published a post on our 

personal social media (Facebook), Copenhagen Business School Connect group (Facebook), and 

Expats in Denmark (Facebook) asking Danish women on this platform to take part in the research. 
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The latter method, on the other hand, consists in contacting with one or two cases in the desired 

population and ask them to identify further cases (Saunders et al., 2009). Thus, we asked the 

participants we had found through self-selection sampling to spread the word and identify friends 

and colleagues who would be interested in participating. Moreover, all the participants have been 

pre-screened to make sure none of them had eyesight-related problems, which would have 

interfered with eye tracking data, or allergies and/or intolerances to gluten, which would have 

biased the outcome of the experiment as beer contains gluten. Therefore, we asked them if they had 

any of the abovementioned medical conditions as soon as they volunteered for the experiment. As 

an incentive to participate, we offered to all of the participants some snacks, soft drinks, beer, and 

a small remuneration (of 50 DKK). 

  

It would be ideal to test an entire population or a large sample of Danish women to maximize 

insights on the research question. Although a very large sample may add to the complexity of the 

study and costs, making it infeasible, it also limits the ambiguity of individual variation that could 

potentially affect the experiment outcome (Martinez-Mesa, González-Chica, Bastos, Bonamigo & 

Pereira, 2014). That is the reason why, the sample size of biosensor-based studies typically is 

between 30 and 60 participants (Stevens, 2010; Guyader et al., 2016). However, some researchers 

suggest that for quantitative research, 20 participants are sufficient to be statistically relevant with 

a margin of error of about 22.4% (Martinez-Mesa et al., 2014; Niles, 2003). 

  

Hence, our research being predominantly quantitative, the sample size for this experiment was of 

21 participants. This also allowed us to triangulate biosensor-based data with surveys and 

interviews to gain a better understanding of their reactions and behaviors during the experiment. A 

larger sample would have made this process more complex and it would have required more time. 

  

Consequently, this thesis can be considered as a pilot study, which is a small-scale study used to 

test methods and procedures that could be further investigated and used on a larger scale, e.g. with 

a bigger sample size, if the study has a positive outcome (Porta, 2014).  

3.4.3. Preliminary Phase 

The experiment was conducted using the iMotions software between the end of February and the 

beginning of March in iMotions’ laboratory in Copenhagen. All of the participants had to sign a 

consent form (Appendix B) which complies with the General Data Protection Regulation (GDPR) 

before starting with the experiment. 
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The participants were tested one at a time. After being conducted in the laboratory, they were asked 

to take a seat in front of a laptop with a screen-based eye tracker (Tobii X2 30Hz model). Then a 

GSR (Shimmer3 with Snap-on Velcro straps) was attached to their index and ring fingers - two of 

the most sweat gland-dense parts of the human body - of the non-dominant hand as they had to use 

the mouse (iMotions, 2016). Consequently, they were instructed to not move the hand with the 

GSR throughout the experiment and they were placed at the optimal distance from the eye tracker, 

which is around 60 cm. 

  

Before the experiment started, the eye tracker performed a 5-point calibration in order to adapt the 

algorithms of the eye tracker to the participant and calculate precise and accurate data. Then the 

participants received a short introduced to the topic of the experiment and their tasks without 

revealing too much information to avoid biasing their responses. After reading the instructions, the 

experiment started. 

  

The sample was randomly divided into three sub-groups of equal size, i.e. seven participants each. 

The structure of the experiment is the same for all of the groups, as they all saw a beer-related 

commercial with a follow-up survey, five print ads of beer related to the commercial and followed 

by a survey, six images of alcoholic beverages, also followed by a survey, to strengthen the priming 

effect of the commercial, and they had to choose one beverage – among the ones they had 

previously seen - to drink in a social setting. 

  

There are some differences in the stimuli presented to each group, as the commercials and the print 

ads were different for the three groups. However, to keep some consistency in the exposure time, 

the duration of the three commercials was roughly the same, i.e. between 20 and 30 seconds, and 

the exposure time for all of the print ads and images of alcoholic beverages was the same, i.e. six 

seconds. The exposure time was six seconds, as one to six seconds is the exposure time necessary 

for a stimulus to be perceived by the human eye (Reeves, 1918). Given that the print ads in the 

experiment were somewhat visually complex, as they consisted of more elements, and that it was 

desirable that the participants have the time to get a general overview of the ad, we decided to 

expose them to the images for 6 seconds and not shorter. We decided not to show the stimuli for 

longer because we were interested in the participants’ immediate, emotional reaction and System 

1 processing mechanisms, rather than conscious responses and System 2 processes (Percy, 2016; 

Kahneman, 2002). 
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Likewise, a pre-set, six-second exposure time was decided based on Guido’s (2012) two levels of 

exposure time in the print advertisement: experimenter-controlled and viewer-controlled (no time 

limit). As he claims, experimenter-controlled exposure time is more suitable to test print ads 

because it keeps the time-variable constant allowing the experimenters to make direct comparisons 

of results. Moreover, de Heer and Poiesz (1998) found that people’s ability, motivation, and 

opportunity to process commercial information differs significantly when the exposure time is 

below four seconds, while there is not a big difference between four, six, and eight seconds. Six 

seconds was arguably the most appropriate choice given that the print ads we exposed the 

participants to were somewhat visually complex as they consisted of more elements and that it was 

desirable that they would have the time to get a general overview of the ads, rather than just pay 

their attention to them. This is also coherent with another finding of de Heer and Poiesz’s (1998) 

study, which was that, when the exposure time to print ads was viewer-controlled and without a 

time limit, the subjects’ average viewing time was of 5.56 seconds. Hence, approximately six 

seconds. 

  

The differences among the stimuli presented to the three groups in Phase 1 of the experiment will 

be further explained in the section below.   

3.4.4. Experiment: Phase 1 

3.4.4.1. Group 1 

This group functioned as the control group to benchmark the results of the other two groups. 

Although control groups are normally used to study natural behaviors and reactions of the sample, 

i.e. they are normally not primed; in this case, though, we chose to show them typical, masculine 

beer advertising (Iijima Hall & Crum, 1994). As it can be argued that women are used to seeing 

beer advertising that is targeted at men and, therefore, highly sexist, we claim that exposing them 

to such stimuli does not differ from what would happen in the real world (ibid.). Hence, it only 

enhanced their natural reactions and behaviors to such common advertising allowing us to better 

observe them. 

  

These participants were exposed to several stimuli in the following order. Initially, they saw a beer 

commercial by Carlsberg (2015), which was followed by a follow-up survey on how much they 

liked the commercial and how much they could relate to it, both on a 7-point Likert scale (where 1 

meant “not at all” and 7 “very much”). The survey was used to gain further insights, more 

specifically the valence (positive or negative) of the participants’ emotions, into women’s 
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emotional reactions to the presented stimuli (Russell & Pratt, 1980; Russell, 2003). The valence-

related survey was split into “liking” and “relating” to get more accurate results about the women’s 

emotional reactions to the advertising, as their self-reported answers on how much they liked the 

ads could have only referred to the design and aesthetics of the stimuli, rather than to the content. 

Thus, including a question on how much they could relate to them allowed us to better understand 

if they felt represented by the advertising. 

  

The choice of the commercial was not based on a specific brand, although we wanted to test beer 

advertising of Danish companies, hence why the choice of Carlsberg among the others. Choosing 

commercials from just one Danish brand for the three groups would have been ideal as it would 

have allowed us to keep more consistency across the groups. Likewise, it would have allowed us 

to research how a specific brand is perceived by women and the impact of the three different types 

of advertising on them. Though, we could not find three commercials from the same brand that 

fitted our criteria. 

  

The main reasons why we chose that commercial is because it is quite recent – from 2015 –, and it 

is good example of a typical, male-oriented beer commercial. As such, the commercial portrays 

stereotypical gender roles: women go shopping while men drink beer – served by other women. 

Hence, women are shown in the commercial with the purpose of sexualizing and objectifying them, 

and stresses the fact that beer is a product for “real men”. 

  

Subsequently, the participants were exposed to five beer-related print ads, one at a time. As the 

focus of this thesis is not on a specific brand, the print ads we used were not branded (Appendix 

C). This allowed us to shift the focus from brands to the content of the advertising. In fact, these 

ads were in line with the theme of the commercial, as they all portray either groups of only men 

while they are drinking beer or objectified women who are only associated with beer as they serve 

it to men. Hence, all of the ads support the traditional view that beer is a product for men. Each of 

the print ads was followed by a survey on how much they liked and could relate to the presented 

ad, both on a 7-point Likert scale. 

  

As the choice part of the experiment is common to all of the groups and it is used to test one single 

hypothesis, it will be explained in the second phase of the experiment, after the description of all 

of the groups and the relative hypotheses. 
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3.4.4.2. Group 2 

This group consists of seven participants who were exposed to several stimuli in the following 

order. The first stimulus they saw was a Coors Light beer commercial (Coors Light, 2013). A 

commercial from Carlsberg or another Danish beer company would have been the optimal choice, 

as both the other two groups saw Carlsberg commercials. However, there was not such a 

commercial produced by any Danish beer company that represented women the way we were 

aiming for. That is, the Coors Light commercial portrays a strong and empowered woman who 

drinks a beer after climbing a mountain. Hence, this commercial is somewhat “surprising” and 

original as the woman is not portrayed in a traditional way. In fact, the woman here is the focus of 

the commercial which can be interpreted as an instance of feminism and a statement that women 

can drink beer just like men do. 

  

The commercial was followed by a survey that asked the participants how much they liked and 

could relate to the commercial on a 7-point Likert scale. Subsequently, the participants were 

exposed for six seconds to five print ads of beer that had similar themes as the commercial 

(Appendix D). They all portray women, either by themselves or in groups, while they are enjoying 

a beer. Arguably, they communicate a sense of female empowerment and normalize the fact that 

women drink beer, too. 

  

The ads came one at a time and were followed by a survey that asked the participants how much 

they liked and how much they could relate to that specific ad, on a 7-point Likert scale. Hence, the 

aim of this section of the experiment is to test the following hypothesis: 

  

HP1: Beer advertising based on feminism/women’s empowerment elicits higher positive arousal 

than typical/masculine beer advertising. This will result in: 

a) Higher average scores on how much women like and can relate to advertising. 

b) More pupil dilation on average. 

c) More GSR peaks on average. 

  

According to the literature, content that resonates with consumers is arguably more successful in 

attracting their attention in the first place and speaking to their emotions (Nicks & Carriou, 2016). 

Thus, it is expected that participants from Group 2 have a stronger emotional reaction, i.e. arousal, 

than Group 1 to the beer advertising they are exposed to as it includes them (Russell & Pratt, 1980; 

Russell, 2003). Moreover, the valence of the emotions elicited by the advertising based on feminism 

and women’s empowerment will be more positive than the one elicited by the typical/masculine 
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one. That is because the former type of advertising (i.e. both the commercial and the following 

pictures) portrays women in a positive, non-sexual way.   

3.4.4.3. Group 3 

This last group also consists of seven participants who were exposed to several stimuli in the 

following order. The first stimulus they saw was a Carlsberg beer commercial with the famous 

Danish actor Mads Mikkelsen (Carlsberg, 2017). We chose this commercial because it has a focus 

on Denmark, Copenhagen in particular, and the main theme is Danish pride, which refers to both 

the beauty of the capital of Denmark and some elements that are typical of the Danish culture, such 

as riding bikes, a special attention for interior design, and crafting beer. Thus, this commercial 

creates an association between beer and the Danish culture by suggesting that beer is a typical 

Danish product that Danes can be proud of and foreigners can appreciate. Although the main 

character in this commercial is a man - the famous Danish actor Mads Mikkelsen - and it does not 

show any women, it is not about gender roles and chauvinism. It is more about common national 

pride across Danes of any gender. 

  

Likewise, to assess the valence of the emotions elicited by the commercial, it was followed by a 

survey which asked the participants how much they liked and how much they could relate to the 

commercial on a 7-point Likert scale. Subsequently, the participants saw five beer-related print ads 

for six seconds (Appendix E). The common thread among all of the images and the commercial is 

the lack of focus on sexuality and differences between genders, as they all show groups of both 

males and female friends while they are drinking beer all together. The focus is rather on the social, 

fun, and relaxing aspects of drinking beer. The ads came one at a time and were followed by a 

survey that asked the participants how much they liked and how much they could relate to that 

specific ad on a 7-point Likert scale. 

  

Hence, the aim of this section of the experiment is to test the following hypothesis: 

  

HP2: Beer advertising based on Danish national pride/gender equality elicits higher positive 

arousal than typical/masculine beer advertising. This will result in: 

a) Higher average scores on how much women like and can relate to advertising. 

b) More pupil dilation on average. 

c) More GSR peaks on average. 
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It is expected that participants from Group 3 have a stronger and positive emotional reaction to the 

advertising than Group 1. The theoretical explanation of this is that the key messages of the 

advertising Group 3 was exposed to are about Danish traditions, gender equality, and beer as a 

social element to bond over (Hofstede, 2011; Glamann, 1962). Hence, this type of advertising that 

leverages on Danish culture and the social aspect of drinking beer is arguably more likely to 

resonate with Danish women and automatically elicits their non-conscious Type 1 emotions 

(Russell, 2003). 

  

As such, this advertising elicits positive emotions related to the concept of hygge - typical of the 

Danish culture – and creates a link between these positive emotions and beer (Wiking, 2016; Baker, 

2016; Bigelow, 2017; Nicks & Carriou, 2016). Beer is in fact a hedonic product that is often 

consumed in a social, friendly setting and contributes to creating a “hyggelig” atmosphere, in other 

words, a sense of coziness, relaxation, equality, and community (Wiking, 2016). 

3.4.5. Experiment: Phase 2 

The second phase of the experiment is the same for the three groups. In this phase, the participants 

were exposed for six seconds to six images of alcoholic beverages in a randomized order, one at a 

time. This was to not influence the participants’ choice in the last part of the experiment. In fact, 

one of the human cognitive biases is that people tend to prefer the first option they see (Ching, 

2016). Moreover, after every image there was a survey on how much they liked that specific drink 

on a 7-point Likert scale. 

  

The images were the following: two popular Danish beer brands (i.e. Carlsberg and Tuborg), one 

American beer brand (i.e. Coors Light), one beer brand that specifically targets women with a low-

calorie, slick-bottle beer (i.e. Skinny), and two popular types of cider (i.e. Somersby and Mokaï) 

(Appendix F). The pictures were presented one at a time and after each, there was a survey on how 

much they liked that specific drink on a 7-point Likert scale. The alcoholic beverages were chosen 

because Carlsberg, Tuborg, and Coors Light are typical lager beers – hence, arguably, similar in 

taste and a good example of what is perceived as a product for men – whereas Skinny beer, 

Somersby and Mokaï ciders are examples of products that have been typically targeted to women. 

  

Subsequently, the participants were asked to choose one alcoholic beverage among the ones they 

had previously seen at the beginning of Phase 2 of the experiment. The choice was contextualized 

– we asked them what beverage they would choose if they were to go to a party - as we were 

interested in studying what they would choose in a social setting. Thus, introducing the cultural 



69 

and social aspect of consuming alcohol allowed us to get a more realistic overview on what they 

would choose in real life to represent and project the right image of themselves (Belk, 1988). 

Moreover, it is a further test to understand if the effect of emotional priming succeeded in changing 

the ingrained social perception that beer is a product for men and in driving the participants to 

choose beer (Nicks & Carriou, 2016). 

  

Thus, as the aim of this section is to gain insights into the effects of emotional beer priming on 

women’s choice, the following hypothesis will be tested: 

  

HP3: The higher the positive arousal in women’s response to beer advertising, the more likely they 

are to choose beer.  

a) Higher average scores on how much women like beer will result in more choice of beer. 

b) More pupil dilation results in more choice of beer. 

c) More GSR peaks result in more choice of beer. 

 

As a result of being positively primed through advertising that elicits the participants’ emotions, it 

is more likely that participants from Groups 2 and 3 will choose more beer than participants from 

Group 1. This is in line with the results - discussed in the literature section - from Lee and colleagues 

(2009) and Hernandez and Chapa’s (2010) research, as they claim that positive emotions aroused 

by advertising that taps into consumers’ emotions enhance the chance that they will choose the 

product presented in the advertisement. 

  

Thus, as Groups 2 and 3 were exposed to beer advertising that is positively emotionally charged 

for them, it is more likely that these participants will automatically classify the stimuli as “good” 

and will manifest immediate approach tendencies to beer, i.e. choose beer (Chen & Bargh, 1999). 

In contrast, participants from Group 1, who were exposed to less emotionally-charged advertising, 

or somewhat emotionally-charged but with negative valence, will be more likely to manifest 

avoidance tendencies and choose more “girly” drinks, such as ciders, as that is what is perceived 

as socially acceptable (ibid.). 

  

The results of the experiment will be used to test the hypothesis in the following order and through 

the statistical analyses reported below: 
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Hypothesis Methodology Statistical Analysis 

HP1 & HP2 Eye Tracking + GSR + 

Survey 

Preliminary test: One-way 

ANOVA test with three 

levels 

  

HP1: Beer advertising based 

on feminism/women’s 

empowerment elicits higher 

positive arousal than 

typical/masculine beer 

advertising. 

Eye Tracking + GSR + 

Survey 

t-tests 

HP2:  Beer advertising based 

on Danish national 

pride/gender equality elicits 

higher positive arousal than 

typical/masculine beer 

advertising. 

Eye Tracking + GSR + 

Survey 

t-tests 

HP3: The higher the positive 

arousal in women’s response 

to beer advertising, the more 

likely they are to choose 

beer. 

Eye Tracking + GSR + 

Survey 

Regression 

  

4. DATA ANALYSIS AND FINDINGS 

The current section is divided into two subsections, mirroring Phases 1 and 2 of the experiment 

depicted in the methodology section. 
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Hence, in this next section, we firstly aim to investigate whether Group 2 and 3’s emotional 

reactions differ from the control group, i.e. Group 1’s. Thus, we test HP1 to make a comparison 

between the participants’ emotional reactions to advertising based on feminism/women’s 

empowerment and emotional reactions to advertising based on typical/masculine advertising. 

Likewise, we test HP2 to compare emotional reactions elicited by advertising based on Danish 

national pride/gender equality to the ones elicited by typical/masculine advertising. However, we 

will not directly test if there are any significant differences between emotional reactions elicited by 

advertising based on feminism/women’s empowerment and the ones elicited by Danish national 

pride/gender equality-based advertising as the focus of this thesis is on assessing the effectiveness 

of these two types of beer advertising on women compared to more traditional beer advertising. To 

investigate the participants’ emotional reactions (arousal and valence), findings look into measures 

such as average pupil dilation, GSR peaks, and stated preferences regarding likeability and 

relatedness toward the commercials and print advertisements. Secondly, testing HP3 will give us 

insights into the outcome of emotional priming on participants’ drink choices. 

  

Additionally, findings are complemented and contextualized with data gathered through the 

interviews run after the experiment. While most of the data collected in the interviews will be 

debated in the discussion section, it is important for the current section to contextualize participants’ 

stated alcohol drinking frequency - it should be recalled that all the participants are alcohol 

consumers, as we ensured through the sampling process-. Out of the 21 participants, 10% stated 

that they drink alcohol less than once a week, 76% declared that they drink once or twice per week, 

and 14% affirmed that they drink three or four times per week on average. The data are in line with 

the average alcohol drinking frequency for Danish women (Statista, 2018). 

  

The outcomes related to the hypotheses made in the methodology section are displayed and 

summarized in the table below (Figure 4.1) and will be thoroughly explained in the rest of the 

section, by highlighting which methods have been employed and how data have been treated to 

arrive at the results. 
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Figure 4.1. Summary of Hypotheses, sub-hypotheses and outcomes 

4.1. Findings from Phase 1 of the Experiment 

In the current subsection, we present findings resulting from the first phase of the experiment, 

obtained by using triangulation - which includes survey, eye tracker and GSR-. We investigated 

significance testing for HP1 and HP2 by first running an ANOVA test in Excel to obtain a general 

sense of the data followed by two-sample t-tests. However, before diving into a detailed analysis, 

we present three tables (Figure 4.2), which summarize the findings from surveys, eye tracking and 

GSR, successively employed to run the tests. 
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Figure 4.2. Summary of findings from the survey, eye tracking and GSR. 

4.1.1. Measurement Methods and Units of Measure 

To better comprehend the findings and how we obtained them, it is crucial to understand 

measurement methods and the units of measure employed for each method. 

Regarding the survey, each participant was shown one commercial (different for each of the three 

groups), and five ads (again different by group). To the commercial and to each ad, the participants 

assigned both a likeability (i.e. “How much did you like…?”) and relatedness (i.e. “How much do 

you relate to…?) score. Both likeability and relatedness scores were on a 7-point Likert scale, so 

as to obtain comparable data and compute a meaningful average score. For each participant, we 

first computed the average between likeability and relatedness score for each ad/commercial to 

have a holistic measure of the valence of their emotions toward not only the aesthetics of the ads 

but also the content. Eventually, we computed an overall average, resulting from the six calculated 

averages. In so doing, we obtained an average score that could range from one to seven, comparable 

both within and across the three different groups. These scores have subsequently been employed 

to run the ANOVA and the t-tests. 

For what concerns the selected measurement method gained from the eye tracker, we focused on 

the average pupil dilation, which, as already mentioned, can provide insights into the emotional 

arousal resulting from what the eye is exposed to. Since the variation is by nature small in size, the 

change in dilation was quantified using millimeters as a unit of measurement. Similar to the 

approach used for surveys, we determined six average pupil dilations, resulting from an 

approximately 20 seconds exposure to the commercial, and  six seconds exposure to each ad. 

Successively, the average of the seven pupil dilations were computed for each participant and for 

each group, and used to first run the ANOVA, and then the t-tests. 
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A slightly different reasoning applies to the GSR: for each participant, we counted how many peaks 

of sweat secretion they had when watching the commercial and when looking at each of the ads. 

Subsequently, we computed the total sum of peaks experienced by each participant by summing 

the total amount of peaks recorded for the commercial and the ads.  Following, the total number of 

peaks for each participant, divided by group, was used to run the ANOVA, the F-tests and the t-

tests to answer HP1 and HP2. 

4.1.2. ANOVA 

Now that the measurements methods have been clarified, we present an ANOVA, which provides 

a general sense of the data functional to get a first indication of whether we should expect any of 

the means to differ among each other for the different groups Statistics Laerd, 2019). The one-way 

ANOVA test with three levels that was run for the survey, eye tracking and GSR scores (see Figure 

4.3), provides an overview of whether any means in one of the three groups differ from any other 

mean. However, it does not provide a clear indication of which group mean differs from which 

other (Statistics Laerd, 2019). 

 

 

 

Figure 4.3. ANOVA tests on the survey, eye tracking and GSR data 

However, looking at the ANOVA results furnishes a first feel for the data. Regarding the survey 

ANOVA, we found an F value of 9.29, consistently higher than the F-critical value of 3.56. Along 

with that, the p-value is equal to 0.00, which is lower than the standard 0.05 threshold adopted to 

determine statistical significance. These elements suggest that at least one group mean significantly 

differs from the other two, with a 95% confidence level. However, the ANOVA provides no 

indication of which group means differ from the others and whether it is higher or lower (Statistics 

Laerd, 2019). 
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The results obtained from the ANOVA run on the results from eye tracker and GSR are different. 

For the eye tracker, the ANOVA gave an F value equal to 2.30, lower than the F-critical value of 

3.55. Along with that, the p-value is equal to 0.13, higher than the 0.05 threshold necessary to show 

statistical significance. Thus, the ANOVA for eye tracking suggests that no mean differs from the 

other. Therefore, this gives us a clear indication that no group mean is different from the others, 

which indicates that there is no reason to run any two-sample t-tests.  

A similar reasoning applies to the GSR: an F value equal to 0.06 - against an F-critical value of 

3.55-, and a p-value equal to 0.94 gives a clear indication that no group-mean differs from the 

others, which makes it superfluous to run any two-sample t-tests between the groups of interest. 

4.1.3. T-test 

After gaining preliminary insights into the data by running the three-level ANOVA - one for each 

measurement methods employed -, we planned to test HP1 and HP2 by running two-sample t-tests 

for the ANOVA that returned a statistically significant difference between at least two group means. 

Both HP1 and HP2 have been split into three sub-hypotheses, one for each measurement method 

(i.e. survey, eye tracker and GSR). We start by presenting results for HP1.  

4.1.4. HP1 

Our first hypothesis is that beer advertising based on feminism/women’s empowerment elicits 

higher positive arousal than typical/masculine beer advertising. This has been sub-divided into the 

three sub-hypotheses presented below: 

●  HP1 (a): Participants within the feminism/women’s empowerment group will show on 

average higher survey scores for likeability and relatedness than participants in the 

typical/masculine group. 

In statistical terms: 

H0: μsurveyF = μsurveyM                          H1: μsurveyF >μsurevyM 

●  HP1 (b): Participants in the feminism/women’s empowerment group will show on 

average higher pupil dilation than participants in the typical/masculine group. 

In statistical terms: 

H0: μeyetrackingF = μeyetrackingM            H1: μeyetrackingF > μeyetrackingM 

(Assuming more pupil dilation entails higher positive arousal). 
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●  HP1 (c): Participants in the feminism/women’s empowerment group will show on 

average more GSR peaks than participants in the typical/masculine group. 

In statistical terms: 

           H0: μGSRF = μGSRM                         H1: μGSRF > μGSRM 

         (Assuming more GSR peaks entail higher positive arousal). 

  

Based on the ANOVA results, we run a t-test only on the survey data, as the ANOVA output 

indicates that they are the only ones in which at least one of the groups’ means significantly differ 

from the others. Specifically, we run a two-sample t-tests assuming unequal variances, as it reports 

a confidence interval for the difference between two means that is usable even if the standard 

deviations differ. Figure 4.4 below shows the t-test results for HP1 (a). 

  

Figure 4.4. T-tests for HP1 (a) 

From these results, and recalling the ANOVA output, we conclude that: 

• For  HP1 (a), we can reject H0, as the t-test shows a one-tail t-score equal to 3.50 (higher 

than the t-one tail critical value of 1.89) and a one-tail p-value of 0.03, indicating that, if 

we adopt a standard 95% confidence level, we can reject H0 and conclude that the mean 

likeability and average scores for participants in the feminist/women’s empowerment 

group are significantly higher than in the typical/masculine group. 

• We cannot reject H0 for HP1 (b), as the ANOVA output clearly indicates that none of the 

groups’ means significantly differs from the others. 

• For the same reasons, we cannot reject H0 for HP1 (c): the ANOVA output once again 

suggests that none of the groups’ means significantly differs from the others. 
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4.1.5. HP2 

An analogous process to that followed to present the results of HP1 is adopted to show the outcomes 

of HP2. The hypothesis states that beer advertising based on Danish national pride/gender equality 

elicits higher positive arousal than typical/masculine beer advertising. 

The three sub-hypotheses are respectively: 

• HP2 (a): Participants within the Danish national pride/gender equality group will show on 

average higher survey scores for likeability and relatedness than participants in the 

typical/masculine group. 

In statistical terms: 

H0: μsurveyGN = μsurveyM                 H1: μsurveyGN >μsurevyM 

• HP2 (b): Participants in the Danish national pride/gender equality group will show on 

average higher pupil dilation than participants in the typical/masculine group. 

In statistical terms: 

H0: μeyetrackingGN = μeyetrackingM          H1: μeyetrackingGN > μeyetrackingM 

(Assuming more pupil dilation entails higher positive arousal). 

• HP2 (c): Participants in the Danish national pride/gender equality group will show on 

average more GSR peaks than participants in the typical/masculine group. 

In statistical terms: 

H0: μGSR-GM = μGSR-M                  H1: μGSR-GN > μGSR-M 

         (Assuming more GSR peaks entail higher positive arousal). 

 

As for HP1, we based the analysis on the ANOVA output shown above. As a result, we only 

conducted a t-test for the survey data, since, as already outlined, they are the only ones for which 

the ANOVA indicates that at least one group mean significantly differs from the others (see Figure 

4.5). 
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Figure 4.5. T-tests for HP2 (a) 

It is not surprising that the results mirror the outcomes obtained for HP1. In fact, we infer that: 

●  For HP2 (a), we can reject H0. Indeed, the t-test shows a one-tail t-score of 3.67, matched 

by a one-tail p-value of 0.00, indicating that, with a 95% confidence level, we can deduce 

that the mean likeability and average scores for participants in Danish national pride/gender 

equality group are significantly higher than in the typical/masculine one. 

●  We cannot reject H0 for HP2 (b), as the ANOVA output clearly indicates that none of 

the groups’ means significantly differs from the others. 

●  For the same reasons, we cannot reject H0 for HP2 (c): the ANOVA output once again 

suggests that none of the groups’ means significantly differs from the others. 

4.2. Findings from Phase 2 of the Experiment 

In the following, we present the findings from Phase 2 of the experiment, once again collected by 

using triangulation, which involved the use of a survey, eye tracker, and GSR. Additionally, as it 

will be explained below, we also relied on some of the data collected in the follow-up interviews 

to test the first sub hypothesis for HP3. 

4.2.1. HP3 

As it is, HP3 relies on the results of HP1 and HP2. The logical consequence of this is to test whether 

the higher or lower positive arousal caused by the type of priming the participants in different 

groups have been exposed to is correlated with a higher or lower choice of beer at the end of the 

experiment. 

As it is formulated, HP3 states: 

The higher the positive arousal in women’s response to beer advertising, the more likely they are 

to choose beer. 
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Hence, we would like to investigate whether, regardless of the group participants belong to, and 

generally speaking, higher arousal caused by beer advertising correlates with a higher choice of 

beer. Even though HP1 and HP2 are conceptually connected to HP3, the statistical analysis is not 

directly linked to the outcomes obtained in HP1 and HP2. This is the reason why we decided to 

proceed and run three regressions: one for the survey data, one for the eye tracking data and one 

for the GSR data, even though in HP1 and HP2 we did not obtain any statistically significant results 

for data from eye tracking and GSR. Additionally, each of the three regressions will be run by 

pooling in a single group all the 21 participants, which in HP1 and HP2 were separated into three 

different groups. 

Therefore, in practice, to address HP3, we adopted the same framework as for HP1 and HP2, thus 

splitting HP3 into three sub-hypotheses. Each sub-hypothesis has then been tested through 

regression.  For each sub-hypothesis, we employed a different independent variable, as it will be 

further clarified below. However, for all the three sub-hypotheses, the dependent variable was the 

drink choice made by each participant at the end of the experiment; it should be recalled that such 

choice was made between six different drinks: Carlsberg beer, Tuborg beer, Coors Light beer, 

Skinny beer, Somersby cider and Mokai cider, as shown below in Figure 4.6. Consequently, the 

starting variable would be categorical, thus not suitable as the dependent variable to run a 

regression. 

 

Figure 4.6. Six drinks participants could choose from  

4.2.1.1. Dependent Variable Recoding 

Since the drink choice represents a categorical variable, we would not have been able to use it as a 

dependent variable. Therefore, we re-coded participants’ choice into a numerical one by applying 

the following reasoning: as our hypothesis sets that a higher positive arousal would lead to a higher 
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choice of beer, we assigned the highest value to the choice of the “standard” beers: Carlsberg, 

Tuborg and Coors Light. Along the same line, we assigned an intermediate value to the choice of 

a “non-standard”, meaning a beer explicitly targeted to women, which is Skinny beer. At last, we 

assigned the lowest value to the choice of a non-beer drink, which is to say the two ciders (i.e. 

Somersby and Mokai). A summary of how the choices have been re-coded to obtain a numerical 

variable is presented in Figure 4.7 below. 

 

Figure 4.7. Recoding of the dependent variable from categorical to numerical 

Once clarified the recoding values for the dependent variable, we can present the three sub-

hypotheses, which will subsequently be addressed one by one: 

●  HP3 (a): Higher average scores on how much women like beer will result in more choice 

of beer. 

●  HP3 (b): More pupil dilation results in more choice of beer. 

●  HP3 (c): More GSR peaks result in more choice of beer. 

4.2.1.2. HP3 Testing: Regression Analysis 

To begin with, we display the results from HP3 (a) in the section below. As anticipated, in testing 

HP3 (a) we run two regressions.  

HP3 Testing: Experiment-based Regression Analysis 

In the first one, we used data collected during the experiment through the survey to be used as an 

independent variable. Specifically, we looked at each participant’s survey responses on how much 

they like Carlsberg, Tuborg and Coors Light on a 7 Point Likert-scale, computed the average of the 

three scores and employed the resulting score as an independent variable (see Appendix G). 

HP3 Testing: Interview-based Regression Analysis 

For what concerns the second regression, we tapped into the data collected from the follow-up 

interviews. Specifically, we looked at participants’ responses to the question “How much do you 

like beer?” (Recall that, as in the first case, also here we adopted a 7 Point Likert-scale to record 
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the responses). Notwithstanding the fact that participants have not been directly exposed to beer 

advertising during the follow-up interviews, as the experiment preceded the interviews, we 

assumed that their responses to the question would partially result from the priming effect caused 

by the experiment and would still entail an emotional element, due to beer being a hedonic product, 

as previously discussed. We found proof of this from the recorded interviews by observing the 

average time that it took to the participants to answer the question from the moment it was 

formulated, and we found that on average it only took 2.5 seconds, with no participant requiring 

longer than four seconds (see Appendix H). 

Once the data employed for HP3 (a) have been clarified, we can re-propose HP3 (a) and state it in 

statistical terms: 

●  HP3 (a): Higher average scores on how much women like beer will result in more choice 

of beer. 

In statistical terms: 

H0: b1Survey= 0                 H1: b1Survey ≠ 0 

H0: b1Interview= 0                   H1: b1Interview ≠ 0 

In statistical terms, b1 represents the slope of the regression line, which is the change in the 

dependent variable for each unit change in the independent one. In the current case, b1 represents 

how much more or fewer participants were likely to choose beer, given their survey or follow-up 

interview responses on how much they like beer. Therefore, we do not only want b1 to be different 

from 0, but we also want it to be positive in order for the hypothesis to be demonstrated. In fact, a 

positive b1 would point to the fact that higher scores on how much participants like beer are 

positively correlated with the choice of beer. To be noted is that we purposely refer to correlation 

rather than causation, due to a variety of factors that we will further explain below. 

4.2.1.3. HP3 (a) Regression Outputs 

Survey 

Looking now into the outputs, of HP3 (a), we observe that for the first regression (see Figure 4.8) 

the b1 coefficient for the survey is positive and equal to 0.2487, which is in line with our 

expectations. 
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Figure 4.8. Output summary for HP3 (a) first regression 

However, there are a few factors to take into consideration. To begin with, at a significance level 

of 5%, then looking at the p-value, which is equal to 0.06, we cannot reject H0. Along the same 

line, we find the b1 standard error to be high (i.e. 0.17), which causes the t-Stat value to be lower 

than it would with a lower standard error (recall that the t-Stat is computed by dividing the b1 

coefficient by the standard error). As mentioned in the methodology, such a high standard error 

was expected and is arguably explained by the relatively low number of participants taking part in 

the study. 

Additionally, when looking at the R square equal to 0.1, we infer that the predictive power of the 

model is quite low. In fact, R squared shows how much of the variation in the dependent variable 

can be attributed to the variation in the independent one, and we find that in this case, the model 

explains only 10% of the variation in drink choice, given the different scores in how much 

participants like beer. Such output is however understandable, considering once again the low 

number of participants, along with the fact that we employed only one variable and no control 

variables. This means that omitted-variable bias might occur in this case, which however is a minor 

concern, given that we are trying to demonstrate a positive linear correlation rather than inferring 

causality. 
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Follow-up interviews 

We observe similar results in the output from the second regression (see Figure 4.9). 

 

 

Figure 4.9. Output summary for HP3 (a) second regression 

The b1 coefficient is positive and equal to 0.39. However, in this case, we are also able to reject 

H0 at the 5% significance level since the p-value is equal to 0.00. Moreover, the predictive power 

of the model is consistently higher, R squared being equal to 38.83%. However, as this output 

results from the follow-up interviews, which entails asking them how much they like beer after 

they made the drink choice, there may be a bias. In fact, since the participants made the choice 

before the follow-up interview and the answers of the interviews they provided could not be strictly 

related to the experiment, it is unlikely that the model can infer causality, and there may be a 

multicollinearity issue between the two variables. However, as the aim of the hypothesis is to 

understand the correlation between the two variables rather than causality, we can partially 

disregard timeline and multicollinearity biases. 

Conclusively, we can partially reject H0 at a 5% confidence level. This means that we can 

intuitively affirm that there is a positive correlation between high scores on how much women like 

beer and the drink of choice, also shown by the trend lines for both of the discussed regressions. 
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4.2.1.4. HP3 (b) Regression Output - Eye Tracking 

We now present the second sub hypothesis for HP3, which states: 

●  HP3 (b): More pupil dilation results in more choice of beer. 

In Statistical terms: 

H0: b1EyeTracker= 0                          H1: b1EyeTracker ≠ 0 

Once again, we do not only want to prove that b1 is different from 0, we also require it to be positive 

in order for HP3 (b) to be fully demonstrated. As for HP3 (a), the dependent variable in the 

regression is the drink choice made at the end of the experiment. What changes is the independent 

variable, which in this case is built using the data collected through the eye tracker during the 

experiment. Specifically, we computed the average pupil dilation for each participant throughout 

the exposure to the beer commercial and the five beer ads (see Appendix I). 

Even though we did not have enough statistical evidence to fully reject H0 and affirm with certainty 

that feminine/women empowerment and Danish culture/gender equality advertising are 

characterized by more pupil dilation than in masculine/typical beer advertising, we still noticed that 

pupil dilation data for the former two groups were on average higher than for the latter one. 

Therefore, we then tested whether more pupil dilation, a sign of positive arousal, is positively 

correlated with more choice of beer. This would contribute to providing evidence to affirm that 

priming worked. 

Looking at the output (see Figure 4.10), we notice once again a positive b1 coefficient for pupil 

dilation equal to 0.29, which is in line with the expectations. However, in this case, the positive b1 

is matched by a remarkably high standard error (i.e. 0.42) and an even higher p-value of 0.58, which 

prevents us from rejecting the null hypothesis at any reasonable significance level. 

Along with that, R squared is particularly low (i.e. 1.65%), meaning that the model has an almost 

null explanatory power. Once again, we need to recognize that the low number of participants and 

the already insufficient statistical evidence in phase one of the experiment may have contributed to 

this output. Digging deeper into the matter, we add that this might also be attributable to 

measurement errors given the high sensitivity of the measurement method. 

All in all, notwithstanding the positive b1 coefficient, which is also graphically represented by the 

positive inclination of the trend line, we do not have enough statistical evidence to affirm with 

certainty that there is a significant positive linear correlation between higher participants’ pupil 

dilation and the choice of beer. 
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Figure 4.10. Output summary for HP3 (b) regression 

4.2.1.5. HP3 (c) Regression Output - GSR 

At last, we present the employed data and the resulting output for HP3 (c), which is restated below: 

●  HP3 (c): More GSR peaks result in more choice of beer. 

In Statistical terms: 

H0: b1GSR= 0                   H1: b1GSR ≠ 0 

As for HP3 (a) and HP3 (b), we do not only want to verify that b1 is different from 0, we also want 

it to be positive in order for HP3 (c) to be fully demonstrated. Once again, the dependent variable 

in the regression is the drink choice made by each participant at the end of the experiment. The 

independent variable obtained through the data collected by the GSR during the experiment once 

more changes. Specifically, for each participant, we calculated the average GSR peaks throughout 

the exposure to the beer commercial and the five beer ads (see Appendix J). 

The applied reasoning is the same as for HP3 (b): we started from the idea, which we tried to 

demonstrate in the first phase of the experiment, namely that participants in the feminism/women 

empowerment and in the Danish pride/gender neutral groups would have more GSR peaks than 

participants in the typical/masculine group, as a sign of more positive arousal. Therefore, in phase 
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two we tried to test whether a higher total amount of GSR peaks would result in more choice of 

beer, which would demonstrate that the priming has worked. 

However, when looking into the output from the regression (see Figure 4.11), data are even more 

discomforting than in HP3 (b). In fact, in this case not only the p-value is remarkably high (0.39), 

but the b1 coefficient is negative (-0.06), as denoted by the negatively sloped trend line. On top of 

that, the R squared shows the low predictive power of the model. As for HP3 (b), the doubt regards 

the measurement precision along with the meaning attributed to the GSR peaks, as it will be 

discussed in the next section. 

However, it is evident the fact that we are by no means able to reject H0 and state with statistical 

confidence that there is a positive linear relationship between the amount of GSR peaks and the 

drink choice made by participants at the end of the experiment. 

 

 

Figure 4.11. Output summary for HP3 (c) regression 
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4.2.2. Heat maps and Choice 

An interesting outcome of Phase 2 of the experiment - the one regarding the participants’ choice - 

results from eye tracking. As described in the methodology section of this thesis, one of the most 

commonly used eye tracking metrics are heat maps. Heat maps are indicators of visual attention as 

they reveal where the participants directed their gaze the most during the experiment. As the 

participants were divided into three groups, this distinction is consistently maintained in the heat 

maps, i.e. one heat map for each group. This allows us to compare and contrast the results of the 

experiment across the groups. Although the differences across the three groups are limited, there 

are some and they arguably reflect the participants’ choices for the reasons that will be now 

presented. As such, analyzing the heat maps in relation to the participants’ choices allows us to 

infer that participants show a significant gaze bias toward the option that was ultimately chosen. 

  

We will now perform a qualitative analysis of the three heat maps where the overall participants’ 

degree of attention intensity is represented by a range of colors between green (i.e. low) and red 

(i.e. high). An alternative way of analyzing the data would be to first define areas of interest (AOI) 

and consequently extract metrics specifically for those regions, such as time to first fixation 

(TTFF), number of fixations, and average fixation duration. However, given the minor focus of this 

thesis on visual attention, which is nevertheless a necessary step to get to emotions - as individuals 

need to attend to a stimulus in the first place to emotionally react to it -, we chose not to perform a 

quantitative analysis of the data. 

  

Starting with Group 1, i.e. the one exposed to “masculine” ads, we see that four people chose beer 

- three chose Tuborg and one chose Carlsberg - and three people chose Somersby cider during the 

experiment. This is in line with the gaze distribution within the group’s heat map reported below 

(Figure 4.12). In fact, it can be noticed that the participants’ attention intensity is the highest for 

Tuborg, Carlsberg and Somersby. Therefore, we can infer that the name of the alcoholic beverages 

that were looked at the most are also the drinks that the participants chose most frequently. 



88 

 

Figure 4.12: Heat map Group 1 (masculine) 

  

Likewise, five participants from Group 2, i.e. those exposed to “feminine/women’s empowering” 

ads, chose beer - of which three chose Tuborg and two chose Carlsberg - at the end of the 

experiment, whereas two participants chose Somersby. Also, in this case, the choices are aligned 

with the overall gaze distribution of the participants reported in the heat map below (Figure 4.13). 

As such, these participants’ attention was more intense for Tuborg and Carlsberg beers and for 

Somersby cider, although it is lower for the latter than for the other drinks. Hence, we can infer that 

the participants ultimately chose the drinks that they looked more intensively at. It is also worth 

noticing that more participants from Group 2 than from Group 1 focused their attention on and 

chose the two popular Danish beer brands. 
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Figure 4.13: Heat map Group 2 (feminine/women’s empowerment) 

  

Lastly, all of the participants from Group 3, i.e. those exposed to advertising with Danish national 

pride and gender-neutral themes, chose beer. Moreover, this group’s heat map (Figure 4.14) clearly 

shows that the participants’ gaze was mostly directed towards beer, i.e. Carlsberg and Tuborg, and 

they paid little attention to the drinks targeted more explicitly to women. This, once again, mirrors 

their drinks of choice (Carlsberg and Tuborg). Another interesting finding is that the heat map from 

Group 3 reveals a higher attention intensity towards popular Danish beers than the ones from the 

other two groups. Accordingly, Group 3 is also the group from which the participants selected those 

two beers the most. 
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Figure 4.14: Heat map Group 3 (Danish national pride/gender-neutral) 

  

5. DISCUSSION 

The overall goal of the following sections is to further investigate the reasons behind the experiment 

findings from Group 2 and Group 3 in comparison with the control group, i.e. Group 1. To do so 

holistically, we will interpret and contextualize the findings of the experiment by integrating them 

with the follow-up interviews and linking them to the existing theory. Thus, this section mirrors 

the sub-research questions and hypotheses tripartition in its structure as it consists of three 

subsections that aim to discuss the findings of each of the three hypotheses and ultimately answer 

each sub-research question. The complete transcription of the follow-up interviews can be found 

in the Appendices section (Appendix K). 

  

Moreover, we summarized and inserted the participants’ answers into tables to better identify and 

code the most frequent topics. As such, the table in Appendix L summarizes the participants’ 

answers to the experiment related questions of the interview. The table in Appendix M summarizes 

their answers related to their alcoholic drinks’ preferences in terms of taste, sweet vs. bitter, 

carbonation, calories, alcoholic content and aesthetics.  The table in Appendix N shows their beer-

taste and beer-preference related answers. Finally, the table in Appendix O summarizes their 

answers related to the relationship between beer and the Danish culture, i.e. beer as a typical Danish 
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product, the role of beer in the Danish society, their perception of who beer is for, and their feelings 

toward a beer made exclusively for women. 

  

In order not to bias the participants’ answers, we built the questions of the interviews from initially 

more generic topics (e.g. taste, caloric and alcoholic content in any given alcoholic drink), to then 

narrow them down to beer-related questions and the role that beer plays in the Danish culture, and 

finally experiment-related questions. As our interest was on the last three categories of questions, 

we will mainly focus on them touching upon the first category to clarify certain topics. 

5.1. Control Group Overview 

Here we will discuss the insights gained from the follow-up interviews with participants in Group 

1. As this group is the control group, its purpose is to set the standard to which findings from Group 

2 and 3 are compared and is therefore not the focus of this thesis. However, it is crucial to analyze 

the control group’s responses to the experiment and their perception of the role that beer plays in 

the Danish society in order to understand how Danish women generally feel about beer advertising 

they are used to seeing and their overall perception of beer. This will ultimately allow us to assess 

the impact of commercials based on feminism/women’s empowerment and gender-neutral/Danish 

national pride on participants’ emotions and consequently choices compared to more traditional 

advertising. Hence, we will present the findings from the follow-up interviews with the control 

group addressing the commercial, print ads and their cultural perception of beer next to lay the 

foundations for the discussion of HP1 and HP2. 

5.1.1. Commercial 

Group 1’s emerging impressions can be divided into two groups: 57% of the participants had a 

mainly negative reaction (Participants 1, 6, 9, 10) and 43% of them had a mainly positive reaction 

(Participants 8, 11, 18). However, many of the responses were nuanced, meaning they presented 

contrasting feelings toward the commercial. We can attribute this finding to several reasons. One 

of them could be found in response bias where participants who had a mainly negative reaction 

tried to compensate by giving some positive feedback aiming to please the researchers. Similarly, 

participants who had a mainly positive reaction might have tried to further examine the commercial 

with a critical eye considering that they were in a laboratory setting, i.e. under artificial 

circumstances. 

Overall, the strongest negative impression was that the commercial portrays stereotypical gender 

roles, such as going shopping is for women and drinking beer is for men, and perhaps is slightly 
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offensive because of that (Participants 1 and 9). This is in line with the impression most of the 

participants expressed when explicitly asked how women were portrayed in the commercial as they 

felt like the women enacted traditional and stereotypical gender roles (Participants 1, 8, 9 and 18). 

Moreover, 43% of the participants offered some interesting perspectives on how women are 

represented: they thought it was an outdated representation of gender roles as, nowadays, women 

can also drink beer, go out and have fun (Participants 9, 10 and 11). Another widespread criticism 

to the commercial was that it targeted men rather than to women or both (Participants 6, 8, 9 and 

10). 

Conversely, we obtained an unexpectedly positive reaction, which is that some of the participants 

enjoyed the commercial because they thought it was funny mostly because it shows a common 

situation (Participants 6, 8, 9, 11 and 18). An explanation for this could be that women are used to 

seeing stereotypical beer advertising and tend to accept it as, for instance, 29% of the participants 

stated that the commercial they saw was a typical Carlsberg commercial (Participants 6 and 8). 

However, these participants also stated that they were not attracted to the product as they did not 

feel represented in the commercial. 

5.1.2. Print Ads 

We obtained a much stronger negative reaction to the print ads than to the commercial. Within the 

control group, 71% of the participants expressed their negative impressions of the ads as women 

were reduced to sex objects, the ads were heavily targeted to men as they were male-dominant and 

men were portrayed as the only ones who can have fun while women were just there to satisfy their 

needs - by serving them beer (Participants 1, 8, 9, 10 and 18). Moreover, when participants were 

explicitly asked how women were portrayed in the print ads, they all expressed negative 

impressions, such as sex objects or non-existent given that everything revolved around men 

(Participants 1, 6, 8, 9, 10, 11 and 18). This led participants to state they could not at all relate to 

the message the print ads carry. 

When comparing the participants’ impressions of the commercial with the print ads, we notice that 

Danish women are more prone to accept advertising that portrays stereotypical gender roles and 

find it somewhat funny – although, once again, they do not feel represented by that - than 

advertising which is centered on sexual objectification of women to target men. Interestingly, 29% 

of the participants, who believed women were overly objectified and sexualized in the ads, tried to 

find a cultural justification to this by saying that the ads showed an aspect of German traditions - 

beer maids (Participants 1 and 8). This suggests that they attempted to estrange that representation 
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of women from the Danish culture as they felt it did not belong to their culture and attribute it to 

another culture, the German one. 

5.1.3. Cultural Perception of Beer 

According to all of the participants in Group 1, beer is traditional Danish product, which provides 

them with a common national background (Participants 8, 9 and 18) it is also a product they can be 

proud of as Danes (Participants 1, 6, 8, 10, 11 and 18)  and has the social function of bringing 

people together (Participants 1, 6, 8, 9, 10, 11 and 18) and facilitating social interactions 

(Participants 8, 9 and 10). However, 29% of the participants stated that their perception is that beer 

is a product mostly for men due to stereotypes and how it has traditionally been marketed 

(Participants 6 and 7). 

Furthermore, 57% of the participants would be open to the idea of having a beer targeting 

specifically women or think that other women might try it on the condition that it tastes better than 

regular beer, but they think they would still prefer the taste of regular beer (Participants 1, 6, 8 and 

18). Whereas 29% of the participants did not like the idea for taste reasons as they thought they 

would not like a sweeter beer (Participants 9 and 11). Similarly, 29% of the participants strongly 

rejected the idea as they thought it would be discriminatory to women (Participants 8 and 10).  

This indicates that traditional and current beer advertising, such as the one participants in Group 1 

were exposed to, has failed and fails to draw Danish women to the product - although it is part of 

their cultural traditions - as they cannot relate to the messages these advertisements pass on 

consumers. Therefore, they perceive beer as a product that is not for them. A result is that there are 

mixed feelings towards beer as some women claim they would be open to try a product specifically 

targeted to them only if it tasted better than regular beer. While others reject the idea because they 

like the taste of regular beer and they think a product made specifically for women would be 

discriminatory. 

5.2. Discussion HP1 

In the current section, we will discuss the findings for HP1, addressing the three sub-hypotheses 

presented in the previous section. It should be recalled that in the first hypothesis we tried to 

demonstrate that beer advertising based on feminism/women’s empowerment elicits higher positive 

arousal than typical/masculine beer advertising. Consequently, in the following we will debate the 

findings Group 2 (i.e. one of the two test groups, with participants exposed to feminist/women 

empowerment advertising). The first hypothesis is reported below as a reminder. 
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HP1: Beer advertising based on feminism/women’s empowerment elicits higher positive arousal 

than typical/masculine beer advertising. This will result in: 

a) Higher average scores on how much women like and can relate to advertising. 

b) More pupil dilation on average. 

c) More GSR peaks on average.  

5.2.1. Experiment-Related Findings 

After analyzing the experiment-related data, we concluded in the previous section that our first 

hypothesis is only supported by survey data, while the eye tracker and GSR did not return 

statistically significant results. This was demonstrated by the three-level ANOVA, which indicated 

the existence of a statistically significant mean difference between at least two groups for the 

survey-related data, while no meaningful mean difference between groups was detected for GSR 

nor eye tracking-related data. In practice, this means that pupil dilation and GSR peaks did not vary 

significantly between Group 1 and Group 2, as a result of the exposure to typical/masculine and 

feminist/women’s empowering commercials and advertisements. On the contrary, by running a 

follow-up t-test between the two groups, we demonstrated that with a 95% confidence level, that 

participants in Group 2 liked and related to the commercials and advertisements that they saw 

significantly more than participants in Group 1. 

  

As beer belongs to the category of hedonic products, for which emotions play a significant role, the 

results above can be discussed in light of emotional theories presented by Sloot et al. (2005), 

Alsulaiman (2013) and  Jaeger, Giacalone and Roigard (2013). Tapping into Russell’s (2003) 

theory of valence and arousal, we can think of the survey data as a proxy for valence: participants 

in both groups reacted positively or negatively by rating the degree of likeability and relatedness 

that they felt towards the commercial/advertisements. 

  

In light of these considerations, we can affirm that participants in Group 2 had a statistically 

significant more positive emotional reaction than participants in Group 1. This means that 

advertising based on feminism/women’s empowerment elicits more pleasant emotions than 

typical/masculine advertising. As a matter of facts, survey figures show that, on a 7-point Likert 

scale, participants in Group 2 liked and related to the commercial and print ads they were shown 

on average 4.55 out of 7. On the other side, participants in Group 1 had on average a negative 

emotional reaction, scoring only 2.88 out of 7. Interestingly, if we consider likeability and 

relatedness scores separately, we observe that the main difference between the two groups averages 

comes more from relatedness than likeability. In fact, participants in Group 1 had an average 
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likeability score equal to 3.12, while the average relatedness score was only 2.67. Participants in 

Group 2 scored instead 4.69 on average in likeability (i.e. 1.57 average difference), and 4.40 on 

relatedness (i.e. 1.73 average difference). This may partially find explanation in the fact that the 

commercial to which Group 1 was exposed is from Carlsberg, a well-known beer brand in 

Denmark, while Group 2 was shown a commercial by Coors, a foreign brand which is likely to 

resonate less in participants’ minds. 

  

Hence, the difference in average likeability for the two groups may be less substantial than for 

relatedness scores due to the fact that  Carlsberg’s commercial may have triggered a familiarity 

feeling that increased participants’ likeability scores, even though they did not relate to it (Fishbein, 

1963; Schiffman et al., 2008; Szmighin & Piacentini, 2015). This was expected, as it would have 

been ideal to show participants in Group 2 a commercial from a well-known Danish beer company 

- ideally Carlberg to keep consistency across the three groups - rather than an American one. 

Though, this option was not available as no Danish beer company has produced a 

feminism/women-empowerment-based commercial. Moreover, it is worth mentioning that 

likeability scores are arguably strongly related to stylistic choices, such as color and sound, rather 

than just depending on the content and message of the commercial. 

  

For what concerns arousal, as anticipated, we could not detect a statistically meaningful difference 

between Group 1 and Group 2. In terms of GSR peaks, participants in Group 1 had on average 3.14 

peaks throughout the exposure to the commercial and advertisements, while participants in Group 

2 had 3.71 on average, difference that however does not come with statistical significance. 

  

Concerning pupil dilation, we assume a baseline for the participants’ pupil size of 3 mm, which is 

the mean between the minimum (2 mm) and maximum (4 mm) pupil size in a bright setting 

(Spector, 1990). As such, we assume the same starting point for all of the participants considering 

that they were sitting in front of a screen, which is a source of light and all of the experiments were 

conducted under similar controlled light circumstances, i.e. in a laboratory with closed blinds and 

only artificial light from above. However, we acknowledge the limitations of doing so, as we could 

have had a more accurate baseline measurement, had we added a blank screen with the same 

luminance of the actual stimulus for a few seconds before exposing the participants to each 

stimulus. 

  

Participants in Group 1 had an average pupil dilation of 0.18 mm, while participants in Group 2 

were only characterized by a 0.10 mm pupil dilation. Despite the fact that the difference is not 
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statistically significant, it is against the expectations to observe a larger average pupil dilation for 

the participants in Group 1 than in Group 2. Some researchers have suggested that stimuli with 

negative valence can trigger larger pupil dilation than positive ones (Partala & Surraka, 2003; 

Bradley, Miccoli, Escrig & Lang, 2008). Assuming that stimuli coming from typical/masculine 

advertising can be considered negative, while those coming from feminist/women’s empowering 

advertising are positive, this theory may provide an explanation. However, this conclusion would 

not be in line with the findings from GSR, and as we know from Bradley, Miccoli et al. (2008), it 

is usually the case that pupil dilation and skin conductance data are consistent. It might then be that 

the counterintuitive findings are due to the inability of the commercial and advertisements shown 

to Group 2 to fully convey the feminist/women’s empowerment feelings that they were meant to. 

This will be further debated in the next subsections.  

5.2.2. Commercial 

In the current subsection, we will try to dig into Group 2 participants’ reactions and impressions of 

the commercial they were shown. To do so, data from the follow-up interviews will be employed 

to better contextualize and explain the findings from the experiment. 

  

Contrary to expectations, when asked about the commercial impression, 57% of the participants in 

Group 2 expressed a skeptical judgement, stating that it reverted the whole gender idea, making the 

woman in the commercial look masculine, rather than conveying a feminist/women empowerment 

feeling (Participants 1, 12, 14, 19). 50% of these participants also added that the woman covered 

in mud and the extreme sport feeling were excessive, almost conveying a masculine feeling 

(Participants 12 and 14), 25% commented that it felt “ridiculously” meant for women and too 

pushed (Participant 1), and 25% noted that it was difficult to relate to the commercial, due to lack 

of familiarity with the brand (Participant 19). 

  

Adding on this, when specifically asked about their impression on how women were portrayed in 

the commercial 71% of the participants from Group 2 highlighted how the commercial made the 

woman look too masculine (Participants 1, 9, 12, 14, 19). One of them argued that it felt like an 

attempt to make the woman look masculine in order to legitimize the fact that she was drinking 

beer (Participant 1). One participant even interpreted the commercial as an attempt to sexualize 

women’s image by depicting the woman in the commercial as “rolling in the mud half naked” 

(Participant 12). 
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These reactions led us to consider two hypotheses: the first one being that the commercial did not 

manage to fully convey a feminist/women’s empowerment feeling. The second one is that, even if 

the commercial managed to communicate women empowerment and feminism, Danish women do 

not need that or would expect it to be different, thanks to the fact that gender equality has already 

been fully achieved in Denmark (Gender equality in Denmark, 2019). Therefore, women would 

rather expect a gender-neutral commercial, with no need to stress specific gender strengths, which 

makes them feel targeted separately and differently from men (DeaLatis, 2018).  

5.2.3. Print Ads 

We will now discuss how participants in Group 2 reacted to the print advertisement which they 

were shown during the experiment after being exposed to the commercial. Through their ex-post 

impressions and comments, we will further contextualize the experiment findings and test whether 

the reactions to the print ads have been similar to those to the commercial. Eventually, this will 

help us understand whether advertising based on feminism/women’s empowerment is a viable way 

to better target Danish women. 

  

To start with, none of the participants in Group 2 expressed a negative opinion about the print ads 

with only 14% of the participants noting that a few of the print ads were “quite generic” for her, 

although admitting that overall the print ads managed to communicate a pleasant feeling of coziness 

(Participant 7). Overall, what stood out the most were the sense of togetherness and sociability as 

noted by 71% of the participants (Participants 9, 11, 12, 14, 19). Interestingly, despite the fact that 

in all the print ads only women were represented, none of the participants referred to a sense of 

women empowerment or feminist proud. On the contrary, 14% of the participants expressed 

appreciation for the sense of socialization portrayed in the ads yet pointed out that it would have 

felt more natural if there had also been men in the ads (Participant 14). 

  

An unexpected insight came instead from two participants who, unsolicited, manifested 

appreciation for the print ad depicting two old women enjoying beer together (Participants 11 and 

12). In this respect, it should be recalled that Denmark ranks 11th globally in terms of care and 

appreciation for elder people, which may explain why it triggered participants’ empathy (Global 

Age Watch Index, 2015). 

  

Impressions about the printed advertisements were confirmed by the judgements that participants 

from Group 2 expressed when asked about their perceptions of how women were depicted in the 

ads: all of the participants agreed on the fact that women were portrayed as happy and enjoying the 
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moment (Participants 1, 7, 9, 11, 12, 14, 19). Another recurrent theme in participants’ responses 

was the perceived normality and naturalness in how women were portrayed, in contrast to the 

forced masculine representation in the commercial (Participants 1, 11, 14). However, one 

participant noted that the total lack of men conferred an unnatural note to the ads by causing an 

excessive “gender split feeling” (Participant 19). 

  

In light of these responses, we can look back at Hofstede’s (2011) theory and consider three main 

dimensions to provide an explanation. Looking at indulgence, in which Denmark scores 70 

(Hofstede, 2011), we can confirm that the Danish society gives freedom to the individuals to have 

fun and enjoy life, as no participant from Group 2 expressed negative opinions (e.g. anger or envy 

etc.) about the women portrayed while having fun together and drinking beer. 

  

Arguably, also individualism, in which Denmark scores 74 (Hofstede, 2011) may play a role in 

this: as a highly individualistic society, it might well be that socialization is able to trigger stronger 

responses due to the relatively low frequency of social gathering occasions. This would claim for 

the application of the scarcity principle to the context, rather than to the product (Cialdini, 2001). 

This means that, if not presented with many opportunities to socialize (i.e. the context), the scarce 

occasions for social gatherings are likely to be perceived as more valuable and desirable.  

  

At last, looking at masculinity, Denmark scores very low, as it will be further explained in the next 

section. This means that individuals prefer life quality to striving for success and standing out from 

the crowd (Hofstede, 2011). In this particular case, this concept seems to apply to Group 2 

participants’ perception of the commercial and print ads. Rather than struggling and fighting 

individually to be successful (as it seems to be the case in the commercial), women seem to feel 

empowered and have their equality recognized by a sense of togetherness. 

5.3. Discussion HP2 

We will now discuss the above-mentioned findings from testing HP2 and its three sub-hypotheses 

to ultimately answer the second sub-research question of this thesis. Hence, similarly to the 

previous section, this section will focus on analyzing the findings from Group 3 and relating them 

to the existing theory presented at the beginning of the thesis. As for the previous section, we report 

the second hypothesis below. 

  

HP2: Beer advertising based on Danish national pride/gender equality elicits higher positive 

arousal than typical/masculine beer advertising. This will result in: 
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a) Higher average scores on how much women like and can relate to advertising 

b) More pupil dilation on average. 

c) More GSR peaks on average. 

5.3.1. Experiment-Related Findings 

Although the biosensor data are not statistically significant, as the ANOVA tests for pupil dilation 

and GSR peaks across the three groups suggest that no mean differs from the other, the ANOVA 

test for the surveys indicates that the means across the groups differ significantly. This is further 

proved by the results of the follow-up t-test between Group 1 and 3 for the survey data, as we can 

infer with a 95% confidence level that participants from Group 3 overall like and relate to the ads 

they saw significantly more than participants from Group 1. 

  

Hence, drawing from Russell’s (2003) two-dimensional conceptual framework on affective 

meaning, we can infer that participants from Group 3 manifested a significantly more positive 

valence towards advertising that participants from Group 1. However, when considering the other 

dimension of the framework, i.e. arousal, which was tested with biosensors, we observe that Group 

3 only had a limited higher emotional reaction compared to Group 1 as the average pupil dilation 

for the former is 0.54 mm whereas it is 0.18 mm for the latter. 

  

Similarly, Group 3 had on average 0.55 GSR peaks whereas Group 1’s mean of GSR peaks is 0.52. 

Therefore, this suggests that both the groups had some emotional activation in response to the 

advertising. However, we can infer Group 3 had an overall positive valence whereas Group 1 had 

a negative one as the average survey score for the former is 4.57 out of 7 compared to 2.88 out of 

7 of the latter. Though, it is relevant to highlight that the experiment’s findings are only statistically 

relevant in terms of valence and not arousal. 

  

These results can be explained by the fact that beer advertising based on Danish national 

pride/gender equality better resonates with Danish women’s emotions and therefore elicits a higher 

and more positive emotional reaction than beer advertising based on typical/masculine beer 

advertising (Nicks & Carriou, 2016). This is further confirmed by the answers the participants gave 

to the experiment-related questions during the follow-up interviews, which will be presented next. 

5.3.2. Commercial 

Starting with the commercial they first saw during the experiment, no participant from Group 3 

expressed a negative impression toward the Carlsberg (2017) beer commercial. 57% of the 
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participants stated that their general impression of the commercial was that it successfully portrays 

the Danish culture (Participants 3, 12, 16, and 21). Moreover, 86% of the participants stated that 

the central theme of the commercial is the Danish culture and it instilled in them a feeling of pride 

to be Danish (Participants 3, 4, 12, 15, 19, and 21). 

  

More specifically, there are two main arguments as to why participants had a positive impression 

of the commercial: the first one is that it is a typical Danish commercial and the second one is that 

it focuses on the social aspect of drinking beer. The first argument comes from 57% of the 

participants according to which it is easy to relate to the commercial as a Dane since it highlights 

some of the most typical elements of the Danish culture– the commercial shows Danish design, 

bikes, Mads Mikkelsen (a well-known Danish actor), and glimpses of the Danish capital’s most 

iconic spots (Participants 3, 12, 16 and 21). As for the second argument, 43% of the participants 

expressed that the commercial successfully describes the social aspect that beer plays in the Danish 

culture, i.e. it brings Danish people together (Participants 12, 15 and 21). These two arguments are 

deeply connected as they are both aspects of the Danish concept of hygge, which entails that people 

enjoy life’s simple pleasures - such as relaxing in a well-furnished home, riding a bike around the 

characteristic streets of Copenhagen, and enjoying a glass of beer - and gathering with people in a 

cozy atmosphere – most likely while drinking a beer (Businesstraveller, 2018; Wiking, 2016). 

  

However, some participants criticized the focus of the commercial on the Danish culture and the 

fact that it only represents the upper-middle class from Copenhagen. That is, according to one 

participant, the commercial focuses too much on the Danish culture resulting in it being too 

stereotypical (Participant 15). To her, drinking beer is more about spending time with friends and 

family and having fun, rather than a national product to be proud of. Likewise, another participant 

thought the commercial comes across as “fancy” and only represents a small portion of the Danish 

population (Participant 16). According to her, accentuating aspects of the Danish culture that only 

pertain to the upper-middle class from Copenhagen might cut off many consumers who do not 

belong to that social class. 

  

Exploiting the increasingly popular concept of Danish hygge in beer advertising seems to elicit 

positive feelings and impressions in Danish women as it is deeply rooted in their culture, but it also 

risks seeming stereotypical and elitist (Glamann, 1962). Hence, referring to McCracken’s (1986) 

theory on cultural meaning movement from the culturally constituted world to consumer goods, 

beer advertising based on elements of the Danish culture, such as aspects of the concept of hygge, 

functions as a tool to transfer cultural meaning from the culturally constituted world, i.e. the Danish 
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society, to consumer goods, i.e. beer. In other words, it creates an association between those Danish 

cultural elements and beer. 

5.3.3. Print ads 

We will next discuss the participants’ impressions of the print ads, which were added to strengthen 

the impact of advertising on women and normalize the fact that both men and women of different 

ages drink beer together. The most widespread impression across participants from Group 3 was 

that the images showed happy people who are having fun together regardless of their gender and/or 

age diversity (Participants 3, 12, 15, 16, and 19). They highlighted that drinking beer is about being 

together with friends, which is, once again linked to the concept of hygge. This can be related to 

Hofstede’s (1980 & 2011) cultural classification of Denmark according to which Denmark only 

scores 16 in the ‘masculinity’ dimension, making it a highly feminine society focused on quality 

of life, which arguably entails enjoying life’s pleasures such as spending time with friends and 

enjoying hedonic products rather than striving for success. 

  

Additionally, Denmark is a society with high gender-equality and this is reflected in the 

participants’ answers on how women were portrayed in those gender-equality-based beer ads (Siim 

& Skjeie, 2008). As such, all of them thought that women were portrayed as happy, part of a group 

of friends, and equal to men, rather than objectified (Participants 3, 4, 12, 15, 16, 19, and 21). 

However, an interesting insight that we gained is that 71% of the participants perceived the print 

ad portraying a woman drinking beer with a group of men as non-inclusive of women (Participants 

4, 12, 15, 19, and 21). The reason being that the woman in the image does not stand closely to the 

rest of the group - all men - and is in a different color than her peers (she is in purple while the men 

are in grey). 

5.3.4. The Role of Beer in the Danish Culture Findings 

This section aims to further investigate the socio-cultural reasons behind the participants’ 

perception of beer. The follow-up interviews reveal that all of the participants recognize beer as a 

typical Danish product. This is likely to result from the age-old and long-lasting traditional role 

beer has played and continues to play in the Danish culture (Glamann, 1962). In pre-industrial 

Denmark, beer was a central element of the everyday-life and had many different uses: it was used 

to pay taxes, heal wounds, make ink, and as a thirst-questing beverage to accompany meals (ibid.). 

Ever since, Denmark has continued its tradition of brewing beer. Thus, beer has become a hedonic 

product that consumers choose based on positive emotions associated with it, such as relaxation 

and the joy of having a good time with the loved ones (Lee et al., 2009). Furthermore, this hedonic 
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product is often consumed in a social setting and contributes to creating a “hyggelig” atmosphere 

at social gatherings (Wiking, 2016). This explains the participants’ answers that will be presented 

next. 

  

The answers of the three groups pertaining the more generic socio-cultural aspects of beer 

consumption in Denmark are very homogeneous and will not be differentiated by group. In fact, 

95% of the participants across all of the groups stated that beer brings people together as it enhances 

social bonding by lowering social inhibitions and is associated with social events such as festivals, 

parties and sports events. The role of beer as a social facilitator, though, can also be object of 

criticism. For instance, 43% of the participants stated that not only does beer help social interaction 

within the Danish society, it is also a necessary element for people to socialize and have fun 

(Participants 7, 12 and 19). 

  

However, beer seems to be a source of pride for Danish women as 86% of the participants stated 

that beer is a national product Danes can be proud of when abroad, which can indicate their pride 

in exporting part of the Danish culture to the rest of the world. Additionally, 62% of the participants 

recognizes beer as a factor that provides Denmark with a common national background, meaning 

that its consumption helps them shape their identities and define the reference groups they belong 

to (Belk, 1988; Arnould, Price & Zinkhan, 2005). This offers an interesting source of inspiration 

to create emotionally-charged beer advertising that resonates with Danish women consumers by 

leveraging on the social and “hyggelige” aspects of consuming beer in combination with their 

national pride. That is, as Lee and colleagues (2009) and Hernandez and Chapa’s (2010) studies 

have demonstrated, emotionally-charged advertising with a positive valence is more likely to elicit 

positive emotions as it taps into Danish women’s emotions, which in turn enhances the likelihood 

that they will choose the product they saw in the advertising. 

5.3.5. Danish women’s Emotions Toward Beer Advertising 

On the basis of the arguments presented above, we argue that subtle references to gender equality 

and ingrained aspects of the Danish culture, such as the concept of “hygge”, in beer advertising can 

elicit a higher emotional arousal among Danish women and with a more positive valence compared 

to beer advertising which taps into gender-focused themes - i.e. traditional beer advertising as well 

as feminist beer advertising. This can be explained by the fact that the Danish society is one of the 

most egalitarian societies in the world and that drinking beer is deeply ingrained tradition in the 

Danish society. Therefore, from the experiment and interviews we can infer that Danish women 

tend to accept gender equality and hygge-related themes more easily than gender-focused ones 
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when displayed in advertising because they accept the cultural representation of women and the 

Danish society conveyed by the advertising (Arnould & Thompson, 2005). 

  

Consequently, advertising that leverages on those ingrained aspects of the culturally constituted 

world, i.e. the Danish culture, is an effective method to move cultural meaning to consumer goods 

(McCracken, 1986). Therefore, the task of proper beer advertising is to convey a sense of equality 

through the representation of social moments: this should be achieved by adding women as a natural 

element of beer advertising and social contexts rather than by removing men or attributing 

masculine connotations to female characters. 

  

As presented in the Literature Review, the attitude towards the advertisement model suggests that 

emotions play a key role in motivating the consumer (Shimp, 1981; Mitchell & Olson, 1981). 

Although attitudes stem from more than one component, e.g. Hovland and Rosenberg’s (1980) 

tricomponent model, we will focus on the affective component of attitude (ibid.). Mitchell & Olson 

(1981) posit that one of the situations in which marketers can shape a positive attitude toward a 

brand is through advertising whose visual content triggers an intense affective reaction. As 

previously discussed, we cannot conclude from the experiment findings that beer advertising based 

on gender equality and Danish national pride elicits a statistically significant superior affective 

reaction, in terms of arousal, than the other two types of advertising. As such, we can only conclude 

that there was some emotional arousal and suggest that further research should be done to measure 

participants’ arousal. However, our findings suggest with statistical significance that the valence 

of the participants’ emotion toward this type of advertising is more positive than the one of the 

control group. 

  

Accordingly, we argue that the positive emotions triggered by advertising based on gender equality 

and aspects of Danish culture in participants in Group 3 can be classified as secondary emotions 

(Damasio, 1994). That is, these emotions (e.g. pride, envy and hope) come from the specific 

individuals’ Danish socio-cultural context as they are a response to themes related to gender roles, 

socialization, how people spend their leisure time, and taking pride in their country. Furthermore, 

these emotions can also be classified as Type 1 emotions (e.g. anger and happiness) as participants 

did not necessarily consciously acknowledge they were experiencing those specific emotions 

(Russell, 2003; Percy, 2016). 

  

The relationship between the emotional reaction elicited by advertising and the participants’ choice 

will be elaborated in the discussion of HP3. 
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5.4. Discussion HP3 

To conclude the current section, we will discuss the findings resulting from the third hypothesis: 

  

HP3: The higher the positive arousal in women’s response to beer advertising, the more likely they 

are to choose beer. 

a) Higher average scores on how much women like beer will result in more choice of beer. 

b) More pupil dilation results in more choice of beer. 

c) More GSR peaks result in more choice of beer. 

  

Hence, discussing these results will help us answer the third sub-research question, which 

investigates whether a higher positive arousal in women’s response to beer advertising is associated 

to more choice of beer, when presented with different drink options. Before diving into the debate 

of such findings, an introductory remark is needed: contrary to the previous two hypotheses, the 

results here are not discussed separately by experimental group.  The reason being that in the first 

two hypotheses, we have not been fully able to demonstrate a statistically significant relationship 

between the exposure to different priming stimuli and the consequent degree of arousal. 

  

However, we noticed some common patterns within and across-group resulting from priming the 

participants, and we now want to investigate if and how these emotional reactions relate to the 

choice they made at the end of the experiment. Thus, we aim at analyzing whether a greater arousal 

resulting from exposure to beer advertising is related to more choice of beer. Additionally, 

considering all the participants as a single group, we could count on a larger sample size, which 

increases the explanatory power and reduces the margin of error (Littler, 2019). 

  

Therefore, we will discuss findings related to the first two regressions below - HP3 (a) -, followed 

by the discussion of HP3 (b) and HP3 (c), drawing from the interview data to complement the 

discussion. 

5.4.1. Experiment-Related Findings 

The current subsection provides a first exploration and debate about how positive or negative 

arousal triggered by exposure to priming stimuli is linked to the choice of drink.  

5.4.1.1. HP3 (a) Regressions 

As highlighted above, two regressions have been run to address HP3 (a), both pooling all the 

participants into a single group. The first regression examined the relationship between the score 
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attributed by each participant to how much they like Coors, Carlsberg and Tuborg, and the final 

drink choice. Arguably, we deemed the scores given to the beers during the experiment to be primed 

and representative of valence direction. Similarly, the second regression investigated the 

relationship between the more or less positive judgement attributed to beer taste in general and the 

choice of drink. As anticipated, even though such responses were collected during the follow-up 

interviews, we assumed them to be primed and especially emotionally driven given the low average 

response time between the question and participants’ answers. Hence, we regarded them as an 

indicator of positive or negative emotional valence. 

  

Looking at the results, we infer that although a positive b1 coefficient resulted from the first 

regression, there is not enough statistical support to conclude that a more positive valence is 

positively connected to more choice of beer  at a 95% confidence level.  On the contrary, the second 

regression detected a statistically significant positive relationship between positive emotional 

valence toward beer and choice of beer as a drink. 

  

Thus, referring to Russell (2003), we can partially conclude from the two regressions that regarding 

the valence dimension, more positive valence is likely to be positively correlated to increased 

choice of beer, and we suspect that the positive correlation would be fully confirmed by a larger 

sample, more expositions to the advertising over time, and a few technical adjustments, which will 

be further discussed below. In contrast, we do not have the same certainty for arousal, as explained 

in the next subsection. 

5.4.1.2. HP3 (b) and HP3 (c) Regressions 

Two regressions have been run, one to address HP3 (b) and the other to address HP3 (c), the former 

to study the correlation between pupil dilation and drink choice, and the latter to analyze the 

relationship between GSR peaks and drink choice. Once again, the regressions were run by pooling 

all the participants together, given the non-significance of the statistical results in the first phase of 

the experiment. 

  

None of the results of the regressions demonstrated a significant positive correlation between pupil 

dilation, GSR peaks and beer choice. In other words, a higher positive arousal, which takes place 

in the form of larger pupil dilation and more GSR peaks (Bradley et al., 2008), is not positively 

correlated to more choice of beer. Interestingly, and contrary to expectations (Cuesta, Martínez-

Martínez & Niño, 2018), the results even differ between the two biosensors: the trend line resulting 

from the correlation between pupil dilation and choice of beer is positive despite not being 



106 

significant. Instead, the trendline resulting from the correlation between number of GSR peaks and 

beer choice is not only not significant but also negative. 

5.4.2. Drinking Habits: An Opportunity for Improvement 

It is interesting to contextualize the above findings in light of a few factors worth of mention and 

the theories presented in the previous sections. 

  

A first element to notice is that regardless of their arousal and choice, when asked, only 14% of the 

participants declared that they drink alcohol more than twice per week while the vast majority (i.e. 

76% of the participants) stated that they drink alcohol no more than once or twice per week. Even 

though data are aligned with the average alcohol drinking frequency of Danish women (Statista, 

2018), it is evident that there is a substantial gap to men’s drinking frequency (DeaLatis, 2018). 

Such gap provides a considerable opportunity for beer brands to better target women, which also 

seems to be the only solution to increase aggregate beer consumption (Kendall, 2018), currently 

stagnating in Denmark (Statista, 2018). Such opportunity is further enhanced by the orientation 

toward indulgence of the Danish society (Hofstede, 1980), which does not attribute negative 

connotations to drinking alcohol. In light of this, it is noteworthy that the large majority of 

participants (76%) stated that they consume alcohol in social settings rather than by themselves. 

This indicates that the influence of others might play a key role in increasing beer consumption 

among Danish women. 

  

Referring to the notion of reference groups (Arnould et al, 2005), it is likely that beer brands should 

insist on the idea of beer as a sign of belonging to a group. Due to the high degree of femininity in 

Danish society (Hofstede, 1980), it is advisable to leverage on the membership feeling, rather than 

on the aspirational group idea (Arnould et al., 2005), since standing out from the crowd is not as 

desirable as it is in other cultures, as demonstrated by the controversial feelings triggered by the 

women empowering commercial and the ad showing a woman drinking by herself, separate from 

the crowd. 

  

Moreover, it seems clear that most of the reluctance toward beer is not to be attributed to the product 

itself. In fact, it is not a matter of taste or calories, as demonstrated by the average score given to 

beer taste (i.e. 5.52 out of 7), and by the average score attributed to the importance of calories (i.e. 

1.14 out of 7). This confirms the initial idea that the right direction is represented by working toward 

beer advertising that better resonates with Danish women’s values rather than by the marketization 

of modified or denaturalized products. 
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5.4.3. Lack of Correlation Between Arousal and Choice of Beer: 

Technical Issue? 

Among the several reasons that may lie behind not detecting a statistically significant correlation 

between participants’ arousal and their drink of choice, the presence of technical limitations should 

not be disregarded. This is also suggested by the fact that when using the survey data, we have been 

able to obtain statistically significant results across  HP1, HP2  and HP3. In fact, biosensors such as 

eye tracker and GSR are powerful tools to gain deeper insights into consumer behavior and reaction 

(Satel & Lilienfeld, 2013), but they are also very sensitive to even small variations in experimental 

settings. 

  

Although running the experiment in controlled settings and in a professional laboratory, the fact 

that this was a pilot study and the inexperience of the researchers may have well contributed to bias 

the results obtained through the biosensors. One element that points in this direction is found in the 

contrasting results between HP3 (b) and HP3 (c). Although neither are statistically significant, the 

trendline in HP3 (b) is positive, suggesting that a positive correlation may exist between increased 

pupil dilation and choice of beer. On the contrary, the HP3 (c) the trendline is negative, suggesting 

a negative correlation between number of GSR peaks and choice of beer. Considered alone, the 

negative trendline could find partial explanation in the fact that participants in Group 2 did not like 

and could not relate to the commercial they were shown, and this may have contributed to lower 

the number of GSR peaks in Group 2. However, when considered together with data from the eye 

tracker, the results are contrasting, which does not find a reasonable explanation in theory, as GSR 

and eye tracking data are usually aligned (Bradley et al., 2008). 

  

Therefore, the authors suspect some technical limitations and flaws that may have occurred during 

the experiment which will be explained in the Limitations section.  

5.4.4. Heat Maps: Supplementary Evidence 

The current subsection represents an exception to the rest of the discussion on HP3 as it addresses 

the three groups separately. In so doing, the authors aimed at providing a final piece of evidence 

that is not only interesting in light of the discussed results but may provide direction for future 

research. In fact, if measurement flaws and the ingrained perception of beer prevented us from fully 

demonstrating that the right priming can affect Danish women’s perception and choice of beer, heat 

maps provided us with clear evidence that the study pointed in the right direction. 
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As outlined in the Methodology chapter, heat maps are indicators of visual attention as they reveal 

where the participants directed their gaze the most during the experiment. Studies by Pieters and 

colleagues (2008) and Orquin and Mueller-Loose (2013), have proven that during the decision-

making process consumers rely on the use of visual attention as eye movements shape their 

decisions by selecting and filtering information. Accordingly, people tend to choose the item that 

they had gazed at for longer and more frequently. 

  

Moreover, heat maps give an indication of how, while being exposed to the priming, participants 

reacted non-consciously to the stimuli through System 1 (Kahneman, 2002), which, as explained 

below, enabled them to use affective heuristics to decision-making based on non-conscious, 

immediate emotional reactions, reducing the load on effortful and cognitive thinking (Schulte-

Mecklenbeck et al., 2013). 

  

As such, the three groups were pooled into one for the rest of the HP3 discussion. However, it now 

makes sense to split the three groups back into the three experimental groups due to remarkable 

and outstanding differences. 

  

In the control group, four people chose beer, with three of them choosing Tuborg and one Carlsberg 

- and three people chose Somersby. With respect to the other two groups, participants seemed to 

engage in an avoidance behavior toward Carlsberg, object of the commercial, by not looking at 

Carlsberg during the choice, and diverting instead their gazes toward Tuborg and Somersby. This 

can be explained by referring back to the concept of affective heuristics (Slovic et al., 2002), by 

which, whenever people are involved in a decision-making process, they evoke an affective 

evaluation by referring to an “affect pool” that contains all of the positive and negative tags 

consciously or unconsciously associated with the object of the decision. In this specific case, it is 

argued that participants in Group 1 associated Carlsberg to the typical masculine beer commercial 

that they are used to watch, and this triggered an avoidance behavior (Percy, 2016; Chen & Bargh, 

1999). 

  

Participants who had an overall more positive emotional reaction to the commercial and print ads 

automatically classified the stimuli as “positive” (Chen & Bargh, 1999), which guided them in 

directing their visual attention and consequently aided them in their drink choice, i.e. these 

participants manifested approach tendencies to beer (Clement et al., 2014; Schulte-Mecklenbeck et 

al., 2013). 
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A different scenario appears for Group 2: five participants chose beer (two Carlsberg and three 

Tuborg), and two chose Somersby. Looking at the heat map, we noticed a considerable shift in 

gazing away from Somersby and more toward Tuborg and Carlsberg. It is worth noticing that none 

of the participants chose or focused their visual attention on Coors, the beer advertised in the 

commercial that Group 2 was shown. This well reflects the negative perception that most 

participants had of the Coors commercial. Additionally, it is argued that the non-familiarity with 

the Coors brand contributed to participants not focusing their visual attention on it (Fishbein, 1963; 

Shiffman et al., 2008; Szmighin & Piacentini, 2015). However, the increased attention and choice 

of beer finds explanation in Damasio’s (1994), which explains that when advertising activates 

memories, these then play a role in triggering emotions such as relatedness to the brand, which 

in turn guide the decision-making process. In the case under examination, most of the print ads 

managed to convey positive emotions and a sense of relatedness.  

 

At last, all the participants in Group 3 chose beer. This is not surprising when looking at the 

corresponding heat maps, which show a shift of visual attention towards Carlsberg and partially 

Tuborg, which is reflected in participants’ choices. The avoidance behavior toward Carlsberg, 

which was manifest from Group 1’s heat maps, seems to have been completely reverted by 

employing the right stimuli. This is in line with studies conducted by Nicks and Cariou (2016), 

Kahneman and Ritov (1994), and  Slovic et al., (2002), who agreed that emotional stimuli within 

advertising and priming and the way consumers react to them represent the main determinants of 

several customers behaviors, including those toward a specific brand. These stimuli were captured 

through emotional attention of the participants, who then processed them through intuitive 

judgement and eventually resulted in their behavior. 

  

To conclude, heat maps from the experiment confirmed that, as stated by Slovic and colleagues 

(2002), emotion plays a crucial role in the decision-making processes, as emotional responses to 

stimuli - following visual attention - tend to be the initial reaction that occurs automatically, and 

which is subsequently capable of facilitating and guiding information processing, judgement and, 

finally, choice. 
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6. CONCLUSION 

6.1. Findings 

As a result of advertising that has portrayed beer as a typically masculine drink associated with 

sports watching and objectification of women’s bodies, beer has traditionally been associated with 

masculinity (Iijima Hall & Crum, 1994). This results in breweries struggling to enlarge their female 

customer-base and leads to product flops such as Aurora (a beer made specifically for women) and 

“Copenhagen” by Carlsberg (a gender-neutral, minimalistic beer). Thus, the overall goal of this 

thesis was to investigate whether more women would choose beer by changing the perception that 

they have of beer as a product predominantly for men through advertising that better resonates with 

them. By better understanding how priming effects interact with socio-cultural aspects of drinking 

beer and work in shaping choice outcomes, breweries can direct their marketing efforts to change 

the perception of their products from a strongly masculine appeal to become more inclusive. We 

argue that this would help drive more women to the category in Denmark as the companies’ 

offerings would better align themselves with the current Danish socio-cultural context, more 

specifically gender equality. 

  

This thesis addresses the relationship between beer advertising and beer consumption of Danish 

women consumers by using neuroscientific tools, i.e. biosensors, integrated with more traditional 

methods, i.e. questionnaires and interviews, to answer the research question: 

  

‘Does priming women through emotionally arousing beer advertising make them choose to drink 

more beer?’ 

  

Accordingly, we developed three sub-research questions to further investigate the research question 

and three hypotheses mirroring each of the questions to find a directional answer. 

  

The sub-research questions are the following: 

1. To what extent does feminism/women’s empowerment-based advertising affect women’s 

emotional response? 

2. To what extent does Danish national pride/gender equality-based advertising affect 

women’s emotional response? 

3. How does emotional arousal affect women’s choice of beer consumption? 

  

The hypotheses are the following: 
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HP1: Beer advertising based on feminism/women’s empowerment elicits higher positive arousal 

than typical/masculine beer advertising. 

  

HP2: Beer advertising based on Danish national pride/gender equality elicits higher positive 

arousal than typical/masculine beer advertising. 

  

HP3: The higher the positive arousal in women’s response to beer advertising, the more likely they 

are to choose beer. 

  

The neuromarketing experiment we conducted to answer the research question and the sub-research 

questions has tested and compared three different types of advertising, namely 

traditional/masculine-based, feminism/women’s empowerment-based and Danish national 

pride/gender equality-based advertising. 

  

The results of the experiment only partially support HP1 as we found that the mean likeability and 

average scores for participants exposed to feminism/women’s empowerment-based advertising are 

significantly higher than the ones for participants exposed to typical/masculine advertising [tested 

through HP1 (a)] with a standard 95% confidence level. Therefore, we can conclude that the former 

type of advertising has a statistically significant more positive valence than the latter (Russell, 

2003). Conversely, we did not find any evidence of a significantly higher arousal measured with 

pupil dilation [tested through HP1 (b)] and GSR peaks [tested through HP1 (c)] for participants in 

feminism/women’s empowerment group than participant in the typical/masculine group (Russell, 

2003). 

  

Analogous results have been found for HP2. The findings indicate that with a standard 95% 

confidence level the mean likeability and average scores for participants exposed to Danish national 

pride/gender equality-based advertising are significantly higher than the ones for participants 

exposed to typical/masculine advertising [tested through HP2 (a)]. Whereas we did not find 

evidence of a significant higher arousal measured with pupil dilation [tested through HP2 (b)]  and 

GSR peaks [tested through HP2 (c)] for participants in the former group than participant in the 

latter. 

  

Although the results of the two hypotheses are similar, the follow-up interviews allowed us to 

indirectly compare feminism/women’s empowerment and Danish national pride/gender equality-

based advertising and conclude that the latter type of advertising has provoked an overall more 
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positive reaction among Danish women than the former one. The reason being that the latter better 

resonates with Danish women as it portrays central and positive aspects of the Danish society such 

as gender equality and the concept of hygge, whereas the former is still perceived as sexist as it 

depicts women with somewhat masculine traits. 

  

Lastly, the results from HP3 partially support the assumption that the higher positive arousal in 

women’s response to beer advertising, the more likely they are to choose beer. As such, the findings 

from the first regression using survey data reject the aforementioned assumption [tested through 

HP3 (a) surveys] whereas the findings from the second regression using follow-up interview data 

support the assumption [tested through HP3 (a) follow-up interviews]. Finally, similarly to the 

arousal-related findings for HP1 and HP2, we could not demonstrate that a higher pupil dilation 

[tested through HP3 (b)] and more GSR peaks [tested through HP3 (c)] correlate with more 

participants choosing beer. Though, a qualitative analysis of the heat maps revealed that 

participants tend to choose the alcoholic drink they gazed at the most. This could be related to the 

priming effect of advertising that resonates with them. 

  

Thus, we can conclude that advertising focusing on central themes of the Danish culture such as 

gender-equality, socialization, relaxing and hygge tend to elicit more positive reactions in Danish 

women than gender-based advertising, be it typical/masculine or feminist/women’s empowering. 

This partially results in more women choosing beer compared to women exposed to gender-based 

advertising. 

6.2. Limitations 

Given the small size of the sample, the limited availability of beer commercial focused on the 

selected themes, i.e. feminism/women’s empowerment and Danish national pride/gender equality, 

the one-time exposure to the advertising, and the limited experience of the researchers with 

biosensors, this study was deliberated to function as a pilot study. Thus, this section will summarize 

the main limitations of the research. 

  

We collected data from a total of 21 participants (all Danish women aged 22-38) which were further 

divided into three groups of seven participants each. Although the requirement that all of the 

participants must be women and Danish has allowed us to collect data from a fairly homogeneous 

group and gain deep insights from each participant, it has also resulted in the limited size of the 

sample group. Arguably, some researchers suggest that about 20 participants are sufficient for 

quantitative research to be statistically relevant (Martinez-Mesa et al., 2014; Niles, 2003). Though, 
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from the findings we can infer that a larger sample size with larger groups would have limited the 

ambiguity of individual variation and it would have likely provided us with more statistically 

significant results. 

  

The second limitation concerns the limited selection of available commercials from the same 

Danish beer company, e.g. Carlsberg, as we could not find three or more commercials from the 

same brand that touched upon the three main themes: tradition/masculinity, feminism/women’s 

empowerment and Danish national pride/gender equality. Thus, the results were most likely biased 

by the participants’ familiarity with and likability of the brand shown in the commercials. In fact, 

Groups 1 and 3 saw commercials from a well-known and popular beer brand (Carlsberg) whereas 

Group 2 saw a commercial from an American and unfamiliar beer brand (Coors) and this might 

have influenced the outcomes. 

  

Additionally, the third limitation is the one-time exposure of the participants to the advertising. As 

claimed in the Literature Review, a long-lasting stereotypical and male-oriented tradition of 

advertising is hard to eradicate (Lass & Hart, 2004; Slater, Rouner, Domenech-Rodriguez et al., 

1997). This provides a partial explanation for the lack of correlation between arousal and choice of 

beer, as a single exposure to priming is not enough to change the deeply ingrained perception of 

beer. In fact, advertising has long contributed to convey the idea that beer is a product for men, in 

a vicious and mutually reinforcing loop with the culturally constituted world (McCracken, 1986). 

Hence, multiple exposures throughout an extended time frame would have been ideal as they would 

have had a stronger impact on the participants in terms of “normalizing” the idea that beer is not 

only for men. However, that was not possible due to time and resource constraints. 

  

The last limitations pertain the neuroscientific methods employed during the experiment, i.e. eye 

tracking and GSR. With respect to eye tracking, the main limitation is the lack of measurement of 

each participant’s baseline pupil size. The use of a white screen to be displayed between each 

stimulus would have helped reset the baseline pupil size (iMotions, 2019), thus making the results 

more reliable and precise. Whereas for GSR, placing the monitored fingers next to the laptop on 

which the experiment was being conducted may have partially altered the results: in fact, being 

closer than 30cm to the laptop, the GSR might have been affected by electrical noise (iMotions, 

2017), suggesting that a better idea would have been to place the monitored fingers on the 

participants’ legs. In addition, the GSR is by nature affected by a one to five second delay in 

recording the skin conductance response, possibly causing some of the peaks to be attributed total 

amount might have helped better link the measurements to the presented stimuli. 
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6.3. Future research 

The current enquiry, both in its theoretical and experimental aspects, was intended to shed light on 

the importance of using proper stimuli and leveraging on the right elements to properly market beer 

to Danish women. Along with that, the thesis aimed at providing a starting point for breweries, beer 

brands and their marketing departments to start adopting neuroscientific tools and their untapped 

potential in maximizing the effectiveness of beer advertising and the investment made in it. 

However, the study was consciously conducted as a pilot one, without professing to reach 

exhaustive and conclusive evidence, but rather with the idea of providing the right direction for 

future theoretical and practical efforts. With this premise, and starting from the above-mentioned 

limitations, the authors hereby suggest a few areas that future research should focus on in order to 

gain a better understanding of the issue. 

  

A first area of improvement for future studies regards the sample size. 21 participants represent a 

minimum threshold to analyze and generalize findings. Especially given the split into three groups, 

a larger sample size would allow a greater statistical significance and inferential power by reducing 

the effect of individual preferences and responses. Among its contributions, an enlarged sample 

size might help confirm the higher or lower arousal of different experimental groups. Along with 

that, a broader sample size would enable research to account for differences in reaction, tastes and 

choices determined by the age of the participants, thus facilitating a more tailored marketing 

approach. In fact, women from different age groups may interpret the notions of feminism/women’s 

empowerment and common background/Danish pride differently. Additionally, a larger sample 

size would provide future researchers with the opportunity to understand whether the place of origin 

(e.g. city or countryside, Copenhagen or non-Copenhagen etc.), influences the perception of beer 

advertising as well. 

  

A second area of improvement for future research is a more neutral set of priming stimuli. This 

means that ideally the stimuli should be brand-neutral, so as to control for familiarity effect, that, 

as noticed in the present study, may attract participants towards the known brands and push them 

away from the unfamiliar ones. 

  

A third path that future research should follow is that which leads to a prolonged exposure to 

priming stimuli, so as to verify the long-term effects of exposure to a certain type of beer 

advertising. Therefore, the need for a longitudinal study seems critical to overcome the difficulties 

in tracking a change in perception through a single exposure. As anticipated, a prolonged exposure 
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to certain types of stimuli would allow solving the ingrained perception issues that have likely 

diminished the explanatory power of the current study. 

  

Eventually, a crucial focus area for future research is represented by the way neuroscientific tools 

and biosensors are employed. As anticipated, eye tracker results would benefit from a more 

controlled light environment and the use of a white screen between each presented stimulus, so as 

to reset the baseline pupil size of each participant. Similarly, the GSR results would be more precise 

and less affected by electric noise if the non-dominant hand was placed on the participant’s leg and 

further than 30cm from the laptop. Additionally, it is suggested to conduct a preliminary phase in 

the experiment, intended to account for the average delay in recording the responses, to then adjust 

and interpret the experimental results accordingly. 

Alternatively, and in case of a higher budget, it would be interesting to supplement the eye tracker 

and the GSR with electroencephalography (EEG). Given the high cost of using the EEG, and the 

many participants required to confer statistical significance to the study, the most viable way would 

be to engage Carlsberg in sponsoring the study. The use of EEG would indeed facilitate and make 

the measurement of emotional arousal more accurate. Additionally, the EEG would give access to 

the reactions of different brain areas to different stimuli. This would create a more comprehensive 

understanding of the whole decision-making process by linking attention, emotional arousal and 

valence with the activation of specific brain areas. This would help shed light on which of these 

areas play a role in the final choice of participants. 

  

By following these guidelines, future research will be able to provide beer brands with a powerful 

tool to influence the ingrained perceptions that Danish women have of beer and implement ad-hoc 

marketing and advertising strategies. 

6.4. Managerial implications 

This thesis aims at providing a starting point for breweries, beer brands and their marketing and 

branding departments to start adopting neuroscientific tools and their unexploited potential in 

maximizing the effectiveness of beer advertising and the investment made in it. Therefore, 

managerial implications unfold on two levels: at first, following the preliminary evidence of the 

current enquiry, beer companies should invest in further testing whether and to what extent 

emotional priming based on genderless socialization and Danish national pride are capable of 

influencing perceptions of beer and consumption among Danish women.  
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Should more conclusive and stable evidence be reached, beer companies are recommended to go 

through a reorganization of their marketing and branding departments. This implies revisiting their 

marketing and branding strategies by reallocating budget from product innovation towards 

designing, developing, testing and implementing advertising campaigns based on proven efficacy. 

By doing so, beer companies will be able to achieve an improved brand perception and 

progressively optimize their return on investment in their advertising campaigns and save on 

unfruitful product innovation. By doing so, beer companies are expected to be more effective in 

targeting women as a segment and finally explore its untapped potential. 
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8. APPENDICES 

8.1. Appendix A: Follow-up Interviews Questions 

Groups 1 and 2: 

Experiment-independent questions: 

Alcohol (habits) 

1.  How often do you generally drink alcohol? 

    - Less than once a week, 

     -1-2 times a week 

     - 3-4 times a week,  

     - 5+  times a week, 

 2. In what kind of situations do you drink alcohol? 

❏    Girls night out 

❏    Parties 

❏    Home alone 
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❏    At home with friends 

❏    At family gatherings 

❏    At sports events 

❏    Others  (please specify) 

  

Alcohol (choice and social context) 

3.  Do you have an absolute favorite alcoholic beverage you can buy at grocery stores? If 

so, which one? 

4.  What kind of alcoholic beverage would you buy at the grocery store if you were to 

have a drink alone? 

5. What kind of alcoholic beverage would you buy at the grocery store if you were to drink it 

with other people? (girl’s night out, party with both males and females, family gathering) 

6. Do you think some alcoholic drinks sold in grocery stores are traditionally more suitable 

for men and others for women? If so, which one(s) and why? 

7.  How important is the taste when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important) 

8.   How much do you like sweet and fruity alcoholic beverages? (1 not at all - 7 I love 

them) 

How much do you like bitter alcoholic beverages? (1 not at all - 7 I love them) 

9.  How much do you like sparkling alcoholic drinks? (1 not at all - 7 I love them) 

10. How important are calories when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important, the less calories the better) 

11.   In general, and in comparable alcoholic beverages (e.g. wine vs wine, beer vs. beer), do 

you prefer higher or lower alcoholic content? (1 the lower the better - 7 the higher the better) 

12.   How important are the aesthetics (e.g. packaging, label, color of the bottle, drawings) 

when you choose an alcoholic beverage at the grocery store? (1 not at all - 7 very important) 

  

Beer 

10.  How much do you like the taste of beer (i.e. refer to a generic lager beer that you can buy 

at the grocery store)? (1 not at all - 7 I love it) 

11.  Do you have a favorite brand of beer? If so, which one? 
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Beer and Danish culture 

12.  Do you see beer as a traditional Danish product? 

13.  What role do you think beer plays in the Danish society? 

❏ Brings people together 

❏ Contributes to provide a common national background 

❏ It is a product that Danes can be proud of when abroad 

❏ Other (please specify) 

14.  Who do you think beer is more for? 

-    Men 

-    Women 

-    Both 

16.   How would you feel about a beer made specifically for women (e.g. sweeter, with fewer 

calories, and/or in a nicer bottle) 

17.  Would you prefer it to a “regular” beer? Why? 

  

Experiment-dependent questions: 

1. Why did you choose that specific drink during the experiment? 

2. What is your impression of the commercial that you saw? 

3. What is your impression of the Ads/images that you saw? 

4. How do you think women were portrayed in the commercial you saw at the beginning 

of the experiment? 

5. How do you think women were portrayed in the Ads/images that you saw during the 

experiment? 

  

Group 3: 

Experiment-independent questions: 

Alcohol (habits) 

1.  How often do you generally drink alcohol? 

    - Less than once a week, 

     -1-2 times a week 
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     - 3-4 times a week,  

     - 5+  times a week, 

 2. In what kind of situations do you drink alcohol? 

❏ Girls night out 

❏ Parties 

❏ Home alone 

❏ At home with friends 

❏ At family gatherings 

❏ At sports events 

❏ Others  (please specify) 

  

Alcohol (choice and social context) 

3.  Do you have an absolute favorite alcoholic beverage you can buy at grocery stores? If 

so, which one? 

4.  What kind of alcoholic beverage would you buy at the grocery store if you were to 

have a drink alone? 

5. What kind of alcoholic beverage would you buy at the grocery store if you were to drink it 

with other people? (girl’s night out, party with both males and females, family gathering) 

6. Do you think some alcoholic drinks sold in grocery stores are traditionally more suitable 

for men and others for women? If so, which one(s) and why? 

7.  How important is the taste when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important) 

8.   How much do you like sweet and fruity alcoholic beverages? (1 not at all - 7 I love 

them) 

How much do you like bitter alcoholic beverages? (1 not at all - 7 I love them) 

9.  How much do you like sparkling alcoholic drinks? (1 not at all - 7 I love them) 

10. How important are calories when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important, the less calories the better) 

11.   In general, and in comparable alcoholic beverages (e.g. wine vs wine, beer vs. beer), do 

you prefer higher or lower alcoholic content? (1 the lower the better - 7 the higher the better) 
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12.   How important are the aesthetics (e.g. packaging, label, color of the bottle, drawings) 

when you choose an alcoholic beverage at the grocery store? (1 not at all - 7 very important) 

  

Beer 

10.  How much do you like the taste of beer (i.e. refer to a generic lager beer that you can buy 

at the grocery store)? (1 not at all - 7 I love it) 

11.  Do you have a favorite brand of beer? If so, which one? 

  

Beer and Danish culture 

12.  Do you see beer as a traditional Danish product? 

13.  What role do you think beer plays in the Danish society? 

❏    Brings people together 

❏    Contributes to provide a common national background 

❏    It is a product that Danes can be proud of when abroad 

❏    Other (please specify) 

14.  Who do you think beer is more for? 

-    Men 

-    Women 

-    Both 

16.   How would you feel about a beer made specifically for women (e.g. sweeter, with fewer 

calories, and/or in a nicer bottle) 

17.  Would you prefer it to a “regular” beer? Why? 

  

Experiment-dependent questions: 

1. Why did you choose that specific drink during the experiment? 

2. What is your impression of the commercial that you saw? 

3. What is your impression of the Ads/images that you saw? 

4. What do you think the theme of the commercial you saw at the beginning was? Do 

you think it was sexist? 

5. How do you think women were portrayed in the Ads/images that you saw during the 

experiment? 
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8.2. Appendix B: Consent Form 
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8.3. Appendix C: Group 1’s print ads 
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8.4. Appendix D: Group 2’s print ads 
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8.5. Appendix E: Group 3’s print ads 
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8.6. Appendix F: Alcoholic beverages 
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8.7. Appendix G: First regression data - independent and 

dependent variables 

  

8.8. Appendix H: Second regression data -independent 

and dependent variables 
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8.9. Appendix I: Regression data - independent and 

dependent variables  

  

 

8.10.  Appendix J: Regression data - independent and 

dependent variables  
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8.11.  Appendix K: Transcription of the follow-up interviews 

Participant 1 

Alcohol (habits) 

1.     How often do you generally drink alcohol? 

    - Less than once a week. 

     -1-2 times a week. 

     - 3-4 times a week.   

     - 5+  times a week. 

Participant 1: Once or twice. 

  

 2. In what kind of situations do you drink alcohol? 

●      Girls’ night out 

●      Parties 

●      Home alone 

●      At home with friends 

●      At family gatherings 

●      At sports events 

●      Others (please specify) 

Participant 1: At girls’ nights out, parties, at home with friends, at family gatherings, at sports events. I 

think it’s pretty much it. I don’t really drink at home alone. 

  

Alcohol (choice and social context) 

3.  Do you have an absolute favorite alcoholic beverage you can buy at grocery stores? If so, 

which one? 

Participant 1: I guess it usually is beer or something like gin and tonic. 

  

4.  What kind of alcoholic beverage would you buy at the grocery store if you were to have a 

drink alone? 

Participant 1: I would get some sort of cider. 

  

5. What kind of alcoholic beverage would you buy at the grocery store if you were to drink it with 

other people? (girl’s night out, party with both males and females, family gathering) 

Participant 1: Hmm… Wine or cider. 
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6. Do you think some alcoholic drinks sold in grocery stores are traditionally more suitable for 

men and others for women? If so, which one(s) and why? 

Participant 1: Based on the product packaging and the advertisement? Yes, I guess. I think beer is more 

targeted towards men and then something like Mokai and stuff is more… Like, I don’t see many guys 

drinking it, so I associate it with girly drinks. 

  

7.  How important is the taste when you choose an alcoholic beverage at the grocery store? 

(1 not at all - 7 very important) 

Participant 1: 5 

  

8.   How much do you like sweet and fruity alcoholic beverages? (1 not at all - 7 I love them) 

Participant 1: 1 

  

9. How much do you like bitter alcoholic beverages? (1 not at all - 7 I love them) 

Participant 1: 1 

  

10.  How much do you like sparkling alcoholic drinks? (1 not at all - 7 I love them) 

Participant 1: 7 

  

11. How important are calories when you choose an alcoholic beverage at the grocery store? 

(1 not at all - 7 very important, the less calories the better) 

Participant 1: 1 

  

12.   In general, and in comparable alcoholic beverages (e.g. wine vs wine, beer vs. beer), do you 

prefer higher or lower alcoholic content? (1 the lower the better - 7 the higher the better) 

Participant 1: 5 

  

13.   How important are the aesthetics (e.g. packaging, label, color of the bottle, drawings) when 

you choose an alcoholic beverage at the grocery store? (1 not at all - 7 very important) 

Participant 1: 3 

  

Beer 

14.  How much do you like the taste of beer (i.e. refer to a generic lager beer that you can buy at 

the grocery store)? (1 not at all - 7 I love it) 

Participant 1: 6 

  

15.  Do you have a favorite brand of beer? If so, which one? 
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Participant 1: Well, in general I just take a Tuborg, but it’s more because I’m used to drinking it, not 

because it’s really my favorite. Not IPA, though, I don’t really like IPAs. 

  

Beer and Danish culture 

16.  Do you see beer as a traditional Danish product? 

Participant 1: Yes. I really think it is. 

  

17.  What role do you think beer plays in the Danish society? 

●      Brings people together 

●      Contributes to provide a common national background 

●      It is a product that Danes can be proud of when abroad 

●      Other (please specify) 

Participant 1: I think it brings people together, I don’t really think it provides a common national 

background, it’s a product that Danes can be proud of when they are abroad. I think in general it’s just 

really strong branding, you see beer a lot in commercials, so I believe it really is something you’re proud 

of [as a Dane]. 

  

18.  Who do you think beer is more for? 

●      Men 

●      Women 

●      Both 

Participant 1: I’d say both. 

19.   How would you feel about a beer made specifically for women (e.g. sweeter, with fewer 

calories, and/or in a nicer bottle)? 

Participant 1: I would try it, but if I don’t like the taste, I’d never keep buying it. 

  

20.  Would you prefer it to a “regular” beer? Why? 

Participant 1: Only if it tastes better. Or if it just tastes fine… Then maybe sometimes I’d get it. But if 

it tastes bad, then I’m definitely not going to buy it again. Then I don’t care if it looks nicer or if it has 

fewer calories. 

  

Experiment-dependent questions: 

1. Why did you choose that specific drink during the experiment? 

Participant 1: It’s just what I’d normally pick. 

  

2.   What is your impression of the commercial that you saw? 
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Participant 1: I thought it was a good commercial for a general public. Maybe it is a bit stereotypical, 

though. I think, though, that it affects more people because it’s stereotypical. It’s what people are used 

to. I think if they made it like a woman waiting on a man, it wouldn’t have the same effect. So, I thought 

the commercial was fine, but I can see that some people might get offended by it. 

  

3. What is your impression of the Ads/images that you saw? 

Participant 1: I think there’s a high focus on sexualizing the beers. Again, probably because they’re 

targeting men, so they know what elicits a response from them. Like they wouldn’t work on me, 

especially like the beer-maids, the German ones. Hmm… It wouldn’t make me buy their beer. I didn’t 

relate to them. 

  

4. How do you think women were portrayed in the commercial you saw at the beginning of 

the experiment? (FOR GENDER NEUTRAL ONLY: What do you think the theme of the 

commercial you saw at the beginning was? Do you think it was sexist?). 

Participant 1: I think stereotypical and superficial. I mean, I don’t really know… It’s just a girl shopping, 

so… Were there more girls in the commercial, though? 

  

Interviewer: Yes, there was one girl shopping and then some more in the room. 

  

Participant 1: Oh, I didn’t even notice them. 

  

5. How do you think women were portrayed in the Ads/images that you saw during the 

experiment? 

Participant 1: Overly sexualized and a bit objectified. Hmm, but it’s difficult because it’s also a part of 

German tradition to have these beer-maids, you know… So maybe it’s not so negative. Perhaps the girls 

like dressing up like that. So, I can’t be too uptight. But yeah, I’d say [they were] objectified for the 

sake of selling beer to men. 

  

Participant 2: 

Alcohol (habits) 

1.     How often do you generally drink alcohol? 

-    Less than once a week. 

-    1-2 times a week. 

-    3-4 times a week. 

-    5+ times a week. 

Participant 2: 3-4 
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2.     In what kind of situations do you drink alcohol? 

-    Girls’ night out 

-    Parties 

-    Home alone 

-    At home with friends 

-    At family gatherings 

-    At sports events 

-    Others (please specify) 

Participant 2: At girls’ night out, parties, at home with friends, at family gatherings, at sports events. At 

some of the gatherings for unions and different stuff at school. 

  

Alcohol (choice and social context) 

3.     Do you have an absolute favorite alcoholic beverage you can buy at grocery stores? 

If so, which one? 

Participant 2: Albani beer; Odense, 1859 

  

4.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

have a drink alone? 

Participant 2: Wine, I guess. White. 

  

5.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

drink it with other people? (girl’s night out, party with both males and females, 

family gathering) 

Participant 2: It would just be a case of beer. 

  

6.     Do you think some alcoholic drinks sold in grocery stores are traditionally more 

suitable for men and others for women? If so, which one(s) and why? 

Participant 2: Everything light, beer, ciders and no sugar, they’re kind of meant for women and I still 

feel like some girls will choose the cider because beer tastes weird, they might think. Beer, scotch and 

whiskey are mainly manly drinks. 

  

7.     How important is the taste when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important) 

Participant 2: 5 

  

8.     How much do you like sweet and fruity alcoholic beverages? (1 not at all - 7 I love 

them) 
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Participant 2: 6 

  

9.     How much do you like bitter alcoholic beverages? (1 not at all - 7 I love them) 

Participant 2: 5 

  

10.  How much do you like sparkling alcoholic drinks? (1 not at all - 7 I love them) 

Participant 2: 5 

  

11.  How important are calories when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important, the less calories the better) 

Participant 2: 1 

  

12.  In general, and in comparing alcoholic beverages (e.g. wine vs wine, beer vs. beer), 

do you prefer higher or lower alcoholic content? (1 the lower the better - 7 the 

higher the better) 

Participant 2: 7 

  

13.  How important are the aesthetics (e.g. packaging, label, color of the bottle, 

drawings) when you choose an alcoholic beverage at the grocery store? (1 not at 

all - 7 very important) 

Participant 2: 5 

  

Beer 

14.  How much do you like the taste of beer (i.e. refer to a generic lager beer that you can buy at the 

grocery store)? (1 not at all - 7 I love it) 

Participant 2: 6 

  

Beer and Danish culture 

16.  Do you see beer as a traditional Danish product? 

Participant 2: Yes. 

  

17.  What role do you think beer plays in the Danish society? 

-    Brings people together 

-    Contributes to provide a common national background 

-       It is a product that Danes can be proud of when abroad 

-    Other (please specify) 
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Participant 2: We cling on to our drinking culture. We’re super proud of our Danish beer, especially my 

generation, although it’s unhealthy. 

  

1. Who do you think beer is more for? 

-    Men 

-    Women 

-    Both 

Participant 2: Both. 

  

1. How would you feel about a beer made specifically for women (e.g. sweeter, with fewer 

calories, and/or in a nicer bottle)? 

Participant 2: No, I wouldn’t like that. I would be kind of offended. 

  

1. Would you prefer it to a “regular” beer? Why? 

Participant 2: No. 

  

Experiment-dependent questions: 

1. Why did you choose that specific drink during the experiment? 

Participant 2: It’s my go-to. 

  

2. What is your impression of the commercial that you saw? 

Participant 2: It was kind of ridiculously meant for women and it felt weird, pushed. 

  

3.  What is your impression of the Ads/images that you saw after that? 

Participant 2: That was just capturing a moment, they were quite nice, I think. 

  

4.  How do you think the woman was portrayed in the commercial at the beginning? 

Participant 2: She was kind of portrayed strong and a little tomboy; she was supposed to drink beer 

because she was kind of manly. 

  

5.  How do you think women were portrayed in the images you saw after that? 

Participant 2: More naturally, just enjoying a beer with their friends. 

  

Participant 3: 

Alcohol (habits) 

1.  How often do you generally drink alcohol? 

    - Less than once a week, 
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     -1-2 times a week 

     - 3-4 times a week,  

     - 5+  times a week, 

Answer: 1-2 times a week 

  

 2. In what kind of situations do you drink alcohol? 

●      Girls night out 

●      Parties 

●      Home alone 

●      At home with friends 

●      At family gatherings 

●      At sports events 

●      Others  (please specify) 

Answer: girls’ night out, parties, home alone (rarely), at home with friends, at family gatherings, events 

in general 

  

Alcohol (choice and social context) 

3.  Do you have an absolute favorite alcoholic beverage you can buy at grocery stores? If so, which 

one? 

Answer: No 

  

4.  What kind of alcoholic beverage would you buy at the grocery store if you were to have a drink 

alone? 

Answer: white wine 

  

5. What kind of alcoholic beverage would you buy at the grocery store if you were to drink it with other 

people? (girl’s night out, party with both males and females, family gathering) 

Answer: white wine 

  

6. Do you think some alcoholic drinks sold in grocery stores are traditionally more suitable for men and 

others for women? If so, which one(s) and why? 

Answer: slightly. Beer if for men and wine is for women 

  

7.  How important is the taste when you choose an alcoholic beverage at the grocery store? (1 not 

at all - 7 very important) 

Answer: 5 
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8.   How much do you like sweet and fruity alcoholic beverages? (1 not at all - 7 I love them) 

Answer: 6 

  

9. How much do you like bitter alcoholic beverages? (1 not at all - 7 I love them) 

Answer: 1 

  

10.  How much do you like sparkling alcoholic drinks? (1 not at all - 7 I love them) 

Answer: 4 

  

11. How important are calories when you choose an alcoholic beverage at the grocery store? (1 not 

at all - 7 very important, the less calories the better) 

Answer: 1 

  

12.   In general, and in comparable alcoholic beverages (e.g. wine vs wine, beer vs. beer), do you prefer 

higher or lower alcoholic content? (1 the lower the better - 7 the higher the better) 

Answer: 5 

  

13.   How important are the aesthetics (e.g. packaging, label, color of the bottle, drawings) when you 

choose an alcoholic beverage at the grocery store? (1 not at all - 7 very important) 

Answer: 6 

  

Beer 

10.  How much do you like the taste of beer (i.e. refer to a generic lager beer that you can buy at the 

grocery store)7? (1 not at all - 7 I love it) 

Answer: 4 

  

11.  Do you have a favorite brand of beer? If so, which one? 

Answer; yes, Tuborg 

  

Beer and Danish culture 

12.  Do you see beer as a traditional Danish product? 

Answer: yes 

  

13.  What role do you think beer plays in the Danish society? 

●      Brings people together 

●      Contributes to provide a common national background 
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●      It is a product that Danes can be proud of when abroad 

●      Other (please specify) 

Answer: brings people together, contributes to provide a common national background, it is a product 

that Danes can be proud of when abroad 

  

14.  Who do you think beer is more for? 

●      Men 

●      Women 

●      Both 

Answer: I would say both but from what I see in real life I would say men 

  

16.   How would you feel about a beer made specifically for women (e.g. sweeter, with fewer calories, 

and/or in a nicer bottle) 

Answer: I would like it, but I would like it only if they make it so that men do not feel awkward about 

it either 

  

17.  Would you prefer it to a “regular” beer? Why? 

Answer: if it tastes better yes 

  

Experiment-dependent questions: 

1. Why did you choose that specific drink during the experiment? 

Answer: because it tastes good, better than the others, and I tried it, while I did not try two of the others, 

and also because it is cheap 

  

1. What is your impression of the commercial that you saw? 

Answer: I have seen it before, not sure if exactly the same one. Nicely made, nice to recognize the 

actor. He’s a famous actor. Typically, male Danish, I feel a man created the commercial, but it is also 

very Copenhagen oriented. 

  

1. What is your impression of the Ads/images that you saw? 

Answer: I liked them, generally they were happy looking pictures. Some pictures were not as aesthetics 

as they could be. I could only relate to 2 or 3 of them, as there were usually more men than women in 

the ads. 
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1. How do you think women were portrayed in the commercial you saw at the beginning of the 

experiment? (FOR GENDER NEUTRAL ONLY: What do you think the theme of the 

commercial you saw at the beginning was? Do you think it was sexist?). 

Answer: I think it was very culturally related, kind of leveraging on Copenhagen and Danish traditions; 

Not sexist at all. 

  

1. How do you think women were portrayed in the Ads/images that you saw during the 

experiment? 

Answer: not objectified, more as part of the fun and more friends, but in a lot of them there were more 

men than women, which make it feel as if beer is more of a men’s drink. 

  

Participant 4 

Alcohol (habits) 

1.     How often do you generally drink alcohol? 

-    Less than once a week. 

-    1-2 times a week. 

-    3-4 times a week. 

-    5+ times a week. 

Participant 4: 1-2 

  

2.     In what kind of situations do you drink alcohol? 

-    Girls’ night out 

-    Parties 

-    Home alone 

-    At home with friends 

-    At family gatherings 

-    At sports events 

-    Others (please specify) 

Participant 4: At girls’ night out, parties, at home with friends, at sports events. 

  

Alcohol (choice and social context) 

3.     Do you have an absolute favorite alcoholic beverage you can buy at grocery stores? 

If so, which one? 

Participant 4: I don’t have a favorite. 
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4.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

have a drink alone? 

Participant 4: I think a cider. 

  

5.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

drink it with other people? (girl’s night out, party with both males and females, 

family gathering) 

Participant 4: Beer. 

  

6.     Do you think some alcoholic drinks sold in grocery stores are traditionally more 

suitable for men and others for women? If so, which one(s) and why? 

Participant 4: Yes. Beers are more manly, and ciders are more for women, I think. 

  

7.     How important is the taste when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important) 

Participant 4: 7 

  

8.     How much do you like sweet and fruity alcoholic beverages? (1 not at all - 7 I love 

them) 

Participant 4: 5 

  

9.     How much do you like bitter alcoholic beverages? (1 not at all - 7 I love them) 

Participant 4: 4 

  

10.  How much do you like sparkling alcoholic drinks? (1 not at all - 7 I love them) 

Participant 4: 6 

  

11.  How important are calories when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important, the less calories the better) 

Participant 4: 1 

  

12.  In general, and in comparable alcoholic beverages (e.g. wine vs wine, beer vs. 

beer), do you prefer higher or lower alcoholic content? (1 the lower the better - 7 

the higher the better) 

Participant 4: 5 
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13.  How important are the aesthetics (e.g. packaging, label, color of the bottle, 

drawings) when you choose an alcoholic beverage at the grocery store? (1 not at 

all - 7 very important) 

Participant 4: 5 

  

  

Beer 

14.  How much do you like the taste of beer (i.e. refer to a generic lager beer that you can buy at the 

grocery store)? (1 not at all - 7 I love it) 

Participant 4: 6 

  

15.  Do you have a favorite brand of beer? If so, which one? 

Participant 4: Carlsberg 

  

Beer and Danish culture 

16.  Do you see beer as a traditional Danish product? 

Participant 4: Yes. 

  

17.  What role do you think beer plays in the Danish society? 

-    Brings people together 

-    Contributes to provide a common national background 

-    It is a product that Danes can be proud of when abroad 

-    Other (please specify) 

Participant 4: Brings people together, contributes to provide a common national background, it is a 

product that Danes can be proud of when abroad. 

  

1. Who do you think beer is more for? 

-    Men 

-    Women 

-    Both 

Participant 4: Both. 

  

1. How would you feel about a beer made specifically for women (e.g. sweeter, with fewer 

calories, and/or in a nicer bottle)? 

Participant 4: I think it would be fine. I don’t think about the calories that much; I think it would be fine 

to make a beer that was more cider-like, fruity and stuff like this but I think it’s also a bit weird because 

we have Carlsberg, we have Tuborg, which are like these traditional types of beer so I think it would 
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be difficult to… Maybe if those brands made a female beer, I would taste it… Yeah, I would be open 

for it. 

  

1. Would you prefer it to a “regular” beer? Why? 

Participant 4: That depends on taste. So, if I like that more, I will take that, but I still believe that if I’m 

going out for a beer with a friend, then I would have like a regular beer. 

  

Experiment-dependent questions: 

1. Why did you choose that specific drink during the experiment? 

Participant 4: I associate Carlsberg with being with friends and just having a good time. 

  

1. What is your impression of the commercial that you saw? 

Participant 4: I like it a lot. 

  

3.  What is your impression of the ads/images that you saw after that? 

Participant 4: I like that they were very diverse; it was both young people and older people so I kind of 

like them all. I couldn’t relate to them all, but I liked them. 

  

4.  What do you think the theme of the commercial you saw at the beginning was? 

Participant 4: I think it was like a very proud feeling of being a Dane, because Mads Mikkelsen is 

famous abroad and he’s biking, which is very typical for being a Dane, and he’s biking in Copenhagen. 

So that’s why I really liked it. 

  

5.  How do you think women were portrayed in the images you saw at the beginning of the 

experiment? 

Participant 4: Fine, I kind of stumbled upon on the picture where they were kind of at a concert or a bar, 

and the woman was wearing purple; I didn’t like that too much but I liked the picture because I 

associated it with being at a concert or hanging out with friends and stuff like this. But the colors were 

kind of weird. 

  

Participant 5 

Alcohol (habits) 

1.     How often do you generally drink alcohol? 

-    Less than once a week. 

-    1-2 times a week. 

-    3-4 times a week. 

-    5+ times a week. 
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Participant 5: 1-2 

  

2.     In what kind of situations do you drink alcohol? 

-    Girls’ night out 

-    Parties 

-    Home alone 

-    At home with friends 

-    At family gatherings 

-    At sports events 

-    Others (please specify) 

Participant 5: At girls’ night out, parties, at home with friends, and at family gatherings. Going to the 

beach, festivals. 

  

Alcohol (choice and social context) 

3.     Do you have an absolute favorite alcoholic beverage you can buy at grocery stores? 

If so, which one? 

Participant 5: Rosé or beer. Of beer, I like IPAs but the Carlsberg IPAs because they’re affordable. 

  

4.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

have a drink alone? 

Participant 5: Beer. 

  

5.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

drink it with other people? (girl’s night out, party with both males and females, 

family gathering) 

Participant 5: Beer, wine or hard liquor. So most. 

  

6.     Do you think some alcoholic drinks sold in grocery stores are traditionally more 

suitable for men and others for women? If so, which one(s) and why? 

Participant 5: Traditionally I think rosé and white wine is more for women; red wine is more for older 

men, although it’s for both, and beer is traditionally for men. 

  

7.     How important is the taste when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important) 

Participant 5: 6 
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8.     How much do you like sweet and fruity alcoholic beverages? (1 not at all - 7 I love 

them) 

Participant 5: 4-5 

  

9.     How much do you like bitter alcoholic beverages? (1 not at all - 7 I love them) 

Participant 5: 4 

  

10.  How much do you like sparkling alcoholic drinks? (1 not at all - 7 I love them) 

Participant 5: 3 

  

11.  How important are calories when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important, the less calories the better) 

Participant 5: 1 

  

12.  In general, and in comparing alcoholic beverages (e.g. wine vs wine, beer vs. beer), 

do you prefer higher or lower alcoholic content? (1 the lower the better - 7 the 

higher the better) 

Participant 5: 4 

  

13.  How important are the aesthetics (e.g. packaging, label, color of the bottle, 

drawings) when you choose an alcoholic beverage at the grocery store? (1 not at 

all - 7 very important) 

Participant 5: For wine: 6, for beer it doesn’t matter. Maybe 4 

  

  

Beer 

14.  How much do you like the taste of beer (i.e. refer to a generic lager beer that you can buy at the 

grocery store)? (1 not at all - 7 I love it) 

Participant 5: 6 

  

15.  Do you have a favorite brand of beer? If so, which one? 

Participant 5: Carlsberg IPA 

  

Beer and Danish culture 

16.  Do you see beer as a traditional Danish product? 

Participant 5: Yes. 
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17.  What role do you think beer plays in the Danish society? 

-    Brings people together 

-    Contributes to provide a common national background 

-       It is a product that Danes can be proud of when abroad 

-    Other (please specify) 

Participant 5: Brings people together, contributes to provide a common national background, it is a 

product (Carlsberg, Tuborg) that Danes can be proud of when abroad. 

  

1. Who do you think beer is more for? 

-    Men 

-    Women 

-    Both 

Participant 5: Both 

  

1. How would you feel about a beer made specifically for women (e.g. sweeter, with fewer 

calories, and/or in a nicer bottle)? 

Participant 5: I would never buy that. I think it’s degradable to women. That’s why I didn’t like the 

Skinny one. 

  

1. Would you prefer it to a “regular” beer? Why? 

Participant 5: No. 

  

Experiment-dependent questions: 

1. Why did you choose that specific drink during the experiment? 

Participant 5: I was thinking of the IPA. 

  

2. What is your impression of the commercial that you saw? 

Participant 5: It was alright. It made me think of coming together, definitely sporty. 

  

3. How do think the woman was portrayed in the commercial? 

She was strong, a fighter. I think it was maybe a little, too much. Almost like she was a man. 

  

4. What is your impression of the Ads/images that you saw after that? 

Participant 5: I think they were nice, very natural. Just some friends enjoying a beer. 

  

5.   How do you think women were portrayed in the ads and images that followed? 

Participant 5: Just happy. It looks like they’re having a good time. 
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Participant 6: 

Alcohol (habits) 

1.     How often do you generally drink alcohol? 

-    Less than once a week. 

-    1-2 times a week. 

-    3-4 times a week. 

-    5+ times a week. 

Participant 6: 1-2 

  

2.     In what kind of situations do you drink alcohol? 

-    Girls’ night out 

-    Parties 

-    Home alone 

-    At home with friends 

-    At family gatherings 

-    At sports events 

-    Others (please specify) 

Participant 6: At girls’ night out, parties, at home with friends, at family gatherings. Dinners, if you go 

out, also at home. 

  

  

Alcohol (choice and social context) 

3.     Do you have an absolute favorite alcoholic beverage you can buy at grocery stores? 

If so, which one? 

Participant 6: No. I don’t think so. I mix a lot. 

  

4.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

have a drink alone? 

Participant 6: White wine. 

  

5.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

drink it with other people? (girl’s night out, party with both males and females, 

family gathering) 

Participant 6: Somersby. 
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6.     Do you think some alcoholic drinks sold in grocery stores are traditionally more 

suitable for men and others for women? If so, which one(s) and why? 

Participant 6:Mokaï is for women, also Somersby, and beer is more for men. But I don’t like beer, so… 

  

  

7.     How important is the taste when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important) 

Participant 6: 7 

  

8.     How much do you like sweet and fruity alcoholic beverages? (1 not at all - 7 I love 

them) 

Participant 6: 7 

  

9.     How much do you like bitter alcoholic beverages? (1 not at all - 7 I love them) 

Participant 6: 2 

  

10.  How much do you like sparkling alcoholic drinks? (1 not at all - 7 I love them) 

Participant 4: 6 

  

11.  How important are calories when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important, the less calories the better) 

Participant 6: 1 

  

12.  In general, and in comparable alcoholic beverages (e.g. wine vs wine, beer vs. 

beer), do you prefer higher or lower alcoholic content? (1 the lower the better - 7 

the higher the better) 

Participant 6: 4 

  

13.  How important are the aesthetics (e.g. packaging, label, color of the bottle, 

drawings) when you choose an alcoholic beverage at the grocery store? (1 not at 

all - 7 very important) 

Participant 6: 3 

  

  

Beer 

14.  How much do you like the taste of beer (i.e. refer to a generic lager beer that you can buy at the 

grocery store)? (1 not at all - 7 I love it) 
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Participant 6: 3 

  

15.  Do you have a favorite brand of beer? If so, which one? 

Participant 6: No. 

  

  

Beer and Danish culture 

16.  Do you see beer as a traditional Danish product? 

Participant 6: Yes. 

  

17.  What role do you think beer plays in the Danish society? 

-    Brings people together 

-    Contributes to provide a common national background 

-    It is a product that Danes can be proud of when abroad 

-    Other (please specify) 

Participant 6: Brings people together, it is a product that Danes can be proud of when abroad. 

  

1. Who do you think beer is more for? 

-    Men 

-    Women 

-    Both 

Participant 6: Men. 

  

1. How would you feel about a beer made specifically for women (e.g. sweeter, with fewer 

calories, and/or in a nicer bottle)? 

Participant 6: That’s a good idea. I would like it. 

  

1. Would you prefer it to a “regular” beer? Why? 

Participant 6: Yes. Because I don’t like normal beer. 

  

Experiment-dependent questions: 

  

1. Why did you choose that specific drink during the experiment? 

Answer: Looks better. and I knew  it… And also, I do not like beer 

  

  2. What is your impression of the commercial that you saw? 
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Answer: More fun, and it relates to everything Carlsberg does, like probably best beer in the world, but 

yeah. still a lot of guys, so not really related to me, it just was not for me, I was not the target audience 

   

  3. What is your impression of the Ads/images that you saw after that? 

Answer; It did not do anything to me. neutral. that was for men 

  

 4. How do you think the woman was portrayed in the commercial you saw? 

Answer: That women like to shop, and men have to wait for women… but it did not really think about 

the part of men and women being equal. It portraits quite well how men wait for women. 

  

 5. How do you think the woman was portrayed in the ads and images that followed? 

Answer: Quite sexual 

  

  

Participant 7: 

Alcohol (habits) 

1.        How often do you generally drink alcohol? 

-    Less than once a week. 

-    1-2 times a week. 

-    3-4 times a week. 

-    5+ times a week. 

Participant 7: 1-2 

  

2.     In what kind of situations do you drink alcohol? 

-    Girls’ night out 

-    Parties 

-    Home alone 

-    At home with friends 

-    At family gatherings 

-    At sports events 

-    Others (please specify) 

Participant 7: Parties, home alone, and at home with friends. Fridays at work. 

  

Alcohol (choice and social context) 

3.     Do you have an absolute favorite alcoholic beverage you can buy at grocery stores? 

If so, which one? 

Participant 7: A special beer from Albani; the 1859 
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4.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

have a drink alone? 

Participant 7: Beer or white wine. 

  

5.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

drink it with other people? (girl’s night out, party with both males and females, 

family gathering) 

Participant 7: Red wine. 

  

6.     Do you think some alcoholic drinks sold in grocery stores are traditionally more 

suitable for men and others for women? If so, which one(s) and why? 

Participant 7: I believe that there is a general way of marketing it, but I don’t believe that one way is 

more suitable for a gender. But the marketing is very gendered. Beer is for men and cider is for women. 

  

7.     How important is the taste when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important) 

Participant 7: 6 

  

8.     How much do you like sweet and fruity alcoholic beverages? (1 not at all - 7 I love 

them) 

Participant 7: 4 

  

9.     How much do you like bitter alcoholic beverages? (1 not at all - 7 I love them) 

Participant 7: 5 

  

10.  How much do you like sparkling alcoholic drinks? (1 not at all - 7 I love them) 

Participant 7: 2 

  

11.  How important are calories when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important, the less calories the better) 

Participant 7: 0 

  

12.  In general, and in comparable alcoholic beverages (e.g. wine vs wine, beer vs. 

beer), do you prefer higher or lower alcoholic content? (1 the lower the better - 7 

the higher the better) 

Participant 7: 4 
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13.  How important are the aesthetics (e.g. packaging, label, color of the bottle, 

drawings) when you choose an alcoholic beverage at the grocery store? (1 not at 

all - 7 very important) 

Participant 7: 4 

  

  

Beer 

14.  How much do you like the taste of beer (i.e. refer to a generic lager beer that you can buy at the 

grocery store)? (1 not at all - 7 I love it) 

Participant 7: 7 

  

15.  Do you have a favorite brand of beer? If so, which one? 

Participant 7: Albani; it’s connected to a lot of childhood feelings. 

  

Beer and Danish culture 

16.  Do you see beer as a traditional Danish product? 

Participant 7: Yeah. 

  

17.  What role do you think beer plays in the Danish society? 

-    Brings people together 

-    Contributes to provide a common national background 

-    It is a product that Danes can be proud of when abroad 

-    Other (please specify) 

Participant 7: Brings people together, it is a product that Danes can be proud of when abroad. I definitely 

think that one of the reasons we are borderline alcoholics is because we have some pretty straight social 

norms. Without the alcohol, we’re less open about our feelings, and I think having those social 

constructions in a very individualistic society makes us feel like we need alcohol for a social collection. 

It makes sharing easier; it loosens societal boundaries. 

  

1. Who do you think beer is more for? 

-    Men 

-    Women 

-    Both 

Participant 7: Both. 
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1. How would you feel about a beer made specifically for women (e.g. sweeter, with fewer 

calories, and/or in a nicer bottle)? 

Participant 7: It’s bullshit. I feel like the whole… instead of taking a product that’s been made for men 

and opening it up to a gender-neutral marketing and including women in the brand capitalizing on the 

genders being so bounded, as they are, is bullshit. I just want a beer; I don’t need something fruity and 

sparkly. Why do we gender alcohol? 

  

1. Would you prefer it to a “regular” beer? Why? 

Participant 7: No. But I also think it’s easier for me because I like darker beer, which is usually for men, 

but if you are a woman who likes sweeter drinks or if you are a man that prefers a sweeter drink, the 

whole marketing towards women further establishes gender norms. As a man, having a cosmopolitan, 

it works the other way around. I used to have a boyfriend who liked “pink” alcohol and he’s been called 

out on his friends so many times. 

  

Experiment-dependent questions: 

1. Why did you choose that specific drink during the experiment? 

Participant 7: It was a very standard beer. I also like the packing on Carlsberg more than Tuborg. It’s 

just an easy, clean, green pilsner. If there had been a darker beer, like a classic instead of a pilsner, I 

would’ve gone with that. Based on my taste and partially on the aesthetics. There’s no pink bullshit. 

That’s also what I usually drink with my friends. 

  

1. What is your impression of the commercial that you saw? 

Participant 7: I thought it was really cool. I didn’t like how they used the black/white writing; I would’ve 

preferred it in color, and I liked the strong; I was really drawn to it. And I liked how their vocabulary 

spoke to everyone to feel strong or wanna celebrate something. And I’m not a super sporty person but 

I was included in the commercial anyways. 

  

3.  What is your impression of the Ads/images that you saw after that? 

Participant 7: I thought the first one was pretty boring; a girl, sitting alone, but there were a few images 

of people laughing, smiling, being together, and I see having a beer as something immensely social. I 

especially liked seeing the old women enjoying a beer together. 

  

4.  How do you think the woman was portrayed in the commercial you saw? 

Participant 7: My first impressions were: Strong, initiative, pushing forward, achieving something you 

wanna celebrate with friends. 

  

5.  How do you think women were portrayed in the ads and images that followed? 
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Participant 7: I was less aware of the woman being portrayed. In a commercial, we’re gonna put a 

woman in this setting and we’re gonna make her feel strong, and the ones after just made me think of 

more like, this is a normal, natural situation. It was just more neutral. You could see that it was a 

commercial whereas the pictures were more natural. 

  

Participant 8: 

Alcohol (habits) 

1.  How often do you generally drink alcohol? 

    - Less than once a week, 

     -1-2 times a week 

     - 3-4 times a week,  

     - 5+  times a week, 

Answer: 3-4 times a week 

  

 2. In what kind of situations do you drink alcohol? 

●      Girls night out 

●      Parties 

●      Home alone 

●      At home with friends 

●      At family gatherings 

●      At sports events 

●      Others  (please specify) 

Answer: Girls night out, parties, home alone, at home with friends, at family gatherings, at sport events, 

others (at work - she’s a bartender) 

  

Alcohol (choice and social context) 

3.  Do you have an absolute favorite alcoholic beverage you can buy at grocery stores? If so, which 

one? 

Answer: Jameson Whiskey 

  

4.  What kind of alcoholic beverage would you buy at the grocery store if you were to have a drink 

alone? 

Answer: Red wine 

  

5. What kind of alcoholic beverage would you buy at the grocery store if you were to drink it with other 

people? 
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Answer: Beer 

  

6. Do you think some alcoholic drinks sold in grocery stores are traditionally more suitable for men and 

others for women? If so, which one(s) and why? 

Answer: No, I do not think so. 

  

7.  How important is the taste when you choose an alcoholic beverage at the grocery store? (1 not 

at all - 7 very important) 

Answer: 6 

  

8.   How much do you like sweet and fruity alcoholic beverages? (1 not at all - 7 I love them) 

Answer: 2 

  

9.      How much do you like bitter alcoholic beverages? (1 not at all - 7 I love them) 

Answer: 5 

  

10.  How much do you like sparkling alcoholic drinks? (1 not at all - 7 I love them) 

Answer: 2 (she says: I only like champagne) 

  

11. How important are calories when you choose an alcoholic beverage at the grocery store? (1 not 

at all - 7 very important, the less calories the better) 

Answer: 1 

  

12.   In general, and in comparable alcoholic beverages (e.g. wine vs wine, beer vs. beer), do you prefer 

higher or lower alcoholic content? (1 the lower the better - 7 the higher the better) 

Answer: 6 

  

13.   How important are the aesthetics (e.g. packaging, label, color of the bottle, drawings) when you 

choose an alcoholic beverage at the grocery store? (1 not at all - 7 very important) 

Answer: 5 

  

Beer 

14.  How much do you like the taste of beer (i.e. refer to a generic lager beer that you can buy at the 

grocery store)? (1 not at all - 7 I love it) 

Answer: 7 

  

15.  Do you have a favorite brand of beer? If so, which one? 
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Answer: yes, Delirium 

  

Beer and Danish culture 

16.  Do you see beer as a traditional Danish product? 

Answer: yes 

  

17.  What role do you think beer plays in the Danish society? 

●      Brings people together 

●      Contributes to provide a common national background 

●      It is a product that Danes can be proud of when abroad 

●      Other (please specify) 

Answer: brings people together, contributes to provide a common national background (it depends on 

generations: yes for younger generations, no for older generations), it is a product that Danes can be 

proud of when abroad, others (people bond over alcohol: if you are around Danish people who have 

never met, they will only bond when they are drunk. If they are sober, it is very awkward, especially 

among young people. While if you are foreign, you probably do not need that much alcohol to bond. 

Danish people are very good at only talking about private or personal stuff when they are drunk). 

  

18. Who do you think beer is more for? 

●      Men 

●      Women 

●      Both 

Answer: Both 

  

17.   How would you feel about a beer made specifically for women (e.g. sweeter, with fewer calories, 

and/or in a nicer bottle) 

Answer: I would not like but I’m pretty sure some other would 

  

18.  Would you prefer it to a “regular” beer? Why? 

Answer: No, because of the taste probably. The fact that you target women with those skinny 

drinks...bleah! 

  

Experiment-dependent questions: 

1. Why did you choose that specific drink during the experiment? 

Answer: It is the one I liked the most in terms of taste. 
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1. What is your impression of the commercial that you saw? 

Answer: For me it was an okay funny video. It is relatable that when you go shopping with you 

boyfriend it’s not really fun and if they had a bar behind where they could sit and drink that would be 

better, and if Carlsberg did it, they would probably be the best and haha. But except for that I do not 

think much of it to be honest. Didn’t really trigger much for me, just a typical Carlsberg commercial. 

  

1. What is your impression of the Ads/images that you saw? 

Answer: First one with the guy looking into a girl’s breast, I thought “oh, what a stupid image”. 

Especially working in this industry, stupid image. But I mean, it’s a traditional image. And I thought 

“oh, that looks like Germany”. 

  

2. How do you think women were portrayed in the commercial you saw at the beginning of the 

experiment? (FOR GENDER NEUTRAL ONLY: What do you think the theme of the 

commercial you saw at the beginning was? Do you think it was sexist?). 

Answer: I think it’s like a typical relationship issue. The girl goes shopping and the guy carries the bags 

and does not want to be there, and he’s bored. It was a typical stereotype. 

  

3. How do you think women were portrayed in the Ads/images that you saw during the 

experiment? 

Answer: Definitely stereotypical for German girls: girls carrying beer and guys staring and the boobs. 

  

Participant 9: 

Alcohol (habits) 

1.  How often do you generally drink alcohol? 

    - Less than once a week, 

     -1-2 times a week 

     - 3-4 times a week,  

     - 5+  times a week, 

Answer: 1-2 

  

 2. In what kind of situations do you drink alcohol? 

●      Girls night out 

●      Parties 
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●      Home alone 

●      At home with friends 

●      At family gatherings 

●      At sports events 

●      Others  (please specify) 

Answer: girls’ night out, parties, at home with friends, at family gatherings, sport events, others (after 

work, after handball practice, after swimming) 

  

  

Alcohol (choice and social context) 

3.  Do you have an absolute favorite alcoholic beverage you can buy at grocery stores? If so, which 

one? 

Answer: beer, grimbergen 

  

4.  What kind of alcoholic beverage would you buy at the grocery store if you were to have a drink 

alone? 

Answer: beer 

  

5. What kind of alcoholic beverage would you buy at the grocery store if you were to drink it with other 

people? 

Answer: beer 

6. Do you think some alcoholic drinks sold in grocery stores are traditionally more suitable for men and 

others for women? If so, which one(s) and why? 

Answer: No, not anymore 

  

7.  How important is the taste when you choose an alcoholic beverage at the grocery store? (1 not 

at all - 7 very important) 

Answer: 6 

  

8.   How much do you like sweet and fruity alcoholic beverages? (1 not at all - 7 I love them) 

Answer: 2 

  

9.      How much do you like bitter alcoholic beverages? (1 not at all - 7 I love them) 

Answer: 4 

  

10.  How much do you like sparkling alcoholic drinks? (1 not at all - 7 I love them) 
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Answer: 3 

  

11. How important are calories when you choose an alcoholic beverage at the grocery store? (1 not 

at all - 7 very important, the less calories the better) 

Answer: 1 

  

12.   In general, and in comparable alcoholic beverages (e.g. wine vs wine, beer vs. beer), do you prefer 

higher or lower alcoholic content? (1 the lower the better - 7 the higher the better) 

Answer: 4 

  

13.   How important are the aesthetics (e.g. packaging, label, color of the bottle, drawings) when you 

choose an alcoholic beverage at the grocery store? (1 not at all - 7 very important) 

Answer: 2 

  

Beer 

14.  How much do you like the taste of beer (i.e. refer to a generic lager beer that you can buy at the 

grocery store)? (1 not at all - 7 I love it) 

Answer: 7 

  

15.  Do you have a favorite brand of beer? If so, which one? 

Answer: yes, grimbergen 

  

  

Beer and Danish culture 

16.  Do you see beer as a traditional Danish product? 

Answer: yes 

  

17.  What role do you think beer plays in the Danish society? 

●      Brings people together 

●      Contributes to provide a common national background 

●      It is a product that Danes can be proud of when abroad 

●      Other (please specify) 

Answer: brings people together, contributes to provide a common national background, other (social 

role) 
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18. Who do you think beer is more for? 

●      Men 

●      Women 

●      Both 

Answer: Both 

  

17.   How would you feel about a beer made specifically for women (e.g. sweeter, with fewer calories, 

and/or in a nicer bottle) 

Answer: Not very good 

  

18.  Would you prefer it to a “regular” beer? Why? 

Answer: No. If the taste is the same, but I guess it would not since it would probably be fruitier and 

sparkling. But if the taste was the same but with fewer calories, then I would drink it, but if the taste is 

different from what I like, and I like dark beer, then no. I wouldn’t care if the bottle was nice, like pink 

and with flowers. I go for the taste…and the price. 

  

Experiment-dependent questions: 

1. Why did you choose that specific drink during the experiment? 

Answer: I chose the beer, the Tuborg beer, because I like Tuborg beer the most, I think it’s better than 

Carlsberg. 

1. What is your impression of the commercial that you saw? 

Answer: I think it was funny and I haven’t seen anything like it before. I think there is still a problem 

with the gender role and the fact that only men drink beer, but I think it was done in a kind of fun way. 

  

1. What is your impression of the Ads/images that you saw? 

Answer: The one with the boys and pizza was kind of funny, you could relate to that: having pizza and 

drinking beer… The one with the women were just weird. I think it wouldn’t make sense and it would 

not be a very good commercial. 

  

1. How do you think women were portrayed in the commercial you saw at the beginning of the 

experiment? (FOR GENDER NEUTRAL ONLY: What do you think the theme of the 

commercial you saw at the beginning was? Do you think it was sexist?). 
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Answer: kind of a stereotype: women shopping and men waiting for them. It might not be the truth 

anymore. But I think it was funny, but still outdated. 

  

1. How do you think women were portrayed in the Ads/images that you saw during the 

experiment? 

Answer: like sex objects 

  

Participant 10: 

Alcohol (habits) 

1.  How often do you generally drink alcohol? 

    - Less than once a week, 

     -1-2 times a week 

     - 3-4 times a week,  

     - 5+  times a week, 

Answer: 1-2 

  

 2. In what kind of situations do you drink alcohol? 

●      Girls night out 

●      Parties 

●      Home alone 

●      At home with friends 

●      At family gatherings 

●      At sports events 

●      Others  (please specify) 

Answer: girls’ night out, parties, at home with friends 

  

  

Alcohol (choice and social context) 

3.  Do you have an absolute favorite alcoholic beverage you can buy at grocery stores? If so, which 

one? 

Answer: red wine 

  

4.  What kind of alcoholic beverage would you buy at the grocery store if you were to have a drink 

alone? 

Answer: white wine 
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5. What kind of alcoholic beverage would you buy at the grocery store if you were to drink it with other 

people? 

Answer: gin/ gin and tonic 

6. Do you think some alcoholic drinks sold in grocery stores are traditionally more suitable for men and 

others for women? If so, which one(s) and why? 

Answer: Man drink more beer: I would never go out and buy beer to share it my girlfriends. I think 

when guys go to watch football, they would prefer beer. But we girls are more into white wine or sweet 

wine. 

  

7.  How important is the taste when you choose an alcoholic beverage at the grocery store? (1 not 

at all - 7 very important) 

Answer: 7 

  

8.   How much do you like sweet and fruity alcoholic beverages? (1 not at all - 7 I love them) 

Answer: 3 

  

9.      How much do you like bitter alcoholic beverages? (1 not at all - 7 I love them) 

Answer: 6 

  

10.  How much do you like sparkling alcoholic drinks? (1 not at all - 7 I love them) 

Answer: 3 

  

11. How important are calories when you choose an alcoholic beverage at the grocery store? (1 not 

at all - 7 very important, the less calories the better) 

Answer: 4 

  

12.   In general, and in comparable alcoholic beverages (e.g. wine vs wine, beer vs. beer), do you prefer 

higher or lower alcoholic content? (1 the lower the better - 7 the higher the better) 

Answer: 3 

  

13.   How important are the aesthetics (e.g. packaging, label, color of the bottle, drawings) when you 

choose an alcoholic beverage at the grocery store? (1 not at all - 7 very important) 

Answer: 6 

  

Beer 

14.  How much do you like the taste of beer (i.e. refer to a generic lager beer that you can buy at the 
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grocery store)? (1 not at all - 7 I love it) 

Answer: 2 

  

15.  Do you have a favorite brand of beer? If so, which one? 

Answer: No, not really. I like special beers, like Brooklyn and like IPA. 

  

Beer and Danish culture 

16.  Do you see beer as a traditional Danish product? 

Answer: yes 

  

17.  What role do you think beer plays in the Danish society? 

●      Brings people together 

●      Contributes to provide a common national background 

●      It is a product that Danes can be proud of when abroad 

●      Other (please specify) 

Answer: brings people together, it is a product that Danes can be proud of when abroad, other (social 

context and sport) 

  

  

18. Who do you think beer is more for? 

●      Men 

●      Women 

●      Both 

Answer: I’d like to say both, but… 

  

17.   How would you feel about a beer made specifically for women (e.g. sweeter, with fewer calories, 

and/or in a nicer bottle) 

Answer: I do not think they should make it. 

  

18.  Would you prefer it to a “regular” beer? Why? 

Answer: I do not think so. Because it is directly linked to women, and that’s maybe discriminatory. 

  

Experiment-dependent questions: 

1. Why did you choose that specific drink during the experiment? 
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Answer: I chose Somersby, because if I had to choose any of them it would be the only one, I would 

drink, as I do not really like beer.  

  

1. What is your impression of the commercial that you saw? 

Answer: Related to men. As a woman I wouldn’t feel compelled to go and buy Carlsberg if I saw that 

commercial. It would not relate to me. 

  

1. What is your impression of the Ads/images that you saw? 

Answer: I think they really divided the genders: girls portrayed as objects and men as those who go out 

and have fun while girls serve beer. 

  

1. How do you think women were portrayed in the commercial you saw at the beginning of the 

experiment? (FOR GENDER NEUTRAL ONLY: What do you think the theme of the 

commercial you saw at the beginning was? Do you think it was sexist?). 

Answer: objectified and without emotions and without the ability to go out and have fun 

  

1. How do you think women were portrayed in the Ads/images that you saw during the 

experiment? 

Answer: same as above, sex objects mostly, especially about the clothes they were wearing. 

  

Participant 11: 

Alcohol (habits) 

1.  How often do you generally drink alcohol? 

    - Less than once a week, 

     -1-2 times a week 

     - 3-4 times a week,  

     - 5+  times a week, 

Answer: 1-2 

  

 2. In what kind of situations do you drink alcohol? 

●      Girls night out 

●      Parties 

●      Home alone 
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●      At home with friends 

●      At family gatherings 

●      At sports events 

●      Others  (please specify) 

Answer: girls’ night out, parties, home alone, at home with friends, at family gatherings, at sport events 

(Others (theaters, shows, concerts) 

  

  

Alcohol (choice and social context) 

3.  Do you have an absolute favorite alcoholic beverage you can buy at grocery stores? If so, which 

one? 

Answer: yes, port 

  

4.  What kind of alcoholic beverage would you buy at the grocery store if you were to have a drink 

alone? 

Answer: white wine 

  

5. What kind of alcoholic beverage would you buy at the grocery store if you were to drink it with other 

people? 

Answer: beer 

6. Do you think some alcoholic drinks sold in grocery stores are traditionally more suitable for men and 

others for women? If so, which one(s) and why? 

Answer: yes, I think beer is a lot more marketed for men, while ciders are much more marketed for 

women. So, it is because of the marketing 

  

7.  How important is the taste when you choose an alcoholic beverage at the grocery store? (1 not 

at all - 7 very important) 

Answer: 5 

  

8.   How much do you like sweet and fruity alcoholic beverages? (1 not at all - 7 I love them) 

Answer: 4 

  

9.      How much do you like bitter alcoholic beverages? (1 not at all - 7 I love them) 

Answer: 1 

  

10.  How much do you like sparkling alcoholic drinks? (1 not at all - 7 I love them) 
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Answer: 6 

  

11. How important are calories when you choose an alcoholic beverage at the grocery store? (1 not 

at all - 7 very important, the less calories the better) 

Answer: 1 

  

12.   In general, and in comparable alcoholic beverages (e.g. wine vs wine, beer vs. beer), do you prefer 

higher or lower alcoholic content? (1 the lower the better - 7 the higher the better) 

Answer: 4 

  

13.   How important are the aesthetics (e.g. packaging, label, color of the bottle, drawings) when you 

choose an alcoholic beverage at the grocery store? (1 not at all - 7 very important) 

Answer: 7 

  

Beer 

14.  How much do you like the taste of beer (i.e. refer to a generic lager beer that you can buy at the 

grocery store)? (1 not at all - 7 I love it) 

Answer: 6 

  

15.  Do you have a favorite brand of beer? If so, which one? 

Answer: yes, Sierra Nevada pale ale (?) 

  

Beer and Danish culture 

16.  Do you see beer as a traditional Danish product? 

Answer: yes 

  

17.  What role do you think beer plays in the Danish society? 

●      Brings people together 

●      Contributes to provide a common national background 

●      It is a product that Danes can be proud of when abroad 

●      Other (please specify) 

Answer: brings people together, it is a product that Danes can be proud of when abroad 

  

  

18. Who do you think beer is more for? 

●      Men 
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●      Women 

●      Both 

Answer: Both 

  

17.   How would you feel about a beer made specifically for women (e.g. sweeter, with fewer calories, 

and/or in a nicer bottle) 

Answer: Good, fine. 

  

18.  Would you prefer it to a “regular” beer? Why? 

Answer: No, because it would be fruitier. I just like the traditional beer; I don’t think they should change 

it. 

  

Experiment-dependent questions: 

1. Why did you choose that specific drink during the experiment? 

Answer: because I like both the taste and the packaging 

  

1. What is your impression of the commercial that you saw? 

Answer: I thought it was quite funny, cause the situation is quite usual. It happens quite often that the 

girls go into the changing room and the guy has to wait a long time outside, so I think it was cool that 

he got something nice out of that situation. 

  

1. What is your impression of the Ads/images that you saw? 

Answer: I though some of them were nice and others were not so nice, mainly because of the aesthetics. 

  

1. How do you think women were portrayed in the commercial you saw at the beginning of the 

experiment? (FOR GENDER NEUTRAL ONLY: What do you think the theme of the 

commercial you saw at the beginning was? Do you think it was sexist?). 

Answer: Horribly, as I think the beer was only marketed at men and I think it is unfair since women 

drink it as well. 

  

1. How do you think women were portrayed in the Ads/images that you saw during the 

experiment? 

Answer: Pretty much not existent. Everything was just for men, there was no room for women. 
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Participant 12: 

Alcohol (habits) 

1.  How often do you generally drink alcohol? 

    - Less than once a week, 

     -1-2 times a week 

     - 3-4 times a week,  

     - 5+  times a week, 

Answer: less than once 

  

 2. In what kind of situations do you drink alcohol? 

●      Girls night out 

●      Parties 

●      Home alone 

●      At home with friends 

●      At family gatherings 

●      At sports events 

●      Others  (please specify) 

Answer: girls’ night out, parties, home alone, at home with friends, family gatherings, at sport events, 

others (any social event) 

  

  

Alcohol (choice and social context) 

3.  Do you have an absolute favorite alcoholic beverage you can buy at grocery stores? If so, which 

one? 

Answer: not an absolute favorite, but I quite like wheat beers 

  

4.  What kind of alcoholic beverage would you buy at the grocery store if you were to have a drink 

alone? 

Answer: white wine 

  

5. What kind of alcoholic beverage would you buy at the grocery store if you were to drink it with other 

people? 

Answer: any wine, or beer 

6. Do you think some alcoholic drinks sold in grocery stores are traditionally more suitable for men and 

others for women? If so, which one(s) and why? 
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Answer: I think it is like stigmatized that white wine is more for women and red wine and beer are 

more for men, but I do not feel like that I cannot drink either. 

  

7.  How important is the taste when you choose an alcoholic beverage at the grocery store? (1 not 

at all - 7 very important) 

Answer: 7 

  

8.   How much do you like sweet and fruity alcoholic beverages? (1 not at all - 7 I love them) 

Answer: 5 

  

9.      How much do you like bitter alcoholic beverages? (1 not at all - 7 I love them) 

Answer: 4 

  

10.  How much do you like sparkling alcoholic drinks? (1 not at all - 7 I love them) 

Answer: 6 

  

11. How important are calories when you choose an alcoholic beverage at the grocery store? (1 not 

at all - 7 very important, the less calories the better) 

Answer: 1 

  

12.   In general, and in comparable alcoholic beverages (e.g. wine vs wine, beer vs. beer), do you prefer 

higher or lower alcoholic content? (1 the lower the better - 7 the higher the better) 

Answer: 4 

  

13.   How important are the aesthetics (e.g. packaging, label, color of the bottle, drawings) when you 

choose an alcoholic beverage at the grocery store? (1 not at all - 7 very important) 

Answer: 4 

  

Beer 

14.  How much do you like the taste of beer (i.e. refer to a generic lager beer that you can buy at the 

grocery store)? (1 not at all - 7 I love it) 

Answer: 6 

  

15.  Do you have a favorite brand of beer? If so, which one? 

Answer: Hoegaarteen 

  

Beer and Danish culture 
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16.  Do you see beer as a traditional Danish product? 

Answer: Yes 

  

17.  What role do you think beer plays in the Danish society? 

●      Brings people together 

●      Contributes to provide a common national background 

●      It is a product that Danes can be proud of when abroad 

●      Other (please specify) 

Answer: brings people together, others (it is a huge social thing, you cannot have social beverages 

without beer) 

  

18. Who do you think beer is more for? 

●      Men 

●      Women 

●      Both 

Answer: Both 

  

17.   How would you feel about a beer made specifically for women (e.g. sweeter, with fewer calories, 

and/or in a nicer bottle) 

Answer: A bit strange that you would make it specifically for women. Would it mean that men can’t 

drink it? What is the point in making it specifically for women? 

  

18.  Would you prefer it to a “regular” beer? Why? 

Answer: No, because there is no point in making it specifically for women. 

  

Experiment-dependent questions: 

1. Why did you choose that specific drink during the experiment? 

Answer: Because it was the one, I know I liked the best. 

  

1. What is your impression of the commercial that you saw? 

Answer: it was pretty good. It sorts of describes what brings Denmark together, cultural feeling. 

  

1. What is your impression of the Ads/images that you saw? 
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Answer: some of them were quite good, and you felt like you want to participate in that. While some 

others were more fabricated and fake. 

  

1. How do you think women were portrayed in the commercial you saw at the beginning of the 

experiment? (FOR GENDER NEUTRAL ONLY: What do you think the theme of the 

commercial you saw at the beginning was? Do you think it was sexist?). 

Answer: the theme was very like bring Denmark together around this type of beer. And I can relate to 

that in the sense that I have seen the beer and it is Danish beer, and they describe the Danes in a positive 

way, so of course you want to relate to that. It was not sexist. 

  

1. How do you think women were portrayed in the Ads/images that you saw during the 

experiment? 

Answer: in some of them quite well, in others quite poorly. In particular, the one with the woman in 

purple made me feel quite uncomfortable, as she was alone, and the three gentlemen were sort of 

laughing at her. 

  

Participant 13: 

Alcohol (habits) 

1.     How often do you generally drink alcohol? 

-    Less than once a week. 

-    1-2 times a week. 

-    3-4 times a week. 

-    5+ times a week. 

Participant 13: Less than once a week. 

  

2.     In what kind of situations do you drink alcohol? 

-    Girls’ night out 

-    Parties 

-    Home alone 

-    At home with friends 

-    At family gatherings 

-    At sports events 

-    Others (please specify) 

Participant 13: At girls’ night out, parties, at home with friends, and at family gatherings. 
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Alcohol (choice and social context) 

3.     Do you have an absolute favorite alcoholic beverage you can buy at grocery stores? 

If so, which one? 

Participant 13: I like Prosecco, white wine 

  

4.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

have a drink alone? 

Participant 13: Wine 

  

5.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

drink it with other people? (girl’s night out, party with both males and females, 

family gathering) 

Participant 13: Beer or wine 

  

6.     Do you think some alcoholic drinks sold in grocery stores are traditionally more 

suitable for men and others for women? If so, which one(s) and why? 

Participant 13: Gammel Dansk, Aalborg and stuff like that is more for men. For women I think stuff 

like rosé wine, perhaps. Snaps is stronger. 

  

7.     How important is the taste when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important) 

Participant 13: 7 

  

8.     How much do you like sweet and fruity alcoholic beverages? (1 not at all - 7 I love 

them) 

Participant 13: 7 

  

9.     How much do you like bitter alcoholic beverages? (1 not at all - 7 I love them) 

Participant 13: 4 

  

10.  How much do you like sparkling alcoholic drinks? (1 not at all - 7 I love them) 

Participant 13: 7 

  

11.  How important are calories when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important, the less calories the better) 

Participant 13: 1 
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12.  In general, and in comparable alcoholic beverages (e.g. wine vs wine, beer vs. 

beer), do you prefer higher or lower alcoholic content? (1 the lower the better - 7 

the higher the better) 

Participant 13: 1 

  

13.  How important are the aesthetics (e.g. packaging, label, color of the bottle, 

drawings) when you choose an alcoholic beverage at the grocery store? (1 not at 

all - 7 very important) 

Participant 13: 6 

  

  

Beer 

14.  How much do you like the taste of beer (i.e. refer to a generic lager beer that you can buy at the 

grocery store)? (1 not at all - 7 I love it) 

Participant 13: 4 

  

15.  Do you have a favorite brand of beer? If so, which one? 

Participant 13: Carlsberg 

  

Beer and Danish culture 

16.  Do you see beer as a traditional Danish product? 

Participant 13: Yes. 

  

17.  What role do you think beer plays in the Danish society? 

-    Brings people together 

-    Contributes to provide a common national background 

-    It is a product that Danes can be proud of when abroad 

-    Other (please specify) 

Participant 13: Brings people together, contributes to provide a common national background, it is a 

product that Danes can be proud of when abroad. To lower inhibitions. 

  

1. Who do you think beer is more for? 

-    Men 

-    Women 

-    Both 

Participant 13: Men. 
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1. How would you feel about a beer made specifically for women (e.g. sweeter, with fewer 

calories, and/or in a nicer bottle)? 

Participant 13: I like a lot of fruity drinks; there are a lot of them already. If there was a beer specifically 

for women, I would probably not go for that because I already like the fruity beers and it would probably 

be the same. 

  

  

Experiment-dependent questions: 

1. Why did you choose that specific drink during the experiment? 

Participant 13: It’s the one I liked the best. It’s a matter of taste. 

  

1. What is your impression of the commercial that you saw? 

Participant 13: Usually, if they’re very funny or have—some of the café noir were hyped at some point 

because they were off and black and white, so it’s like an unusual commercial then it would respond 

well but if it’s just some normal people, drinking, then it’s not so… It’s something you almost don’t 

notice because it’s so common to see. 

  

3.  What is your impression of the Ads/images that you saw after that? 

Participant 13: They were just like very generic commercial. One of them looked like a photo you would 

see as an advertise for a coffee shop or something. Cozier than the others. 

  

4.  How do you think women were portrayed in the images you saw at the beginning of the 

experiment? And what about the women you saw after that? 

Participant 13: Very strong. Happy. 

  

Participant 14: 

Alcohol (habits) 

1.     How often do you generally drink alcohol? 

-    Less than once a week. 

-    1-2 times a week. 

-    3-4 times a week. 

-    5+ times a week. 

Participant 14: 3-4 

  

2.     In what kind of situations do you drink alcohol? 

-    Girls’ night out 

-    Parties 
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-    Home alone 

-    At home with friends 

-    At family gatherings 

-    At sports events 

-    Others (please specify) 

Participant 14: At girls’ night out, parties, and at home with friends. On vacations. 

  

Alcohol (choice and social context) 

3.     Do you have an absolute favorite alcoholic beverage you can buy at grocery stores? 

If so, which one? 

Participant 14: Tuborg Classic. 

  

4.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

have a drink alone? 

Participant 14: Tuborg Classic or a glass of red wine. 

  

5.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

drink it with other people? (girl’s night out, party with both males and females, 

family gathering) 

Participant 14: Beer or wine. 

  

6.     Do you think some alcoholic drinks sold in grocery stores are traditionally more 

suitable for men and others for women? If so, which one(s) and why? 

Participant 14: No, I don’t. Maybe beer is more for men, though. 

  

7.     How important is the taste when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important) 

Participant 14: 7 

  

8.     How much do you like sweet and fruity alcoholic beverages? (1 not at all - 7 I love 

them) 

Participant 14: 7 

  

9.     How much do you like bitter alcoholic beverages? (1 not at all - 7 I love them) 

Participant 14: 4 

  

10.  How much do you like sparkling alcoholic drinks? (1 not at all - 7 I love them) 
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Participant 14: 7 

  

11.  How important are calories when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important, the less calories the better) 

Participant 14: 1 

  

12.  In general, and in comparable alcoholic beverages (e.g. wine vs wine, beer vs. 

beer), do you prefer higher or lower alcoholic content? (1 the lower the better - 7 

the higher the better) 

Participant 14: 4 

  

13.  How important are the aesthetics (e.g. packaging, label, color of the bottle, 

drawings) when you choose an alcoholic beverage at the grocery store? (1 not at 

all - 7 very important) 

Participant 14: 5 

  

  

Beer 

14.  How much do you like the taste of beer (i.e. refer to a generic lager beer that you can buy at the 

grocery store)? (1 not at all - 7 I love it) 

Participant 14: 6 

  

15.  Do you have a favorite brand of beer? If so, which one? 

Participant 14: Tuborg. 

  

  

Beer and Danish culture 

16.  Do you see beer as a traditional Danish product? 

Participant 14: Yeah. 

  

17.  What role do you think beer plays in the Danish society? 

-    Brings people together 

-    Contributes to provide a common national background 

-    It is a product that Danes can be proud of when abroad 

-    Other (please specify) 
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Participant 14: Brings people together, contributes to provide a common national background, it is a 

product that Danes can be proud of when abroad. But there’s also a lot of other good beer in the world. 

When I think about beer, it’s like festivals and parties and it’s a social thing. 

  

1. Who do you think beer is more for? 

-    Men 

-    Women 

-    Both 

Participant 14: Both. 

  

1. How would you feel about a beer made specifically for women (e.g. sweeter, with fewer 

calories, and/or in a nicer bottle) 

Participant 14: They can try but I know a lot of women who love beer, as well as I know a lot of men 

who love beer so it would be weird if they were to make a beer only for women because they don’t need 

to do that. 

  

1. Would you prefer it to a “regular” beer? Why? 

Participant 14: No. 

  

Experiment-dependent questions: 

1. Why did you choose that specific drink during the experiment? 

Participant 14: That was my favorite; I chose Tuborg because I like the taste. 

  

1. What is your impression of the commercial that you saw? 

Participant 14: I’m not that athletic; I don’t do that much sport and I also think that they made the 

women kind of masculine because of all of the mud and it was all rough, like “She’s a man”. 

  

3.  What is your impression of the Ads/images that you saw after that? 

Participant 14: I mostly liked the ones where they laughed all together. It could also have been mixed 

genders. 

  

4.  How do you think the woman was portrayed in the commercial, you saw at the beginning? 

Participant 14: She was kind of made masculine. 

  

5.  How do you think women were portrayed in the images you saw? 

Participant 14: I think some of them were just… a normal situation; friends meeting up, having a beer 

and a laugh. 
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Participant 15: 

Alcohol (habits) 

1.     How often do you generally drink alcohol? 

-    Less than once a week. 

-    1-2 times a week. 

-    3-4 times a week. 

-    5+ times a week. 

Participant 15: 1-2 

  

2.     In what kind of situations do you drink alcohol? 

-    Girls’ night out 

-    Parties 

-    Home alone 

-    At home with friends 

-    At family gatherings 

-    At sports events 

-    Others (please specify) 

Participant 15: At girls’ night out, parties, at home with friends, at family gatherings, at sports events. 

Alcohol is mostly a social thing so it can just be me and another person at home or being at a bar. 

  

Alcohol (choice and social context) 

3.     Do you have an absolute favorite alcoholic beverage you can buy at grocery stores? 

If so, which one? 

Participant 15: Beer; primarily green Tuborg. 

  

4.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

have a drink alone? 

Participant 15: Wine. I would buy white wine. 

  

5.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

drink it with other people? (girl’s night out, party with both males and females, 

family gathering) 

Participant 15: That depends on the company but mostly wine with girlfriends 

  

6.     Do you think some alcoholic drinks sold in grocery stores are traditionally more 

suitable for men and others for women? If so, which one(s) and why? 
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Participant 15: This isn’t supported facts; when you ask me, I specifically think about Mokaï, that’s 

primarily women but all sorts; actually, more Somersby is like a mixed thing but when I think cider, I 

think mostly about women. For me, beer is pretty gender neutral. 

  

7.        How important is the taste when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important) 

Participant 15: 7 

  

8.     How much do you like sweet and fruity alcoholic beverages? (1 not at all - 7 I love 

them) 

Participant 15: 1-2 

  

9.     How much do you like bitter alcoholic beverages? (1 not at all - 7 I love them) 

Participant 15: 3 

  

10.  How much do you like sparkling alcoholic drinks? (1 not at all - 7 I love them) 

Participant 15: 6 

  

11.  How important are calories when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important, the less calories the better) 

Participant 15: 1 

  

12.  In general, and in comparable alcoholic beverages (e.g. wine vs wine, beer vs. 

beer), do you prefer higher or lower alcoholic content? (1 the lower the better - 7 

the higher the better) 

Participant 15: 7 

  

13.  How important are the aesthetics (e.g. packaging, label, color of the bottle, 

drawings) when you choose an alcoholic beverage at the grocery store? (1 not at 

all - 7 very important) 

Participant 15: 5 

  

  

Beer 

14.  How much do you like the taste of beer (i.e. refer to a generic lager beer that you can buy at the 

grocery store)? (1 not at all - 7 I love it) 

Participant 15: 6 
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15.  Do you have a favorite brand of beer? If so, which one? 

Participant 15: Tuborg would always be my go-to. But Tuborg is generic; you can always drink it. 

  

Beer and Danish culture 

16.  Do you see beer as a traditional Danish product? 

Participant 15: Yeah. 

  

17.  What role do you think beer plays in the Danish society? 

-    Brings people together 

-    Contributes to provide a common national background 

-    It is a product that Danes can be proud of when abroad 

-    Other (please specify) 

Participant 15: It contributes to provide a common national background; it is a product that Danes can 

be proud of when abroad. It contributes to atmosphere when you meet. I don’t think it brings people 

together but when they are together, beer contributes to a traditionalized ceremony of some kind. 

  

1. Who do you think beer is more for? 

-    Men 

-    Women 

-    Both 

Participant 15: Both. 

  

1. How would you feel about a beer made specifically for women (e.g. sweeter, with fewer 

calories, and/or in a nicer bottle)? 

Participant 15: I don’t think I would buy that. I like beer the way it tastes, and I also feel like I would 

be a little offended that it’s made for women. Because I guess more women prefer sweeter drinks but 

when it comes to beer, I would be like: “Wait, no, I can drink my beer, I’m a proper Dane.” 

  

Experiment-dependent questions: 

1. Why did you choose that specific drink during the experiment? 

Participant 15: Because of the available beverages. Tuborg is the only one I drink regularly. I don’t like 

light beer and I don’t drink cider. And I think Carlsberg is a little too bitter. 

  

1. What is your impression of the commercial that you saw at the beginning? 
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Participant 15: I felt like it was a little over the top. Because it’s a very stereotypical Danish mash-up 

and I feel, for me, beer is more for drinking together with people you like and having fun with. And not 

a product of national pride we can all flag around. It was too much. 

  

3.  What is your impression of the Ads/images that you saw after that? 

Participant 15: Good. I liked most of them because they were people drinking together. There was one 

with three guys who had some sort of concert and then one girl ahead of them, and I didn’t really like 

that one because it didn’t look like they were having fun together. She was kind of alone in another kind 

of lighting, so I primarily liked those that were equal people, together, having fun. 

  

4.  What do you think the theme of the commercial you saw at the beginning was? 

Participant 15: It was this “being Danish”; beer is a part of being Danish, I guess. 

  

5.  Obviously Mads Mikkelsen is a guy but do you think it was sexist? 

Participant 15: No, not at all. 

  

6.  How do you think women were portrayed in the images you saw at the beginning of the 

experiment? 

Participant 15: Um… Pretty equal in far the majority of them. It seemed like women were having fun 

in the same way as the guys were. Except for the one where she was in the foreground alone. 

  

Participant 16: 

Alcohol (habits) 

1.     How often do you generally drink alcohol? 

-    Less than once a week. 

-    1-2 times a week. 

-    3-4 times a week. 

-    5+ times a week. 

Participant 16: One to two. 

  

2.     In what kind of situations do you drink alcohol? 

-    Girls’ night out 

-    Parties 

-    Home alone 

-    At home with friends 

-    At family gatherings 

-    At sports events 
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-    Others (please specify) 

Participant 16: At girls’ night out, parties, at home with friends, at family gatherings, at sports events. 

Hmm… Just like after work with colleagues in bars. 

  

Alcohol (choice and social context) 

3.     Do you have an absolute favorite alcoholic beverage you can buy at grocery 

stores? If so, which one? 

Participant 16: I think the Danish beer Fyns Forår, or just like the Carlsberg, Tuborg or Corona. 

  

4.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

have a drink alone? 

Participant 16: Maybe a Fyns Forår. 

  

5.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

drink it with other people? (girl’s night out, party with both males and females, 

family gathering) 

Participant 16: The same or maybe just something cheaper like Carlsberg or Tuborg if I’m going to 

drink a lot. 

  

6.     Do you think some alcoholic drinks sold in grocery stores are traditionally more 

suitable for men and others for women? If so, which one(s) and why? 

Participant 16: Maybe the dark beers are more for men. But some young men also just buy the cheap 

stuff because it’s cheaper, and men drink more than women so maybe women buy more special beers. 

  

7.     How important is the taste when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important) 

Participant 16: 4-5 

  

8.     How much do you like sweet and fruity alcoholic beverages? (1 not at all - 7 I love 

them) 

Participant 16: 2-3 

  

9.     How much do you like bitter alcoholic beverages? (1 not at all - 7 I love them) 

Participant 16: 4-5 

  

10.  How much do you like sparkling alcoholic drinks? (1 not at all - 7 I love them) 

Participant 16: 2-3 
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11.  How important are calories when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important, the less calories the better) 

Participant 16: 1 

  

12.  In general, and in comparable alcoholic beverages (e.g. wine vs wine, beer vs. 

beer), do you prefer higher or lower alcoholic content? (1 the lower the better - 7 

the higher the better) 

Participant 16: 3-4 

  

13.  How important are the aesthetics (e.g. packaging, label, color of the bottle, 

drawings) when you choose an alcoholic beverage at the grocery store? (1 not at 

all - 7 very important) 

Participant 16: 5-6 

  

  

Beer 

14.  How much do you like the taste of beer (i.e. refer to a generic lager beer that you can buy at the 

grocery store)? (1 not at all - 7 I love it) 

Participant 16: 7 

  

15.  Do you have a favorite brand of beer? If so, which one? 

Participant 16: Carlsberg or Tuborg or the special ones. 

  

  

Beer and Danish culture 

16.  Do you see beer as a traditional Danish product? 

Participant 16: Yes. 

  

17.  What role do you think beer plays in the Danish society? 

-    Brings people together 

-    Contributes to provide a common national background 

-    It is a product that Danes can be proud of when abroad 

-    Other (please specify) 

Participant 16: Brings people together, contributes to provide a common national background, it is a 

product that Danes can be proud of when abroad. It’s just like something we have always drunk. Like 
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back in the days, people always drank at work and while they were eating lunch; now it’s just after 

work. It’s like a tradition. 

  

1. Who do you think beer is more for? 

-    Men 

-    Women 

-    Both 

Participant 16: Both 

  

1. How would you feel about a beer made specifically for women (e.g. sweeter, with fewer 

calories, and/or in a nicer bottle)? 

Participant 16: I actually think some girls like beer because… Maybe, back in the day, beer was more 

for the working men, so I think a lot of girls, we practiced drinking beer instead of cider for example 

because it’s a little bit cool to drink it, like to make a statement. I think Corona is like a girl beer and 

it’s a little bit uncool actually, I think. I’ve been told. 

  

1. Would you prefer it to a “regular” beer? Why? 

Participant 16: No. I’d prefer a regular beer. 

  

Experiment-dependent questions: 

1. Why did you choose that specific drink during the experiment? 

Participant 16: I think it was a Carlsberg or a Tuborg Classic, I chose. But the Tuborg had a new top so 

I think the Carlsberg was more old-school. 

  

1. What is your impression of the commercial that you saw? 

Participant 16: It was really Danish with the bike and then I think it was nice that it was a little 

sophisticated. Maybe it would cut some of the Danes off that usually drink Carlsberg because they 

would think it was too fancy or something. Because he could have a rum or a gin and tonic instead. But 

maybe if it was some upper-class people would link to it more. 

  

3.  What is your impression of the Ads/images that you saw after that? 

Participant 16: They were good. Some of them were really nice, Carlsberg I think with the young people 

and another one. But the one at the beach and another on at a bar, and one where they saw some sports 

or something, was a little too much, I think. 

  

4.  What do you think the theme of the commercial you saw at the beginning was? 
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Participant 16: Just like a businessman coming home from work or something. And then it was brought 

down to earth because he was biking on an old bike. 

  

5.  Obviously Mads Mikkelsen is a guy but do you think it was sexist? 

Participant 16: Some women would definitely think that but no, I don’t think so. Also, because women 

love him. And he’s not like a macho, macho man. 

  

6.  How do you think women were portrayed in the images you saw at the beginning of the 

experiment? 

Participant 16: It was nice, and it was nice that both genders were there—that it wasn’t just for the girls. 

  

  

Participant 17: 

Alcohol (habits) 

1.     How often do you generally drink alcohol? 

-    Less than once a week. 

-    1-2 times a week. 

-       3-4 times a week. 

-    5+ times a week. 

Participant 17: 1-2 

  

2.     In what kind of situations do you drink alcohol? 

-    Girls’ night out 

-    Parties 

-    Home alone 

-    At home with friends 

-    At family gatherings 

-    At sports events 

-    Others (please specify) 

Participant 17: At girls’ night out, parties, at home with friends, at family gatherings, at dinner parties, 

when the sun is out, when you finish an exam, if you have something in general to celebrate; sometimes 

when you don’t have something to celebrate. Mostly with other people. Usually never alone; that’s a 

bit sad. 

  

Alcohol (choice and social context) 

3.     Do you have an absolute favorite alcoholic beverage you can buy at grocery stores? 

If so, which one? 
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Participant 17: Wine; usually yellowtail. 

  

4.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

have a drink alone? 

Participant 17: Wine. 

  

5.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

drink it with other people? (girl’s night out, party with both males and females, 

family gathering) 

Participant 17: If it’s a dinner, usually wine; if it’s a party, usually beer. 

  

6.     Do you think some alcoholic drinks sold in grocery stores are traditionally more 

suitable for men and others for women? If so, which one(s) and why? 

Participant 17: Not really something I noticed. Of course, there are stereotypes that men drink beer and 

women drink cider, I just don’t really like cider so… 

  

7.     How important is the taste when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important) 

Participant 17: 6 

  

8.     How much do you like sweet and fruity alcoholic beverages? (1 not at all - 7 I love 

them) 

Participant 17: 5 

  

9.     How much do you like bitter alcoholic beverages? (1 not at all - 7 I love them) 

Participant 17: 6 

  

10.  How much do you like sparkling alcoholic drinks? (1 not at all - 7 I love them) 

Participant 17: 4 

  

11.  How important are calories when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important, the less calories the better) 

Participant 17: 1 

  

12.  In general, and in comparison, alcoholic beverages (e.g. wine vs wine, beer vs. 

beer), do you prefer higher or lower alcoholic content? (1 the lower the better - 7 

the higher the better) 
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Participant 17: 5 

  

13.  How important are the aesthetics (e.g. packaging, label, color of the bottle, 

drawings) when you choose an alcoholic beverage at the grocery store? (1 not at 

all - 7 very important) 

Participant 17: 6-7 

  

  

Beer 

14.  How much do you like the taste of beer (i.e. refer to a generic lager beer that you can buy at the 

grocery store)? (1 not at all - 7 I love it) 

Participant 17: 4 

  

15.  Do you have a favorite brand of beer? If so, which one? 

Participant 17: Grimbergen Blanche or Fyns Forår, or Guinness 

  

  

Beer and Danish culture 

16.  Do you see beer as a traditional Danish product? 

Participant 17: Yes, I probably do. 

  

17.  What role do you think beer plays in the Danish society? 

-    Brings people together 

-    Contributes to provide a common national background 

-    It is a product that Danes can be proud of when abroad 

-    Other (please specify) 

Participant 17: Brings people together, contributes to provide a common national background. If you 

don’t know a person or you’re going to dinner; you usually bring them some beer or if you help someone 

move, you usually bring a six-pack. You could also get a pizza, but people usually bring beer because 

that’s like a friendly offering. Just celebration; football matches, parties, pop-up events. Beer 

everywhere. 

  

1. Who do you think beer is more for? 

-    Men 

-    Women 

-    Both 
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Participant 17: Both. But it’s different when you travel the world outside. Unless you’re in England. If 

you travel in Denmark, it’s for both but outside, it’s more for men. 

  

1. How would you feel about a beer made specifically for women (e.g. sweeter, with fewer 

calories, and/or in a nicer bottle)? 

Participant 17: I’m not sure that I like the beer being branded just for women; it should be branded for 

both sexes. Also, because we are where we are now in this time and age, I don’t know how well the 

company would do if they did that. I remember a couple of years ago when they were branding a yoghurt 

commercial for men, that didn’t go well. Also, the girls running in the bikinis, and it was all a bit weird. 

  

1. Would you prefer it to a “regular” beer? Why? 

Participant 17: No. 

  

  

Experiment-dependent questions: 

1. Why did you choose that specific drink during the experiment? 

Participant 17: The Tuborg? Because that’s usually what I go for. Not necessarily something you’d 

choose yourself but because you’re in a setting with friends and because it’s cheap and it’s alright, so… 

  

1. What is your impression of the commercial that you saw? 

Participant 17: I didn’t really like the men [woman] in the mud, crawling around. It was a bit weird; I 

couldn’t relate and also, I don’t do that sort of sport. Maybe if I did that but I don’t know a lot of women 

who crawl around in mud. 

  

3.  What is your impression of the ads/images that you saw after that? 

Participant 17: I don’t know. There was a woman sitting alone with a beer; that’s a bit lonely. Just 

because I’ve just been to Scotland, it really reminded me of that because it looked like she was drinking 

a Guinness. So, I thought, “Hmm… That looks good!” but I don’t think I’ve ever been to a bar on my 

own. I really liked the picture of the old ladies, sitting and having fun; I really wanna be like them when 

I grow old. Of course, I also liked the friend group and all of the other pictures. But I think I might have 

liked the friend group better because the two people were sort of unfocused so you only saw the beer, 

but I would have liked to see the interaction as well. 

  

4.  How do you think the woman was portrayed in the commercial you saw at the beginning? 

Participant 17: Not super good; like as if the only thing we do is roll around in the mud, half naked. 

  

5.  How do you think women were portrayed in the images you saw after this video? 
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Participant 17: Super happy. And excited for something; it must’ve been a great joke. 

  

Participant 18: 

Alcohol (habits) 

1.     How often do you generally drink alcohol? 

-    Less than once a week. 

-    1-2 times a week. 

-    3-4 times a week. 

-    5+ times a week. 

Participant 18: 1-2. 

  

2.     In what kind of situations do you drink alcohol? 

-    Girls’ night out 

-    Parties 

-    Home alone 

-    At home with friends 

-    At family gatherings 

-    At sports events 

-    Others (please specify) 

Participant 18: At girls’ night out, parties, at home with friends, and at family gatherings. None others. 

  

Alcohol (choice and social context) 

3.     Do you have an absolute favorite alcoholic beverage you can buy at grocery stores? 

If so, which one? 

Participant 18: No. Beer but not a specific one. 

  

4.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

have a drink alone? 

Participant 18: Wine. 

  

5.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

drink it with other people? (girl’s night out, party with both males and females, 

family gathering) 

Participant 18: Beer. 

  

6.     Do you think some alcoholic drinks sold in grocery stores are traditionally more 

suitable for men and others for women? If so, which one(s) and why? 
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Participant 18: I think beer is traditionally marketed for guys whereas sparkling wines have been more 

marketed to women. 

  

7.     How important is the taste when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important) 

Participant 18: 6 

  

8.     How much do you like sweet and fruity alcoholic beverages? (1 not at all - 7 I love 

them) 

Participant 18: 4 

  

9.     How much do you like bitter alcoholic beverages? (1 not at all - 7 I love them) 

Participant 18: 5 

  

10.  How much do you like sparkling alcoholic drinks? (1 not at all - 7 I love them) 

Participant 18: 6 

  

11.  How important are calories when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important, the less calories the better) 

Participant 18: 1 

  

12.  In general, and in comparable alcoholic beverages (e.g. wine vs wine, beer vs. 

beer), do you prefer higher or lower alcoholic content? (1 the lower the better - 7 

the higher the better) 

Participant 18: 5 

  

13.  How important are the aesthetics (e.g. packaging, label, color of the bottle, 

drawings) when you choose an alcoholic beverage at the grocery store? (1 not at 

all - 7 very important) 

Participant 18: 5 

  

  

Beer 

14.  How much do you like the taste of beer (i.e. refer to a generic lager beer that you can buy at the 

grocery store)? (1 not at all - 7 I love it) 

Participant 18: 7 
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15.  Do you have a favorite brand of beer? If so, which one? 

Participant 18: No. 

  

  

Beer and Danish culture 

16.  Do you see beer as a traditional Danish product? 

Participant 18: Yes. 

  

17.  What role do you think beer plays in the Danish society? 

-    Brings people together 

-    Contributes to provide a common national background 

-    It is a product that Danes can be proud of when abroad 

-    Other (please specify) 

Participant 18: Brings people together, contributes to provide a common national background, and it is 

a product that Danes can be proud of when abroad. It’s a very social thing. Like at festivals so you kind 

of associate those things with beer. 

  

1. Who do you think beer is more for? 

-    Men 

-    Women 

-    Both 

Participant 18: Both. 

  

1. How would you feel about a beer made specifically for women (e.g. sweeter, with fewer 

calories, and/or in a nicer bottle)? 

Participant 18: I don’t know if I would care. But it would be nice with a nice-looking bottle and stuff. 

  

1. Would you prefer it to a “regular” beer? Why? 

Participant 18: Depends on the taste. 

  

Experiment-dependent questions: 

1. Why did you choose that specific drink during the experiment? 

Participant 18: Because I know the taste of it, and I know that I like it. Compared to all of the others I 

just liked the taste of that better. 

  

1. What is your impression of the commercial that you saw? 

Participant 18: It was nice, funny, not too serious. 
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3.  What is your impression of the Ads/images that you saw after that? 

Participant 18: They were male-dominated. They didn’t put woman in such a good position with the 

women at the Oktoberfest and stuff. But some of them showed nice social gatherings like the one where 

they were sitting in the sofa, having a beer in a social surrounding. 

  

4.  How do you think women were portrayed in the commercial you saw at the beginning of the 

experiment? 

Participant 18: A bit traditional gender roles but it was not too serious, so I just think it was funny. 

5.  How do you think women were portrayed in the images you saw at the beginning of the 

experiment? 

Participant 18: Not that nicely. Very outdated gender roles. 

  

  

Participant 19: 

Alcohol (habits) 

1.     How often do you generally drink alcohol? 

-    Less than once a week. 

-    1-2 times a week. 

-    3-4 times a week. 

-    5+ times a week. 

Participant 19: Once a week. 

  

2.     In what kind of situations do you drink alcohol? 

-    Girls’ night out 

-    Parties 

-    Home alone 

-    At home with friends 

-    At family gatherings 

-    At sports events 

-    Others (please specify) 

Participant 19: At girls’ night out, parties, at home with friends, at family gatherings, at sports events. 

Social things at university and stuff like that. 

  

Alcohol (choice and social context) 

3.     Do you have an absolute favorite alcoholic beverage you can buy at grocery stores? 

If so, which one? 



221 

Participant 19: Tuborg. 

  

4.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

have a drink alone? 

Participant 19: Wine. 

  

5.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

drink it with other people? (girl’s night out, party with both males and females, 

family gathering) 

Participant 19: Wine/beer. 

  

6.     Do you think some alcoholic drinks sold in grocery stores are traditionally more 

suitable for men and others for women? If so, which one(s) and why? 

Participant 19: No, I don’t think so. 

7.     How important is the taste when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important) 

Participant 19: 5 

  

8.     How much do you like sweet and fruity alcoholic beverages? (1 not at all - 7 I love 

them) 

Participant 19: 7 

  

9.     How much do you like bitter alcoholic beverages? (1 not at all - 7 I love them) 

Participant 19: 5 

  

10.  How much do you like sparkling alcoholic drinks? (1 not at all - 7 I love them) 

Participant 19: 5 

  

11.  How important are calories when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important, the less calories the better) 

Participant 19: 1 

  

12.  In general, and in comparable alcoholic beverages (e.g. wine vs wine, beer vs. 

beer), do you prefer higher or lower alcoholic content? (1 the lower the better - 7 

the higher the better) 

Participant 19: 4 
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13.  How important are the aesthetics (e.g. packaging, label, color of the bottle, 

drawings) when you choose an alcoholic beverage at the grocery store? (1 not at 

all - 7 very important) 

Participant 19: 4 

  

  

Beer 

14.  How much do you like the taste of beer (i.e. refer to a generic lager beer that you can buy at the 

grocery store)? (1 not at all - 7 I love it) 

Participant 19: 5 

  

15.  Do you have a favorite brand of beer? If so, which one? 

Participant 19: Tuborg. 

  

Beer and Danish culture 

16.  Do you see beer as a traditional Danish product? 

Participant 19: Yes. 

  

17.  What role do you think beer plays in the Danish society? 

-    Brings people together 

-    Contributes to provide a common national background 

-    It is a product that Danes can be proud of when abroad 

-    Other (please specify) 

Participant 19: Brings people together and it is a product that Danes can be proud of when abroad. It 

can also play a negative role because it might be too much part of our culture sometimes. Maybe not 

just beer because it can be like, we can’t have fun together without alcohol. I think that’s a sad thing. 

  

1. Who do you think beer is more for? 

-    Men 

-    Women 

-    Both 

Participant 19: Both. 

  

1. How would you feel about a beer made specifically for women (e.g. sweeter, with fewer 

calories, and/or in a nicer bottle)? 

Participant 19: I wouldn’t buy it. I would be irritated. I can see the purpose, but it would also be a 

woman’s thing so why would you want to make a woman’s beer? I would be more provoked politically. 
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1. Would you prefer it to a “regular” beer? Why? 

Participant 19: No, I definitely wouldn’t. 

  

Experiment-dependent questions: 

1. Why did you choose that specific drink during the experiment? 

Participant 19: I don’t drink Somersby and I just think Tuborg is the best beer. 

  

1. What is your impression of the commercial that you saw? 

Participant 19: It’s a good commercial. I have seen it before; also, because Mads Mikkelsen is a good 

actor. 

  

3.  What is your impression of the Ads/images that you saw after that? 

Participant 19: Some of them were really weird. The one with the black and purple, like the color thing, 

I couldn’t figure out why she was in a different color. I think it was a little bit weird. The one with the 

elderly couple was fine but I didn’t feel that I reacted to it. Then there were three pictures with friends, 

I think it made me happy. 

  

4.  What do you think the theme of the commercial you saw at the beginning was? 

Participant 19: Danish culture. He’s driving a bike in Copenhagen. Like it’s a Copenhagen, Denmark, 

thing. 

  

5.  Obviously Mads Mikkelsen is a guy but do you think it was sexist? 

Participant 19: I didn’t think of it when I saw it, but when you say it, I think it could’ve been a woman. 

It was because you said it, yeah. But it didn’t cross my mind. 

  

6.  How do you think women were portrayed in the images you saw at the beginning of the 

experiment? 

Participant 19: I think they were just smiling and happy like men. Oh yeah, there was one with a woman 

in the front and the men in the back, and then I actually thought it was weird that she was standing alone 

and then these guys were having fun. 

  

 Participant 20: 

Alcohol (habits) 

1.     How often do you generally drink alcohol? 

-    Less than once a week. 

-    1-2 times a week. 
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-    3-4 times a week.6 

-    5+ times a week. 

Participant 20: 1-2 

  

2.     In what kind of situations do you drink alcohol? 

-    Girls’ night out 

-    Parties 

-    Home alone 

-    At home with friends 

-    At family gatherings 

-    At sports events 

-    Others (please specify) 

Participant 20: At girls’ night out, parties, at home with friends. Concerts, and in summertime, hanging 

with friends in the sun. 

  

Alcohol (choice and social context) 

3.     Do you have an absolute favorite alcoholic beverage you can buy at grocery stores? 

If so, which one? 

Participant 20: Gin. 

  

4.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

have a drink alone? 

Participant 20: White wine. 

  

5.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

drink it with other people? (girl’s night out, party with both males and females, 

family gathering) 

Participant 20: Gin. 

  

6.     Do you think some alcoholic drinks sold in grocery stores are traditionally more 

suitable for men and others for women? If so, which one(s) and why? 

Participant 20: Ciders are more for women. Heavy alcohol like whiskey are for men traditionally. Ciders 

maybe have very colorful labels, so I think it’s associated just with women. Soft alcohol is associated 

with soft values with women and the other way around for men. 

  

7.     How important is the taste when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important) 
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Participant 20: 6 

  

8.     How much do you like sweet and fruity alcoholic beverages? (1 not at all - 7 I love 

them) 

Participant 20: 6 

  

9.     How much do you like bitter alcoholic beverages? (1 not at all - 7 I love them) 

Participant 20: 3 

  

10.  How much do you like sparkling alcoholic drinks? (1 not at all - 7 I love them) 

Participant 20: 6 

  

11.  How important are calories when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important, the less calories the better) 

Participant 20: 1 

  

12.  In general, and in comparable alcoholic beverages (e.g. wine vs wine, beer vs. 

beer), do you prefer higher or lower alcoholic content? (1 the lower the better - 7 

the higher the better) 

Participant 20: 4 

  

13.  How important are the aesthetics (e.g. packaging, label, color of the bottle, 

drawings) when you choose an alcoholic beverage at the grocery store? (1 not at 

all - 7 very important) 

Participant 20: 5 

  

  

Beer 

14.  How much do you like the taste of beer (i.e. refer to a generic lager beer that you can buy at the 

grocery store)? (1 not at all - 7 I love it) 

Participant 20: 5 

  

15.  Do you have a favorite brand of beer? If so, which one? 

Participant 20: Tuborg. 

  

  

Beer and Danish culture 
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16.  Do you see beer as a traditional Danish product? 

Participant 20: Yes. 

  

17.  What role do you think beer plays in the Danish society? 

-    Brings people together 

-    Contributes to provide a common national background 

-       It is a product that Danes can be proud of when abroad 

-    Other (please specify) 

Participant 20: Brings people together, it is a product that Danes can be proud of when abroad. It’s a 

very social product. 

  

1. Who do you think beer is more for? 

-       Men 

-    Women 

-    Both 

Participant 20: Both but I associate it more with men. 

  

1. How would you feel about a beer made specifically for women (e.g. sweeter, with fewer 

calories, and/or in a nicer bottle)? 

Participant 20: It wouldn’t appeal to me. Because the whole gender role discussion I don’t want it to 

symbolize that I’m a woman. There is this idea that men drink beer; when I drink beer, I don’t want it 

to be like a super feminine drink. It shouldn’t be like a statement. 

  

1. Would you prefer it to a “regular” beer? Why? 

Participant 20: No. 

  

Experiment-dependent questions: 

1. Why did you choose that specific drink during the experiment? 

Participant 20: Because I like cider the most and there were two cider brands and I would only buy 

Somersby over Mokaï. It’s a matter of taste. 

  

1. What is your impression of the commercial that you saw? 

Participant 20: It was difficult for me to relate to because I don’t know the product that well, like I only 

know it’s an American beer,t but I think it compromised the whole gender role idea. I wasn’t a fan of it 

because I don’t think it’s the right way to approach women with their product. 

  

3.  What is your impression of the ads/images that you saw after that? 
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Participant 20: It wasn’t until the second image that I recognized there were different numbers of people 

on the photo so I kind of just went with the vibe and surroundings and judged it by them but on all the 

images, people were happy so there was like a positive atmosphere around it. 

  

4.  What do you think the theme of the commercial you saw at the beginning was? 

Participant 20: Like a fighter. I think they were trying to put masculine features on her but again, it was 

like my perception of the masculine/feminine traits but that’s the way I saw it. 

  

 5.  How do you think women were portrayed in the images you saw at the beginning of the 

experiment? 

Participant 20: They were only with other women so again there was the gender split. But they were 

happy and outgoing. Having fun. 

  

Participant 21: 

Alcohol (habits) 

1.     How often do you generally drink alcohol? 

-    Less than once a week. 

-    1-2 times a week. 

-    3-4 times a week. 

-    5+ times a week. 

Participant 21: Once or twice 

  

2.     In what kind of situations do you drink alcohol? 

-    Girls’ night out 

-    Parties 

-    Home alone 

-    At home with friends 

-    At family gatherings 

-    At sports events 

-    Others (please specify) 

Participant 21: At girls’ night out, parties, at family gatherings, at sports events. Sometimes at home 

with friends but never alone. 

  

Alcohol (choice and social context) 

3.     Do you have an absolute favorite alcoholic beverage you can buy at grocery stores? 

If so, which one? 

Participant 21: A beer. 
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4.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

have a drink alone? 

Participant 21: Red wine. 

  

5.     What kind of alcoholic beverage would you buy at the grocery store if you were to 

drink it with other people? (girl’s night out, party with both males and females, 

family gathering) 

Participant 21: Beer. 

  

6.     Do you think some alcoholic drinks sold in grocery stores are traditionally more 

suitable for men and others for women? If so, which one(s) and why? 

Participant 21: Yes. Beer and stuff are for men and ciders and stuff are for women. How they look; they 

are typically more girlish with colors and such. 

  

7.     How important is the taste when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important) 

Participant 21: 6 

  

8.     How much do you like sweet and fruity alcoholic beverages? (1 not at all - 7 I love 

them) 

Participant 21: 5 

  

9.     How much do you like bitter alcoholic beverages? (1 not at all - 7 I love them) 

Participant 21: 6 

  

10.  How much do you like sparkling alcoholic drinks? (1 not at all - 7 I love them) 

Participant 21: 7 

  

11.  How important are calories when you choose an alcoholic beverage at the grocery 

store? (1 not at all - 7 very important, the less calories the better) 

Participant 21: 1 

  

12.  In general, and in comparable alcoholic beverages (e.g. wine vs wine, beer vs. 

beer), do you prefer higher or lower alcoholic content? (1 the lower the better - 7 

the higher the better) 

Participant 21: 7 
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13.  How important are the aesthetics (e.g. packaging, label, color of the bottle, 

drawings) when you choose an alcoholic beverage at the grocery store? (1 not at 

all - 7 very important) 

Participant 21: 6 

  

  

Beer 

14.  How much do you like the taste of beer (i.e. refer to a generic lager beer that you can buy at the 

grocery store)? (1 not at all - 7 I love it) 

Participant 21: 6 

  

15.  Do you have a favorite brand of beer? If so, which one? 

Participant 21: Carlsberg 

  

Beer and Danish culture 

16.  Do you see beer as a traditional Danish product? 

Participant 21: Yes. 

  

17.  What role do you think beer plays in the Danish society? 

-    Brings people together 

-    Contributes to provide a common national background 

-       It is a product that Danes can be proud of when abroad 

-    Other (please specify) 

Participant 21: Brings people together, contributes to provide a common national background, it is a 

product that Danes can be proud of when abroad. Having a good time. 

  

1. Who do you think beer is more for? 

-    Men 

-    Women 

-    Both 

Participant 21: both. 

  

1. How would you feel about a beer made specifically for women (e.g. sweeter, with fewer 

calories, and/or in a nicer bottle) 

Participant 21: Bad. I wouldn’t buy that. 
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Experiment-dependent questions: 

1. Why did you choose that specific drink during the experiment? 

Participant 21: I think the commercial was good and I like to drink it. 

  

1. What is your impression of the commercial that you saw? 

Participant 21: It was different. You maybe don’t think it’s a beer commercial at first sight and maybe 

you can relate to it, like living in Copenhagen, and it’s with Mads Mikkelsen; you know him as an actor. 

I think it was nice, not just drinking. 

  

3.  What is your impression of the ads/images that you saw after that? 

Participant 21: Not as professional. The first one with the Sun, it was a bit more aesthetic. I didn’t really 

like the other ones as much. They were more normal and not as professional. 

  

4.  What do you think the theme of the commercial you saw at the beginning was? 

Participant 21: I thought a lot about Copenhagen so I wonder if you don’t live in Copenhagen, if you’d 

react the same way. 

  

5.  Obviously Mads Mikkelsen is a guy but do you think it was sexist? 

Participant 21: I didn’t really think about the gender. Not it this one. 

  

6.  How do you think women were portrayed in the images you saw after that? 

Participant 21: The one with purple, she was drinking heavily, so that was like “Women can also drink” 

but the others, the men were having fun and she was separated. A little weird but I think in all of the 

others, they were very equal so I liked that. 
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8.12.  Appendix L: Table summarizing experiment related 

questions 
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8.13. Appendix M: Table summarizing alcoholic drinks 

Likert scale 
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8.14. Appendix N: Table summarizing beer tastes and 

preferences 
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8.15. Appendix O: Table summarizing alcoholic preferences 

and social context 
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