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Abstract 

Increased focus on responsibility of today’s brands has resulted in advertising getting more 

focused on topics of social causes and less centred on the product, imposing the question of 

influence on brand image as constructed in the minds of consumers. This curiosity is where 

this thesis takes its offset by seeking to create a clearer understanding of how brand image is 

constituted dependent on influence of two different commercials, more specifically for a 

utilitarian product as those are considered to embody less emotional value since the 

motivation for purchase is based on basic needs. The brand that is under investigation is 

Colgate and their utilitarian product of toothpaste. 

 Keller’s (1993) conceptualized framework of brand image’s composition of 

associations has been used to guide both research design and analysis. In-depth interviews 

have shed light on the complexity of associations that constitute brand image. Additionally, 

interviewees were to create brand concept maps instantly after exposure from a product-

centric or cause-related commercial. The brand concept maps provided an illustration of 

immediate brand associations and helped simplify the complex constitution of brand image. It 

was found how attributes for interviewees were easily accessible features of Colgate’s brand 

image, but the most frequent immediate associations were not perceived as unique at first. 

Interviewees did not assign any immediate value to them besides functionality and seemed to 

primarily constitute cognitive attitudes. As conversation progressed and from a thorough 

analysis, the affective attitudes were accessed including the symbolic and experiential benefits 

of the grooming ritual of a predictable everyday routine of getting ready and the attractiveness 

that was connected with getting white teeth. This resulted in a more unique brand image for 

Colgate compared to competitors. It was revealed how responsibility is demanded for brands 

however incorporating the cause-related commercials only created immediate affective 

attitudes among some interviewees thus diminishing quickly due to tenacious preconception 

of Colgate. Habitual behaviour is reluctant to change, as is Colgate’s preconceived brand 

image, which was represented in the product-centric commercial. However the value of 

Colgate’s cause-related commercial might be embedded onto Colgate’s brand image through 

sequential exposure to consumers.	  
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Introduction 

Movements in the advertising industry 
In the last decades marketing has evolved and changed tremendously due to the changing 

nature of consumer demands. The technological evolution has introduced new platforms for 

communication such as social media, peer-to-peer networks, etc. Communication is no longer 

one-way as consumers are enabled to co-create and share content as well as experiences, 

recommend and criticize for organizations and other consumers to see. This illustrates the 

move from pushing communication as one-way from brands to pull marketing where 

engagement of consumers is encouraged. This development has changed the nature of 

marketing and communication and diminished national borders. The accessibility of 

information on the Internet has empowered consumers and increased the demands they set for 

products and brands (Solis, 2013). The generation of millennials has grown up with this 

empowerment as they are born between 1981 and 1996 causing them to have especially high 

demands regarding transparency and responsibility of organizations and to be sceptic towards 

advertisement (Euromonitor International, 2013). 

 

Advertising is a dominating communication tool and its effects have influenced our everyday 

lives for many years (Kolster, 2015). Even though advertising is a natural part of our lives, it 

is seen that mistrust and scepticism among consumers are not uncommon and are damaging 

brands around the world, sometimes resulting in so-called “shit-storms” on social media. In 

addition to this, an increased focus on the environment and both global and local social issues 

have led to consumers demanding organizations to take an active part in these and act as 

‘good citizens’ by delivering real value and participating in solving some of society’s biggest 

problems (Kolster, 2015). Conscious consumption is generally on the rise, as consumers wish 

to make better decisions about what to buy and are willing to pay extra for products from 

companies that give back to society, which arguably is congruent with the wishes for 

organizations to be transparent (www.entrepreneur.com, 2015).  

 Arguably this has changed the nature of advertising, where just ten years ago it was all 

about creating so-called ‘features and benefits’ advertising content with the product in focus, 

and today more advertising content aim to educate and engage in order to achieve consumer 
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relationships (labrow.com, 2013). The development further has had an influence on how 

consumers perceive brands, based on their advertising and in general. This trend is also 

evident in the way brand value is evaluated today, as charts such as Most Meaningful Brands 

exist, which evaluate brands on their return on meaning rather than monetary terms 

(Havasmedia.co.uk, 2015). Further this shift is acknowledged at Cannes Lions, considered the 

World Championship of Creativity, where advertising incorporating the will to do something 

more and something good for the society has been rewarded increasingly the last years 

(bureaubiz.dk, 2013). 

 

The theoretical concepts of cause-related marketing and social marketing, addressing 

marketing efforts to engage in causes and societal issues, are not newly introduced, however 

their importance have arguably increased with the new consumer demands and as consumers 

have easier access to information about organizations. The evolution has resulted in the 

surfacing of the concepts of Lovemarks and Goodvertising both introduced by practitioners 

from the advertising industry challenging the way brands should be seen. Lovemarks is 

presented by Kevin Roberts former CEO of the communication and advertising agency: 

Saatchi and Saatchi, and Goodvertising by sustainable communication expert Thomas Kolster 

(Roberts, 2004; Kolster, 2012). The core of these two concepts is the recommendation that 

brands need to go beyond product and informational related marketing and focus on 

emotional and cause marketing, as both claim that it works to build stronger brands and 

consumer-brand relationships. Kolster’s beliefs are more specifically that consumers have 

become more informed and enlightened, and brands need to gain trustworthiness and 

likability by incorporating goodvertising, where social or environmental causes are the focus 

of the communication in advertising (Kolster, 2012). The concept of Lovemarks intends to 

rethink the idea of brands, as Roberts (2004) states that brands are dying out, since they 

currently and in the future will have trouble differentiating themselves, however this is 

avoided by being a Lovemark, which means holding a long-lasting emotional connection with 

consumers. 

Problem formulation 
The increasing focus on topics such as sustainability, brand transparency, and conscious 

consumption has led practitioners to incorporate the topics into advertising. Publications by 
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industry professionals addressing and demanding brands to ‘do and be more’ and ‘do good’ 

include published works such as Lovemarks and Goodvertising (Roberts, 2004; Kolster, 

2012). Theoretical research has developed several terms and concepts within this area, such as 

cause-related marketing and social marketing, which are marketing efforts addressing social 

causes beyond traditional commercial objectives (Kotler & Keller, 2012). This different 

marketing focus can arguably be said to have an increasing interest as push marketing has 

evolved towards pull marketing and co-creation, where the consumer is in focus. Low-

involvement products, characterized as products imposing minimal effort and consideration 

for consumers, typically make use of advertising with an informational focus aiming to be 

laud in a crowded media picture, promoting the features of the product (Lim, 2003; Grønholdt 

et. al., 2006). Utilitarian characterized products, i.e. products that are used regularly and 

satisfy consumers’ basic needs, have however also started to adopt causes into their 

advertising. Examples include Always, who in 2015 introduced an award winning campaign 

aiming to change the insulting use and negative loaded phrasing of “like a girl” to mean 

“downright amazing” and empower young girls about to hit puberty (Instituteforpr.org, 2016; 

adweek.com, 2015). Earlier this year Colgate adopted a cause into their 2016 Super Bowl 

commercial, trying to change people’s behaviour to stop the faucets running whilst brushing 

teeth and thereby save water. This commercial is not focused on the product, and barely 

mentions the Colgate brand, but introduces the hashtag #everydropcounts to encourage 

discussion and involvement; in many ways it has the characteristics of a public service 

announcement more than a commercial coming from a brand that aims to sell utilitarian 

product (nytimes.com, 2016). This development in advertising might be congruent with the 

generation of millennials with high demands for brands acting as responsible citizens having 

reached an age where they are in charge of own consumption and free from parental 

influence, thus becoming consumers that brands need to engage with. This shift from rational, 

product-centric advertising for utilitarian products to an emotional cause-driven nature 

imposes the questions of its influence on brand image in the minds of consumers, as it is 

known that advertising is a central tool for building and sustaining brand equity of which 

brand image is a crucial part (Percy & Rosenbaum-Elliott, 2012).  
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Research question 
The research question was developed based on interest areas and current trends in the 

advertising industry. Different directions were explored and discussed in order to uncover the 

optimal research area, where interest and relevancy are optimized within given constraints. 

The specific question was continuously narrowed down and specified as theoretical 

knowledge increased. This was necessary to uncover a feasible topic and thereby increase the 

specificity of the research. Based on this the following question has evoked interest and will 

be investigated as the research question guiding this thesis: 

 

Does the incorporation of causes in commercials influence brand image and value in 

the minds of consumers differently than traditional commercials for utilitarian 

products? 

Sub-questions 

• How does the two different kinds of commercials influence brand image? 

• Why does the commercials influence brand image in that way? 

Delimitations 
This thesis focuses on brand image and brand value as assigned by consumers, and has thus 

not investigated how different commercials could influence other parts of brand equity. This 

was first of all deemed a necessary choice in order to create a feasible scope for the study, and 

due to the qualitative interest of the study. The research follows a qualitative approach aiming 

to understand individual perspectives on brands engaged in causes. It was deemed necessary 

to use a specific example to build the analysis around as constitution of brands’ image 

arguably varies dependent on product category. It was decided to use Colgate, as they recently 

created a TV commercial focusing on a cause rather than their product. This was considered 

interesting as cause-related advertisement is not traditionally considered typical for a 

utilitarian product like toothpaste. It was thus decided not to engage in investigation of high 

involvement products or services, and the research has been developed in order to understand 

cause-related marketing’s influence on a utilitarian product. It is argued that results might 

differ if another kind of product was the base of origin due to different consumer behaviours.  
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The thesis has taken the perspective of consumers and has thereby not acknowledged the 

internal perspective of the brand. This resulted in not making an analysis on strategic choices 

in terms of Colgate incorporating causes as the main focus in a commercial.  

 

In order to further narrow down the scope of the project and to increase in-depth knowledge 

for specific consumers, it was decided to look at a specific segment. This was further based 

on the presumed knowledge that different generations have different extents of demands 

towards brands. The millennial generation has been described as having high demands for 

brands taking responsibility and engage in environmental and social problems, and it was 

therefore considered interesting to limit the research to this specific generation in order to 

understand fully, how cause-related marketing influences brand image among this generation 

of consumers. The segment was further considered appropriate as it was assumed that they 

would be able to discuss brands and causes in relation to each other with greater ease than 

other segments. The segment under investigation has further been limited to be of Danish 

nationality, and it is acknowledged that attitudes might differ dependent on country and 

culture, hence different results might have been presented, if the research had been conducted 

somewhere else.  

 Time limitations and limited resources restrained the process in a manner that did not 

allow for an infinite process of data collection and analysis. Experience is relative and the 

interview guide and way of conducting interviews could continuously have been practiced. 

Sometimes it was noticed, how the interviewer failed to ask more exploratory questions about 

topics presented by interviewees or failed to ask more into depth with initial answers in order 

to satiate the topic. This was due to the researchers not being professional interviewers, 

however it is believed that there will always be such pitfalls when using qualitative methods, 

as a “perfect” interview does not exist. The necessary precautions of improving validity and 

reliability have been taken to increase quality of the data. Time limitations have also had an 

influence when analysing the complex qualitative data, which the interviews have provided. 

Sub-text and text can continuously be investigated, and listening more extensively to the 

interview records might open up for new subtext in statements  

 

Influence on brand image and image construction in minds of consumers were investigated in 

the short term by subjecting consumers to immediate exposure of two different commercials, 
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hence the results are based on one time priming, and thus not taking long-term influence into 

account.  

In terms of the theory chosen as foundation for the analysis, a framework developed 

by Keller (1993) was used to structure the data and guide the analysis, and thereby help 

clarify and increase understanding. This does however also create some limitations, as the 

world is complex and might not be readily applicable in the strict definitions of the theoretical 

framework, which imposes the risk of leaving out some findings when structuring the data 

around it. Including more theoretical frameworks to create some more nuanced ways of 

approaching the analysis could have been done and allow for looking at the data from other 

perspectives. Having to select and deselect theories is seen as part of the research process and 

is necessary to create a feasible scope of the project. Different theories have been discussed in 

order to make sure the right selection was made and, as part of the reasoning process, theories 

have been explored throughout the entire process. 

 

Structure of the paper 
The structure of the thesis is illustrated in figure 1. The introduction, problem formulation, 

and research question as well as the delimitations of the paper have been presented. The 

section after this outline of the structure contains a continuation of the introduction and 

presents a product-centric and cause-related Colgate commercial. This is followed by the 

philosophy of science, which contains the perspective of the study, reasoning, and assesses 

quality of the research. Next the theoretical frameworks of the thesis are presented in which 

the existing theories are outlined. It contains the sections of traditional advertising as well as 

social marketing, but builds heavily on a conceptualization of brand image, which framework 

has been adopted and explained theoretically. Next the methodology section outlines the 

research design, data collection, and processing. Subsequently is the analysis part of the 

thesis, which starts with a presentation of participants and an analysis of the two commercials, 

followed by the extensive analysis of the data in connection to the theoretical frameworks. 

Lastly, is the discussion in relation to the research question, and the thesis is then summed up 

in the conclusion and finalised with managerial implications and a proposition for further 

research.  
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Figure	  1:	  overview	  of	  the	  structure	  
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Introduction Continued 

As mentioned in the initial sections of the thesis the objective of this research is to understand 

how construction of brand image might differ dependent on what kind of advertisement is 

implemented by the brand. More specifically it has been stated how this is of particular 

interest for a utilitarian product, as they do not embody obvious extraordinary value due to its 

nature of satisfying basic needs. Colgate has been chosen to be the brand under investigation 

as they have recently launched a commercial where the sole message is related to a cause. The 

two commercials: ‘Total Daily Repair’ and ‘Every Drop Counts’ are here presented in order 

to fully understand how they differ prior to a very brief introduction of Colgate. 

 

Introduction to Colgate 
Colgate is an American founded brand that has existed for more than 200 years, but started 

selling toothpaste in Denmark in 1928. Colgate-Palmolive, which is the company name, 

produces many different FMCG’s under a variety of product names, but the brand name 

Colgate is related to their mouth hygiene products, whereas toothpaste have been their main 

product for the longest, hence is the product most relate to Colgate (Colgate.dk, n.d.).  

Presentation of ‘Total Daily Repair’ 
‘Total Daily Repair’ is considered to be a traditional, product-centric commercial. The 

commercial can be found from the YouTube link1 or on the attached USB in appendix A. It 

starts with showing a faucet being turned on and then switches to a cup holding a couple of 

toothbrushes. One is picked up and you see multiple people starting brushing their teeth, they 

all look into the camera as if it is their mirror. 

 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1	  Colgate	  UK	  (July	  27.,	  2015),	  Now	  brushing	  means	  repairing:	  New	  Colgate	  Total	  Daily	  Repair	  Toothpaste	  
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This all happens while the speaker (male voice) says: “You know that thing you do every 

day?” continuing: “Just stop!” while “Stop” is written across the screen, as the guy who is 

shown brushing his teeth stops for a brief moment looking confused, but soon after starts 

smiling as the speaker continues: “Start repairing”. The screen switches to displaying the 

product, which is picked up and then shows a woman brushing her teeth while the speaker 

states “You can help reverse signs of early damage, just by changing your toothpaste”. 

 
A picture of a tooth that shows some damage appears, then the damages disappear and the 

tooth gets all white and ‘healthy-looking’, and “reverse damage” is written on the screen. 

You then see the people from before finishing brushing their teeth and lastly all of them in a 

one shot all smiling, looking happy and satisfied as they get ready. The speaker says: “Now 

brushing means repairing, the new Colgate total daily repair, for a healthier mouth, day in, 

day out”. The last shot is of the Colgate package, the red logo in the upper left corner and the 

text “A healthier mouth day in day out” written over the product. The whole commercial has a 

fast pace both in frame shifts and speaker pace and lasts for 21 seconds. 
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Presentation of ‘Every Drop Counts’ 
‘Every Drop Counts’ is a cause-related commercial developed for the American Super Bowl 

(2016). The commercial can be found from the YouTube link2 or on the attached USB in 

appendix B. The commercial shows a man in his sleepwear entering the bathroom, taking his 

toothbrush, turning on the faucet, and rinsing his toothbrush. When the faucet is turned on the 

sound of a running faucet is applied. This sound together with the sound of him brushing his 

teeth continues throughout the ad. 

 
In the mean time the sink with the running faucet is shown with different actions happening, 

portraying what the wasted water could be used for. First a hand with a dirty apple enters the 

frame. The apple gets washed under the running faucet. Next, someone puts a porcelain bowl 

under it and fills it up with shaking hands. In the mean time this frame shows the text: 

“Brushing with the faucet running”, continued by: “Wastes up to 4 gallons of water”.  

 

 
The next frame is of a little girl with Hispanic descent trying to drink some water from the 

faucet. Her shirt is worn out with holes. Next frame zooms out from the sink and shows the 

man brushing teeth from behind, including the text “That’s more water than many people 

around the world have in a week”. Continuing zooming out the text changes: “Please turn off 

the faucet.” This frame applies for 4 seconds, which is a relatively long time. The ad is in total 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
2	  Colgate	  US,	  (January	  22.,	  2016),	  Colgate	  #EveryDropCounts	  
https://www.youtube.com/watch?v=z5Ar0eCp6uE	  	  
accessed:	  11.05.2016	  
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30 seconds of length. In the final frame it is the first time that Colgate is mentioned. Besides 

the logo, the text reads: “Spread the word – share this video” and below: 

“#EveryDropCounts”. 

 
 

Philosophy of Science 

This section will explain the perspectives of the study, which includes the scientific approach 

and paradigm, the research approach, and lastly a section assessing the quality of the research. 

 

Paradigm 
The paradigm under which the research is conducted shapes the choices that are made 

throughout the process (Esterberg, 2002). The social constructionist and interpretive approach 

is applied in this research, as the purpose of collecting the empirical data is to achieve a 

nuanced insight of the phenomenon under research. This research investigates the brand value 

that is created and resides in the minds of the consumers. This value is considered to be 

influenced by the attached meaning of things, which stems from social interaction (Esterberg, 

2002). The social constructivism view is also evident in how the segment and each individual 

that is under investigation are understood. The social constructivism perspective is thereby 

apparent as consumers are seen as constructing their reality based on beliefs of self-identity 

and social relations (Hackley, 1998). Consumers are thus considered to form and change 

associations, beliefs, and attitudes based on these aspects. From the interpretive and social 

constructivism perspective, meanings are created and changed through a process of 

interpretation (Esterberg, 2002). It is believed that consumers give meanings and value to 

brands by interpreting the communicative efforts made by the brand, such as advertisements. 
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In order to uncover this meaning and value an interpretive approach has been taken when 

understanding statements from consumers. 

Reasoning 
This paper follows a deductive research process in its initial stages, where theory is the first 

source of knowledge from which research questions are deduced (Eriksson & Kovalainen, 

2008). The postulate has emerged from theory on advertising’s influence on consumers’ 

creation of brand image and brand associations. Further the concepts of advertising’s 

engagement in causes and promoting ‘doing good’ has led to the postulate that cause-related 

advertising must influence brand image through consumer associations, which essentially is 

what is investigated empirically. The logic is to proceed from theory to empirical research 

(ibid.). The deductive reasoning process is further evident in the development of research 

methods, where the interview guide has been developed based on a theoretical model 

introduced by Keller (1993) and theory on brand associations.  

 This first part of the research process has been structured based on a relatively strict 

deductive reasoning process, but after gathering empirical data a more inductive approach has 

been applied, allowing theory and generalization to emerge from the empirical findings 

(Eriksson & Kovalainen, 2008). The overall nature of an inductive reasoning process is that 

the research follows the logic of proceeding from empirical research to theoretical results 

(ibid.). Theories can also be seen as corrective mode concerning findings or publications, 

which will emerge from the empirical findings (ibid.). The inductive approach is thereby 

present after data collection has taken place, as new theories and/or corrective modes have 

emerged during this process. 

 

Neither induction nor deduction in its pure definition is considered to be adequate in helping 

to uncover the internal structure of meaning (Chong Ho, 1994). The combination of both 

deductive and inductive reasoning is allowed in an abductive approach, which is considered 

as the logic of exploratory data analysis (Eriksson & Kovalainen, 2008). With an abductive 

reasoning process the data can fully be explored and patterns can be identified. This leads the 

research to become a process of generating new ideas, which has been done as new theoretical 

knowledge has been acquired and as data has been collected (Eriksson & Kovalainen, 2008; 

Chong Ho, 1994). Consensually a deductive approach can be used to evaluate the research 
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questions and the inductive approach for justifying them with empirical data (Eriksson & 

Kovalainen, 2008).  In other words the research has been conducted by having observations 

from data and by developing ideas (Chong Ho, 1994). This is arguably the process, which has 

been described above; hence this research is following an abductive reasoning approach.  

Quality of the research 
Considering the reliability and validity of the study are important benchmarks for evaluating 

the quality of the research. Reliability refers to consistency in the study, thus to what degree 

the research can be conducted by others, who will obtain the same results (Silverman, 2006). 

This is mainly done in two different ways throughout the research by making sure the 

research process is transparent and by outlying the theoretical stance from which the 

interpretation takes its point of origin (ibid.). The latter is evident in the section of theoretical 

frameworks, where a thorough explanation and discussion increase the theoretical 

transparency. The research process is made transparent in the section describing methodology 

questions and throughout the analysis. More specific choices that have been made to increase 

the reliability of the study are explained in greater detail throughout the methodology section. 

 

The term of validity stems from the quantitative research tradition, but has been a discussed 

topic especially in regards to its applicability within qualitative research (Silverman, 2006). 

Validity refers in general to the accuracy of the representation of a social phenomenon (ibid.). 

Decreasing the validity of the study might be due to the researcher’s impact on the setting, the 

values of the researcher, and/or limited truth in participant responses (ibid.). From a social 

constructivism perspective the researchers’ impact on the setting is not seen as a disadvantage 

as the world is created socially. However, some socially created interactions within an 

interview setting might impose the risk of participants trying to answer what they think the 

interviewer wants them to, and that participants might not understand the questions as 

intended by the interviewer. These factors might result in not investigating what is meant to 

be investigated and if that is not taken into account there is a risk of damaging the validity of 

the study. This has been considered throughout the research design by first assessing 

participants’ immediate associations where they were not asked to explain, and afterwards 

asking questions to get a more nuanced view on the associations. Another design effort to 

limit these imposed risks has been to design the interview to ask different questions 
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addressing the same topic. Further efforts have been made when collecting and analysing the 

data, which is elaborated on in the methodology section. 

 

Theoretical Frameworks 

In this section the theoretical frameworks are presented and used to understand the existing 

theoretical foundation related to the problem formulation, which is further needed to analyse 

the collected data.  

 

Advertising 

Distinguishing advertisement 
The research aims to uncover two types of advertisements’ influence on consumers’ 

formation of brand image, thus the first part that needs to be described theoretically is the 

nature of advertisement, and how it works to influence consumers through different appeals 

and messages. Advertising can be distinguished based on the kind of message that is 

conveyed (De Pelsmacker et al., 2013). Informational advertising and rational advertising 

appeals will first be discussed, followed by transformational advertising and emotional 

appeals. It is relevant to understand what the advertisements seek to communicate and what 

effects they make use of, as these are the means that is used to influence consumers’ 

perception of the brand (ibid.). 

 

Advertisement can be distinguished as push or pull advertising. Push advertisement aims to 

push the product towards the consumer in terms of sale, hence the advertisement has the 

product in focus, whereas pull advertisement has the aim of drawing the consumer willingly 

to the product, without overexposing them to taglines, mentions of the brand name, and 

general persuasion (Kotler & Keller, 2012). Pull marketing is about creating a message that 

the viewer will be drawn to, and aspire engagement without directly telling them what to do, 

hence the consumer is in charge (ibid.). This is arguably the strategy that lies behind 

Colgate’s ‘Every Drop Counts’ as it aspires consumers to change behaviour and engage in the 

discussion of water waste through the use of the hashtag. Pull marketing is usually 
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appropriate with products that have high brand loyalty and differentiation among competition, 

and thus not commonly used for products such as toothpaste, illustrating how the shift has 

occurred in advertising for utilitarian products as well (ibid.). On the contrary push is usually 

made for product categories with low loyalty and when the choice typically is made in store 

(ibid.). ‘Total Daily Repair’ is considered to be a push commercial, which is corresponding to 

the theoretical notion of what is common for the toothpaste industry.  

Advertising appeals and messages 
The appeals that are used in advertisements will often be dependent on the type of product 

being advertised, at least certain appeals are seen more typically with some products, as they 

are deemed more effective for specific product categories (Percy & Rosenbaum-Elliott, 

2012). There are evidently differences in communication as consumer motives depend on the 

product. Overall products are distinguished between being hedonic or utilitarian in nature, 

hedonic products hold more experiential consumption purposes such as fun, pleasure, and 

excitement, whereas utilitarian goods are more instrumental and functional (Dhar, 2000). 

Toothpaste is as mentioned a utilitarian product as it serves the functional need of cleaning 

consumers’ teeth and thereby avoiding cavities. Further, a typical way of distinguishing 

products is of low vs. high involvement products and informational vs. transformational 

buying motives, which influence how consumers perceive messages (Percy & Rosenbaum-

Elliott, 2012; Rungtrakulchai, 2014). Product involvement can be explained as the risk related 

to the choice of the product as well as overall interest and attitude that the consumer has 

towards the product (Lim, 2003). Colgate is a low-involvement product due to toothpaste 

being a utilitarian good with general low price compared to other product categories meaning 

that the risk is low. Further, there are not any other apparent risks such as a lot of time spent, 

attached to the purchase decision, and buying toothpaste is arguably not something that calls 

for careful consideration or high investment.  

Informational and rational advertising appeals 

Informational advertising has a focus on providing meaningful facts to consumers (Cutler et 

al., 2000). This is in close relation with rational appeals that use informational, practical, and 

verifiable cues to serve as an evaluation criterion for consumers (De Pelsmacker et. al. 2013). 

Information is defined as facts, or cues about specific aspects of a product, which due to its 

nature provides a measure of objective information content (Abernethy & Franke, 1996). 
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Typical informational cues that occur in advertising are related to performance, as in ‘Total 

Daily Repair’ that factually states that by using the toothpaste you can “help reverse early 

damage to your teeth and gums”. Other often used informational cues are availability, 

components, price, quality, and special offers (ibid.). Different factors influence the use of 

informational and rational appeals in advertising. Informational cues are most commonly used 

in advertising for durable goods compared to non-durable goods, and for intangible products, 

such as services, compared to tangible ones (De Pelsmacker et. al. 2013). Less competitive 

defined markets tend to include more informational cues than high competitive markets 

(ibid.). Informational cues have further been found to be more effective for new products than 

emotional cues (ibid.).  

Transformational and emotional advertising appeals 

Transformational advertising is attempting to move the consumer emotionally to a point of 

greater product acceptance (Cutler et al., 2000). The transformational advertising does not 

work by changing beliefs and attitudes through information, but tries to get the observer to 

develop associations with the use experience: 

 

“Transformational advertising is advertising that works primarily by developing 

associations with the brand use experience that transforms that experience into 

something different than it would be in the absence of the advertising”  

(Aaker & Stayman, 1992, p. 239) 

 

This will make the experience with the product or brand richer, warmer, and more exciting or 

create, alter, or intensify other emotional feelings than what would otherwise be there (Aaker 

& Stayman, 1992). In ‘Every Drop Counts’ there is no information about the toothpaste, but 

as it provides information on wasteful behaviour while showing a running faucet while a guy 

brushes his teeth, it aims to make the viewer start associating the use experience of brushing 

teeth with remembering to do the right thing and turn off the faucet. The advertisement turns 

the simple act of brushing teeth into more than repairing, as it will now be about saving water 

and doing good, if the commercial succeeds. Transformational advertising will then further 

affect the consumers’ attitudes towards the brand (ibid.). Feelings and emotions are often used 

to associate feelings with the use experience by incorporating them in the context of a use 

experience, which over time will lead the association to grow (ibid.). Transformational 
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advertising and emotional appeals are therefore not identical, but are often used similarly and 

share some characteristics. Transformational advertising can also be used in a combination 

with informational characteristics in a single commercial, however, when this is the case, the 

transformational aspects tend to dominate (Cutler et al., 2000).  

 To increase the likelihood for an advertisement to successfully transform the use 

experience, three aspects should be included (Aaker & Stayman, 1992). Firstly, the feeling 

should be elicited by some aspect of using the product making the product central and not 

peripheral, as this will strengthen the link between the feeling and use experience (ibid.). In 

‘Every Drop Counts’ this is done as the man brushes his teeth throughout the commercial. 

Repeated exposure to the ad will involve conditioning and repeatedly reinforce the use 

experience (ibid.). Lastly the scene and characters in the ad should be empathetic, believable, 

and meaningful, as this will increase intensity of the feeling response (ibid.). These three 

components of a successful transformational ad are congruent with the tactic to create an 

emotional connection by matching the person in the commercial with the lifestyle group that 

the target audience belong to; hence the emotional feeling becomes authentic, allowing for a 

deeper connection (Percy et al., 2009). 

 

The theory on advertisement is arguably thoroughly discussed among researchers, however 

new technological developments that rapidly emerge constantly put new pressures on how, 

why, when, and where advertising should be conducted to be most successful. New platforms 

emerge with technology and as the latest centuries have shown this influence consumer 

behaviour a lot, for example how Facebook now plays a central role in social interactions and 

as a communication platform for organizations. The theoretical propositions of advertising are 

seen as applicable for increasing understanding of the nature of each of the commercials 

selected for the research, as they help categorize and understand how advertising appeals are 

used traditionally, hence also how cause-related advertisement is different.  

Priming 
The aim of the thesis is to investigate how consumers construct brand image and assign the 

brand value dependent on different kinds of commercials. It has thus been necessary to 

understand the theoretical propositions of priming, as the commercials have been intended to 

be used in order to prime when collecting empirical data. Priming is defined as: 
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“…an experimental framework in which the processing of an initially encountered 

stimulus is shown to influence a response to a subsequently encountered stimulus”  

(Janiszewski et al., 2013 p 1). 

 

Priming occurs because the cognitive operations, that one uses to comprehend the content 

becomes more accessible due to exposure to the prime stimulus, which in the case of this 

research will be one of the two commercial. Furthermore, accessible content can influence the 

following judgment (ibid.). Priming is a method used by researchers in order to understand 

branding and framing effects (Ramsøy, 2014). The theory of priming is used in advertising 

since priming is about providing information or other contextual aspects that will affect a 

person’s perception, thought, and action, and it is proved that priming has an effect on liking 

(Ramsøy, 2014). Theory and previous research on priming effects show that when consumers 

are influenced by priming it can have an immediate effect on their product attitude, as well as 

the type of prime will influence consumer’s attitude differently. It is thus expected that ‘Total 

Daily Repair’ and ‘Every Drop Counts’ will stimulate two different kinds of conversations 

and influence brand image differently. It is important to note that the effect of the prime 

should always be unconscious to the recipient, since the risk of them trying to correct for its 

influence will be high and the priming ineffective (Janiszewski et al., 2013).  

 

Advertising messages and attributes can be ambiguous in the sense that it can be interpreted 

differently by individuals (Shen, 2007). An example is when toothpaste is advertised as being 

affordable - this can be interpreted both positive and negative, as for some this might mean 

low cost and to others the expectation of low product quality (ibid.). The overall notion is that 

depending on the attributes primed by the ad context, the exact same ad can have different 

effects on consumers' evaluative judgments of the brand in question (Yi, 1990). Priming 

entails that when consumers are exposed to a certain attribute in an ad, they will be more 

likely to use this attribute in their evaluation of the brand and product (ibid.). Many 

researchers in cognitive and social psychology have found, that the accessibility of a concept 

is enhanced by prior exposure to the concept (ibid.). The evaluation of an advertised brand is 

said to depend on which attribute is activated by the contextual factors preceding or 

accompanying the ad, which is why it has been considered adequate to prime interviewees 
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with two different commercials as they supposedly would stimulate two different kinds of 

conversations. Hence people’s interpretation of information often depends on the particular 

knowledge structures, which are currently active, and which related concepts are most 

accessible at the time (ibid.). Research suggest that priming a specific attribute in an ad does 

make that attribute more accessible and will influence attitude, hence it supports theory of 

social psychology in the belief that attitude can be viewed as a function of the most accessible 

information (ibid.). This argument implies that consumers, when exposed to a commercial 

prior to making associations with a brand, will be more likely to associate those associations 

that are evoked in the ad, and thereby discuss them easier throughout the interview.  

 

The theoretical propositions about priming states how a priming element influences people’s 

perception and thus their construction of brand image. Priming is a complex area including 

various research and methodologies from neuroscience. This has however been considered 

outside of the scope for this research. Priming does not take previous experiences into 

account, however this is believed to also influence brand associations. It is further 

acknowledged that people might react differently on being primed and not as standardised as 

proposed by theory. 

 

Social and cause-related marketing 

Social marketing definition  
Considering traditional marketing and social change, one may argue that the two concepts are 

conflicting in its objectives. Marketing is by some perceived as unethical and can be accused 

of encouraging undesirable behaviours that are contributing to social problems (Eagle, et al. 

2013). There is arguably some undesirable behaviour related to using Colgate’s toothpaste, as 

it seems that many leave their faucets running and thereby waste water. However, it is known 

that marketing techniques have the ability to change perception and behaviour, which in 1952 

gave G.D. Wiebe good reason to argue that the same techniques should be used to achieve 

desired behaviour beyond commercial activity, hence the rise of social marketing (ibid.). This 

is what Colgate has done in their commercial ‘Every Drop Counts’ as they encourage 

minimizing water waste when using their product. Later many have attempted to formulate a 
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comprehensive definition of social marketing, which is still being debated. Kotler and 

Zaltman were among the first, who published a definition of social marketing: 

  

“[Social marketing is] …the design, implementation and control of programs 

calculated to influence the acceptability of social ideas and involving considerations 

of product planning, pricing, communication, distribution and marketing research”  

(Kotler & Zaltman, 1971, p. 5) 

  

This definition was later critiqued by Andreasen, who argued that the mere influence of 

changing social ideas as a purpose of social marketing was not sufficient, as he claimed that 

change in behaviour had to be the sole purpose of social marketing. His arguments and 

critique resulted in the following definition: 

  

“Social marketing is the adaptation of commercial marketing technologies to 

programs designed to influence the voluntary behaviour of target audiences to 

improve their personal welfare and that of the society of which they are a part.”  

(Andreasen, 1994, p. 3.) 

  

Andreasen (1994) did however acknowledge the importance of moving attitudes and beliefs 

in the process of changing behaviour. If the inclusion of changing attitudes and beliefs as a 

sufficient end-goal of social marketing is to be accepted, the definition can be debated. But 

one aspect that seems to be agreed upon is that to be identified as social marketing, the benefit 

for the marketer has to be absent. Kotler was among the first to acknowledge that traditional 

marketing techniques should be used to “sell” ideas, attitudes, and behaviour, and he 

emphasized that social marketing is when seeking to influence social behaviours and not to 

benefit the marketer, but to benefit the target audience and the general society (Kotler & 

Keller, 2012). This means that the traditional objectives of marketing, such as bottom-line 

results, cannot be the primary purpose (Kotler & Roberto, 1989; Andreasen, 1994). Colgate’s 

‘Every Drop Counts’ commercial has a purpose of making people change their behaviour of 

wasting water and can be argued to benefit the environment and be absent bottom-line 

benefits, and will thus fit into the social marketing definition. However, Colgate being a 

multinational brand is assumed to have commercial goals attached to the making of this 
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commercial, raising the discussion of whether Colgate is making use of social marketing in its 

pure definition.  

 

With the purpose of social marketing being purely to benefit receivers and society in general, 

social marketing has to a large extent been used by governments and NGO’s to change 

behaviour among populations, with the aim to solve greater social problems (Kotler, et. al. 

2012). This is what has been focused on in earlier publications, however, as social marketing 

has grown and keeps evolving, it is argued to have been adopted by many private companies 

and commercial brands (ibid.). Separating the social benefits from the business advantages is 

easier when the sender of the social marketing campaign is a government or NGO with no 

product or service to sell, unlike Colgate that wants to sell toothpaste while strengthening 

their brand image and also do good by advertising an environmentally beneficial cause. While 

for private companies using social marketing, although the message might be solely aspiring 

social change, it will still have some influence on the company if the marketing material is 

tied up to the brand name (ibid.). This raises the question of whether social marketing can or 

should be used beyond a social purpose, to achieve commercial benefits as well. 

  

Social marketing is accepted as a form of marketing and is rapidly growing and showing 

potential to contribute to social change (Peattie & Peattie, 2003). However, the older 

definitions on social marketing by Kotler and Andreasen can be discussed in terms of whether 

these definitions are somewhat naive in their attempt to keep the interest of the business and 

shareholders out of the context. It can be argued that, when accepted as a marketing tool, 

social marketing should take social welfare into account as well as the consumers and 

company shareholders (Peattie & Peattie, 2003). Marketing in its nature serves the purpose of 

economic benefits and financial success (Kotler & Keller, 2012). Therefore, it can be claimed 

that if social marketing is accepted as a form of marketing by commercial brands, it is 

difficult for all benefits for the brand to be completely absent. Kotler and Keller (2012) have 

stated that successful social marketing programs can improve not only welfare and create a 

reservoir of goodwill, but create differentiated brand position, build strong consumer 

relationships, enhance brand image, drive sales, and increase a firm’s market value. 
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Cause-related marketing vs. social marketing  
Using social causes as a way to obtain business goals will by some be addressed as cause-

related marketing, which in its origin stems from the idea of brands giving a certain per cent 

of the retail price to support a certain cause, usually by teaming up with a non-profit 

organization to raise money (Kotler & Keller, 2012). Another way to look at it is to 

differentiate social marketing in its pure form and explain marketing that combines social 

purposes and business interests by using the term cause-related marketing. Peattie & Peattie 

(2003) separate the two and state that cause-related marketing has led to brands conducting 

campaigns that seek to build brand values through social contributions. There seem to be a 

difference of opinion as to how cause-related marketing is different from social marketing. 

Peattie & Peattie (2003) argue that cause-related marketing differs from social marketing, as it 

is the concern for gaining competitive advantage and stakeholder trust that dominates the 

reason to implement cause-related marketing, although it might have a genuine wish to 

contribute to a better society. It is assumed that Colgate has a genuine wish to limit water 

waste with ‘Every Drop Counts’, however advantages contributing to a competitive advantage 

for Colgate might also be a big part of developing such a commercial. The difference behind 

the two lies in the purpose of changing behaviour, and that social marketing has this at its sole 

purpose, leaving Colgate’s ad in this description, since the main message encourages 

behavioural change (Kotler & Lee, 2011). It is further argued that cause-related marketing is 

insufficient compared to social marketing as its purpose of drawing awareness to a certain 

cause is enough (ibid.). 

 These dubious ways of drawing a distinctive line between social marketing and cause-

related marketing seem a bit vague as the communicative message that aspire to change 

behaviour is not only used by non-profit organizations but also adopted by commercial brands 

in campaigns. 

  

Both theoretical definitions of social marketing and cause-related marketing provide relevant 

points to how this increasingly popular type of advertising can be seen. Colgate has 

implemented a commercial to encourage less wasteful behaviour among consumers thus 

elements of both definitions are considered applicable. Social marketing is acknowledged as a 

discipline that uses traditional marketing techniques to aspire social change, and is used by 

many businesses seeking both a social purpose but also a positive influence on business 
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related results that benefit the business aspects through consumers’ attitudes, ideas, and 

actions (Kotler & Keller, 2012). Therefore, it is said that Colgate makes use of both cause-

related and social marketing in their ‘Every Drop Counts’ commercial, as they seek to gain 

social benefits of both changing peoples’ behaviour in order to sustain the environment, but 

also gain benefits on their brand image. Social marketing is more often used to describe 

campaigns coming from non-profit organizations, but this paper will use it in relation to 

commercial brands, since Colgate, as a commercial brand, is chosen for this study in the 

investigation of how cause-related advertising influences brand image. Throughout the paper 

the following definition is thus applied and referred to as ‘cause-related marketing’ or ‘cause-

related commercial’, though it includes elements from the perspective of social marketing and 

is created as a combination of both theories: 

 

Cause-related advertising is seen as the adaption of commercial marketing technologies to 

influence the voluntary behaviour of target audiences to improve their personal welfare and 

that of the society, whilst create a differentiated brand position, build strong consumer 

relationships, enhance brand image, and drive sales. It is conducted by brands launching 

campaigns to build brand values through social contributions with a genuine wish to do good 

(Andreasen, 1994; Kotler & Keller 2012; Peattie & Peattie, 2003). 

 

Theories on social marketing and cause-related marketing seem to have quite different beliefs 

in terms of commercial involvement. This might be due to the fact that the world is ever 

changing, resulting in new ways of understanding advertising. Further, the fact that 

professionals in the advertising industry have increasingly started to apply the two concepts in 

higher degrees, allows for new investigations of how commercial brands incorporate them. 

The younger generation of millennials have different demands and did not play an adult role 

in the consumer market when the theoretical definitions were developed. The fact that it was 

found appropriate to merge the definitions of social and cause-related marketing also makes it 

evident that the theories might not be sufficient individually for this research. 
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Brand image 

Brand image in consumer-based brand equity 
This research aims to investigate how cause-related advertisement influences brand image 

compared to more traditional informational dominant advertising. Brand image is a 

component of consumer-based brand equity, which is looking at brand equity from the 

perspective of the consumer and is essentially the value that they assign to a brand (Heding et 

al., 2009). From the definition of cause-related marketing it is argued how brands aim to build 

their brand value by engaging in social causes with the genuine wish to do good, hence the 

relevance of understanding ‘Every Drop Counts’s influence on Colgate’s brand image is 

evident (Andreasen, 1994; Kotler & Keller 2012; Peattie & Peattie, 2003). The power of the 

brand resides in consumers’ previous experiences, and thereby the differential effect that 

brand knowledge has on consumer responses to the marketing of the brand (Kotler & Keller, 

2012). Consumer-based brand equity is positive when consumers react more favourably 

towards a product or advertisement when the brand is evident (ibid.). Brand equity stems 

from differential consumer responses, and if there is no difference the product is essentially a 

commodity, and competition will probably be based on price (ibid.). Colgate has been 

explained as having many features of a commodity, which is why it is interesting to look at 

different kinds of advertising’s influence on a utilitarian product as such.  

 

Brand image is widely accepted as being a crucial aspect of brand equity and Keller has 

created a framework (figure 2) illustrating dimensions of brand knowledge, which he states is 

what constitutes consumer-based brand equity, where it is evident that brand image plays a 

crucial part in constituting brand knowledge as well (Aaker, 1996; Keller, 1993). Keller 

defines the components of brand knowledge as follows: 

 

“Understanding the content and structure of brand knowledge is important because 

they influence what comes to mind when a consumer thinks about a brand – for 

example, in response to marketing activity for that brand.”  

(Keller, 1993, p. 2) 
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Keller introduces a model that shows the correlation of the dimensions of brand image, which 

is one of the components of brand knowledge (Keller, 1993). He states in his 

conceptualization of brand equity that brand knowledge is of high importance in order to 

understand the formation of brand equity, hence illustrating the importance of brand image as 

well (ibid.). The branch of ‘brand image’ is influenced by advertisement and is the one that is 

within the scope of this research (Percy & Rosenbaum-Elliott, 2012).  

 

Components of brand image 
The importance of understanding brand image due to its direct effect on brand knowledge and 

brand equity has been explained as being evident in the presented framework. This section 

will increase understanding of each component of brand image in the framework and add 

additional theoretical viewpoints to Keller’s distinctions.  

Associations 
Keller (1993) states that the sum of associations has a significant role in creating the brand 

image. Aaker has also stated the importance of associations as a part brand image that builds 

brand equity, since: 

Figure	  2:	  Dimensions	  of	  brand	  knowledge	  (Keller,	  1993)	  
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“Associations can help customers process or retrieve information, be the basis for 

differentiation and extensions, provide a reason to buy, and create positive feelings”  

(Aaker, 1996, p. 6)  

 

The importance of the connection between brand associations, brand image, and brand equity 

is therefore clear, making associations critical to understand further as they are seen as 

constituting consumers’ brand image. What is of interest here is, whether consumers’ brand 

associations are formed or changed when they are exposed to different kinds of commercials. 

 

The scope of associations is broad, as it can be anything that connects the consumer to the 

brand (Aaker, 2014). However, for brands to attempt creating certain wanted associations 

with consumers, distinctions among associations are necessary (ibid.). Keller makes the 

following definition: 

 

“brand associations are the other informational nodes linked to the brand node in 

memory and contain the meaning of the brand for consumers”  

(Keller, 1993, p. 3) 

 

Brand associations can further be distinguished into different types and then divided into three 

main categories based on the nature of the association: Attributes, benefits, and attitudes, as 

elaborated on next (Keller, 1993). 

Attributes 
The descriptive features that characterize a product or service are categorized as attributes and 

can vary from product related to non-product related attributes (Keller, 1993). Product related 

attributes are the physical composition such as material of the product (ibid.). The main 

attributes that are considered non-product related are price, packaging/appearance, user 

imagery, and usage imagery (ibid.). User imagery is clarified as the perception of the type of 

person using the product, and usage imagery as the situation of where and how the product is 

used (ibid.). The two different Colgate commercials will evidently reflect different user 

images, where one represents an everyday and ‘normal’ self, whereas the other represents a 

more ideal self by aspiring responsible behaviour. The usage situation of Colgate in the 
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commercial influences the perceived usage imagery. Focus on attributes is used to a higher 

degree in product-benefit related commercials (Percy & Rosenbaum-Elliott, 2012). It is 

arguably to be expected that these types of commercials will effect consumers’ associations to 

be more related to the attributes presented in the commercial, such as product- and non-

product related information.   

Benefits 
Benefits can be further divided into three sub-categories: Functional benefits, experiential 

benefits, and symbolic benefits – all categories of the personal value that consumers attach to 

the product attributes (Keller, 1993). Functional benefits are usually connected to the product 

related attributes and are often concerned with basic needs such as physiological and safety 

needs (ibid.). An example can be seen in the traditional Colgate commercial, in which there is 

a clear focus on the toothpaste having a repairing benefit on the teeth.  

 Experiential benefits are usually concerned with product related attributes as well, 

though these benefits satisfy the needs of sensory pleasure, variety, and cognitive stimulation 

(ibid.). An example of how this would come across could be if benefits such as fresh breath 

were advertised, as this is a product related benefit, yet attached to the experiential pleasure of 

using the product. Another experiential benefit can be related to the ritual of getting ready. 

McCracken explains how goods are carriers of cultural meaning through different systems 

(McCracken, 1986). This meaning stems from the culturally constituted world and travels 

through advertising and/or fashion systems onto consumer goods and continues through 

different kinds of rituals onto the individual consumer (ibid.). One of these rituals is the 

grooming ritual, which is defined as a continual process of meaning transfer (ibid.). The 

example used by McCracken for this ritual is the example of getting ready, where people use 

products in order to generate a feeling before going out (ibid.). His example might be related 

to ‘going out’ as an event of a party, however it is also seen as applicable for more everyday 

feelings of getting ready just to leave one’s home. This is considered to be an experiential 

benefit of the products that is used in such a ritual as it contributes to the experience of using 

the product. 

 Symbolic benefits are those linked to non-product related attributes. These benefits are 

related to the extrinsic needs of consumers, such as social approval, self-expression, or 

identity creation (Keller, 1993). When it comes to how benefits are communicated in 

advertisements, functional and experiential benefits are deemed usual in product-centric 
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commercials although experiential benefits - in terms of sensory pleasure that aspire 

emotional feelings - are more common in emotional ads, as well as symbolic benefits are to 

be expected when the goal is to gain an emotional connection to the brand rather than rational. 

Attitudes 
Brand attitudes are the overall evaluation of a brand and are often the basis for consumer 

behaviour (Keller, 1993). This makes the attitude component quite extensive and complex, 

which is why it is elaborated on in great detail. The evaluation is concerned with consumers’ 

beliefs about the brand and embodiment of certain attributes and benefits, and their judgement 

of how good or bad it is that the brand has these attributes and benefits (ibid.). It is believed 

that this process is not necessarily rational and brand feelings and emotional responses are 

considered a part of the process. Brand attitudes are of great importance to brands and are 

stated as always being a communication objective, as it communicates information or feelings 

about the product or service that is advertised (Percy & Rosenbaum-Elliott, 2012). Since it is 

of importance to this study how certain commercials for a utilitarian brand have an impact on 

immediate attitude formation in regards to brand image, the understanding of attitudes is very 

relevant to elaborate on further. 

 

There are four important characteristics of brand attitudes: What the consumer wants now 

from the brand, which essentially is the motivation for behaviour; knowledge and feelings 

about the brand; the beliefs that make up that knowledge; and the relativity of brand attitude 

(Percy & Rosenbaum-Elliott, 2012). The following definition sums up appropriately: 

  

“An attitude represents an evaluative integration of cognitions and affects experienced 

in relation to an object. Attitudes are the evaluative judgments that integrate and 

summarize these cognitive/affective reactions. These evaluative abstractions vary in 

strength, which in turn has implications for persistence, resistance, and attitude-

behaviour consistency”  

(Prislin & Crano, 2008, p. 3) 

  

An attitude consists of an affective, cognitive, and behavioural component (Pelsmacker et al., 

2013). The three components of attitude are closely related to motivation, and it is important 

to understand consumers’ underlying motivations for buying a product (ibid.). Motivation is 
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strongly influenced by needs and goals, and consumer needs can be classified as functional, 

symbolic, or hedonic (ibid.). Motivations can be transformational or informational in nature. 

Transformational buying motives are closely linked to symbolic needs and are present when 

motivations are positive, such as sensory gratification, social approval, or intellectual 

stimulation, whereas informational motives are related to reducing or reversing negative 

motivations for example solving or avoiding a problem, which is strongly related to 

functional needs (ibid.). An example of how to detect motivations is that toothpaste is needed 

to avoid toothaches or having to pay expensive dental bills, thus it is a functional need that is 

satisfied, and the motivation is informational because it helps avoid negative situations. 

However, it cannot be excluded that for some there is a symbolic and more transformational 

motivation, such as the feeling of becoming clean, getting fresh breath, or getting whiter teeth 

that makes us feel more attractive. Either way this underlying motivation will affect attitudes 

towards the brand. 

 

The affective component is the feelings associated with the brand and refers to the feelings 

that arise from the motivation that consumers have towards the brand (Percy & Rosenbaum-

Elliott, 2012; Pelsmacker et al., 2013). The cognitive component includes knowledge, beliefs, 

and evaluation of the brand, and represents the existence and strength of the link between 

motivation and a brand, hence the perceived ability that the brand will satisfy the motivation 

(Percy & Rosenbaum-Elliott, 2012). The behavioural component reflects behavioural 

intentions with respect to the brand (Pelsmacker et al., 2013). The cognitive and affective 

components are the ones most complicated to access, where the behavioural aspect is simpler 

to understand and verbalize, as it is typically more conscious to consumers (ibid.). This is 

why the components of affect and cognition are looked into in greater detail in the following 

paragraphs.  

Affect 

It is relevant to elaborate further on the affective component of attitudes due to the fact that: 

 

“The marketing literature has established that affective executions of ads lead to more 

favourable attitudes for the product, because the liking for an advertisement gets 

conditioned onto the brand itself and becomes part of the attitude to the brand”  

(Chaudhuri, 2006, p. 26) 
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Some researchers within social psychology disagree with this statement and underline that 

affect occurs after a rational processing has taken place, hence stating that affect is dependent 

on reason (Chaudhuri, 2006). However, other research states to have proven that affect can be 

present in a context where rational process is absent (ibid.). Affect is the first reaction to 

stimuli, and it is not necessary to be consciously aware or “know” something before having 

an affective reaction (ibid.). It is thus expected that the first reaction to the commercials is of 

an affective nature, but acknowledged that it might be difficult to assess this in a complete 

manner. Affect is deemed hard to detect, but it is important to understand since the focus of 

interest is the consumer’s immediate reaction after seeing commercials of different nature. 

Affect is, no matter how you look at it, an important element of attitudes, and it is therefore 

deemed relevant to go further into depth with. Affect can be described with seven 

characteristics as done by Chaudhuri (2006): 

 First of all affects are primary as they are the first response to the environment and 

determine the subsequent relations with it. All social phenomena involve affects and affective 

reaction may be based on an experience with a stimulus. Affects are universal and irrespective 

of language or reason, as affects existed before language and rational abilities were 

developed, and affects are therefore considered basic. This means that affective reactions are 

similar across different cultures, which is not the case for cognitive responses. This gives the 

advantage that affects are easier to predict among different customer segments than cognitive 

systems. Affects are inescapable as they are outside of our control. This leads to the fact that 

an affective response cannot be taken back hence they are irrevocable.  Affects implicate the 

self and identify the state of the person with relation to the brand. Affects are difficult to 

verbalize and often expressed nonverbally for example through emotions. Lastly affects may 

become separated from the content from which it is formed, but continue to exist, which 

indicates the interdependency of affect and cognition. However, all rational cognition is 

accompanied by affects. (Chaudhuri, 2006). 

  

“Consumers can be wrong about their beliefs about a product, but they can have no 

misconception about their emotional response to a product or advertisement”  

(Chaudhuri, 2006, p. 27) 
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Since feelings and emotions are genuine and accurate, they are more reluctant to change 

compared to rational beliefs about a product, as competitors easier can come with new 

rationales and thereby convince consumers (Chaudhuri, 2006). A competitor to Colgate can 

easily state that they are a cheap option or on sale, and in that way convince consumers, but 

they cannot easily capture the same emotional responses as Colgate might evoke among 

consumers. It can be led from this fact that emotional commitments to a brand increase brand 

loyalty (Chaudhuri, 2006). It is thus assumed that the cause-related commercial - because it 

addresses an emotional topic - would be likely to evoke another kind of affective responses. If 

the commercial succeeds in creating affective responses towards the Colgate brand, these will 

be difficult for competitors to replica resulting in a more effective ad. 

Cognition 

Models concerning consumers’ process of evaluating brand information describe consumers 

as forming judgment consciously and rationally (Kotler & Keller, 2012). Cognitive brand 

attitudes are created by gathering and evaluating rational information, and attitudes are then 

formed based on features such as quality or price, or as in ‘Total Daily Repair’: The repairing 

features of the toothpaste. Cognitive attitude formation is very reliable on content, whereas 

attitudes created from affect can be independent of content (Chaudhuri, 2006). Cognition as 

opposed to affect is believed to be less effective in creating long term brand loyalty, which is 

also a component of strong brand equity, as emotional connections to a brand are stronger 

than a mere preference due to for example price (ibid.). Rational product benefits are easier 

copied than emotional ones, resulting in positioning a brand on merely rational appeals gives 

a weaker competitive advantage compared to having an emotional brand image (ibid.). 

Although it is stated that affect based attitudes are stronger, all rational cognitions are 

followed by affect so they will never stand alone, as a rational advertisement message will 

still be interpreted as either good or bad (ibid.). For example Colgate’s repairing feature 

presented in the commercial will be judged as being good or bad for a toothpaste to possess. 

Furthermore, even as it is argued that affect can stand alone, it is necessary to meet both 

rational and emotional needs of consumers, as emotional persuasion will have to be supported 

by quality products to create likability of the brand (Chaudhuri, 2006). 
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Attitude formation 
There have been many ideas of the process of attitude formation and the hierarchy of effects. 

Originally it was stated that consumer attitudes are developed through a sequence of mental 

stages: Cognitive, affective, and conative (Chaudhuri, 2006). 

  

“Attitude formation on a brand thus starts with beliefs (the cognitive stage) about the 

brand. This learning process then leads to brand evaluation (the affective stage) or a 

total attitude towards the brand, which in turn leads to behaviour change (the 

conative stage) in terms of action or, at least, as a tendency to act”  

(Chaudhuri, 2006, p. 40) 

  

Other researchers have subsequently demonstrated that the sequence is not always the same, 

as the cognitive stage needs not precede the affective stage (Chaudhuri, 2006). The affective 

stage will however always occur before the conative behaviour stage, but the cognitive stage 

might occur after behaviour, as consumers form their beliefs about a product after purchase, 

which is usually the case with impulse purchasing (ibid.). It is an important note that tangible 

brand beliefs are more often developed for utilitarian products such as toothpaste, whereas 

non-tangible brand beliefs are mostly common for hedonic goods (ibid.). This note 

emphasizes the main interest of the research, since its goal is to shed light on whether a cause-

related commercial can result in intangible brand beliefs among consumers for a utilitarian 

product such as toothpaste.  

The connection between beliefs, evaluation, and attitude 
In order to detect when consumers’ express beliefs, evaluation, or attitude, and whether those 

are rational or emotional the following example is given. Rational or tangible beliefs will be 

present in statements such as ‘this brand has fluoride’, which will lead to rational brand 

evaluation such as ‘this brand’s benefits are worth the price’ and end in an attitude towards 

the brand such as ‘this is a good brand’ (Chaudhuri, 2006). In the same way intangible beliefs 

like ‘this is a fun brand’ will turn into an evaluation like ‘this is unlike other brands’ and 

result in an affective attitude formation of ‘I love this brand’ (ibid.). It is important to know 

that emotional and rational brand beliefs, however, are not mutually exclusive, since tangible 

brand beliefs might as well be associated with intangible beliefs, perhaps as a result of 

advertisement of the brand (ibid.). 
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It is important to distinguish between evaluations and beliefs. Beliefs are based on descriptive 

facts, such as functional features like the cleaning function of the toothpaste and the price, 

while evaluation is the judgments based on the subjective valuation of the structural relations 

between attributes (Chaudhuri, 2006). Evaluations are impacted by advertisement and own 

lifestyle etc. Overall evaluations of existing beliefs lead to attitude formation (ibid.) 

Association strength, favourability, and uniqueness 
Different types of associations and their way of forming have now been elaborated on in order 

to better be able to detect how these are influenced, when consumers are exposed to a 

traditional commercial compared to a cause-related. But other than understanding types of 

associations, it is relevant to understand in greater detail how the consumers evaluate 

associations further. Types of brand associations can vary according to their 

favourability/desirability, strength, and uniqueness (Keller, 1993). 

  

“In assessing brand association structures, not only should the evoked associations be 

measured, but also their desirability, strength and uniqueness, i.e. the extent to which 

customers value the associations they make, and the extent to which the brand is 

perceived to be the only one that evokes that particular set of associations”  

(Pelsmacker et al., 2013, p. 57) 

 

In order for associations to be favourable, the consumers have to evaluate them positively 

(Keller, 1993). Knowing the favourability of associations is important, as some associations 

can be perceived both positive and negative when interpreted. Consumers might associate a 

toothpaste brand with having a ‘strong flavour’, but it is unknown whether this is a positive or 

negative association. The aim should evidently be to communicate those that are most 

favourable for the brand, therefore Colgate should only advertise ‘strong flavour’ if they 

know that their consumers favour this attribute. The strength of an association is determined 

by the degree that the consumer relates the association to the brand (ibid.). Consumers might 

associate Colgate with ‘water waste’ after seeing ‘Every Drop Counts’, but it might not be as 

strong as the association ´strong flavour´. The more consumers actively think and elaborate 

on information about the brand, the stronger the associations will be (ibid.). The strength of 

associations can be explained as the likelihood that associations will be accessible in memory 
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and the ease with which it is recalled (ibid.). Of course recall of associations will also rely on 

the cues and how they are linked to the associations being recalled (ibid.). Brand associations 

may not always be unique to the brand and might be associations that relate to the product 

category instead of the brand in question. For example, ‘toothpaste’ is an association that 

people might consider to be possessed by all toothpaste brands and is therefore not considered 

unique. The uniqueness of brand associations is therefore important in terms of the brand’s 

competitive advantage and success (ibid.). 

 

Keller’s framework is used as a foundation throughout the research. Being developed in 1993 

imposes the risk of it being out-dated, however as it has been used in combination with other 

theories the framework has proved itself to still be a sufficient theoretical tool. The 

classifications of associations help create an overview of the complex associative networks 

that people have of brands, but distinguishing in such a strict matter is not representing the 

reality, as it is difficult to put thoughts, feeling, beliefs, and benefits into clear-cut boxes 

fitting the defined headlines as they might be interconnected or suitable in different aspects of 

the framework. The aim has however been to use the framework as a guide but still to present 

the nuances in reality. Using such a theory imposes the risk of overlooking matters that do not 

readily fit the boxes, which is acknowledged and thus not overlooked in this study. The 

theoretical propositions of affective and cognitive components of attitudes are only a fraction 

of what is known about these processes, as theory also includes neuro-scientific and 

psychology papers among others. Again it is deemed difficult to completely separate the two 

components of affective and cognitive attitudes – which is also stated in the theory – but the 

theory nonetheless aims to create a distinction for clarification purposes.  
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Methodology 

The following section describes how the research has been designed including the decisions 

required in the design process. Next the data collection process is presented and lastly a 

section on the empirical data that the process resulted in and how these have been treated.  

 

Research design 
In order to access a deeper understanding of the topic under investigation it was decided to 

collect data in a qualitative manner. The overall difference in qualitative and quantitative 

research is that the quantitative research paradigm is more deductive and confirmatory than 

the qualitative research paradigm, which often is more exploratory in nature (Atieno, 2009). 

This was taken into account when considering how to conduct the research, as brand image is 

considered to be a complex and nuanced element as it resides in the minds of consumers. The 

abductive approach of the study is explorative making qualitative data appropriate. Further 

the fact that qualitative methods allow for immersing into the issues, ask questions, and get a 

nuanced view of topics was deemed crucial advantages for the qualitative methods. Since 

face-to-face contact is seen as the most profound way of participating in the mind of other 

humans, qualitative research in the form of in-depth interviews was deemed the appropriate 

approach in order to answer the research question (Bryman & Bell, 2007). In addition to the 

in-depth interviews there was adopted some elements of the method on brand concept maps 

(BCM) in order to get an illustrative view on brand association networks and help enlighten 

the different aspects in Keller’s (1993) framework about associations. In-depth interviews 

were conducted in order to access deeper and more nuanced information about perceptions, 

beliefs, and experiences in areas that were not considered fully covered by the BCM.  

 Firstly, a small survey was conducted to access salient brand associations that had to 

be used when creating the maps. Then the BCMs were created, and lastly the in-depth 

interviews were conducted. The methodological choices and design are here described in a 

transparent matter in order to increase reliability of the research (Silverman, 2006). 
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Participants 
In order to design the interview in a suitable manner it is necessary to take a closer look at 

who the segment that is investigated is, especially when the social constructivism perspective 

is taken throughout the research. Colgate arguably has a wide segment including more or less 

everyone. However, the segment that is chosen to investigate the two commercials’ influence 

on is the generation known as millennials. They are between 20-35 years old and grew up in a 

digital age resulting in them being very adept with technology and the Internet (Euromonitor 

International, 2013. They are considered optimistic, tolerant, environmentally and ethically 

aware and this is what makes them an interesting group as they are expected to have opinions 

in regards to brands engaging in causes (ibid.). They have high expectations towards products 

and services, and they are described as being sceptical towards traditional advertisement and 

are quick to spot when something is not authentic (ibid.). The millennials are passionate about 

driving change and have low trust in governments leading them to reach out for businesses to 

help address the world’s issues, which makes them a relevant group for investigating how 

product-oriented advertising and cause advertising effect brand image (MSLGROUP, 2014). 

One further characteristic of the millennials is that they do not hesitate to punish businesses 

that misbehave and reward those that behave like good citizens by being loyal to them and 

generate a positive word of mouth (ibid.). This generation is also significant for Colgate in 

regards to their size and purchasing power. Half of the world’s population is under 30 and by 

2018 the generation is projected to have higher earnings and larger purchasing power than the 

generation of Baby Boomers (ibid.). Millennials were chosen as they were assumed to be able 

to easier discuss the topics under investigation, hence providing nuanced and interesting 

perspectives on Colgate’s brand image. Due to these characteristics the millennials are an 

interesting segment to use when investigating the differing in impacts by product-oriented and 

cause-related advertising. 

Survey 
The purpose of the survey was to access salient brand associations by finding the most 

frequently mentioned associations with the Colgate brand. This was done in order to get 

associations not limited or predetermined by subjective creativity and opinion by the 

interviewers and thereby increase validity. There were no preliminary criteria for people to 

answer. The survey consisted of two open-ended questions and was conducted in Danish, as it 

was assumed easier to access initial associations in one’s mother tongue. The main question 
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asked: “What readily comes to mind when you think of COLGATE?” with the subheading: 

“Write keywords or short sentences. You can write anything that comes to mind”. Please use 

a few minutes on this”. The question was formulated open-endedly with the aim for 

participants not to feel limited and to write immediate thoughts in the relatively large 

comment box below. After completing the free association question, participants were asked 

to write their contact information if they would consider participating in an in-depth interview 

in order to open possibilities for the recruiting process. 

Brand Concept Maps 
The brand concept maps (BCM) were created in a structured interview setting, allowing for 

minimal deviation from the interview guide. The structured nature of the interview made it 

necessary to develop an interview guide for the interviewees to follow and thereby increase 

similarity among the interviews, hence increasing reliability of the data collection (appendix 

C). The interview guide made sure that the instructions for creating the BCMs were more or 

less identical and increased the likelihood that all participants had similar requisites for 

understanding how to conduct the maps, which also is a requisite for reliability. Participants 

were always made aware that they were allowed to ask questions, thus acknowledging 

individual ways of understanding.  

  The procedure was developed based on the methodology of creating a brand 

association network (John et al., 2006). By following the procedure presented by John et al. 

(2006) in a strict manner, the process of the BCMs has been pre-tested in prior studies and 

combined with own pre-testing the interview guide is considered reliable. The BCM is a 

useful tool to get a visualisation of people’s associations and identify their nature. By making 

different BCMs dependent on which commercial participants have seen, allows for a visual 

comparison of associative networks. The maps were created in order to access immediate 

associations and thoughts about their nature, such as favourability and uniqueness.  

 

The interview firstly included introductory elements and the showing of one of the two 

advertisements. The interviewee was then asked to select the association cards that he or she 

found to reflect his or her feelings about the Colgate brand. Blank cards were present as a 

voluntary option for the participant to be able to write additional associations and in that way 

ensure that all salient brand associations have been included (John et al., 2006). The process 

had been practiced from where it appeared that some interviewees had an impression that this 
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step had to happen somewhat fast. This led to the inclusion in the interview guide that it 

should be made clear to participants, that they could spend as much time as they wanted. In 

the next step the participants were shown an example of a BCM for the Sony brand, which 

was considered a well-known brand and thereby making it easier for participants to 

understand the idea of how a BCM could look like (see figure 3). 

 

 
Showing participants the example is also considered to increase similarity of understanding 

among participants and thus secure reliability. Further Sony was considered to be a brand that 

was different enough from Colgate, so that it would not interfere with the way participants 

would build their own map for Colgate. With the help of the example map, participants were 

given instructions on how to build their own map. The selected association cards were 

connected to each other by letting the participant draw one, two, or three lines representing 

the strength of the connection between associations and between associations and the brand. 

This should represent the strength of associations as defined by Keller (1993). In order to 

understand the dimension of favourability and uniqueness of associations, it was deemed 

necessary to add to the method as developed by John et al. (2006). Participants were asked to 

add a ‘+’ or ‘-’ symbol next to each association card to illustrate, if the associations were 

considered positive or negative for Colgate to possess. In that way it was uncovered, if for 

example ‘foaming’ was considered a good or a bad attribute. The opportunity of writing ‘0’ 

for neutral was also given if the participant considered the association to be indifferent. Lastly 

they were asked to write ‘U’ next to the cards they found to be unique to Colgate, and not 

write anything next to those they did not find unique in order to uncover uniqueness of 

Figure	  3:	  Exemplified	  brand	  concept	  map	  for	  Sony	  
rajeshgoli.com/academic/brand-‐concept-‐maps-‐1	  
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associations in the framework. The term unique was defined as an association that they 

thought only Colgate and no one or only few other toothpaste brands possessed.  

In-depth interviews 
The methodological choice of conducting interviews is apparent within the social 

constructivism perspective, as interviews are considered a social interaction between 

interviewer and interviewee. Interviews allow for getting further elaboration on participants’ 

thoughts and feelings through a social interaction where participants’ responses are 

acknowledged and followed up by asking questions that seek to go further into depth. 

 

An interview guide (appendix C) was developed in order to increase focus for the interviews 

and increase similarity and thereby reliability among individual interviews. The interview 

guide was created based on Keller’s framework in order to create a bridge between theory and 

data. Further the guide was developed to help the interviewers to stay on topic during the 

interview and for preparation purposes. Preparing an interview guide should also help secure 

reliability, as it provides a basis for others to conduct the interviews and get the same results. 

The interviews were carried out as a trial before the actual interviews in order to prepare for 

the interviews and uncover potential deficiencies and pitfalls. By pretesting, the interview 

guides reliability is increased (Silverman, 2006). 

 

The interviews are primarily semi-structured allowing for a more open exploration of the 

prepared topics and for new topics to emerge from the respondents’ answers. Elements of a 

structured interview is however present, which is evident in the fact that some questions have 

been prepared in advance such as ‘How important is it for you, which toothpaste brand you 

use?’, but the interviewer was not limited to asking only the prepared questions, and other 

ways of formulating the prepared questions was also allowed (appendix C). The questions 

were open-ended in order to open up for discussion and to be non-leading. A purely 

structured interview imposes the risk of the interviewee misunderstanding questions and the 

interviewer overlooking issues that might be more important to the interviewee (Esterberg, 

2002). Due to the interpretive nature of this study it is acknowledged, that not all interviewees 

will understand questions identically and that there are different meanings that might need to 

be uncovered by deviating from predetermined questions, which is why a semi-structured 

interview are adopted. The unstructured approach to the interviews is evident, as it has been 
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allowed for improvising questions throughout the interview in order to get participants to 

elaborate further and in that way discover new perspectives and topics. To secure validity the 

interview guide was designed to include several questions regarding the same topic. For 

example:  

 

“What do you have of expectations towards Colgate as a brand?” 

“Do you have any demands for Colgate?” 

“What do you wish for Colgate to do as a brand?” 

(appendix C) 

 

This way of designing the interview guide provides a better basis for getting valid answers, as 

participants get the chance to reflect more over the topic and minimizing risks of answers of 

the pleasing nature. Unstructured interviews or in-depth interviews are useful, as they allow 

for understanding topics in detail and are not as bound and limited by the researcher’s 

perspective and the predetermined questions (Esterberg, 2002). In order to fully exploit the 

advantages of a semi-structured interview, the interviewers were prepared to listen carefully 

to responses and try to continuously ask about a topic, if it did not seem fully answered the 

first time around. This had been rehearsed in the practice interviews beforehand. 

Data collection 

Survey 
The survey was sent out through personal Facebook profiles resulting in respondents being 

primarily within the researchers’ network. There were no requirements for people to answer 

such as age, gender, or occupation, as the aim at this point was to generate as many responses 

and thereby as many associations as possible. This resulted in the relatively fast collection of 

associations, which was necessary due to time limitations and due to the deadline imposed by 

the following interviews where the survey results had to be used. 

Participants 
Participants for the in-depth interview were recruited primarily from the survey respondents. 

They had to fit the requirement of being from the millennial generation, hence being in the 

age of 20-35 years. The aim was to get 10 interviews, hence 10 participants, as it was 
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expected that answers would start being similar at that point. It was considered optimal to 

have an equal distribution of men and women. 14 interviews were scheduled in order to 

account for cancelations and/or sickness among interviewees. 

 The participants were informed that the interview would take about an hour and that 

time of day was flexible to fit their schedules. Participants were informed prior to the 

interview, only that they were to watch a short commercial followed by an exercise (the 

BCM), and then they would be asked some open-ended questions. It was also deemed 

important to emphasize that there were no expectations of them to perform in a certain matter, 

in order to limit answers of “pleasing” nature, which will decrease validity of the results. 

Brand Concept Maps 
The first step was to collect associations from the survey to make sure the associations 

provided in the interview fitted the actual associations and thoughts that people had on the 

brand. Additional associations were made up based on a small online observation of 

comments to the ‘Every Drop Counts’ ad on Colgate’s Facebook profile 

(facebook.dk/colgate, 02.08.2016). By combining these two methods the validity of collecting 

associations has been increased. Some associations were added because they were considered 

relevant to cover some aspects that were not mentioned in the survey or on Facebook and in 

order to include associations that were connected to both of the shown commercials. This 

resulted in 37 associations as shown in appendix D. 

 

The process for collecting the BCMs was identical only differing in one aspect: The priming 

of a commercial. The participants were primed initially by showing either the commercial of 

‘Total Daily Repair’ or ‘Every Drop Counts’. All of the interviews were conducted in Danish 

in order to increase comfort for participants and increase their ease of elaborating, which are 

the advantages of one’s mother tongue. Both commercials were however in English: One 

from England and one from USA. The commercial ‘Total Daily Repair’ is from Colgate in 

the UK and primarily mentions product features and information cues, while ‘Every Drop 

Counts’ is from Colgate in USA and has a cause-related message. Commercials from 

respectively USA and England were chosen as it was seen as an advantage that they had not 

been shown in Denmark before, increasing the possibility of participants never having seen 

the commercials, which was an important criteria in order to achieve their immediate 

reactions and avoid prior formed attitudes towards the commercials. The commercial ‘Total 



  Page 44 of 131	  

Daily Repair’ was considered to be very similar to Danish Colgate commercials, but had the 

advantage that it was made public in 2015 and assumable not seen by the participants before. 

During the data collection process the commercial started running on Danish networks 

indicating its relevance for the Danish market. ‘Every Drop Counts’ was made in the US for 

the 2016 Super Bowl. Super Bowl ads reach a very broad audience, arguably around the 

world. Further, the cause that the commercial represents is argued to be a worldwide cause, 

and this commercial was therefore considered to be appropriate to show to a Danish audience. 

In-depth interviews 
The setting for the interviews was made relaxed offering refreshments in order to create a 

basis of trust and to make the participants feel comfortable as this increases the chances of 

more honest answers and willingness to share more private details and consequently more 

valid results (Esterberg, 2002). The participants were informed that the interview was tape 

recorded and asked for their consent, which was deemed necessary to get valid results. 

 

The aim was to ask the right questions to uncover participants’ beliefs by asking different 

questions about the same topic, and in that way increase validity in the answers and uncover 

insecure answers. An example is seen in the three following questions:  

 

What toothpaste brand do you use?  

What brand do you think you use the most?  

What toothpaste brand is standing on your shelf at home?  

(Appendix C) 

 

If the same is answered to all tree questions, the answers are arguably more honest, which is 

crucial for a valid study. Another way to secure this aspect of validity was to let participants 

know that there were no incorrect answers in order to encourage honest responses. Further, 

the interviewers deviated several times from the interview guide by asking ‘why’ and ‘how’ 

to the interviewees’ answers. Additionally the interviewers asked further into topics or stories 

presented in the interviews even though they might not appear relevant in an obvious manner 

for the research. However, it was important not to eliminate any topics. 
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Empirical data 

Survey 
The account that was used on the online survey program limited the amount of answers that 

were possible to obtain to 100 (surveymonkey.com). At least 100 people answered the survey, 

which was deemed to be a sufficient amount. It was observed that the associations started to 

show many similar responses, which provided the basis for the conclusion that enough 

answers had been collected and that the survey was reliable (socialresearchmethods.net, 

2006).  

 

The words and phrases that were similar in meaning were combined (Till et. al., 2011). The 

associations were grouped and counted in order to discover which ones occurred most 

frequently, as these should be used in the interview (appendix E). It is acknowledged that 

some subjectivity is present in this process, as answers such as ‘clean teeth’ and ‘proper 

cleaning of teeth’ were considered similar to a degree that they should be grouped together as 

‘clean teeth’. It was considered necessary to add the opposite word of some of the 

associations in order to limit bias. Examples: Since ‘cheap’ was in the 23 associations drawn 

from the survey, ‘expensive’ was added and ‘good taste’ resulted in the addition of ‘bad 

taste’. Further positive and negative distinctions were not considered in all categories such as 

‘nicely foaming’ and ‘foaming too much’, but grouped under ‘foaming’ as the 

positive/negative distinction for the association was addressed later by participants adding ‘+’ 

or ‘-‘ to their cards. Some of the answers were not able to categorize, as they were difficult to 

fully understand, typically those with long sentences: “I once heard that Colgate is very 

similar to the Spanish word of ‘hanged man’, but I have never checked up on if this is true” 

and therefore such answers were left out of the categorization. This resulted in 23 associations 

from the survey, which were written by at least 4 people, as this was deemed the cut-off level. 

Participants 
The recruitment process resulted in 12 participants, as two were prevented from participating. 

The interviewees consisted of 4 men and 8 women ranging in the age of 20-28 years with 9 

students, two full-time workers, and 1 job seeking. This means that a completely equal gender 

distribution did not come through, but 4 men was considered sufficient to gain insights into 

their opinions. It could further have been optimal, if some of the participants covered the 



  Page 46 of 131	  

older part of the generation by being in their 30’s. Different occupations among participants 

are acknowledged to maybe have an influence on results and how they view the relation 

between brands and causes. This limitation has to be taken into account when going further 

into the analysis of the interviews. It was deemed necessary that interviewees were within 

reasonable distance from Copenhagen in order for them to be able to commute to the place of 

the interview. This obviously resulted in participants being from the metropolitan area. All 

lived in the area of Copenhagen. This was however not seen as a disadvantage, however it 

should be noted that results might have differed, if the research were to be conducted in the 

countryside for example. 

Brand Concept Maps 
The creation of brand concept maps was based on the procedure from John et al.’s article 

(John et al., 2006). This procedure does however continue on by aggregating maps at a 

statistically sufficient level (John et al., 2006). This was not applicable for this study, as the 

aim was not to make statistic inference and generalize results in that manner. The maps were 

however used at an individual basis in combination with participants’ answers in the in-depth 

interview. The individual association cards and their nature were examined. Analysing and 

interpreting how they assigned each card strength, favourability, and uniqueness made it 

possible to compare with the participant’s statements in the in-depth interview. The original 

maps can be seen in appendix F. 

In-depth interviews 
The analysis of qualitative research cannot be used to generalize or be extended to larger 

populations in the same level and certainty as quantitative analyses can (Atieno, 2009). 

However, the aim for the research has been to gain a nuanced view of the participant’s 

answers, thus not to generalize. After the interviews had been conducted, each individual 

interview was transcribed in what is considered a full transcription at a simple level (King & 

Horrocks, 2010). Full transcription includes verbatim, where every word is included (ibid.). 

Inexperience, sound quality, and time restrictions have however allowed for some details to 

be left out, more or less deliberately, which is why the full transcription is considered to be at 

a simple level. The necessity of transcribing the first part of the interview, where participants 

create the association map, has been discussed. After the interviews were conducted, it was 
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noticed, how some relevant details might be present through the interviewee’s comments 

when making the map, which was why the final choice was to transcribe that part as well.  

 Grammatical mistakes, re-starting sentences, and how words are used might impose 

that the transcribed interviews are difficult to understand, however the tone of voice, 

articulation, and the sub-text generate an understanding and allow for interpretation (Hackley, 

1998). The social constructivist approach allows the research to uncover insights through 

interpretation and the overall goal for this research is to understand through interpreting 

individual interviews. The answers might not be obviously connected to the theory and some 

meanings might not be directly covered, which is why the interpretive approach is evident in 

the process of analysing participants’ answers in an interpretive manner. Further, the aim with 

the transcription was to help uncover taken-for-granted knowledge to uncover real realities 

that were presented in the interviews. The transcribed interviews can be seen in appendix G. 

Coding of in-depth interviews 

Coding has been used in order to systemize and reduce the data text to what is relevant and 

make it more manageable in terms of the further analysis and evaluation (King & Horrocks, 

2010). A template analysis is used to code the 12 interviews into higher order themes that 

have been decided in advance of the analysis process (ibid.). The themes do not differentiate 

between ´descriptive´ and ´interpretive´ themes, as these are seen as never being totally 

separated (ibid.). First the transcripts were divided into two: One holding the transcripts of 

respondents having seen the cause-related commercial, and one for those having seen the 

product-centric commercial. Each of these was coded in identical matters, but kept separate to 

allow for later comparison. Following the method of template analysis each interview was 

coded in accordance to the overarching themes based on the theoretical framework that the 

interview guide was built upon. Almost each box under Keller’s brand image framework was 

considered as an overarching theme except the sub-categories of attributes, which was just 

gathered under the theme attributes, as this seemed sufficient (Keller, 1993). The coding 

themes can be seen in appendix H in order to get an overview of the coding process. The 

transcripts were read through in order to code comments and statements according to the 

overarching themes by marking sentences in the text. Next, the coded comments and 

matching codes were put into a template to create an organized and sorted overview of the 

data to help explore tendencies and relations in the texts (appendix I). The Keller framework 

themes were sufficient enough as top hierarchical level of coding. Therefore no sub-themes 
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were necessary to add. As template analysis does not dictate a certain number of hierarchical 

coding levels, there was no restricted number of coding levels to fulfil (King & Horrocks, 

2010).  

 

Analysis 

This section will first give a detailed description of each of the participants in the interviews. 

This is done in order to increase understanding of whom they are and why they might have 

the beliefs they have. This will generate better insights for the analysis. Each participant is 

presented in relation to what ad he or she was exposed to. Next the interviews are analysed 

dependent on the commercial that was shown, starting with an analysis of the commercial 

itself. 

 

Presentation of participants 
Product-centric priming 

Andreas  

 
Andreas primarily uses Colgate but that is based more on coincidence and habit than 

conscious choice. He has had fine experiences with Colgate and thinks the taste is not too 

strong, as he has got used to it. ‘Well-known’ is an association he placed on the brand concept 

map (BCM) (figure 4). He emphasizes that he is used to Colgate, and that knowing what he 

Figure	  4:	  
Andreas’	  brand	  
concept	  map	  
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gets is important to him. He appreciates that Colgate is predictable and is appreciative 

towards everyday things and habits that create identical everyday patterns like brushing your 

teeth. 

 He mentions that he has heard a negative story about Colgate making the hole in their 

tubes larger to make people use more toothpaste. He considers this unethical and bad press, 

however knowing this has not made him stop buying Colgate. This story has made such a 

strong impression, that he applied it to one of the blank association cards. Towards the brand 

he is generally positive because of his strong associations of toothpaste smile and white teeth, 

which he finds attractive. He mentions these associations several times and it can be seen 

from his BCM that he connects them in a relatively strong matter to Colgate with 

interconnectivity to ‘toothpaste’ and considers ‘white teeth’ as unique for Colgate thus the 

strong focus on repairing in the commercial was not what he expected as was toothpaste smile 

and white teeth.  

 He does not have any expectations to Colgate, and he thinks no toothpaste brand 

stands out when it comes to environmental considerations. If he knew about a brand caring 

about the environment, he says that he would be likely to change brand or become a more 

loyal customer. He says that he would like Colgate to be more aware of the environment and 

health aspects. Generally, he thinks it is important that brands engage in causes, but he says it 

is important to him that it is within their field. Buying such products makes him feel like he 

makes a small difference in the world and making the morally right choice. He can, however, 

be sceptic towards brands engaged in causes, if they are not transparent and honest, as he has 

doubts whether brands are genuine. His general perception is that brands engage in causes 

more for the advertisement than the actual cause.   
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Anne 

 
Anne almost always chooses Colgate as she favours the taste over other brands and she has 

always used it at home, thus it has become a habit of hers. She is positive towards Colgate but 

her opinion is mostly about the product. Good taste, freshness, a lot of commercials, and 

“shiny” are features that come to her mind when she thinks of the brand. ‘Good taste’ and 

‘freshness’ were also among her salient brand associations, where she considers ‘good taste’ 

to be unique to Colgate and connects this to the unique association ‘preferred brand’ (figure 

5). She further associates Colgate with being ‘well-known’ and with ‘toothpaste’, which is 

connected to ‘many variants’. The commercial she saw was expected and made her think 

about chemicals and she has the preconception that other toothpaste brands are healthier than 

Colgate. She does not have expectations towards the Colgate brand due to it being a routine 

and “a must” to brush your teeth. 

 In general, she would say that she finds it important that brands engage in causes, but 

also admits that she does not always choose brands accordingly. When it comes to toothpaste 

she does not care about it meeting the same fair-trade and organic criteria she sets for other 

products. When she has bought something from a responsible brand, she says that it makes 

her feel happy and like doing what is ethically correct. She is however generally sceptic 

towards companies that ‘do good’, because she thinks it is often just to profit maximize. Her 

overall perception of Colgate commercials determines the way she personify the brand, as 

having a large smile, open, and with very white teeth.  

Figure	  5:	  Anne’s	  
brand	  concept	  map	  
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Daniel 

 
Daniel’s choice of toothpaste is highly based on convenience and price. Colgate is the 

toothpaste he uses the most, due to it having a good store location, usually being on sale, and 

it catches his attention. It is, however, reflected in his BCM that he considers Colgate to be 

‘expensive’, though this is not a strong connection (figure 6). He is lazy when he goes 

shopping and evaluates convenience higher than price – as he says he is willing to pay 5 DKK 

more, if it let him avoid bending down in the store often making Colgate’s position on the 

middle shelf the reason for his choice. He also appreciates Colgate having large packages 

with multiple tubes, as he likes bringing more home at a time due to frequent usage and no 

expiration date. Daniel considers Colgate to be unique in regards to having ‘many variants’ 

and in possessing the positive association of ‘smile’. His past experiences with Colgate are 

negative, as he remembers an old friend who was hypersensitive towards Colgate due to its 

foaming effects, and he recalls seeing a TV program where they revealed that Colgate had 

incorrect facts in their commercials. However, on the map ‘foaming’ is deemed neutral and 

‘commercials’ as positive, so it does not seem like the two experiences have had an impact on 

his evaluation of the associations. His general perception of the brand is negative, but not in a 

degree for it to affect his purchase decision. Apparently neither does the fact that he selected 

the association card ‘strong taste’ and assigned a negative favourability to it. He is not 

consciously aware of his negative perception when he goes to the supermarket, but he says 

that if he was to buy toothpaste right now after thinking about it, he probably would not 

choose Colgate. He associates Colgate as being a dominating, global, and leading brand. The 

Figure	  6:	  Daniel’s	  
brand	  concept	  map	  
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commercial he saw reminds him of commercials he has seen a hundred times before, and he 

does not think that it has changed his perception of Colgate. He enjoys commercials when 

there is a storyline to follow but seeing the same commercial every time has a negative effect 

on him. He does not have any expectations to Colgate as a brand, but he feels like he should 

have, when considering their size and as they probably work with chemicals. He likes to 

pursue organic products when he shops, but he does not think about the brand’s production 

conditions. He says that even though he was aware that one toothpaste brand did more good 

than another, he would not choose accordingly. He cares about buying natural products but 

since toothpaste is a synthetic product regardless, he does not feel that toothpaste can be 

organic either way. He has the perception that Colgate is a brand for everyone. He used 

Colgate as a child but that is not the reason why he tends to use it or at least he is not aware of 

it. As a kid he used to eat Colgate’s children’s toothpaste when his parents did not watch, 

because it tasted like candy, but he does not have any emotional connection or memories, 

which make him prefer Colgate. 

Katrine 

 

 
Katrine is a loyal Colgate user but she would not say it is that important to her what brand she 

uses. She likes that it foams and says that she has always used it and she picks it 

automatically. Her appreciating the foaming effect is also represented in her BCM, where 

‘foaming’ is assigned a positive favourability and perceived unique to Colgate (figure 7). She 

Figure	  7:	  Katrine’s	  brand	  concept	  map	  
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thinks Colgate is a good brand that works for her, the only thing that she perceives as less 

good about it is that she does not associate Colgate with being organic and caring about the 

environment. She has never really thought about the brand but just product features such as 

taste and foaming, which she is positive towards. This is also reflected in her BCM, where she 

strongly connects ‘toothpaste’ to Colgate and applies ‘white teeth’, ‘freshness’, and ‘good 

breath’ to the toothpaste. 

 The commercial, she was exposed to, was what she expected, and it did not change her 

brand perception. She normally closes her mind to commercials like that, as they are 

predictable, thus she rarely listens to the message. Normally she cares a lot about how brands 

help the environment, but with toothpaste she has never really thought about it.  She says that 

during the last years she has started to buy organics and natural soap and she says, maybe 

toothpaste is next. She would be likely to deselect Colgate if she realized other products 

engaged more in causes she cared about. When buying organic, she feels like she takes a 

stand and helps improve the world. Thinking about personifying Colgate, she sees the brand 

as being very standard and as a huge corporation that cares more about making money than 

world problems. As a child she grew up using Colgate, and she says that this is probably the 

reason that she has used it ever since and also that it is available in all stores.  

Sara 

 
Figure	  8:	  Sara’s	  brand	  concept	  map	  
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Sara often switches between toothpaste brands depending on what is the cheapest. She 

experiences Colgate as being a fine brand that has a strong taste and is often on sale. One of 

the reasons why she buys it is because it is well-known, which is also an association on her 

BCM (figure 8). She strongly associates Colgate with ‘commercials’, which she finds to be 

negative. She connects it with two negative associations: ‘white teeth’ and ‘overexcitement’. 

The commercial, she was exposed to, was exactly what she expected from Colgate and she 

describes it as being hysterical with annoying music and large white smiles. Her annoyance 

and negative associations with Colgate commercials are apparent and recurring. She believes 

Colgate has lots of variants compared to competitors and that Colgate’s are a little more 

exciting. She does not have any expectations of the brand. She only cares about brands 

engaging in causes, if she is aware of it, but it is not something she researches in relation to 

the brands she uses. When asked if she identifies herself with Colgate, she says no. Although 

she said, she was generally positive towards Colgate, she does state that she has a bit of an 

ambivalent stance towards them, and she thinks most people have a love/hate relationship 

with Colgate. 

Sofie 

 

 
Figure	  9:	  Sofie’s	  brand	  concept	  map	  
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To Sofie the quality of her toothpaste is important as she suffers from periodontitis. She 

prefers to use one of the leading toothpaste brands, and though Zendium is her favourite, she 

will use Colgate and Aquafresh interchangeably and will buy whichever is on sale. She would 

never choose to buy discount brands because she feels that the well-known brands indicate 

quality. She would not associate a person who uses Colgate, including herself, with being 

quality-conscious, since she says it is such an ordinary product that everyone uses. This is 

also evident in her BCM, where she strongly connects Colgate with ‘toothpaste’, continuing 

with the interconnectivity with ‘leading toothpaste brand’ and ‘well-known’ all considered as 

positive (figure 9). She does not have a problem with buying discount brands when it comes 

to other products but for her teeth she will not compromise on quality, because it will result in 

expensive dentist bills. Her experience with Colgate is that it foams too much which she 

hates. This is also a strong association for her on the map, where the negative nature and how 

it is a unique feature to Colgate is evident. This does not affect her view on the brand, and her 

brand perception has no influence on whether she buys it or not. She sometimes discusses 

toothpaste with her peers, and her experience is that people’s preference of toothpaste is 

usually due to whether people like that it foams or not. At first she is slightly negative 

towards Colgate but when asked again on her attitude towards the brand, she says she is 

positive towards the brand, because it is only the foaming function that is negative. She likes 

that Colgate is well-known and that they, both in their TV commercials and on their packages, 

show certifications of overcoming dental issues, and she also likes that they have many 

variants. However, she says that she does not find it a hundred percent reliable, as she is 

sceptic as she never experiences any difference when trying the different variants. She finds 

Colgate to be the most well-known of all and she remembers it being the first brand she was 

introduced to as a child at the dentist. She also associates it with high quality and high price. 

These two associations are related to each other in her associative network, where ‘expensive’ 

is connected to ‘quality’. Additional weak associations, but marked positive are ‘smile’, 

connected with ‘clean teeth’ and ‘white teeth’, and ‘good breath’ connected with ‘tooth 

brushing’. The commercial she saw in the beginning reminds her of all other commercials, 

and she explains the content as containing people brushing their teeth, explanations of why 

the toothpaste is the best, and a show of the package. Her expectations of the Colgate brand 

are that it works as promised since you pay a higher price.  



  Page 56 of 131	  

 In general, it is not important for her that brands engage in causes. She says that if she 

has to talk about whether it is important to her, she would express that it was, but when it 

comes to her making purchase decisions, she would not act upon it. At the moment the price 

is a more important factor. If her budget allowed it, she would strive to buy more organic food 

and cosmetics, but whether a product is organic or supports a cause will probably never be the 

determining factor. For her there is no emotional connection attached to the Colgate brand. 

Cause-related priming 

Camilla 

 
Camilla uses Colgate if it is on sale and is the cheapest option. She prefers Colgate, not 

because she thinks there is a big difference among brands but she likes the way it tastes and 

she has the preconception that it makes her teeth whiter. When thinking about the brand she 

thinks about white teeth and smiles, and she is overall positive towards Colgate, which the 

map also shows as she has no negative immediate associations. On her BCM ‘toothpaste’, 

‘tooth brushing’, and ‘white teeth’ are her strongest associations (figure 10). She says that 

Colgate in general has a tendency to make commercials that are “too much”, in the sense that 

they show that everything is so white and looks happy, but the commercials make her joyful 

due to light colours, which she also finds when seeing Colgate in stores because of their 

packaging. She had no immediate associations on her map that was related to the commercial 

she just saw, but she thinks the commercial brought up something positive, because she had to 

think more about it than the usual Colgate commercials. She did not think it had anything 

Figure	  10:	  Camilla’s	  
brand	  concept	  map	  
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directly to do with Colgate, because she did not see people brushing their teeth and it was 

more about waste and wasteful behaviour. It was surprising for her to see that kind of 

commercial, because she did not know that Colgate engaged in such causes. She does not 

have any demands for Colgate, because she does not care about toothpaste enough, as 

brushing teeth is not something she gives much thought. Even though she does not think 

about it much, it is really positive when brands do good. Knowing, that brands support a 

cause or use branding to make aware of one, makes her feel a higher desire to buy that brand. 

In order for her to support a cause through a brand, it has to be something she herself is a bit 

involved in, because there is so much you can support all the time, so prioritizing is 

important. When buying something that supports a cause, it makes her feel happy, which she 

admits is a bit selfish, as part of it is because she enjoys getting recognition from the sales 

personnel. As a kid her mom always bought Colgate, because it made brushing her teeth a 

little more fun, and that might be the reason why she buys Colgate now.  

Chris 

 

 
It is important to Chris, which toothpaste brand he uses. His preference of Colgate shows on 

his map as ‘preferred brand’ is directly linked and marked as a very strong association (figure 

11). He links several associations to ‘preferred brand’, many of which he also mentions in the 

interview, as his reason for buying Colgate. Compared to other brands he likes the foaming 

Figure	  11:	  Chris’	  brand	  concept	  
map	  
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effect that Colgate has, which is also the only association he marks as being unique on his 

map. He has good experiences with Colgate, and his overall perception of Colgate as a brand 

is positive, which the BCM also indicates, as his only negative association is ‘expensive’ as a 

sub-link to ‘well-known’. His positivity towards the brand is primarily because of the product 

and its function, but he also likes the way the packaging looks, which probably has an 

influence on why he has started buying Colgate. He adds to this, that he always used it at 

home, which might also have an influence. He has not watched many Colgate commercials 

before, but watching the cause-related commercial made him change his perception of 

Colgate a bit, since he did not know that Colgate cared about sustainability He never lets the 

faucet run while brushing his teeth, and on the BCM he has ‘good conscience’ as a direct but 

weak link to Colgate. Chris first says that he does not set any demands for Colgate in terms of 

whether they are responsible and states he only has demands in regards to functionality. He 

says, however, that he expects from large brands, that they do not make use of child labour, 

and that they limit discharge of chemicals. It is partly important to him that brands engage in 

causes, and he thinks it is a good way for companies to use their name to do good. Usually he 

will choose to buy from a company, who cares about sustainability, rather than one that does 

not, but if he does not know whether a company is engaged, he will not actively seek out the 

information. Buying a product where the brand does something extra makes him happy, he 

gains a better conscience, and he somehow thinks that it improves the quality of the product. 

His demands depend on the price of the product, as he says his demands are lower for FMCG 

such as toothpaste than expensive outdoor equipment where his favourite brand is committed 

to sustainability. He sees Colgate as being fresh and stylish, which he identifies himself with. 

Having used Colgate when growing up has resulted in him buying it more of habitual reasons 

rather than him feeling nostalgic or emotionally attached to the brand.  
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Maria 

 

 
Maria is a loyal Zendium consumer, not due to the brand, but because it works in a manner 

that she is one hundred percent guaranteed that she does not get any mouth ulcers, which she 

always got when using Colgate From her BCM ‘mouth ulcers’ is strongly related to Colgate 

and negative and unique to them (figure 12). She further connects ‘mouth ulcers’ to ‘sceptic’, 

really indicating her feelings about it. Her experience does not influence her perception on 

Colgate in a positive way, but it has nothing to do with the brand per se but only functionality 

of the product. Describing Colgate, she also thinks of toothpaste with a function that makes 

your teeth white. 

 After seeing the commercial her perception of Colgate changed, however none of her 

salient brand associations in the map represented any cause-related ones. She finds it very 

good that they draw attention towards a problem like that. Brands engaging in causes are not 

particularly important to Maria, but she states that it is a really great idea if they do, as they 

have a well-known brand that can do something about the issues. Her demands of Colgate are 

not related to the cause that was reflected in the commercial, but more related to them not 

crossing any lines such as using child labour. She does not research the issues herself but if it 

came out in the open that they have crossed some lines, she would not appreciate it. She tries 

to take a stand when going shopping, but when it comes down to it, it might not be reflected 

in reality. When thinking further about if she has ever bought something that supported a 

Figure	  12:	  Maria’s	  brand	  concept	  map	  
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good cause, she comes with the example of purchasing something at a market in relation to 

Gay Pride, where you then show your support. She likes that context, as she at the same time 

got some information about what she supported, and she knows that the money goes to 

something reasonable and not just to a large organization. She finds Colgate to be dominating 

and propulsive, which is also evident in her placing ‘leading toothpaste brand’ and ‘well-

known’ on her BCM. She further finds them to be ‘on top of things’, attentive, and aware of 

their surroundings. Though Maria used Colgate as a child, she does not feel nostalgic about 

Colgate or brands from that kind of product category. 

Nina 

 

 
Nina does not find it highly important, which toothpaste brand she uses. She has used Colgate 

a lot since it is often on sale, and she likes the freshness it provides, the foaming effect, that it 

supposedly gives her whiter teeth and that it guaranties her a pleasant experience when 

brushing her teeth. The BCM she created shows that she has a lot of immediate associations 

with Colgate – the strongest directly linked to Colgate is ‘chemicals’, ‘quality’, and ‘well-

known’ (figure 13). Even though she might not feel like brushing her teeth, it can be a nice 

experience anyway when using Colgate. Although she has had nice experiences using 

Figure	  13:	  Nina’s	  brand	  concept	  map	  
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Colgate, she is not all positive towards the brand, as she is against lots of colour and glitter – 

and when it makes promises to perform in certain ways, which strengthens her perception of 

the brand as exclusive and overexcited. She would thus say that she is generally negative 

towards the brand, although it is not withholding her from buying Colgate. On her map there 

are many positive associations linked to ‘quality’ while many of her negative associations are 

linked directly to ‘commercials’. Her scepticism towards Colgate has a lot to do with 

Colgate’s general commercials and marketing, as it makes her doubt, whether they keep their 

promises, when their advertisement focuses on looks instead of content. It is seen both in her 

interview-answers, and on her BCM that she is negative towards their marketing and 

trustworthiness, while she is more positive when it comes to the experience, she gets from 

using Colgate toothpaste. The associations she links to commercials on the BCM are more 

related to Colgate commercials in general than towards the commercial showed prior in the 

interview, as she has ‘smile’, ‘red’ and ‘overexcitement’ as associations linked to 

‘commercials’ on her map. She has a sceptic attitude towards the cause-related commercial, 

as it seems like they are trying to cover up their previous overexcited style and contribution to 

overconsumption by suddenly including CSR in their marketing. The commercial did 

however surprise her, because she had never seen that before from Colgate, but it does not 

surprise her that they would do something like that, since many similar companies are starting 

to do the same. She feels like Colgate is trying to speak to people’s social emotions instead of 

the usual selfish message of making people’s teeth look nicer. Brands’ involvement in causes 

is primarily important to her in the sense that she likes to support companies where the entire 

company foundation is making a difference, instead of some of the big established market 

generated companies. It means more to her, if they donate money to something they can 

actively help, but their social strategy she does not believe in, so she concludes that the 

commercial does not change her perception of Colgate. Buying products she knows do good, 

does make her feel like she is doing the morally correct thing, but it depends on what it is. She 

would not buy something because it just donates a small amount to a cause, and it has to have 

a personal benefit for her as well, like being organic or hold fewer chemicals, so that it is 

better for her body. Even though she associates Colgate with chemicals it makes her think of 

it as effective. When personifying Colgate, she feels like it fits well into her everyday, 

however, she associates Colgate with families who buy in bulks and on sale. From home she 

was told that Zendium was the healthiest, and she says that the reason why, she probably has 
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used Colgate a lot since, is because she has had a backlash reaction. Therefore, when leaving 

home, she wanted to use Colgate, which is unhealthy, foaming, and chemically strong, but 

also very nice to brush her teeth with.  

Sarah 

 
Sarah is a loyal Colgate user, but she would not say that it is very important to her, which 

brand she uses, as she would buy another brand, if Colgate was not available in the stores. 

Her preference for Colgate lies in the taste and the way it makes her mouth feel, which in the 

morning makes her feel ready for the upcoming day, which is also some of the associations 

she has as her strongest on her BCM (figure 14). She does not have a single association 

marked as negative on her BCM, and she says that her positive perception of Colgate is due to 

how the product benefits her. Her experience with Colgate is good, and she has grown up 

using it. However, she says she does not have any relationship towards the brand or any 

emotional connection with Colgate. Large packages and that it is often on sale are a plus for 

her. 

 Her map does not show any associations that are directly related to the cause 

commercial. She is sceptic towards ‘Every Drop Counts’, which did not change her 

perception of Colgate. She does not think that it shows, how Colgate takes action, as it just 

communicates a message with Colgate as the sender. She adds that she thinks it is obvious 

Figure	  14:	  Sarah’s	  brand	  
concept	  map	  
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that Colgate should engage in water waste, and therefore it does not have a big impact on her. 

She has a clear stance towards companies engaging in causes as she thinks this should be a 

matter of course for all brands to contribute and be social responsible. Her hope is that 

Colgate do not violate any of her expectations and wishes that Colgate keep acting 

responsibly, but she admits that she has no idea whether Colgate play by these rules. In terms 

of brands using their engagement in causes in their marketing, she says she does not care what 

they say they do, as long as they walk the talk. Even though, she has a lot of opinions about 

brands and their responsibilities, she admits that when she is in a stressful situation it will not 

determine her choice, especially not for toothpaste. She says that when it comes to toothpaste, 

even though the brand communicate that they do good, she is sceptic towards whether they 

actually do it. She doubts whether she would feel like she was supporting Colgate’s cause on 

water waste when buying it after seeing the commercial. She does not feel like she is making 

a statement by buying Colgate, it is not adding anything extra on that account for her. She 

likes to buy organic brands when it comes to food products and such, but is not religious 

about it, because she generally has the idea that most brands engage in society.  

Sebastian 

 

 
Figure	  15:	  Sebastian’s	  brand	  concept	  map	  
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It is not very important to Sebastian which toothpaste brand he uses, although he does care 

about it not being no-brand, which he will not use. He mainly uses Colgate because it is the 

cheapest, however, he says, he would not care, if he were to use another brand instead. On the 

BCM it shows that he thinks there is a strong relation between quality and Colgate, which he 

finds to be positive. His experience with Colgate is that it is good toothpaste and it lives up to 

its promises. By promises he means, what they state in their commercials - for example that it 

is good for your teeth. His overall brand perception is positive and he thinks it is the most 

widespread brand in Denmark, but he does not really have any specific things that he thinks 

are positive. He knows that they have lots of variants, but says, he has a hard time 

differentiating between them and what they actually do. From the map, his strongest positive 

associations appear to be ‘quality’ and ‘tooth brushing’ which he links strongly to ‘white’- 

and ‘clean teeth’.  

 He got a guilty conscience when watching ‘Every Drop Counts’ as he sometimes 

forgets to turn off the faucet, while brushing his teeth. It also shows on his BCM that some of 

his immediate associations with Colgate were related to the commercial such as ‘water 

waste’, ‘guilty conscience´, and ‘overconsumption’, which he has all marked as positive 

associations, as he likes that it was more informational and created awareness on something 

important. The commercial changed his perception of Colgate, since he had never seen a 

commercial like that before from them, and he associates their general commercials with 

being less serious, with happy kids having extremely white teeth, and on his map he connects 

smile to overexcitement and marks both as negative associations. He had no expectations to 

the brand prior to watching the commercial, but now that he had seen that they do create 

awareness on such a cause, he wishes that they continue it. Normally he does not pay much 

attention to brands that engage in causes, and he would not say it is important to him but he 

says that if he knew that one toothpaste brand over the other engaged in a cause it would 

matter. When trying to personify Colgate, he says, he perceives it as being middle class, 

everyday, normal toothpaste, and he says he sees himself as being the average Joe, and 

therefore Colgate fits to who he is. He does not have any emotional connection and does not 

remember having used Colgate as a child.  
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Analysis of ‘Total Daily Repair’ 

Analysis of commercial 
The overall message of the commercial is to make people switch their toothpaste to Colgate 

Total Repair, hence it is argued that the goal is purely sales. The commercial makes use of 

traditional marketing techniques, where the main goal is to change people’s buying behaviour. 

The commercial is informational in nature, as it seeks to advertise and create awareness 

around the product and its features. It makes use of informational appeals by stating the fact 

that the toothpaste is able to reverse early damage to the teeth. Arguing that you can do this 

by “changing your toothpaste”, indicates that other toothpastes are not as good, hence rational 

appeals are used. Theory states that using informational cues for new products is more 

effective than emotional cues, and since the advertised variant of toothpaste is new, the use of 

informational cues is expected (De Pelsmacker et. al. 2013). The commercial is highly 

focused on the functional aspect of the product and tries to convince viewers by using 

rationales. Showing a damaged tooth being repaired and then appearing whiter and healthier, 

gives an effect of evidence that the product actually works. Such factual statements are usual 

in this type of informational commercial (Cutler et al., 2000). With an informational nature, it 

is also usual that the commercial has many descriptive features and attributes (Keller, 2003). 

It uses product-related attributes as it explains how the toothpaste works to repair, and non-

product related attributes, such as how the product packaging look - both the tube and the box 

are shown, and it is clear that both usage imagery is considered.  

 As the commercial refers to the fact that brushing teeth is an everyday event, it reaches 

a broad audience, as almost everyone will be able to identify with this everyday habit. That 

the commercial shows different types of people, it creates a diverse user imagery as it shows a 

range of; men, women, brunettes, blondes, and different ethnicities, which makes it easier for 

a wider consumer segment to relate. The age of the people in the commercial is hard to 

determine precisely, but they could all probably be in the age group of 20-35, which also 

creates a user image more can relate to. The age group also makes the commercial relatable to 

the generation of millennials, which is the one that is interviewed. With the user experience 

that is portrayed in the commercial, it seeks to make people think more about the functional 

benefit of the toothpaste, which will then make them choose Colgate Total Repair over others. 

The effect that the commercial makes use of is to attach a feeling of transformation for the 
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viewers when associating with the product (Aaker & Stayman, 1992). The emotional 

transformation, they want viewers to associate with Colgate, is mirrored in the people in the 

commercial, as they in the beginning have neutral facial expressions, but after they “start 

repairing” by brushing with the Colgate Total Repair, they are all smiles and look much 

happier and satisfied in the last shot - after brushing their teeth. The product is central in the 

commercial as the message evolves around its functions, and it is shown multiple times, 

which strengthens the link between the feeling and the product.   

Attributes 
In the analysis of Colgate ‘Total Daily Repair’ different attributes were identified as appeals, 

such as the repairing function, whitening of teeth, and a healthier mouth. In the interviews, 

where respondents watched the ’Total Daily Repair’ commercial, one non-product related 

attribute, that is mentioned often, is price. Most believe that Colgate is expensive, and two 

interviewees have it as a salient association on their map. But a quick search on Nemlig.com’s 

and Matas’s websites shows evidence that Colgate is the cheaper option among Zendium, 

Aquafresh, OralB, and Sensodyne, chosen for comparison, as they are the competing brands 

that are mentioned in the interviews (Matas.com, n.d; Nemlig.com, n.d.). This perception of 

Colgate being expensive could be due to participants thinking that the Colgate brand is of 

high quality, or as many participants also state: Because Colgate is a major and well-known 

brand. However, participants find that it is often on sale, which seems to be important as to 

why the respondents will buy Colgate. The participants who say that Colgate is expensive 

also say that they find it to be often on sale, which is when they usually buy it. This might 

reveal the pricing strategy of Colgate, in terms of being associated as having a high price and 

thereby high quality, however in reality having a low price, and in that way make consumers 

feel that they get good value for their money. However, as Sara says: “I think I just buy the 

cheapest”, meaning that she actually thinks Colgate is often the cheapest option, hence the 

answers are different in regards to perception of price. Price is thus an important attribute 

mentioned by all the participants.  

 Attributes related to packaging are also mentioned, as one participant finds it 

convenient that their packages often contain more than one tube (Daniel). Another appreciates 

the look of their packages, as she says: “they have the ones [packages] with all sorts of 

colours and glitter” and she says that the packaging looks inviting compared to a standard 

grey/white packaging (Sara). That packaging is mentioned might be connected to the 
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commercial showing the Colgate package twice, which evokes associations towards that 

attribute.  

 In terms of usage imagery all but one associate ‘tooth brushing’ with Colgate, hence 

the usage situation of brushing teeth is strongly tied to the brand. The commercial also 

reinforces this by showing the entire usage situation. This could be the reason why ‘tooth 

brushing’ is a frequent association with participants on the maps, as it definitely shows that 

participants clearly associate the Colgate brand with this usage imagery. The commercial 

talks about tooth brushing as an everyday action, and one participant talks a lot about how he 

appreciates predictability that lies in the habitual ritual of the usage; “For me it is just one of 

those little things you do like brushing your teeth, it helps make every day the same, that you 

have patterns like that” (Andreas). This statement could be due to the commercial evoking 

that perception of the usage situation for Andreas, but he also in general seems to highly 

appreciate this habit of brushing teeth as a ritual that makes his everyday predictable and 

identical. He also states, that because it is a habit, he does not think too much about which one 

he buys as he says: “I just think that the toothpaste brand does not need to be anything 

extraordinary” (Andreas). This notion of tooth brushing being a habit is what the ‘Total Daily 

Repair’ message tries to change as it aspires to make the viewers literally stop, as they say in 

the commercial, and think about choosing the toothpaste that actually helps reverse damage 

on their teeth. However, after seeing the commercial Andreas still has the perception that his 

toothpaste does not need to be anything extraordinary, hence you may say that this part of the 

commercial message did not work on him, at least not on a conscious level or in this 

particular situation. 

 In terms of user imagery, the commercial shows a diversity of people in terms of 

ethnicity, hair colour, and gender in the age range estimated to be 20-35 years, brushing their 

teeth. They arguably reflect many types of people and must thus also reflect interviewees, 

hence increase possibility of identification with the Colgate users in the commercial. Many 

draw parallels to the commercial they saw and mention user characteristics such as 

“toothpaste smile and white teeth” (Andreas), “happy people” (Daniel), and one says about 

the commercial “just what I expected totally overexcited and with huge white smiles” (Sara). 

These images of users are related to what is shown in the ‘Total Daily Repair’ commercial. It 

can be argued that these descriptions are influenced by the commercial, or at least reinforced 
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as there is a chance that the associations were there all along, and might just have been 

strengthened by seeing the commercial.  

 

Of product-related attributes foaming is mentioned often, and it is deemed a positive attribute 

by most. However, Sofie dislikes it and states that she even hates it. It does not keep her from 

buying the product though, as the attribute of price outweighs her dislike of the foaming, 

which indicates that she does not mind compromising on a product like toothpaste, except that 

she avoids discount brands (Sofie). Quality is also a product related attribute that two mention 

as a reason for choosing Colgate. Sofie says: “I think it has a quality stamp, because it is so 

well-known” and she adds that TV-commercials certifying that it works are positive. 

Therefore when the commercial shows evidence of repairing, when the animation of the tooth 

goes from being damaged to all healthy and white, it might have a stronger effect on her and 

could have added to her association of Colgate as a quality brand. Sofie in particular might be 

more responsive towards evidence of quality than the other participants, as she suffers from 

the mouth infection periodontitis, so for her it is important that her toothpaste works, as she 

has experienced the downside of not keeping a very clean and healthy mouth, compared to 

other participants, who do not mention any bad experiences as such.  

 

One association that was available when participants were to create their BCMs after seeing 

the commercial was ‘repairing’. This was added due to it being frequently mentioned in the 

commercial; however, it did not appear on any of the respondents’ BCMs. This was 

unexpected, as priming theory suggests that it should have been a salient association, but it 

can be argued that the attribute was too weak in relation to Colgate, due to the fact that other 

associations have become more steadfast in people’s memory over time. Andreas states in 

great detail how strong his associations of ‘white teeth’ and ‘toothpaste smile’ are with 

Colgate, and if repairing consistently was communicated, it might be a more readily 

association for him as well, but he explains that those repairing features in the commercial are 

not what he associates with Colgate right now: “It focused a lot on strengthening the teeth 

and overcoming some problems and such, and that is not what I associate with Colgate” 

(Andreas). However, one exposure to the commercial involving repairing of teeth has 

arguably not been enough to make the direct association of ‘repairing’ readily associated with 

Colgate for the participants. It can though be argued that some of the other associations 
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shown on the maps, such as ‘white teeth’ and ‘clean teeth’, represent the element of repairing 

indirectly, as reparation of teeth results in cleaner, healthier, and whiter teeth. Another 

argument why ‘white teeth’ is frequently mentioned might be due to the visuals of the 

commercial, which might resonate more with the viewers. The teeth are extremely white on 

the actors in the commercial and, though not mentioned by the speaker, evidently a main 

theme of the commercial. 

 

It seems that participants talk about both product and non-product related attributes with ease 

and argue for their reason to use Colgate due to favourability of attributes. Their BCM’s 

however indicate that they think very few of Colgate’s attributes are unique, the one that is 

deemed as unique by most is ‘foaming’. This indicates that people deem attributes for 

toothpaste brands to be somewhat indifferent, and Colgate does not hold a very strong 

position compared to competitors. ‘Total Daily Repair’ does therefore not contribute to 

Colgate differentiating from competitors further due to its strong focus on attributes that are 

not considered unique. This focus in the commercial might also have an influence on why it 

was easy for interviewees to elaborate on attributes as they have just been exposed to them. It 

does however come forth that interviewees do not distinguish clearly among attributes and 

benefits, and as seen throughout the section where benefits are analysed they are not 

completely inseparable. One of the reasons why the two are not distinctive in minds of 

consumers might be due to the fact that benefits are linked to attributes, and when talking 

about experiences and reflections interviewees’ statements are more complex and do not 

necessarily fit directly into the theoretical framework and definition. 

Benefits 

Functional benefits 

The commercial aims to win the viewer over with the obvious stated functional benefits of the 

product, such as getting a healthier mouth, by using toothpaste that repairs your teeth, which 

is to be expected, as the commercial is identified as a product-benefit related commercial. 

Toothpaste can be argued to be an essential product, as toothpaste is needed to keep a healthy 

and clean mouth, and to avoid bad experiences with toothaches and mouth infections. It is 

therefore seen that brushing teeth covers people’s basic need, which is also evident from 

interviewees’ statements. Sofie says, that it is important that her toothpaste works, because it 
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makes her somewhat prevent the expensive and unpleasant experience of procedures at the 

dentist. Therefore, toothpaste will naturally fulfil functional benefits for consumers. This is 

noticeable in the interviews, as participants state that the function of brushing one’s teeth is an 

essential need and is strongly related to habits and everyday life, which the commercial also 

states as it starts by reminding people that they brush their teeth everyday. Anne answers, to 

the reason why she buys Colgate: “It’s a habit I think … it is more because you need to use 

some toothpaste”, emphasizing that toothpaste is a need more than a luxury to participants. 

Many have not thought about specific demands about functionality: “I do not have any 

demands to functionality as such … I do not really see any difference among the brands” 

(Andreas). This may be explained by toothpaste being essential to the participants, and it is 

thus a commodity, which does not have a lot of differentiation. Katrine says: “I have not 

thought much about it compared to other products”. This also indicates, that the functional 

benefits wanted from the product are very basic and therefore fulfilled by all toothpaste 

products, hence consumers do not pay much attention to how brands differ, as they all cover 

the basic needs. However, one participant states how she somewhat seeks out the toothpaste 

that removes plaque and gives whiter teeth, but then adds: “but ultimately I do not really care 

as I do not feel any difference” (Sofie).  

 ‘Total Daily Repair’ focuses a lot on functional benefits, as its main message is to 

convince the viewer that the toothpaste repairs their teeth, and it can be said, that this is an 

advertising strategy that does not exactly add any points of differentiation to Colgate. This 

point is further enhanced, as all but one of the interviewees state, that they were not surprised 

seeing this kind of commercial, as it was exactly what they expected from Colgate: “It was 

very much what could be expected, again moving from an ugly smile to a beautiful smile” 

(Anne), hence it did not influence their perception of the brand. It seems, that many 

participants connect the same functional benefits with all other toothpaste brands, as can also 

be seen on their maps, as they use the uniqueness mark rarely on functional benefit 

associations. Although the commercial mentions it many times, repairing was not mentioned 

by any of the participants. It can be argued, that the functional benefit of ‘clean teeth’ as 

shown on two participants’ maps is connected to the functional benefit of repairing, and thus 

is a benefit possibly evoked by the commercial. But the commercial does, however, not work 

to make it one of the salient associations with the brand. ‘White teeth’, ‘taste’, and ‘foaming’ 

are functional benefits mentioned most often on participants’ maps, which is interesting in 
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relation to the commercial, as no foaming effects was pictured and there was no commentary 

on the product having a good or strong taste. Only white teeth were shown in the 

commercials, hence it can be assumed that the functional associations of ‘foaming’ and ‘taste’ 

were pre-existing and very strong associations for Colgate among the participants, as they 

have not been stimulated from the priming. It can be seen that the functional benefits, that the 

commercial incorporates, correspond to interviewees’ preconceptions and experiences with 

Colgate. Distinguishing between elements from the commercial, own preconceptions and own 

experiences seem to be blurred in the minds of consumers, and are not easy to separate.  

 

Experiential benefits 

Within experiential benefits, the topic of taste is recurring among participants. All of them 

state that they like the taste, because they are used to it: “With toothpaste I think its about 

what taste you get used to” (Andreas), and/or because they like the strong taste: “I think it is 

nice that it has a strong taste” (Sara), and in general that: “It tastes good” (Katrine). When it 

comes to experiential benefits like taste, interviewees who like Colgate, and use it often, use 

this to explain why they favour it, although it does not appear as a unique factor on the maps.   

However, this can be due to the maps being created first, hence the participants might not 

distinguish the uniqueness initially, but as they start talking and think more about it, they are 

able to actually differentiate the experiential benefits they gain from using Colgate more than 

they were in their initial thoughts. Only Anne has ‘good taste’ as a unique association on her 

map, but she is also the only participant stating direct loyalty to Colgate, whereas the other 

participants use it, but do not find it that important to them what brand they use. It thus makes 

sense that Anne has ‘taste’ as a unique feature, as she says “I think that it definitely tastes the 

best”, hence her experience is clearly different and better for her when she uses Colgate 

compared to other brands.  

 It seems that participants’ experiential benefits associated with the product, make 

more of a difference compared to functional benefits in terms of distinguishing between 

brands. The experience of the foaming effect, that many say Colgate possess, creates 

differences of opinion, as Sofie says: “It foams too much and I think that often, it is what 

splits the waters in regards to toothpaste if people like that it foams or if they dislike it”. Sofie 

further explains, why she dislikes the feeling of foam when brushing her teeth: “With Colgate 

I feel like it is growing in my mouth”, and she says that it is the experience of foaming that 
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comes with Colgate that makes her favour another brand. From this it can be drawn that the 

experiential benefits of toothpaste brands have a lot to say, as to whether participants favour 

one over the other, as Katrine, who really likes the foaming, says that it provides her with a 

really nice feeling. ‘Foaming’ is an experiential benefit mentioned by half, but its 

favourability is vague.  On the maps three have ‘foaming’ as associations, however whether it 

is positive or negative is dubious as Daniel has it as neutral, Katrine as positive and Sofie, 

who also says she dislikes it in the interview, has it as negative. On Sofie’s map, where 

‘foaming’ is negative, it also has the strongest connection to Colgate, which reflects that 

negative associations are usually deemed stronger than neutral or positive ones.  

 The commercial tries to portray an experiential benefit, as the actors have very neutral 

expressions, until they become aware of the new Colgate toothpaste, then they look way more 

satisfied and happy. From this it can be argued, that Colgate tries to draw parallels for the 

viewers between using the toothpaste and that pleasant, satisfied and happy experience 

depicted in the commercial. The experiential benefits of ‘freshness’ and ‘good breath’ were 

associated with Colgate by a couple of participants on the maps. It can be suggested that 

‘freshness’ could be an association tied to the commercial, as the people in the commercial 

seemed upbeat and ready after brushing their teeth. However, ‘good breath’ is not mentioned 

or indicated in the commercial, therefore this experiential benefit can be seen as a prior 

established and solid association with Colgate by some of the participants, hence their 

preconception of Colgate. 

 

Another experiential benefit that participants express is related to ‘white teeth’ and 

‘toothpaste smile’, which are connected to the experience of using the product, and are also 

two associations that are very much related to what is visualized in the commercial. Andreas 

says, he connects these associations stronger to Colgate than any other brand: “I connect it a 

lot to toothpaste smile and whiter teeth in contrast to other brands”. In his BCM he also has 

‘white teeth’ as the only unique feature for Colgate, meaning that for him, other brands have 

not succeeded in creating as strong a connection to this association. Andreas in particular 

talks a lot about Colgate’s general commercials and how they show these benefits, hence he 

probably had a strong association with ‘white teeth’ and ‘toothpaste smile’ before the 

interview. Because he is one of the only interviewees saying that he was a little surprised to 

see that the commercial focused on repairing more than just the physical appearance of 
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‘toothpaste smile’ and ‘white teeth’, it can be said that his perception of these associations are 

extremely strong, and he has a clear expectation to what he will see in a Colgate commercial.  

 

Symbolic benefits 

It is clear that it is easier for the participants to address product-related functional and 

experiential benefits directly, than it is for them to talk about symbolic benefits, as this lie 

more under the surface of what is directly stated in the interviews. This is to be expected, as 

symbolic benefits are non-product related and linked to the non-functional and less basic 

needs of consumers, such as when using Colgate, it might bring a certain mood or feeling or 

add to one’s self expression (Keller, 1993). 

 Many mention having memories of using Colgate growing up, and some states this as 

the reason to why they buy it now: “It is what we have always had at home” (Anne), “I think 

the reason that I use it is because I used it as a child” (Katrine). They mostly say, that it has 

influenced their choice of toothpaste more in a habitual way, than it is an emotional choice, 

but this does not necessarily mean that there are none symbolic benefits that have an influence 

on an unconscious level. Symbolic benefits can exist both on a conscious and unconscious 

level, where the former is obviously easier to verbalize for interviewees and thus to detect, 

whereas the latter impose more interpretation and analysis of statements to uncover. Daniel 

says: “I sometimes ate it [Colgate] without my parents noticing, super unhealthy and 

probably not good – we rarely had any candy at home, so then it was the toothpaste”. It can 

be interpreted from this, that he has some underlying symbolic value attached to Colgate, as it 

was something he desired as a kid and reminded him of candy. Eating Colgate’s toothpaste 

was forbidden when he was a child, but he found it really delicious. It can thus be assumed, 

that he buys it today due to some underlying symbolic benefit of Colgate fulfilling some sort 

of forbidden desire, that has stuck with him since he was a child. His comment to this reflects, 

that he is not fully aware that this might have an influence: “But I think, hope, that it is not 

because I had it as a child” (Daniel). Sofie remembers how Colgate was the toothpaste that 

was used by the school’s dentist: “I think it was what we got introduced to first as a child by 

the school dentist”. This might add to Sofie’s perception of Colgate as a symbol of quality, as 

she has experienced it being recommended by authorities since she was a child, where she 

was more receptive towards doing what she was told. Since many deny having any emotional 

connection to Colgate, it might be that their preferences towards the brand are due to habits, 
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as this is something many states: “You pick it up automatically because you are familiar with 

it and have found a brand that you like, then I always buy the same” (Katrine). 

 Trustworthiness and predictability seem to be symbolic benefits connected to habits: 

“You know what you get, it is predictable” (Andreas), “, “I would say that I find it trustworthy 

together with Zendium and Aquafresh compared to Budget’s toothpaste and others I do not 

know” (Sofie). It seems that for some of the participants the Colgate brand embody feelings of 

comfort and peace of mind, as it takes away the risk of buying a product that does not work or 

they do not like.  

 The thoughts of smile and white teeth are considered symbolic benefits, when it is 

used as a term for something one feels and not necessarily an experience in statements such as 

“The feeling of a toothpaste smile” (Andreas). The general connection made with these 

associations and Colgate for Andreas is attractiveness: “I associate to a strong degree white 

teeth and toothpaste smile as something being attractive”. From this it can be interpreted that 

the symbolic benefit of attractive self-image is tied to Colgate. The commercial shows 

multiple good-looking people, which emphasizes the assumption that Colgate’s users are 

attractive, ultimately adding to the symbolic benefit of gaining an attractive self-image when 

using Colgate.   

 

Many symbolic benefits in connection to self-esteem and self-expression surfaced when 

participants were asked into depth about their feelings on brands engaging in causes on a 

general basis. Feelings associated with buying products from brands that engage were 

expressed as: “You get happy” (Anne), “It makes you feel that you through these little 

everyday things do something good and make a humble contribution to a better planet” 

(Andreas), “I feel better about myself” (Sara). All these quotes hold symbolic benefits that 

positively contribute to peoples’ self-image. The effect of buying such products was further 

stated as indirectly giving a feeling of doing the morally correct and becoming a better person 

(Anne; Andreas). All interviewees say, that they gain self-improving benefits when knowing 

they are buying products from responsible brands. The commercial is purely about individual 

benefits and can be said to be aspiring egocentric self-image, hence it did not exploit making 

participants feel like better people by doing good for society, but only by improving 

themselves and their own health and looks.  



  Page 75 of 131	  

Attitudes 
Percy & Rosenbaum-Elliott (2012) explain that attitudes consist of four dimensions, whereas 

the first one is the purchase motivation. Motivation is strongly related to needs, which can be 

functional, symbolic, or hedonic (Pelsmacker et al., 2013). Interviewees talk about toothpaste 

as being something they just need: “You always need toothpaste” (Daniel), and as it is 

something people use every day it is a product that constantly have to be in stock at home. As 

already touched upon earlier in the analysis of benefits, toothpaste serves primarily a 

functional need for all of the participants of keeping their teeth healthy. However, some 

symbolic needs are detected when interpretin the more indirect answers and associations that 

participants provide, whereas using Colgate might add to people’s self-image of being happy, 

good looking, and attractive. Hedonic needs come across, as people enjoy the experience of 

brushing their teeth due to it being a habitual routine and it providing a good taste and feeling 

in their mouths, hence experiential benefits connected to using the product. Although 

participants state that the strongest buying motivation for them has a functional nature, both 

symbolic and hedonic buying motivations are present. Further motivation can be categorized 

as informational and transformational, where informational motivation is concerned with 

reducing or reversing negative motivation (Pelsmacker et al., 2013). Informational motivation 

is addressed quite literally in ‘Total Daily Repair’, as it states that the product “reverse early 

damage” and shows a damaged tooth being fixed, therefore problem solving is the main 

theme of the commercial and it speaks very much to the viewers’ informational motivation. 

The attractive looking actors with their broad and white smiles and their happy mood, 

however address transformational motivations, as it gives people an idea of that Colgate’s 

toothpaste will make you look great like the people in the commercial and their mood as 

happy and smiling will be reflected in the user of Colgate. The analysis of attitudes is divided 

into four themes as identified from the data: attitudes towards the product, brand, the 

commercial, and causes. The affective and cognitive components of the attitudes are analysed 

interchangeably throughout the sections.   

 

Attitudes towards Colgate 

The next dimension of attitude is the affective component, which encompass the feelings that 

consumers have towards the brand (Pelsmacker et al., 2013). When asked directly none of the 

participants admit that they have any feelings towards Colgate. Sofie says: “I think that 
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emotionally I do not care much about preferences when it comes to toothpaste, it really is the 

price that determines it”. She does however say that she feels like she is quality-conscious 

when choosing Colgate. It can be argued that those who used Colgate growing up, might have 

some affective attitudes towards it, in terms of feeling like it is the right choice to buy Colgate 

because their parents did. Also, those saying that they like that it is predictable and well-

known, can be said to reflect feelings of something safe and familiar. Andreas talks a lot 

about Colgate, as a choice that brings him the same expected taste, which can be interpreted 

as him experiencing a feeling of similarity and trustworthiness in his everyday routine when 

using Colgate, as he says when asked about his thoughts on the brand: “I think that it is really 

trustworthy and very predictable”. From Andreas’ responses it is clear that his motivation for 

using and buying the product, is that it is an everyday habit and must. Hence the feeling of 

familiarity with the Colgate brand is very much connected to the motivation. The same is 

evident as the other participants also say, that the motivation is that you have to brush your 

teeth and therefore they have not given much thought to their feelings towards the brand 

either. Sara’s response to her view on the brand is not very considered: “I would say I’m 

positive … because I don’t have any negative. I do not know much about the brand…”. 

People’s general inability to verbalise emotion could also be due to the difficulty of 

explaining ones’ feelings, which might especially be the case in relation to a brand like 

Colgate that serves a basic need for many, and as affective responses are not always 

conscious.  

 

All of the participants, except from one, say that their overall view of Colgate is positive, 

hence their affective response to the brand is good. However, it seems to be more related to 

their experiences with the product and attributes rather than the overall brand perception. 

Therefore, cognitive evaluations are more frequent in the interviewees’ answers, as Anne says 

when asked about why she is positive: “I do not know … I am positive in regard to their 

toothpaste”, and Katrine says “I am positive, mostly because it foams and tastes good”. This 

indicates that people form more of an attitude towards the product rather than the brand as a 

whole, or they might have trouble distinguishing the two, as they are of course related: How 

you feel about a product will obviously transmit on how you feel about the brand. The 

attitudes about Colgate, seem to be based on the product they provide, however they have 
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assumable not experienced the complete range of Colgate toothpastes, or tried all of 

competing brands.  

Daniel who is negative towards the brand, says so only as a result of him actually 

putting some thought into it, because he says: “[my view on Colgate] Is probably negative 

actually, now that I think about it”. This is a conclusion he draws based on his recent 

thoughts, as he usually buys Colgate and generally likes their location in the store and their 

large packaging. However, remembering some recent stories about Colgate resulting in a 

friend’s hypersensitivity, and Colgate once making a commercial that was untrustworthy, he 

now feels negative towards Colgate. Hence Daniel’s prior knowledge of the brand affects his 

feelings towards it now. But he says that he never thinks about it negatively when he is in the 

store: “But it probably does not have that big of an impact, so that I think about it when I buy 

it”. This could be explained by that non-product related attributes, such as convenience and 

price, weigh more in his conscious mind, when it comes to buying the toothpaste, than his 

feelings towards the brand. 

 

It was mentioned, that it seemed that participants form their attitude towards Colgate more 

based on rational information, hence they form more cognitive attitudes than affective, as can 

be derived from this quote: “I am satisfied with quality of the toothpaste and price” (Sara). It 

is also what could be expected, as theory suggests that tangible brand beliefs are more often 

formed with consumers, when it concerns utilitarian products such as toothpaste (Chaudhuri, 

2006). Sofie says, about her expectations for Colgate: “I expect that they keep their promises 

of diminishing plaque, giving me whiter teeth or fresh breath. I expect that because I pay 

more than choosing a cheaper brand”. Sofie also says, that she is generally positive towards 

the brand as the only negative thing is the function of it foaming, hence it indicates that she 

evaluates very much based on rational features. It also shows on the BCM’s that participants’ 

salient associations are cognitive in nature as they show attributes such as ‘expensive’, ‘clean 

teeth’, ‘white teeth’, ‘foaming’ and ‘good taste’ which are all rational product benefits, and 

often used by participants to support their reason for buying Colgate. A brand’s competitive 

position is weaker when it possesses many rational benefits, as these are easier copied by 

competing brands, which is also seen as only ‘foaming’ receives a uniqueness mark on some 

of the maps. It can thus be argued, that toothpaste brands in general are not very 

differentiated, at least not in regards to their products. This can also be detected, when 
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interpreting the answers that participants give to how important it is for them which 

toothpaste brand they use, as they do not find it extremely important: “It is not that important 

to me”(Daniel), “Actually it is not that important, normally it is Colgate that we use, but I 

think that is mostly due to that it is what we always buy” (Andreas). That it is relatively 

unimportant which brand they use can be explained due to them evaluating Colgate based on 

cognitive associations. If the evaluation was based on more affective attitudes, it can be 

assumed that they would have stronger preferences, as feelings and emotions are more 

reluctant to change (Chaudhuri, 2006). Hence if the participants had more affective 

attachments to Colgate, it would mean more to them if they were to change brand. Also it can 

be due to them not finding that there is a major difference between brands. An example of this 

is when Sofie says, that she prefers brands that are among the most well-known, but says that 

she does not distinguish much among those: “In the end I do not care much because I do not 

feel there is a major difference”.  

Attitudes towards ‘Total Daily Repair’ 

The interview included questions on participants’ attitudes towards the ‘Total Daily Repair’ 

commercial, as it is said that commercials affect people’s attitudes towards a brand 

(Chaudhuri, 2006). As the commercial is primarily cognitive in its execution it is deemed to 

be less effective than an affective executed commercial (ibid.). However, all rational 

cognitions are followed by affect so they will never stand alone, as a rational advertisement 

message will still be interpreted as either good or bad (ibid). In general participants say that 

the commercial had no influence on their existing perception and attitude towards Colgate, 

because it was exactly what they expected to see: “It reminded me of something I have seen a 

hundred times before” (Daniel), “It was a very standard commercial” (Katrine), “It reminded 

me of every other Colgate ads and toothpaste ads in general” (Sofie). This means that the 

preconceptions that they have of Colgate are represented strongly in the commercial, as they 

easily talk about it. These comments are generally a bit negative, and it can be drawn from 

this that the participants have higher expectations to advertisements and are very used to 

seeing push advertisements like this. It can also be interpreted from this that in order to 

change perception, the commercial needs to have a surprising element, since if it is what 

people expect it will not evoke a strong affective response in them, or provide any new 

information.  
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 Even though interviewees stated that they were not influenced by the commercial, 

some participants expressed the following: “It was exactly what I expected. Completely 

hysterical and I found the music very annoying” (Sara), “Its not like an ad you wait for and 

think ‘Wuhu now there is an ad for Colgate!’ It is just the same every time with happy people. 

When it comes down to it, I probably think that it is negative” (Daniel). From this it can be 

argued that Sara is having an affective response of irritation towards the commercial and 

Daniel is having a negative response too, as he does not like repetition in commercials. 

However, Daniel has ‘commercials’ on his BCM as a positive association, indicating that he 

first thought of it as negative when he started to discuss it and then uncovered some less 

immediate feelings towards the commercials. Andreas thought that the commercial deviated a 

bit from what he would expect, as he would expect more focus on white teeth and toothpaste 

smile, which are associations that makes him feel positive and adds to his self-image, hence 

he expected more affective content in the commercial, rather than the cognitive content of 

repairing. Andreas is however alone with this experience of the commercial as all the other 

interviewees expressed the commercial to fit exactly what they expected. 

 

The interviewees’ negativity towards the commercial might also be because they generally are 

sceptic towards advertisement, Andreas says: “There are so many of those commercials that 

fly through when you sit and watch them in television”, to which he says, that for him to start 

associating Colgate with something different than he already is, it would have to take more 

consequent communication, as he usually does not pay attention, because he is exposed to so 

many commercials. Katrine says: “I actually had to listen to it [the ‘Total daily repair’ 

commercial] because normally I would think I know what the commercial is about and close 

off”, indicating that she in general is fed up by commercials and their constant repetition. Sara 

has a very strong opinion towards the commercial and Colgate commercials in general, as she 

express multiple times, how she thinks they are annoying: “I have good experiences with the 

toothpaste, it is the commercials I think are annoying”. This statement is interesting as the 

commercials bring forward a negative affective response in Sara, yet do not influence her 

overall evaluation negatively, as could be expected since theory suggests that affective 

responses have a stronger influence than cognitive (Chadhuri, 2006). Sara has ‘commercials’ 

as a salient association for Colgate on her BCM, and she has it marked as negative, and 

connects ‘white teeth’ and ‘overexcited’ as negative sub-associations. This indicates that her 
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negativity towards Colgate’s commercials is really strong. Perhaps it was reinforced by the 

commercial she saw, which she stated was similar to all other Colgate commercials.  

 For Sofie, it seems like she talks more about the Colgate commercials she is used to 

seeing than ‘Total Daily Repair’. However, she thinks they are overall the same, as she says: 

“There is not a lot of differentiation with the different toothpaste commercials”. Sofie adds: 

“It is always about people brushing their teeth and then you hear about how this toothpaste is 

better than the others and that it is approved by all sorts of dentists” and then she expresses 

her scepticism towards the commercials: ”When there is some doctor who says that they have 

all kinds of certificates and so on, I could not care less”. It seems that ‘Total Daily Repair’ 

makes use of positive cognitive appeals but it has an opposite effect on Sofie, as she becomes 

sceptical when a brand promises too much.  

 

Not one of the participants express that they actually like the commercial, hence it is argued 

that it actually adds to negative affective responses such as irritation, annoyance, and 

scepticism, and a general confirmation for participants of why they are sceptic towards 

advertisement both in general and from Colgate and other toothpaste brands. For these 

participants the priming commercial serves as a negative influence on overall brand 

evaluation, however it seems that for most their positive rational beliefs about the product and 

brand outweigh their negative attitudes towards the commercials.  

Attitudes towards causes 

Overall attitudes towards brands that engage in causes were also uncovered and addressed in 

the interviews to detect whether participants spoke on this topic differently depending on the 

priming commercial. ‘Total Daily Repair’ is completely empty of any indications that Colgate 

is a brand that engages in causes. When asked about participants’ demands to Colgate, most at 

first state that they have none: “I actually do not have any demands, I probably should have” 

(Daniel), “Not really, I never thought much about it, but with other products I do, normally I 

would care about whether they help the environment or are organic, or if they were filled with 

chemicals, but I never thought about it [with Colgate]” (Katrine). In these statements it seems 

that they do not have any demands for Colgate, and Katrine says, it is due to the product 

being toothpaste, as she does set demands for many other products. Even though Daniel said 

that he did not have any demands for Colgate he adds, that he thinks that they could try and 

make the work environment better, as he knows that it is unhealthy working with fluoride. He 



  Page 81 of 131	  

also mentions that he likes that Nestlé as a big corporation at least tries to be responsible, but 

he concludes that generally he does not have any demands. His vague opinion could be due to 

him just not having any demands for Colgate, but feel like he probably should and therefore 

mentions some things and then withdraws his answer, as he knows it is something provoked 

by the question rather than his actual opinion. This could be due to him feeling that his 

generation and social norms suggest that he should have a stance towards brands doing good.

 Sara sets demands for the product, such as price and them having many variants to 

choose from, but she answers no, when asked more specifically about her demands for the 

brand. This is a rather cognitive attitude as it is not related to her feelings about these 

demands, but she only addresses concrete attributes that products should have. Sofie is the 

same way, as she has high demands for functionality of the product, and when asked about if 

she has any wishes for what the brand should do, she goes back to focus on product 

improvements, rather than what the brand could do in terms of social and environmental 

causes. The fact that Sara and Sofie do not think of cause-related demands for Colgate could 

be due to them generally not finding it too important whether brands engage in causes to 

make the world better. Sara states: “If I hear about something [a brand engaging in a cause] 

then I care and think it is interesting, and if I hear that someone does something I do not 

approve of I would consider it, but it is not something I research myself in terms of the brands 

I use, if I did I could not spend time on anything else”. Actively seeking out information is a 

more demanding cognitive process, which she does not wish to engage in, when it comes to 

causes. This indicates that she is not actively seeking out the brands that do good, but would 

care if she was aware of what brands that do, which suggests an affective response. When she 

says, that she does not want to spend her time researching brands, it suggests that she is not 

engaged enough in causes, and that she prefers to limit the time she spends when shopping. 

Sofie says, that she finds it important and will say that when asked, but honestly says, that she 

does not act accordingly when she shops: “Of course I would like that everyone did 

something good for our planet and people, I would like all companies to do that who had 

money to do it, but for me its not what determines whether I pick one over the other”. The 

other four participants say, that it is somewhat important to them that brands engage in 

making the world better in some way. Daniel says: “When I am in the supermarket I go after 

whether it is organic, I think that it is fine to choose according to that”, but other than buying 

organic, he does not engage much in knowing whether brands do good, and he says, that even 
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though he knew that one toothpaste brand was supporting a cause over the other, he still 

would not choose it, due to the fact that “it is just toothpaste”.  

 Taking a deeper look into attitudes towards this topic it can be seen that participants 

have sceptic attitudes. This is reflected in statements such as “it requires that there is a clear 

transparency because you will always be a little doubting if it is the truth they are saying and 

if it is different from other brands” (Andreas), “I might be a little critical towards 

organizations that use causes and do good things, because often it is just to profit maximize” 

(Anne). This suggests that they are not just sceptic towards product-centric advertisement, as 

they were with ‘Total Daily Repair’, but are sceptic towards cause-related advertisement as 

well. The scepticism seems to be based on cognitive beliefs about how and why brands 

engage in causes and not on affective responses towards efforts that have been made. This 

might also be due to the fact that they have not been exposed to a cause-related advertisement 

that could have given them an example and created an affective attitude towards 

implementation of causes in commercials. 

 

Most are not indifferent about what kind of causes brands engage in either. In order to 

increase interest about the cause among them it has to be related to the brand or product 

directly: “I would not choose Colgate if they supported a lot of poor women in Africa or 

something weird” (Sofie). Although Sofie said it was not that important to her whether brands 

did good, she has opinions on what causes make sense for certain brands to engage in if she 

has to support it. Especially Andreas elaborated on this in greater detail: “I get very sceptic if 

it is a PR stunt or if it is something that is done because it just to look good externally. It has 

to be something in regards to their production that is sustainable and makes them unique. 

Every other brand would also be able to go help a good cause and I just think that is more 

marketing than for the good cause and I think that is a problem”. He is very sceptic towards 

what kind of cause brands engage in. 

 

Regardless of their attitude towards brands engaging in causes, many of the participants agree 

that they will not care about whether or not the toothpaste brand they use engages in causes, 

as they give reasons such as: “I do not think enough about it, maybe I will start doing it, but it 

has just become a matter of habit” (Anne). Even Katrine, who says she cares about brands 

being either environmental friendly or doing good says, she would not buy accordingly when 
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it comes to toothpaste. Katrine states: “Perhaps I will one day start to have an opinion when it 

comes to toothpaste, and deselect Colgate if I found a product that was more organic”, 

indicating that she as of right now are not concerned with whether her toothpaste lives up to 

the standards she otherwise has for products. Overall, it seems that toothpaste brands are very 

low on peoples list of brands, where they care about them engaging in causes. This can be due 

to the nature of toothpaste being a utilitarian product that has grown to become more of a 

product that people buy out of habit, than actual conscious choice based on attitude and 

evaluation.  

Analysis of ‘Every Drop Counts’ 

Analysis of the commercial 
‘Every Drop Counts’ does not make use of informational cues in the same sense as what is 

theoretically described where informational cues usually are in regards to performance, 

availability, components, price, quality, and special offers (Abernethy & Franke, 1996). 

Informational cues are common for durable products like toothpaste and would therefore be 

obvious for Colgate to make use of as in ‘Total Daily Repair’. However, the fact that 

toothpaste is a tangible product in a highly competitive market is an argument for less usage 

of informational cues. None of the typical informational cues are present in ‘Every Drop 

Counts’, which might be considered as an obvious result of the product not being mentioned 

in the commercial. Transformational cues are on the other hand used throughout the 

commercial, though not in a traditional sense. Beliefs and attitudes are arguably tried to be 

changed by getting the observer to develop associations with the use experience of Colgate’s 

toothpaste (Aaker & Stayman, 1992). The new associations with the experience are those 

related to conscience about one’s water usage and the consumer might get a richer experience 

with the product through a good conscience when limiting water waste. The commercial 

therefore has the objective to create and alter this new emotional feeling that arguably has not 

been there before. From a theoretical analysis Colgate should succeed in transforming the use 

experience as the commercial lives up to the three criteria (Aaker & Stayman, 1992). The 

feeling is elicited as the man in the commercial brushes his teeth throughout the entire 

commercial. This is however not visual at all times, but the sound of it is present throughout 

the commercial. This should strengthen the link between the feeling that the commercial 

evokes and the use experience (Aaker & Stayman, 1992). The characters in the commercial 
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are argued to be empathetic, believable, and meaningful. The man brushing his teeth is 

representing every other man, which is reinforced by not showing his face. The fact that the 

actions, which are occurring in the commercial, are done by people in need, represents a 

believable condition of people in need of water, as is assumed to be the case for their 

countries of origin. The little girl drinking water from the faucet increases empathy and 

meaningfulness, as children have a stronger effect on people in terms of gaining sympathy 

compared to adults. Lastly, Colgate has to make repeated exposure to consumers in order to 

reinforce the use experience (Aaker & Stayman, 1992). 

 

‘Every Drop Counts’ is considered to be an act of social marketing, as traditional marketing 

techniques are applied in terms of choosing TV as the media for exposure to achieve desired 

behaviour beyond commercial activity: getting people to turn off the faucet while brushing 

their teeth (Eagle et al., 2013). Looking at the different definitions of social marketing it is 

clear that ‘Every Drop Counts’ has incorporated many of those characteristics of marketing.  

 It is assumed that Colgate has chosen to create this commercial after thorough 

marketing research about usage behaviour of their product. This is a valid assumption since it 

is a known fact that it is extremely expensive to get ad space in the Super Bowl commercial 

breaks, and it would be irrational to create a commercial of such economic investment 

without extensive research to base it on. Their research assumable resulted in the 

identification of the fact that many have a wasteful behaviour when brushing teeth. Deciding 

to shed light on this issue is why the commercial is categorized as social marketing that aims 

to influence the acceptability of social ideas through communication (Kotler & Zaltman, 

1971). Looking further at the commercial from Andreasen’s perspective, it is evident that it is 

a commercial marketing technology designed to influence the voluntary behaviour of 

consumers (Andreasen, 1994). He also addresses that social marketing is designed to improve 

both personal welfare and societal welfare, which evidently also is the case for ‘Every Drop 

Counts’. Though saving water might not have an obvious influence on the individual 

consumer’s personal welfare, it is arguably responsible behaviour to save water, which 

contributes to the social welfare aspect for future generations through environmental 

considerations. Saving water, or turning off the faucet while brushing teeth, is a voluntary 

decision that is encouraged by Colgate in this commercial. The benefit for Colgate has to be 

absent in order for the commercial to be categorized as social marketing. It is however argued 
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that it never will be possible to completely discharge benefits for the marketer. The benefit in 

this case can be argued to be more or less absent, as there is no obvious beneficial aspects for 

Colgate, when encouraging their consumers to change their behaviour by turning off the 

faucet. Further, the fact that the Colgate brand name and logo are barely present in the 

commercial is an argument of the main objective not being to create a focus around Colgate, 

rather around the cause. However, being the sender of a powerful commercial containing a 

responsible message might influence people’s perception of the brand and influence brand 

image. It is therefore argued that the primary aim of the commercial has not been for Colgate 

to generate results on the bottom-line, but to encourage behaviour that benefits the general 

society. Though, while doing this Colgate can increase goodwill and differentiate from 

competitors, giving Colgate benefits beyond the social purpose (Kotler & Keller, 2012). 

Looking at the commercial from the cause-related marketing perspective the main driver for 

creating ‘Every Drop Counts’ is to gain a competitive advantage and stakeholder trust (Peattie 

& Peattie, 2003). Though, this might be the main objective for Colgate, it does not cancel out 

a genuine wish for contributing to a better world (Peattie & Peattie, 2003).  

Attributes 
There are no product related attributes mentioned in ‘Every Drop Counts’, but they are 

frequently mentioned by interviewees. This indicates that these kinds of associations are 

easily accessible and easy for people to talk about and explain, as they did not need any 

‘conversation starter’ to talk about them. One of the most frequently mentioned non-product 

related attributes is related to price. There is not an overall agreement among participants on 

whether Colgate is cheap or expensive though, but many mentions that it is often on sale. It 

seems that for these interviewees, as well as the others, price is an important factor when 

evaluating options, which might be due to the fact that many are students and assumedly have 

limited financial flexibility. Further, it might be due to the fact that it is concluded that there is 

low differentiation among brands. Even though some might have the perception that Colgate 

is expensive they still use it, which might be due to the fact that it actually is the cheaper 

choice for branded toothpaste. Non-product related attributes also include packaging, and this 

attribute gets positive feedback from interviewees. As Camilla states: “If you look at their 

packaging I think it is good-looking, the logo is pretty” and continues: “Their logo and the 

way the packaging is done with such a really fresh colour, that white and light blue it does a 
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lot [on why he chooses Colgate]”. From this statement the importance of packaging can be 

seen, as it has a direct influence on her purchase decision. 

 The two non-product related attributes of user imagery and usage imagery are seen as 

being more abstract compared to the ones above. Colgate is perceived as being a brand for the 

middle class, and as a standard, everyday product, which is strongly related to habit, which 

can be interpreted as being applicable for describing the user imagery. Sebastian directly 

states that this description fits well to who he is, as he considers himself as being a normal 

guy. The regular guy that Colgate has chosen for ‘Every Drop Counts’ can therefore be 

argued to be a good decision, in order to be congruent, and maintain this user imagery. 

Further the fact that you do not see his face in the commercial, signals that this could be 

anyone. The fact that more or less all interviewees state, that Colgate is a well-known brand, 

and many have been familiar with it from using it as a child, arguably creates a basis for 

identification of both user imagery and usage imagery. Though ‘well-known’ is noted as 

positive, it is not considered unique to Colgate, as identified from the maps. By having used it 

as a child, many might feel that they themselves and their family represent the user image of 

Colgate. This is the case for all of the interviewees except two, who differ from this 

observation. One of them is Nina, who was not allowed to use Colgate as a child, but does it 

now as a rebellion against her parents. The other is Maria. who has had some issues with 

mouth ulcers when using Colgate growing up and therefore does not use it anymore.  

 Usage imagery is quite obvious for Colgate, which is also reflected in the strength of 

the association of ‘tooth brushing’. This association is however of an indifferent nature to 

people, maybe explained by the fact that it covers something that is deemed to be a routine. 

Brushing one’s teeth at least two times a day is incorporated in the Danish norms and can be 

assumed to be a kind of tacit knowledge. It can therefore be assumed that Colgate does not 

need to reflect usage imagery in a detailed manner in their commercials. Usage imagery is 

however present in ‘Every Drop Counts’, as the man brushes his teeth and the familiar sound 

of that is present at all times. This might help avoid the viewer to forget the situation and give 

a subtle or unconscious cue, that it might be a Colgate commercial that is playing, which is 

not evident in any other ways throughout the commercial. Further, the fact that the 

commercial is shot in a bathroom might increase credibility, as this is the place where usage 

of Colgate is happening. The bathroom is neutral; hence there are no colours, pictures, other 
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hygienic products, makeup, or other things that can create a more specific picture of whose 

bathroom it is, which signals that this could be anyone. 

 

Product-related attributes, that interviewees emphasize, are also present among their salient 

brand beliefs in their BCMs. The taste, foaming effect, freshness, cleansing features, and 

whitening effects are frequently mentioned. These associations are in general perceived 

positive for Colgate and described as features that are expected and appreciated in the product 

– sometimes, as a determining element for choosing Colgate. The element of being used to 

the taste seems as quite an important criterion, due to the habitual and ritual nature of the 

usage situation: “I just think it tastes really good. It has a well-known taste and it makes me 

feel ready for the day ahead of me” (Sarah). What is interesting about these associations is 

that they are not explained as being unique to Colgate. This might be reflected by the 

toothpaste commercials that people usually are exposed to, as they are perceived as reflecting 

these attributes. None of these attributes are mentioned or indicated in ‘Every Drop Counts’, 

which might be one of the reasons that it was an unexpected commercial to everyone, who 

was exposed to it. It can be led from this, that creating this unexpected kind of commercial 

might help Colgate in differentiating themselves from competitors. This might not be 

reflected in the immediate associations that people have after one exposure, however frequent 

exposures will create conditioning and more direct associations of a different nature might 

start emerging. 

 It is in general interesting how attributes are dominating associations in the BCMs and 

are the ones that are easy for participants to elaborate on. It was not expected, that so many 

attributes were mentioned after seeing ‘Every Drop Counts’ since it does not embody those 

elements and can therefore not work as a conversation starter. It was expected that more of 

the association cards, that were added to correspond to the ‘Every Drop Counts’ commercial, 

such as ‘guilty conscience’ and ‘water waste’, would have been selected in a more frequent 

manner, when participants were creating the BCMs. However, there might be more 

underlying meaning to these attributes, which will be uncovered when looking into the 

benefits. It was further observed that interviewees’ answers and salient associations shared 

many similarities and few major differences were detected. This might be due to the relatively 

superficial nature of attributes, as it can be seen in later sections how nuanced views present 
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themselves when analysing the nature of the attributes in terms of benefits and the 

investigation of attitudes that interviewees hold. 

Benefits 

Functional benefits 

Benefits are the value that consumers attach to the attributes and are divided into functional, 

experiential, and symbolic benefits (Keller, 1993). Functional benefits are those that are 

connected to basic needs and the product related attributes (Keller, 1993). In the same manner 

as there is no product-related attributes presented in the ‘Every Drop Counts’ commercial, 

there are not presented any functional benefits either. Though participants were primed with a 

commercial not including functional benefits, they have still mentioned them in the 

interviews. This might be explained by, functional benefits being essential in the matter of 

toothpaste, as it is bought for some specific functions to satisfy peoples’ basic need of clean 

teeth, and these are not outweighed by the associations that ‘Every Drop Counts’ tries to 

make people think of.  

 An obvious functional benefit for Colgate is, that the product has to actually clean 

your teeth, remove plaque, make your teeth whiter, etc. As Nina states: “I know that it might 

not be the healthiest ingredients in Colgate and I might risk getting mouth ulcers but it sounds 

effective because there has to be a lot of strong chemicals in it”. It can also be seen from 

Nina’s map that she connects ‘foaming’, ‘white teeth’, and ‘mouth ulcers’ to a high degree 

with ‘chemicals’, as she has the perception that Colgate can only keep the functional benefit 

of being effective by having chemicals in the toothpaste. The statement is negative due to the 

fact that she also connects ‘sceptic’ to ‘chemicals’ and both are marked with a negative 

symbol in her map. She connects ‘chemicals’ with three lines, indicating that this is a very 

strong association of hers. This might also be due to the fact that this interviewee was not 

allowed to use Colgate as a child, because her parents believed that it was not healthy, which 

she elaborates on later in the interview. It is quite surprising that her strong association of 

chemicals does not have a bigger influence on her in terms of purchase decision.  

 The fact that there is a risk connected to the functional benefit is arguably not ideal for 

Colgate. The risk of getting mouth ulcers is Marias sole reason for not using Colgate. This is 

due to the fact that she has had a lot of problems with mouth ulcers her entire life, and it has 

thus become a determining factor for her when choosing toothpaste. Mouth ulcers are 
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arguably a malfunction of the product, and is therefore a negative functional benefit 

associated with using the product. 

 Getting white teeth is in general an important feature, which is apparent in the maps, 

where most have included the association card ‘white teeth’ in a positive manner. Especially 

Camilla continuously gets back to this and explains: “I hope that I get whiter teeth when they 

say I do”. Another functional benefit that is connected with Colgate is the fact that you get a 

clean mouth and clean teeth, which some state is quite important. White teeth arguably 

symbolise clean and healthy teeth as well, and it is expected that Colgate lives up to being a 

quality brand, and thus to provide these functions.  

Experiential benefits 

Experiential benefits usually address values of the same attributes as functional benefits, 

however, is concerned with satisfaction of needs such as sensory pleasure, variety, and 

cognitive stimulation (Keller, 1993). Again, due to the fact that ‘Every Drop Counts’ has none 

of these attributes, there are no experiential benefits present in the commercial either. This 

again does not mean that interviewees’ do not experience any experiential benefits, when 

using the product, but it was not related to what they had seen in the commercial. This 

indicates the strength of experiential preconceptions that have been experienced earlier. 

 Packaging is seen as being a non-product related attribute, but some aspects are seen 

as contributing to experiential benefits. The fact that colours of the packaging are mentioned 

as being fresh and represent exclusivity can be considered to be a sensory pleasure for sight 

when using the product. Camilla indicates, how the packaging helps her choose in the store, 

due to its positive light colours and the information about whiter teeth. Camilla is very 

concerned with white teeth and it is therefore not surprising that she appreciates the packaging 

to make it clear to her, which one of the toothpastes that have that feature. Nina does however 

have contradicting opinions about the packaging’s experiential benefit, as she states that she 

in general is negative towards too much colour and glitter, but in the mean time says that it 

enhances her experience of Colgate being exclusive, which is arguably a positive adjective. 

She also expresses her experience of the brand being overexcited, which is interpreted as a 

negative perception. Because of Colgate’s colours and feel, she states that even though she 

might not feel like brushing her teeth, it can be a nice experience anyway with Colgate. This 

is a statement coming from Nina, the same participant who associates Colgate with a lot of 

chemicals and buys it due to the effects that the chemicals bring to the product, such as 
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foaming, and it is arguably those experiences she considers to be nice when using Colgate. 

Another reason why she gets this experience might be due to her feelings of defying her 

parents’ prohibition of using Colgate when she was a child, hence subconsciously providing 

her with the feeling of making her own choice. 

 

The attribute of taste was a determining factor for choosing Colgate, which might be due to 

the benefits that are assigned to it. Terms like ‘being used to’ were connected to the attribute, 

and this might be the real reason why taste is such an important factor. The experience of 

something familiar is appreciated and this familiarity is seen as an experiential benefit when 

using the product. It does however seem a bit contradicting that taste is such an important 

association for Colgate, when it is not considered to be unique to them in any of the maps. 

When not marked as unique for Colgate, it must mean that other brands have a similar taste, 

but it raises the question of how taste can then be a determining criterion. One reason to 

explain this might be that the experiential benefits assigned to taste, is not something that 

interviewees are consciously aware of. When choosing the association cards and assigning 

uniqueness to them, the experiential benefits might have been too concealed in people’s 

minds in order for them to assign uniqueness to the taste. Throughout the interviews it was 

possible to get more in-depth answers and hereby uncover the benefits in greater detail. The 

experiential benefit of taste is closely related to habit and the ritual of brushing teeth: “I have 

gotten used to the taste, and what you think is good is what is normal to you” (Chris). The fact 

that brushing one’s teeth is referred to in a context of habit, reflects the ritual that is related to 

the event. McCracken (1986) defines goods as carriers of cultural meaning from the cultural 

constituted world, through advertising/fashion systems to consumer goods through rituals to 

the individual consumer. One of these rituals is the grooming ritual (ibid.). The usage 

situation of toothpaste evidently classifies as a grooming ritual that happens repeatedly: “I 

really like the way it tastes and how this makes my mouth feel, and the fact that it has a well-

known taste makes me feel ready for the day” (Sarah). This makes Colgate embody additional 

experiential benefits, as meaning is transferred when using their toothpaste. 

 Chris makes it clear in his map why Colgate is his preferred brand, as he connects the 

association cards of ‘freshness’, ‘good taste’, ‘good breath’, ‘clean teeth’, ‘foaming’, and 

‘white teeth’ directly to the card of ‘preferred brand’. All of the cards are marked as being 

positive and all but one addresses experiential benefits of using Colgate’s toothpaste. It can 
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thus be interpreted that this participant favours Colgate mainly due to experiential benefits he 

attaches to the brand. He is also one of the few, who thinks it is pretty important which 

toothpaste brand he uses, therefore it makes sense that he has many positive experiential 

benefit associations with Colgate.  

Symbolic benefits 

The symbolic benefits are arguably more difficult to readily access in the minds of 

consumers. They are related to non-product attributes and are needs related to social approval, 

self-expression, or identity creation (Keller, 1993). Toothpaste is not a product that is exposed 

to one’s reference group in a frequent manner and the symbolic benefits might not be as vivid 

as for other kinds of products.  

 When asking interviewees if they identified themselves with Colgate or if they 

considered Colgate to reflect who they are, answers were diverse. This was expected, as this 

addresses deeper and more individualistic thoughts than the previous benefits. Chris explains 

how Colgate is fresh but still stylish, and further links the feeling of exclusivity to the brand. 

This explanation is perceived by him to be congruent with how he sees himself and how he 

wants to be. The fact that many have used Colgate as a child must have an influence on their 

identity creation. As a product they are familiar with from their childhood, where they were 

moulded into the people they are today, Colgate cannot be completely contrary to them. 

Camilla directly states that it evokes memories, when thinking about Colgate in relation to her 

childhood, and states that her mom bought it in order to make brushing teeth fun, and explains 

that it might be the reason why she buys it today. On the contrary, Nina states that her parents 

never allowed her to use Colgate, as they considered it to be unhealthy, which she indicates as 

being something she disliked and explains: “… so this was how I was raised but I think I have 

a kind of “Mary the Contrary” behaviour now, where I just want to buy Colgate because it 

foams, is unhealthy, and full of chemicals”. The fact that this participant explains herself as 

being “Mary the Contrary”, hence defy her parents, might indicate how she creates her own 

identity, when choosing Colgate, which gives her a symbolic benefit. All of these 

explanations and stories from the participants’ experiences with Colgate in the past, which 

makes them purchase the brand now, provide Colgate with an advantage, as it is not 

something competitors can easily duplicate. 

 The symbolic benefits related to buying products from a brand that engages in social 

causes are clearer, but still nuanced. These benefits would arguably be applicable for Colgate, 
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if they communicate their cause in a consistent matter. Camilla states how she likes the 

approval and acknowledgement, which she feels she gets from sales personnel if she buys a 

product supporting a cause. This is a symbolic benefit, as it reflects social approval. It was 

also stated, maybe more indirectly, that buying from a brand that engage in causes helps with 

one’s identity creation: “It makes me feel like I can support the cause, off course in a minimal 

way but just the fact that you do, makes me feel good about myself and I feel that I can engage 

myself at a small level but still in some fashion” (Sebastian). Further, this conclusion is made 

based on interviewees saying, that they would feel like they did the morally correct thing and 

feel like a better person. The influence on identity creation can also be seen from this 

statement from Camilla: “I get happy after [buying such a product]. In some ways it is a little 

selfish as you yourself feel that you have done something for a good cause”. Camilla’s 

statement strongly illustrates the internal aspect of the symbolic benefit, as she says that it 

might be selfish, as she does it to feel better about herself, which might be due to her living up 

to her own expectations of her aspired identity. 

 If brands engage in causes it has a direct influence on purchase decision. The way 

Colgate has incorporated a cause in ‘Every Drop Counts’, has led to Camilla favouring 

buying Colgate more now that she has seen the commercial in the beginning of the interview: 

“Brands engaging in causes is not something I really think about, but when they do I think it 

is really positive and I think that it is a good idea. It also in some way make you want to buy it 

more actually, I just had not seen that ad before so I did not know that Colgate did this”. This 

was the same participant, who initially focused on the product providing her with whiter 

teeth, and it seems that engaging in causes can outshine or at least add something more to a 

merely product-related evaluation of products. 

 

Symbolic benefits can also be related to the aspects of white teeth: “I hope that I get whiter 

teeth when they say I do. I think about getting a more beautiful smile as well, I know that they 

cannot do anything about this, but it is just what you think about a lot when seeing Colgate” 

(Camilla). From this statement it can be drawn, that Camilla is aware of the irrational feeling 

of getting a more beautiful smile by using Colgate, but the feeling is there – rational or not. 

Having a beautiful smile is evidently something that is considered to be an attractive human 

feature, which is why it is something to aim for, due to social approval and recognition by 



  Page 93 of 131	  

others. It can further be argued, that it reinforces one’s self-image if you feel that you have a 

beautiful smile and white teeth. 

 

‘Every Drop Counts’ does not express any functional or experiential benefits. By looking 

further into the commercial some symbolic benefits can be identified. They might not be 

directly stated by Colgate, but can be seen when the commercial’s means are interpreted and 

analysed. The message that Colgate conveys in the commercial is that their consumers should 

be responsible when using Colgate’s product: they encourage people to turn off the faucet 

while brushing their teeth, and this appeals to consumers’ conscience. One’s conscience is 

evidently closely related to identity, and when one gets a bad conscience it is a sign of not 

living up to one’s ideal self. This can also be seen from Sebastian’s statement on how the 

commercial gave him a bad conscience, due to the fact that he might not be good at turning 

off the faucet while brushing teeth, as he states when picking the association card of ‘guilty 

conscience’: “ehm, guilty conscience. I got a bad conscience by seeing the video. I do it 

myself sometimes. Forget to turn off the faucet when brushing teeth”. This reflects how he 

knows that his behaviour is not sustainable or responsible, and he recognizes that he does not 

act in an ideal way. The commercial’s message and the way ‘Every Drop Counts’ makes use 

of the symbolic benefits of changing one’s behaviour, aspire to get a better conscience, hence 

being closer to one’s ideal self. This is also reflected in Chris’s statements about how he got a 

good conscience from watching the commercial, due to the fact that he never brushes his teeth 

with the faucet running.  

Attitudes 

Brand attitudes are concerned with people’s overall evaluation of the brand (Keller, 1993). 

This does however not make it sufficient to just look at how interviewees stated their overall 

satisfaction with Colgate. Individual attributes and benefits have to be evaluated in terms of 

interviewees’ judgments of them. It is necessary to understand people’s motivation for buying 

the product, in order to be able to analyse attitudes appropriately. As it has been stated in the 

previous sections on attributes and benefits, and from the analysis of the interviews primed 

with the other commercial, it is clear that the most dominant motive for buying Colgate, and 

toothpaste in general, is to satisfy a functional need. This is due to the fact that the motivation 

is seen as informational, as it is concerned with keeping one’s teeth clean in order to avoid 

and/or solve problems with for example plaque or cavities. When the experiential and 
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symbolic benefits of Colgate were analysed, it became evident that the functional need might 

be dominant, but it was not standing alone, as elements satisfying symbolic and hedonic 

needs also occurred. These are strongly related to transformational motives of social approval 

and sensory gratification, such as the attractive feeling of whiter teeth and the ritual elements 

of getting ready for the day. 

Attitudes towards Colgate 

In general interviewees’ attitude formation about Colgate as a brand has a cognitive nature, 

which is also seen from interviewees’ BCMs. This might be due to the fact, that it is difficult 

to elaborate on affective attitudes, as they might be present at an unconscious level. The 

cognitive nature of attitudes towards the brand is strongly related to evaluation of attributes. 

As mentioned in the previous sections, it does not seem like Colgate is significantly 

differentiated from competitors, which is also reflected in the cognitive attitudes that 

consumers have of Colgate. Cognition is less effective at creating brand loyalty, however it 

seems like all but one participant is a loyal Colgate consumer, but it might be reflected in the 

fact that they do not feel that opposed to changing brands as this statement from Chris 

supports: “On a scale [on importance of what toothpaste brand to use] from one to five I think 

I would say that three or four, probably a four because I am not that fond of using Zendium 

but if it is what is available then it is okay”. Being positioned based on rational appeals does 

not give a strong competitive advantage, as the appeals easily can be copied by competitors, 

which Colgate’s position might be influenced by (Chaudhuri, 2006). The cognitive attitude 

does not stand alone, as people have an affective response of their liking of the rational 

aspects and Colgate does have an overall positive evaluation. The dominant amount of 

rational and cognitive attitudes might also be due to the functional need that has been 

identified as the motivation for buying Colgate. The statement from Sarah gives a good 

expression of how the cognitive attitude is the foundation of attitudes towards the brand: “I do 

not have any specific relationship to the brand. I think their products do something good for 

me, it has a good taste but I do not relate to the brand at an emotional level”. 

 Maria, who does not use Colgate, states how this is not due to negative attitudes 

towards the brand, but purely the negative function of the product that gives her mouth ulcers. 

This is also congruent in how she explains that she does not really have any expectations 

towards Colgate as a brand, and how she states that her experiences probably influence her 

attitudes towards the brand in a negative direction. This is congruent with theoretical 
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propositions stating how product experience transmits to the attitude towards the brand 

(Chaudhuri, 2006). 

 It has earlier been stated how many of the interviewees said that they used Colgate 

when they were children, and from the analysis of symbolic benefits, it can be seen how this 

might influence affective attitudes towards the brand. As mentioned, Nina was not allowed to 

use Colgate as a child and therefore feels that she is protesting when using it today. Though 

not directly stating the affective attitude towards Colgate, this must give some sort of 

affective attitude towards the brand, which is not replicable for competitors, as their brands 

will never create the same feeling of protesting. The fact that she was denied it as a child, 

would suggest that she would have developed avoidance of it today, but she perhaps is 

rebellious in nature, and her being able to defy her parents is a positive thing for her. Nina’s 

attitude towards Colgate as a brand is overall negative, and it seems from the way she 

responds that something in the brand’s commercials bothers her, which might be reinforced in 

her attitudes towards causes, where she thinks it is for the best if brands have a responsible 

foundation. She has also chosen the association card of ‘over consumption’, illustrating her 

questioning attitude. Another aspect of her negative attitude is, that she is doubtful if Colgate 

lives up to their promises, but her positive attitude is based on how she likes brushing teeth 

with Colgate.  

 

Attitudes towards ‘Every Drop Counts’ 

‘Every Drop Counts’ addresses people’s transformational motivation, as it does not provide 

the consumer with information on how to avoid or solve a problem with Colgate. The 

commercial appeals to transformational motivation through consumers’ self-awareness and 

how they can be responsible human beings. Colgate makes use of an affective execution, 

which theoretically speaking should result in more favourable attitudes for Colgate, as the 

feelings towards the commercial should be conditioned on to the brand (Chaudhuri, 2006). 

This is arguably an objective for Colgate, besides getting people to change their behaviour. It 

is assumed, that Colgate wants to increase affectionate feelings towards the brand by getting 

support from consumers, who like that brands are responsible. The affective appeals are, as 

mentioned in the analysis of the commercial, present especially when the young girl drinks 

water from the tap. The information that is presented in the commercial about water waste, 

when leaving the faucet running, is based on facts, making it appealing to the viewer’s 
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cognitive beliefs. However the information addresses a sensitive topic making the affective 

component in the text unavoidable, especially when connected to the visuals. The commercial 

arguably imposes some risks for Colgate as well. The information in ‘Every Drop Counts’ 

might be perceived as didactically, which one of the association cards included, as it was 

noticed from Facebook comments, that this was a common perception. This might be due to 

the fact that the commercial focuses on how consumers have a wasteful behaviour and does 

therefore indirectly criticize them, and as the focus is not on anything that Colgate actively 

does to limit their own wastefulness. If consumers get a defensive attitude towards the 

commercial, it is arguably not a successful commercial for Colgate. 

 

Affects are described as being primary, understood as being the first reaction to a stimulus 

and were therefore expected to be visible in associations related to conscience in the BCMs 

that interviewees had to make. This was expected due to the fact that the BCMs were made 

immediately after exposure to the commercial, and were therefore expected to represent the 

affective reaction. This was however not as evident as anticipated, which might be due to the 

strong preconceptions that people have. Only Sebastian and Chris created a branch in their 

association map, reflecting the message of the commercial. These two participants seem also 

have had the most vividly expressed affections towards the commercial. Each branch had a 

quite different perspective dependent on their affective reaction on their own behaviour. Chris 

stated that he got a good conscience from seeing the commercial, as he did not have the 

wasteful behaviour of brushing teeth with the faucet running. Sebastian created his branch 

about the commercial based on his behaviour of leaving the water running. The associations 

Sebastian chose were ‘information’, ‘educating’, ‘overconsumption’, ‘water waste’, and ‘bad 

conscience’, which all were considered to be both positive (except information, which was 

indifferent) and unique to Colgate, illustrating the points of differentiation that ‘Every Drop 

Counts’ can exploit. The high strength that he illustrated on the map shows how some might 

be more ready and immediate to encompass the cause-related associations in their associative 

network and connect them to Colgate. Even though Sebastian got a negative feeling after 

seeing the commercial, his attitude is positive, as he states how his expectations have changed 

for Colgate to engage in causes like this, and how he thinks they should continue to create 

awareness. On the contrary, Chris gets a good conscience, when seeing the commercial, as it 

is explained: “… because I see some idiot who has the faucet on while he brushes his teeth 
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makes me think how stupid it is that some do it, I really do not get it but that is connected to 

the fact that I do not do it”. He is stating that he is very interested in out-door activities, 

which might result in him being even more aware of protecting the nature that he loves to 

spend time in. His branch in the map consists of the associations ‘good conscience’ connected 

to ‘water waste’ and ‘sustainability’, where only ‘water waste’ is seen as negative. What is 

interesting about this map, is that he does not consider any of the associations related to the 

commercial as unique to Colgate, which might be due to the fact that he expects brands to 

engage in causes and be responsible: “Off course you have some expectations because it is a 

big brand so you expect as you do with so many other big organizations that they do not use 

child labour and that they limit emission of chemicals and stuff like that. But I do not know 

how much they do of that sort”. Both of the respondents evaluate highly based on content 

indicating the cognitive attitude, however their expressions about how the content influenced 

their conscience is the affective response. 

 

Nina’s map illustrates how ‘commercials’ are connected to associations, more or less all 

negative, of ‘smile’, ‘happiness’, ‘overconsumption’, ‘overexcited’, ‘American’, and ‘red’. 

This is arguably influenced by the commercials that she usually is exposed to, as she states 

that ‘Every Drop Counts’ was not a commercial she expected to see from Colgate. The map 

represents how one exposure does not influence the immediate associative network in her 

case. This might be explained in the statement that she makes: “I cannot help but interpret the 

ads when I see them and for me it seems like Colgate decided to gear down a little from their 

overexcited and overconsumption kind of style by putting some CSR into their commercials”. 

This quote also illustrates her scepticism towards brands engaging in causes, as she sees it as 

a purely advertising tool. Nina also states: “To me it does not matter that much, if for example 

a brand like Colgate says they all of a sudden advocate for limiting water waste or something 

like that. It means a lot if they can donate some money to something, where they can help, but 

this social strategy as such, is not something that I buy readily, so it is not something that 

change my perception of Colgate as a brand”. This amplifies her attitude towards the 

commercial. It can thus be argued from this perspective, that ‘Every Drop Counts’ is not 

convincing enough and more action have to be taken. Sarah, who also sets these demands 

towards brands, states the same: brands have to act as good citizens – including Colgate. “Of 

course I have expectations of Colgate, as I have to so many other brands in this world, that 
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they also contribute and are social responsible”. Sarah is further very blunt when answering 

that ‘Every Drop Counts’ did not change her perception of the brand. When further discussing 

the commercial a more in-depth explanation came forth, as she said that she did not see any 

actions from Colgate based on this commercial, which is why she does not consider it to live 

up to her demands. It seems like both of these interviewees are relatively rational in their 

evaluation of the commercial and the affective attitude component does not seem dominant to 

them. 

 Other participants have opinions as well, however do not seem as opinionated as the 

two just described, or at least not as vivid at expressing them. They do, however, expect the 

brands to communicate what they do to be responsible, as they do not actively seek out the 

information themselves. When they are exposed to the commercial, it is perceived very 

positive: “I think that it is quite good that they are attentive or tries to draw attention towards 

such a problem” (Maria) and “It is not something that I really think about but I think it is 

really positive and a good idea when brands do something [engage in causes] and in some 

way it makes you want to buy the product more when you know they support or brand 

something, I just had not seen the ad before so I did not know that Colgate did this” 

(Camilla). Camilla’s statement also makes it clear how motivation can be aspired to be more 

transformational, however due to the fact that it seems that preconceptions are deeply rooted, 

it might not be easily done in practice. The fact that they find it positive can be seen as an 

affective response and the lack of actively seeking out the information is seen as a cognitive 

decision made consciously by the participant. It can be argued that Colgate has to use several 

platforms for communicating their cause to gain attention, which is necessary to create 

affective responses and thus to create engagement. By succeeding in generating affective 

responses to their commercial, Colgate could gain an advantageous position in the market, as 

it will be difficult for competitors to replicate those affections compared to focusing on 

informational motivations. 

Attitudes towards causes 

It is necessary to analyse how interviewees evaluate brands’ engagement in causes, in order to 

understand how a commercial, such as ‘Every Drop Counts’, may or may not contribute to 

how Colgate’s brand image is constructed in the minds of consumers. The affective responses 

within attitude formation towards causes adopted by brands, are in general positive and 

closely related to affective notions of feeling better with one self and identity creation. 
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However, some scepticism is to be seen, which might be due to the rational evaluation taking 

over. It does however seem, that a product like toothpaste has such low involvement, that this 

product category does not encounter as high demands from consumers as other kind of 

products. Chris states the following about buying products from brands that engage in causes: 

“I would say that I get happy and a good conscience. Often I consider brands that engage in 

causes with relative good quality, however it depends on what kind of product it is”. He 

continues telling about a brand providing out-door gear, which he likes: “I think it is really 

awesome and they are super into sustainability and always say ‘before you buy other product, 

try to repair your own, recycle it, and buy others’ products, etc. etc.’. I really like that they 

instead of saying ‘buy, buy, buy’ they communicate that you have to think before buying”. 

Chris’s two quotes illustrate both cognitive and affective attitudes towards brands engaging in 

causes. The fact that he feels happy and gets a good conscience is affective components of 

attitude formation and evidently influences his beliefs in a positive direction. How he then 

moves on to talking about a brand providing out-door gear illustrates how his opinion is 

stronger for this kind of product, which probably satisfy some more symbolic needs, than the 

basic need that Colgate satisfies. This brand’s strategy is one he is quite affective towards, but 

it also appeals to his cognitive senses through its rational message. Chris also states that he 

does not have that high expectations of Colgate taking responsibility, however as his train of 

thought continues, he states that he of course has some expectations, just like with any other 

major brand.  

 The same way of expressing demands towards Colgate’s engagement in causes is 

made by other participants. Their initial response is, that they do not really have any demands 

in particular, but then moves on by saying that they of course expect brands, such as Colgate 

not using child labour, having a responsible manufacturing, etc. (Maria). Their expectations 

towards brands engaging in causes might be so obvious to them, that they do not consider 

them as worth mentioning at first, or because they consider the demands they have as 

something that obviously have to be done. Another reason that the topic is not readily 

elaborated on might be due to the affective nature of the topic. 

 Nina and Sarah hold strong attitudes towards brands engaging in causes, and they in 

particular seem to be opinionated when discussing the topic. Nina states: “Yes and no. It is 

important to me that they do it [engage in causes] but more in a matter of that I like 

supporting those where the entire foundation of the organization is to make a difference 
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compared to some of the large established organizations that are generated by the market”. 

This statement makes her beliefs about ‘Every Drop Counts’ seem congruent with her general 

opinions. Sarah explains detailed how she expects Colgate, and brands in general, to act 

responsible by living up to human rights, thinking about both global and local environments, 

and contributing to society in general. She further explains how she does not know much 

about Colgate’s initiatives: “I do not know about anything that Colgate does except making a 

good toothpaste, but I do not know if they do something that is bad for the environment”. 

However, Sarah does have expectations and she does find it very important that brands 

engage in society’s problems. These demands are so fundamental to her, as she explains it as 

being ‘quite obvious’ to her that brands take responsibility. Sarah is also not convinced by 

Colgate’s ‘Every Drop Counts’, as she had sceptic feelings towards it and demanded more 

active action from Colgate. Both of these participants talk about causes with ease and are 

elaborate on their expectations for brands, which might be due to them being primed with 

‘Every Drop Counts’. They do however not expose many affective components of their 

attitudes towards the topic, and it seems that their cognitive and rational evaluation 

dominates, as it is based on the content, at least on the surface.  

 

Attitudes towards causes are what could have been expected. There is however the risk that 

interviewees state, what they consider to be ‘correct answers’ in regards to what they know 

their reference group would appreciate and to what is expected from a cultural perspective. 

Though they express, how it is important that brands engage in causes, it does not seem like 

they all reward those brands through purchase: “If I have to be completely honest I do not 

know if I at 7 PM, having to buy groceries in a hurry and remember to buy toothpaste, I am 

pretty sure that I would go directly to the product I usually buy which is Colgate. I do not 

think I would notice if it says on some product that they make the world a better place. Also 

because so many brands are really good at communicating all the stuff they do where I am 

more interested in those who actually doing it” (Sarah). This quote again illustrates the 

attitude of how basic it is to her that brands engage, but also that she might not act the part by 

favouring brands that engage over others in a purchase situation. 

 The affective component of attitudes towards causes is present when looking at the 

symbolic benefits described earlier. In that section it was made clear from the analysis that 

buying products from brands engaging in causes influence people’s needs of social approval, 



  Page 101 of 131	  

self-expression, and/or identity creation. These symbolic benefits have an affective nature and 

they are not as easy to talk about for participants, as are the cognitive elements typically 

related to attributes.  

 

Discussion 

This section will discuss the findings from the analysis in order to understand in further detail 

the nuanced and complex nature of brand image in the minds of consumers, and how the 

conversations in the interviews developed. The discussion will thus go through the 

development of the conversations in the interview, the influence from cause-related marketing 

on brand image, and lastly a discussion of the habitual behaviour.  

 

Developments in responses 
It was evident from the analysis that interviewees’ initial responses were very similar in 

regards to immediate responses on their perception of Colgate as a brand, and not dependent 

on the commercial they shortly were exposed to. This is considered to be incongruent with 

theoretical propositions of how immediate associations are influenced by priming. This may 

be explained by the fact that consumers have very strong preconceptions of Colgate’s brand 

image that are not readily changed, which might be due to Colgate being an old established 

brand in Denmark and thus in consumers’ minds. It was evident that interviewees were able 

to talk about the attribute of price with ease, as it was a topic that first came to mind when 

asked about preferences towards toothpaste and Colgate. This confirms theory suggesting that 

tangible attributes are easier verbalized. That price is an important factor confirms the 

preconceived notion that toothpaste is a utilitarian product and that there is low differentiation 

in the toothpaste product category. It has however been stated how the importance of price to 

interviewees might be due to the fact that many are students and arguably has low financial 

flexibility. An interesting aspect of the discussion of price is how it initially seemed as the 

determining factor for purchase, but as conversation continued it came forth how this might 

not be completely true, as the discussion will show. 



  Page 102 of 131	  

 The initial conversation also encompassed other product-related attributes most of 

which were classified as determining attributes for choosing Colgate and part of the cognitive 

evaluation of Colgate’s brand image. This reinforces the theoretically notion of attributes’ 

conscious nature and why they are easier verbalised. The attributes were mentioned regardless 

of what kind of commercial interviewees had been shown. It has been suggested that 

attributes such as ‘white teeth’ and ‘packaging’ were reinforced for those exposed to ‘Total 

Daily Repair’, though it did not seem to have a significant influence on the conversation since 

those who were not exposed to these attributes talked about them as well and with same ease. 

It can be drawn from this that the attributes interviewees relate to Colgate are strong 

preconceptions and already dominantly existing in their perception of Colgate’s brand image. 

As this was discovered, it was expected that the attributes would be unique to Colgate as well. 

This was however not the case from interviewees’ initial responses or from the maps they 

created to reflect immediate associations. This imposed the reflection of how attributes of 

such strength and importance for choosing Colgate were not considered to be unique, 

implying that competitors embody the same attributes. This fact again suggests how 

toothpaste is a utilitarian product where differentiation is low in the market.  This exact 

example shows how the combination of brand concept maps (BCM) and in-depth interviews 

complemented each other by illuminating different aspects. If the BCMs were to stand alone 

results would create visualisations of Colgate’s brand image, but not uncover the real value of 

the associations, implicating the limitations of the BCM. This value was however present 

from the interviews, and as conversation progressed, it was discovered how the attributes did 

embody unique aspects - just not in regards to functional aspects, which were the benefits that 

interviewees talked about in an apparent manner. 

 

Even though there might be low differentiation among products in the toothpaste category, it 

is interesting to see how interviewees have stronger preferences towards Colgate than what 

they initially state or are aware of. This might be due to the observation that there are a wide 

variety of toothpastes, but only few brands to choose from compared to many other utilitarian 

products such as shampoo or soap. This further might result in more brand loyalty, as it is not 

necessary to switch brands to try out another variant, but one can simply choose another 

toothpaste from the same brand. However, it can be discussed whether brand loyalty - due to 

minimal brands to choose from - is a strong form of loyalty. This would have been uncovered 
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in greater detail if theoretical proposition on brand loyalty, would have been within the scope 

of the thesis.  It is interesting that preferences seem as strong as they do, as interviewees 

arguably have not tried all varieties, even though they appreciate the existence of them. This 

might be explained by the wide range of products which makes it too difficult to fully 

distinguish between variants, as it takes too extensive cognitive efforts. By not engaging in 

the cognitive efforts fully, the affective attitude of liking a brand will play a bigger role when 

choosing the product. This suggests that there might be more affective influences related to 

the purchase of toothpaste than initially assumed, which might be an advantage for Colgate as 

a liked and well-known brand. 

  

It became evident throughout the analysis of benefits how the attributes that Colgate 

possesses had a more nuanced and complex nature in the minds of consumers and thus are 

more unique to Colgate than initially stated by interviewees. Keller’s framework (1993) of 

brand image allowed for associations to be analysed for encompassing benefits of different 

nature. The use of the framework created the basis for making sure that some of the less 

evident benefits were discussed in the interviews. Further it allowed for the analysis to 

uncover the subtle benefits that attributes might not encompass directly, as interviewees did 

not readily talk about experiential or symbolic benefits. The interpretive perspective of the 

study did thus provide a basis for fully uncovering the nuanced aspects of brand image. The 

attributes embody more benefits than interviewees were readily aware of, hence contribute to 

greater value for Colgate’s brand image than what might have been expected. Some theorists 

state how the affective response occurs after a rational processing, which might be indicated 

in the way interviewees started to reveal more affective attitudes towards the attributes as 

conversation progressed (Chaudhuri, 2006). Further, some of the affective attitudes were not 

conscious to the interviewees, but became evident through an analysis of their statements. The 

advantages of qualitative research methods are thus clear, when discussing how interviewees’ 

responses to Colgate’s brand image evolved from initially being primarily related to the 

attributes and their functional benefits to encompass the more abstract experiential and 

symbolic benefits. Such nuance is arguably not possible to achieve from quantitative research, 

thus in-depth interviews have been applicable for investigating the complex nature of 

Colgate’s brand image. 
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 It was revealed how participants assigned great experiential benefits and values to a 

basic attribute of taste in regards to it being predictable. Being predictable is appreciated as it 

gives value to the everyday habit of brushing teeth and creates congruency in people’s lives. 

The same was the case for associations related to ‘clean teeth’ and ‘freshness’. The benefit of 

feeling attractive was also revealed from the association of ‘white teeth’, which initially 

seemed to only embody value of a very functional nature. It can be argued that if the product 

primarily satisfied hedonic needs and thereby encompassed experiential and symbolic benefits 

more directly these would be more conscious to consumers and thereby more readily 

elaborated on in the interviews.  

 It appeared more or less readily in the interviews how many had used Colgate as a 

child, which might have an influence on why the taste of Colgate is considered predictable to 

them. It further embodied extra value for Colgate’s brand image, how the brand has 

incorporated itself into interviewees’ everyday life, over a long time-span. The additional 

value that attributes and Colgate’s overall brand image embody did not seem provoked from 

the priming commercials, as according to theory would have had a larger readily influence, 

especially because of the cause-related commercial’s use of primarily affective and emotional 

appeals. This might be due to Colgate’s established position in minds of consumers by being 

a brand that has been present and used for many years, thus it may not come as a surprise that 

many associations are so steadfast in memory that they will not be overruled by new inputs 

from a one-time showing of a single commercial. This finding imposes the question of 

whether the theory on priming might not be as applicable or effective for a brand as 

established in memory as Colgate. 

 It could however have been expected that interviewees exposed to ‘Every Drop 

Counts’ more readily would start to discuss Colgate in relation to this especially, since 

interviewees later state, how they expect and appreciate brands to engage in causes. This does 

however not mean that there was not traced any difference in influence, as it was seen in the 

BCMs that some was readily influenced by the message of ‘Every Drop Counts’, as they had 

associations related to respectively good or bad conscience. These associations indicate the 

affective nature of responses towards the emotional appeals that the commercial made use of.  

 These initial responses show how affect can appear before cognitive attitude 

formation. It was however expected that the maps would have shown greater differences, and 

that the cards that had been created to reflect each of the commercials would have been 
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chosen more frequently. This was not the case, and it can be argued that the salient 

associations gathered from the survey represented the preconceptions of Colgate; hence the 

survey served its purpose by providing general associations. However, as conversation 

continued a more rational evaluation of the commercial and Colgate’s brand image was 

evident, hence the initial responses to ‘Every Drop Count’ vanished. This observation is 

arguably congruent with how interviewees explain that brands engaging in causes are 

important, but does not influence their purchase decision for toothpaste, hence revert to more 

established attitudes of Colgate’s brand image.  

 The theoretical frameworks that have been used for this research guided the analysis 

of the findings in great detail, but without the social constructivism and interpretive approach 

the developments in conversations might not have been disclosed, as interpretation was 

needed to uncover some of the main insights. Further the paradigm allowed for understanding 

how associations constituting brand image might not fit readily into theoretical boxes, which 

made it important that interviewees’ answers were looked at from this perspective. The 

theoretical frameworks have a stagnant view of brand image, however the qualitative data 

illustrates the more dynamic nature of Colgate’s brand image. 

The influence from cause-related advertisement 
The overall attitude towards brands engaging in causes was very positive, however not 

without scepticism, which illustrates both the affective and cognitive formation of the 

attitudes. This was also seen among interviewees exposed to ‘Every Drop Counts’, which did 

receive more favourable affective responses, but some questioned its genuineness, whereas 

‘Total Daily Repair’ received negative affective responses such as annoyance. This is 

interesting since social marketing and cause marketing per definition are conducted by brands 

with a genuine wish to do good, hence the objective for Colgate might be so, but is however 

not necessarily perceived that way by consumers. The reactions did however primarily occur 

after cognitive processing and a question forcing them to give their opinion on the 

commercial, and conversation quickly reverted to being about Colgate in general and 

Colgate’s typical advertisements instead of the one they were just exposed to. This again 

illustrates how the priming did not get lodged in interviewees’ minds, at least not as a 

dominating element of Colgate’s brand image. As the conversation was drawn towards brands 

engaging in causes in general and how this might add value to the brand, expectations were 



  Page 106 of 131	  

clear regarding how brands should act responsibly, and it was expected that brands 

communicated their efforts clearly. This was the case no matter what commercial 

interviewees were primed with, indicating that these opinions are relatively established on a 

cognitive level. The symbolic benefits that are attached to purchasing products from 

responsible brands were easier identified, however somewhat expected because it is a 

common perception that it is morally unsympathetic to answer that you do not care about 

bettering the social conditions and environment. This is one of the pit falls with qualitative 

research, as it is conducted in a social setting which interviewees are influenced by. If the 

same topic had been addressed in a quantitative survey where respondents were anonymous 

more ‘culturally incorrect’ answers might have been presented. However, the values imposed 

by affective reactions such as ‘feeling like a better person’ and ‘doing the morally correct 

things’ are argued to have the potential of creating great value if incorporated in Colgate’s 

brand image. These values did get uncovered due to the qualitative nature of the research. 

Conversation did, maybe a bit unexpectedly, move back to the benefits of functional and 

experiential nature as explained in the section above, indicating that the symbolic value that 

‘Every Drop Counts’ might carry did not transmit permanently onto the brand image. It was 

also directly stated by some interviewees that even though responsibility and sustainability in 

brands are important to them they might not act accordingly for a product like toothpaste. If 

Colgate has a genuine objective of decreasing water waste with this commercial this might 

not be an issue to them, however their commercial arguably has the additional purpose of 

building brand image. The argument is thus, that a single exposure might not be enough to 

build brand image in a sufficient manner. 

The habitual behaviour 
Colgate’s usage situation, ‘tooth brushing’, was a strong association among interviewees and 

is a big part of the brand image. ‘Total Daily Repair’ makes use of this part of the brand 

image as a dominant theme throughout the commercial. It was however seen how 

interviewees – no matter what commercial they had seen – had such strong preconceptions of 

the usage situation of Colgate that the priming did not influence conversation on the matter. It 

could however be expected that more interviewees who were exposed to ‘Every Drop Counts’ 

would have reflected on their usage behaviour, since the commercial use emotional appeals 

that speak directly to their conscience, which could have evoked reflections on whether they 
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leave the faucet running when using the product. It does however seem that the habitual 

behaviour of brushing teeth is strongly embodied among interviewees, emphasizing that this 

is hard to change with a short stimulus. It did however appear that some might be more 

readily influenced than others, as was seen in the analysis of how two interviewees had the 

affective reaction of respectively good or bad conscience. The responses from these two 

interviewees were immediately provoked from the commercial, however, as conversation 

continued it was seen how everyday life and habits became the elements of their perception of 

brand image. It can thus be argued how the commercial does have an influence on some 

people, as it triggers conversation that might not have been generated otherwise, however the 

long-term effect of it is not clear. It can thus be concluded how incorporated experiences are 

very tenacious and consumers tendentiously stubborn. Hence an affective commercial can 

influence immediate reactions, however the habitual behaviour is well-established and 

somewhat immovable with one single exposure. Both usage and buying behaviour are 

incorporated into peoples’ habits in such a high degree, that it takes longer for participants to 

uncover these in their answers and reflections. The consumers have years of experience with 

using toothpaste and Colgate, and it has created layers of preconceptions and experiences that 

are so deeply rooted which makes them very reluctant to change. 

 The interviewees say that their purchase decision has become a habit - just like the 

action of brushing teeth - rather than a conscious choice based on thorough evaluation. The 

way that interviewees talk about usage of Colgate is initially very oriented towards how it is a 

routine, habit, and it is satisfying the basic need of clean teeth. It can however be seen from 

the analysis how those elements possess values to interviewees, and the value of habit should 

thus not be underestimated for a brand like Colgate. It was explained in the analysis how the 

habit of brushing teeth had similarities to the grooming ritual of getting ready, and Colgate 

does arguably transfer some intangible meaning when consumers use the product. This 

meaning might not be easy to verbalise, but might be created over many years as many have 

used Colgate in their childhood. 

 

It was found that some associations related to the commercial emerged in the minds of 

participants, and ‘Every Drop Counts’ gained more positive affective and cognitive reactions. 

But it was clear in the interviews that the conversation kept falling back on participants’ 

preconceived and general associations about Colgate, rather than the associations that the 
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commercial made an effort to influence in their minds. This observation is very interesting as 

it shows that associations and thereby Colgate’s brand image can be influenced briefly from 

‘Every Drop Counts’ due to its emotional appeals. But since ‘Total Daily Repair’ represents 

the brand image that already exists among consumers, no immediate differing influence from 

the commercial is detected other than some expressions of annoyance, but these were also 

directed towards commercials in general. However, consumers quickly return to their habitual 

behaviour and preconceived thoughts. Even though the cause-related commercial is expected 

to be highly effective - judging on the advertising appeals and message it contains - this was 

not enough to break with existing habitual behaviour, at least not in the short term. This does, 

however, not mean that the value of ‘Every Drop Counts’ should be completely dismissed, as 

it can be assumed to have an effect of adding value and influence consumers’ perception of 

brand image, if not in the short term, maybe in the long term. However, it would take 

continuously consistent exposure as some immediate reactions towards the commercial were 

found, but did not last in the mind of the consumers. It is thus argued that one exposure does 

not influence brand image significantly, but does succeed in creating an affective response 

and attitude towards Colgate and the commercial among some consumers, and as theory 

states, affective attitudes are irrevocable, hence must create some value even though it might 

be in a subconscious manner.   

  

Conclusion 

The below sections serve to conclude the paper and answer the research question of how 

different commercials influence Colgate’s brand image and why. Finally, in this section the 

managerial implications that the research imposes for Colgate and the industry is presented.  

 

This thesis takes its point of origin in the interest of the emerging advertising tendency of 

brands incorporating causes into their advertising messages, as a consequence of consumers 

demanding transparent responsibility from brands. This evoked the aim of trying to shed light 

on how advertisements of different nature influence brand image and the value assigned to the 

brands in the minds of consumers for utilitarian products. The thesis took its offset in Colgate 

as a provider of the utilitarian product of toothpaste and due to its novel and relevant 
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commercial of ‘Every Drop Counts’, which fitted readily for the research topic. Colgate was 

well-known among all interviewees, hence a brand that was easy to create a discussion about, 

reinforcing Colgate as a good choice.   

Overall influence on brand image 
The theoretical framework of brand image was used as a main foundation for the study, but 

found not to be fully comprehensive, since attitudes are considered as one component and do 

not distinguish between affective and cognitive attitude formation. It was thus deemed 

necessary to supplement with theory on affection and cognition to uncover attitudes in more 

depth. The theoretical frameworks constitute a necessary setting for the study, though the data 

from the interviews do not readily fit with the strict categorization of associations, as reality is 

blurrier and much more interconnected than theory suggests. Furthermore, the theoretical 

framework creates a stagnant image and does not encompass the evolving nature of brand 

image.  

 

Theory suggests that tangible attributes in general are easier to verbalise, which was 

confirmed in relation to Colgate as these were talked about with greater ease - also explained 

by it being a product that mainly serves basic functional needs, or at least this is what 

consumers most readily think of due to preconceptions and previous experiences with 

Colgate. Most of the time this overrules their reflections or any conversations that were 

connected to the commercials shown to them as a primer which was somewhat surprising, as 

the theoretical propositions on priming and advertising led to higher expectations of the 

commercials influencing immediate associations and conversation. The complexity of 

uncovering real value of brand image was seen in how benefits to the attributes were not 

readily revealed, and not until then, the real uniqueness of them appeared. This illustrates how 

the visual illustration of immediate associations in the brand concept maps combined with in-

depth interviews provided a nuanced view of the complexity of the constitution of brand 

image. The same is the case in terms of preferences, where interviewees’ immediate 

responses were that they did not have any towards toothpaste brands due to no differentiation 

among them. However, as the real value of the attributes’ benefits got uncovered, preferences 

towards Colgate became evident.  

 



  Page 110 of 131	  

The symbolic benefits, that give Colgate a distinct favourable brand image due to their 

affective nature, includes the feelings of peace of mind and familiarity that comes from the 

brand being strongly tied to habitual behaviour. Another benefit is that of feeling attractive 

based on the functionality of whiter teeth from using Colgate. Further, an element that creates 

great value to Colgate’s brand image is the fact that preference towards the product had begun 

in people’s childhood and was related to childhood memories, and hence the familiarity of the 

product results in experiential and symbolic benefits being embodied by using Colgate. 

Although the emotional relations to Colgate have an unconscious nature it was clear that 

affective attitudes towards Colgate’s brand image were revealed as the interviews progressed, 

which confirms theory, which says that emotional associations are harder to verbalise. The 

theoretical propositions on affective attitude formation facilitated identification of affective 

components within interviewees’ statements, however for this to be obtainable in a sufficient 

manner an interpretive stance was deemed necessary. The interpretive approach to this 

research has thus been concluded to provide a solid ground for answering the research 

question. These more symbolic and affective benefits embody extra value for Colgate’s brand 

image. However, this additional value did not seem provoked from the priming commercials. 

It is concluded that people have more opinions about utilitarian products such as toothpaste 

than they initially think; hence it is more hidden in their minds. It is concluded that Colgate 

holds a brand image that is solid and tenacious and have been created over many years with 

respondents, as many states having used Colgate during their childhood.  

Influence from cause-related advertisement 
Interviewees were in general sceptic towards advertisement. Though scepticism and 

negativity were stronger for the product-centric commercial, the cause-related commercial 

also met doubt from participants to whether Colgate was genuine in their engagement in the 

cause.  The efforts made with ‘Every Drop Counts’ did receive appreciations, and some were 

influenced in brief with affective responses in regards to conscience, meaning that the 

commercial did leave some traces on associations, although not significantly strong and 

lasting. It is thus concluded that ‘Every Drop Counts’ does encompass value that can be 

transmitted to the brand image, however not after a single exposure. The theory suggests that 

cause-related marketing will build brand value, hence it fails to encompass how consumers 

perceive the message and thereby that transparency and genuineness are important factors for 
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positive perception as enlightened in this study. It is thus concluded that Colgate engaging in 

causes will not be directly rewarded with purchase. This is however not necessarily an issue, 

since the focus for Colgate should be to do good, and if this is genuine a positive spill-over 

will occur to consumers’ construction of Colgate’s brand image in the long-term, thus 

evidently generate loyalty, and - as it is known in marketing literature - customer loyalty 

increases sales in the long-term. Overall participants demanded that large brands engage in 

causes and even took it as a matter of course that brands would engage in such. However, 

many had no existing demands for Colgate in regards to causes, which were concluded as 

being due to the nature of toothpaste as a utilitarian product, where the focus for consumers is 

for it to satisfy a basic need.  

Main conclusion 
The social constructivism perspective has created a suitable approach to investigation of 

brand image. The abductive approach allowed the research to develop in a dynamic manner, 

by moving back and forth from theory and data, which ultimately optimized the decisions that 

have been made. Further, the qualitative data collected from the interviews, combined with 

the BCMs, generated a nuanced and complimentary view of the constitution of brand image, 

by assessing a visualisation of associative networks and in-depth reflections. This generated 

an increased understanding of the complex topic of brand image, which ultimately resulted in 

a comprehensive answer of the research question. 

 

Regardless of the type of commercial, influence on brand image is not significant, after 

merely one exposure. This is explained by the nature of the product being a commodity and as 

the brand is well-established in consumers’ minds and routines, which ultimately results in 

the conclusion that habitual behaviour and preconceived associations are tenacious in 

consumers’ minds. Hence, the brand image and value assigned to it are not influenced from 

one exposure to a cause-related commercial, though it was detected that new associations 

related to the commercials were mentioned, yet were quickly overruled by prevailing 

associations. It is thus not excluded that certain types of commercials - and especially those 

with an emotional appeal of cause-related nature - will have an influence on brand image if 

the commercial is shown consistently, with several exposures to the consumers, in the long 

term. This is concluded as ‘Every Drop Counts’ entailed more positive attitudes compared to 
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‘Total Daily Repair’, hence the chances of a positive spill-over effect on brand image and 

brand value are deemed larger with cause-related advertising. 

Managerial Implications 
The study has taken the consumers’ point of view, hence this section seeks to explain how the 

insights and findings can benefit Colgate, as brand image is an important component of brand 

equity and thereby on how a brand’s value is assessed, thus the study’s relevance for Colgate 

is evident.   

 

Colgate has a solid brand image among interviewees, though functional attributes were not 

found to be unique. Colgate might want to focus their commercials on emotional appeals 

incorporating experiential and symbolic benefits related to usage of the toothpaste, as these 

gain more affective responses. Additionally they bring a more differentiated position for 

Colgate due to the benefits’ uniqueness, and as affective responses are harder to copy by 

competitors. Due to Colgate being so tied to habitual behaviour, current brand image is 

tenacious in the mind of consumers and a short exposure to advertisement, regardless of its 

nature and appeals, will only serve to influence consumers in brief, and not permanently. This 

might not be optimal for Colgate as a brand, as they might see an advantage of being able to 

modify their brand image easily. If implementing a cause-related commercial with the 

objective to influence brand image and value, it has to be built through long-term reoccurring 

stimuli. Colgate’s product-centric commercial represents in many ways the existing brand 

image, hence did not change Colgate’s brand image significantly. Colgate should not expect 

their commercial ‘Every Drop Counts’ to have significant influence on sales in the short term, 

as it was stated that it would not be a determining factor for purchase if Colgate engaged in 

causes. This should however not be Colgate’s objective in the first place, as it is questioned if 

Colgate is genuinely trying to do good or if they are exploiting a cause to generate profits. 

This scepticism among consumers arguably does not generate a positive spill-over to 

Colgate’s brand image, hence the need to focus on communicating consistently in a 

transparent and sincere manner. It is concluded that Colgate can use cause-related marketing 

to create a more affectionate brand image, however due to the nature of the product it is not 

possible to create a sustainable effect from one exposure to ‘Every Drop Counts’. 
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It has been concluded how the formation of brand image for Colgate is strongly based upon 

the nature of the product they sell. It is thus argued that some of the findings should be 

applicable to the product category of toothpaste, however Colgate’s competitors need to 

investigate their individual benefits and attitudes. The habitual behaviour that is strongly 

related to toothpaste and the tenacious benefits related to this, arguably share similarities with 

other utilitarian products. It is therefore argued that the findings in this thesis are relevant for 

brands of other utilitarian products, though the exact nature of the benefits will not be the 

same, other brands might be able to see similar patterns of benefits and attitudes constituting 

their brand value. It is also argued that implementation of cause-related marketing will have 

similar implications as described for Colgate, as scepticism is seen towards brands engaging 

in causes in general and not just for the specific case of Colgate. 

 

Further Research 

This section will outlay topics that are relevant for further research, based on this thesis. 

 

This thesis has been concerned with different kinds of commercials’ influence on brand image 

and value in the minds of the consumers immediately after one exposure of the commercials. 

The influence was seen to be vague not permanent on the brand image. A longitudinal study, 

taking its point of origin in this thesis, could thus be a relevant next step for further research, 

in order to investigate if influence could become more permanent after continuous exposure 

to the commercials. Also since it is known from marketing literature that commercials 

increase the possibility of effectiveness and recollection if exposure happens continuously 

over the long-term (Grønholdt, 2006).  

 

Further research to support the findings could be to conduct netnography from Colgate’s 

Facebook profile and other relevant forums, which would gain knowledge on consumers’ 

engagement and comments on social media could be analysed in relation to both the 

commercial and Colgate in general. It is assumed that people interact differently on social 

media than in a face-to-face interview, creating the basis for another kind of data. The 

research could further have been strengthened if a quantitative measure of brand concept 
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maps had been executed with a sufficient amount of respondents, as together with 

netnography, and the in-depth interviews, triangulation of methods would have increased 

confidence in the results and given new perspectives on the subjects.  

 

The study takes the consumers point of view and additions to the research could be done by 

taking Colgate’s perspective, or the internal, strategic perspective of the brand. Getting 

internal understanding could enlighten the objectives for creating each commercial, which 

might unfold some brand goals beyond influence on brand image and value as studied here.  

 

This study investigates commercials’ influence on a utilitarian product, in contrast to other 

more high-involvement products, where many other symbolic and cultural factors play a role 

in the evaluation of brand image. It could however be interesting to conduct the research for 

brands of high-involvement products or services, in order to see differences in the nature of 

influence. It has been argued that some of the insights could be useful for other utilitarian 

products that have chosen to incorporate causes in their advertisement. It could also be 

interesting to further research the degree to which this is true, and see if differences occurred 

based on motivation for purchase, the competitive landscape, and the degree of establishment 

of the brands. Additionally, the same research for other toothpaste brands could be done in 

order to create a competitive comparison to fully understand Colgate’s position in the industry 

and in the minds of consumers. Furthermore, it would be an addition to research different 

types of commercials, such as traditional commercials with focus on emotional appeals vs. a 

cause-related. Different types of causes would also be interesting to compare, as it is assumed 

that some causes are more influential in terms of relevancy and identification for the 

consumer. The commercials’ effect could be measured by using methods from 

neuromarketing in order to more accurately measure affective responses beyond what is 

conscious to consumers, and what can be analysed and interpreted from verbal responses.  

 

One of the main findings of this research is how strongly habitual behaviour and 

preconceived associations creates steadfast brand image in consumers’ minds. It would be 

interesting to look further into theories on consumers’ habitual behaviour, perhaps in relation 

to purchase decision and consumer behaviour frameworks. This could with advantage be 

linked to how influence on brand image has an impact on actual behaviour. In relation to this, 
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theory on brand loyalty in connection to habitual behaviour would also be interesting to 

research further. The research also uncovered a general sceptic attitude towards commercials 

in general and brands engaging in causes. This insight raises the interest in looking further 

into how brands can minimize scepticism towards their communication efforts, which is not 

incorporated in theory on social and cause-related marketing. 

 

The generation, of which the interview participants were part of, have not been used as a main 

theory or foundation for the analysis. It would though be an interesting angle for further 

research, as increased knowledge and understanding of how being part of a certain generation 

affects opinions in more depth. If this were researched, it would also be interesting to 

compare results, with the same research conducted on other generations. This would uncover 

if brand image is influenced differently dependent on generations and generate a detailed 

view on whether, and if so, why they are influenced differently depending on generation. 
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Appendices 
Appendix A: ‘Total Daily Repair’ commercial (available on USB) 

The video of the commercial is available on the attached USB. File name: Appendix A 
 

Appendix B: ‘Every Drop Counts’ commercial (available on USB) 
The video of the commercial is available on the attached USB. File name: Appendix B 
 

Appendix C: Interview guide 
Introductory conversation 

Information om hvad der skal ske og husk at sig at der ikke er noget der er “rigtigt” eller 

“forkert” og at de kan spørge hvis der er noget de er i tvivl om. 

 

Initial priming 

The participant is shown either the product-oriented or the cause-related commercial.  

 

Structured part of the interview: creation of BCMs 

Types of associations: 

Bed deltager om at vælge de kort der ligger på bordet som de synes reflekterer deres følelser 

om Colgate. Du kan også vælge at udfylde dine egne på de blanke kort der ligger.  

 

Strength of associations 

Vis eksempel på et BCM. Du skal nu lave dit eget kort ved at bruge de kort du har valgt og 

forbinde dem med hinanden og til brandet. For at gøre det skal du tegne 1, 2 eller 3 streger, 

hvor 1 streg betyder relativ lav sammenhæng og 3 streger relativ høj sammenhæng mellem 

kortene - altså hvor meget du forbinder kortet med brandet og de andre kort 

 

Favorability of associations 

Du skal nu lave et +/- på kortene alt efter om du synes de er positive eller negative 

associationer at have. Du må skrive ‘0’ hvis du mener det er neutralt  

 

Uniqueness of associations 
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Nu skal du sætte et ‘U’ på de kort som du finder unikke for colgate, altså et kort som du synes 

kun Colgate besidder og ikke andre eller kun få tandpastaer har. 

 

In-depth part of the interview 

Benefits of the attributes and attitudes 

Hvor vigtigt er det for dig hvilket tandpasta brand du bruger? 

Hvilket tandpasta mærke bruger du?  

Hvilket mærke tror du mest at du bruger?  

Hvilket står på din hylde derhjemme? 

 

Hvad er dine erfaringer med Colgate og hvad synes du? Hvorfor? 

Hvordan påvirker dine erfaringer med Colgate dit syn på brandet? 

Er du positiv eller negativ overfor Colgate brandet?  

Hvorfor? 

Hvad er du specielt positiv/negativ overfor? 

Med dine egne ord, hvad tænker du så på når du tænker på Colgate brandet? 

Efter at have set reklamen i starten, ændrede den noget ved din opfattelse af Colgate 

som brand? 

Hvad forventer du af Colgate?  

Hvad er dine krav til brandet? Hvorfor? 

Hvad ønsker du at Colgate skal gøre som brand? 

 

Er det vigtigt for dig at brands engagerer sig i nogle problemer der kan være i verden? 

Hvordan får det at købe brand der gør noget ekstra dig til at føle? 

Får det dig til at føle dig som at du gør det moralske rigtige? 

Får det dig til at føle dig som et bedre menneske? 

Får det dig til at føle at du giver et personligt bidrag til noget godt? 

I hvor høj grad vil du sige at brugen af brandet stemmer overens med hvordan du ser 

dig selv som person? Evt et eksempel e.g. audi 

I hvor høj grad vil du sige at brugen af brandet afspejler den person du gerne vil være? 

Har du nogen følelsesmæssig tilknytning til colgate? brugte du det som barn? 
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Appendix D: Final associations  
The 37 final associations used as association cards, when conducting the brand concept maps 

in the 12 interviews. 

 
 

Appendix E: Accumulation of associations (available on USB) 
The Excel file containing the accumulation of associations from the survey is available on the 

attached USB. File name: Appendix E.  
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Appendix F: Original brand association maps 
Interviewees exposed to ‘Every Drops Counts’  
Camilla: 

 
 
Chris: 

 
 
 
Maria: 
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Nina: 

 
 
Sarah: 
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Sebastian: 
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Interviewees exposed to ‘Total Daily Repair’  
 
Andreas: 

 
 
Anne: 

 
 
 
Daniel: 
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Katrine 

 
 
 
 
Sara: 
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Sofie: 
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Appendix G: Transcription of interviews (available on USB) 
In order to be sustainable it has been decided to enclose the transcription of interviews on a 

USB due to their extensive length. The PDF file containing the transcriptions of the 12 

interviews are available on the attached USB. File name: Appendix G 

 

Appendix H: Coding themes 
Coding themes: 

• Associations 
• Attributes 
• Functional Benefits 
• Experiential Benefits 
• Symbolic Benefits 
• Attitudes 
• Strength of Associations 
• Uniqueness of Associations 

 
The coding themes are based on the framework of brand image created by Keller (1993): 
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Appendix I: Coding of interviews (available on USB) 
In order to be sustainable it has been decided to enclose the coding file on a USB due to its 

extensive length. The thematic coding of interviews is available in a PDF on the attached 

USB. File name: Appendix I 


