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Abstract 

 
There is identified a tendency in the society where some consumers are critical of the current 

commercial focus, therefore some individuals have a need to seek for meaning in the more real 

and genuine. This influence consumer’s motivation and behavior, and therefore they seek a 

deeper meaning in the products they consume, hence more authentic brands. The thesis address 

what makes a brand authentic and consumers underlying motivation for purchasing authentic 

brands.  

 

The thesis is an explorative study, where the findings are based on empirical evidence and 

theoretical aspects. The theoretical aspects are applied to achieve understanding about authentic 

existence, consumer behavior and motivation, branding, modern demands for authenticity and 

brand authenticity. The empirical investigations are phenomenological studies of Scandinavian 

Millennials residing in Copenhagen. Semi-structured interviews are applied to collect data from 

the respondents. This data is further analyzed by applying a thematic analysis. We identified 

several factors within the following overarching themes: authentic brands, inauthentic brands, 

motivation, consumer segmentation and product categories.  

 

The results suggested that authentic brands are different, original, have high quality, conduct 

social responsibility, have a vision and purpose, and finally, a brand that is commonly perceived 

as authentic. Further, the results suggested that the consumers motivation for purchase was self-

expression and realization, responsibility, a sense of belonging and being in opposition of today's 

society. Based on the analysis five segments were identified, due to their difference in interest 

and motivation for purchasing authentic brands. Finally, differences within product categories 

were addressed, as it is varying what is important for the consumers within each category in 

terms of brand authenticity.  

 

Finally, the thesis contributes with insights that the concept “authentic brands” is highly 

subjective. Hence, it is important that brand managers contemplate that the concept varies within 

consumer segments and product categories, in order to create authentic brands. 
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Chapter 1 - Introduction 

This chapter is the foundation for the thesis by presenting the research question and the 

background on which it is developed. Further, the conceptual positioning of the thesis and its 

contribution to the academic field is presented. Finally, the structure of the thesis is outlined. 

  

The thesis will examine authentic brands. “Authenticity” is a broad term, and is highly subjective. 

However, a general definition of the term can be “the real or genuine, not copy or fake” and “the 

true and the accurate” (Grayson and Martinec, 2004). We wish to explore authenticity within 

brands as there is identified a tendency where consumers are critical of the current commercial 

focus in society.  This is a result of today's postmodern society where “postmodern markets are 

characterized by a brand-dominated hyper-reality where consumers struggle to differentiate 

between the ‘real’ and ‘fake’’ (Napoli et al., 2013, p. 1090). Thus, some consumers have become 

critical to marketing, advertising, and consumption, as these activities are not perceived as 

genuine (Potter, 2010). As a counterforce to the “fake” and commercial society, individuals have 

a need to seek for meaning in the more real and genuine. 

  
In the postmodern society many individuals also perceive themselves in a whole new way, they 

see themselves as beings that must search for authenticity in order to be what they really are. 

There are higher expectations to know who you are and to be yourself, and individuals seek to 

achieve meaning in life through self-realization (Brinkmann, 2008). This growing trend influence 

consumer's motivation and behaviour as they seek to realize themselves through their 

consumption in order to live a meaningful life. They seek a deeper meaning in the products they 

consume, hence, consumers demand more authentic brands (Beverland and Farrelly, 2010). 

Based on this growing trend we believe it is interesting to further research the term brand 

authenticity, and try to understand consumer’s underlying motivation for purchasing authentic 

brands. 
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1.1 Conceptual positioning 

The conceptual basis for this thesis is divided into five sections. We examine the concept of 

authentic existence, consumer behaviour and motivation, branding, modern demands for 

authenticity and lastly brand authenticity. 

  

The starting point of the theoretical background reviews existing literature on authenticity, in 

order to understand the foundation of what makes a brand authentic. In this section there is a 

focus on the term authentic existence. Consumer behaviour and motivation literature will then be 

reviewed in order to understand how authentic brands may be consumed as a symbolic 

consumption, and thus be a mean for consumers to enhance their identity project. Further, we will 

review literature on how today's postmodern society influence the way we self-present and 

enhance our self-concepts. In the next section of the theoretical background, branding theory 

regarding brand imagery will be examined. Moreover, modern demands for authenticity and 

theory regarding authentic brands are reviewed. 

  

The literature suggests a greater demand for authentic consumption and authentic brands. 

However, consumer research has not given considerable focused attention to authenticity, and the 

fact that authenticity is still not well understood in its market manifestations (Grayson and 

Martinec, 2004). Although brand authenticity is gaining increasing interest in consumer 

behaviour research and managerial practice, literature on motivational drivers for purchasing 

authentic brands and contribution to branding theory is still limited. We wish to use the existing 

literature to understand what makes a brand authentic in the minds of the consumer. 
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1.2 Research question 

The conceptual positioning suggests that there is a managerial and theoretical need for a better 

understanding of the increasing trend for authentic brands. We seek to understand consumer’s 

need for authentic brands, and how it plays out with the fact that brands are mass-produced 

conceptualized entities. The thesis explores dimensions that make a brand authentic, and 

consumer’s needs and motivation for demanding authentic brands. On this background, the 

research question of the thesis is: 

 

  

What makes a brand authentic, and what is the underlying motivation for purchasing authentic 

brands? 

 
 
1.2.1 Sub-questions 

In order to assess the research question, we have outlined three sub-questions. The sub-questions 

serve as a guide for the research conducted in order to provide an answer to the research question. 

As well as it serves as a delineation of the research topic. 

  
1)   What makes a brand authentic? 

2)   What motivates consumers to buy authentic brands? 

3)     What is the difference between consumer’s attitudes and action in relation to authentic 

brands? 

 

1.3 Relevance for researchers 

The thesis contributes to existing research by exploring consumer’s perception of what makes a 

brand authentic, and their underlying motivation for purchasing authentic brands. An exploratory 

study was seen as appropriate, and we have analysed our findings according to the incorporated 

theories within authentic existence, consumer behaviour and motivation, branding, modern 

demands for authenticity and brand authenticity. 

There is a growing interest for brand authenticity in consumer behaviour and branding research. 

We will further explore consumer’s perception of what makes a brand authentic, although there is 

existing research within this field. This literature is quantitative with focus on measurement of 
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brand authenticity, whereas we seek to explore this theme from a qualitative perspective. Our 

research will shed light on consumers underlying motivation for purchasing authentic brands.  

 

1.4 Delimitation 

In order to address the research question within the scope, and in a thorough and profound way, a 

number of delimitations are made. This thesis is limited to study consumers within the category 

of urban Scandinavian Millennials who are resident in Copenhagen, Denmark. The reason for this 

delineation is primarily that the investigation takes place at Copenhagen Business School, and as 

a result of the investigators Scandinavian origin. The specific delineation of residence in 

Copenhagen is based on the assumption that brand authenticity is an urban phenomenon. 

1.4.1 Urban Millennials 

We have chosen to limit the research group within the Millennial generation, which are the 

demographic cohort following the generation X. There are no precise dates for when the 

generation starts and ends, but most researchers and commentators use birth years ranging from 

the early 1980's to the early 2000’s (Horowitz, 2012). The participants within our research are 

between 22 - 26 years old. 

  

The Millennials generation grew up in the post-modern society and therefore believed to be 

influenced of this period’s pursuit of identity creation and the quest for authenticity. Millennials 

are considered to be the social generation, both online and in-person. They prefer to live in dense 

and diverse urban villages where social interaction is easily accessible. The markets where 

Millennials are most highly concentrated reflect their desire to live in more socially conscious 

and creative environments. Research showed that 62 % of urban Millennials prefer to live in 

mixed-use communities found in urban centres, where they are close to shops, restaurants and 

offices (Nielsen, 2014). We assume that Millenials in Copenhagen have the same preferences. 

Millennials are also described as “digital natives” who represent the first generation to grow up 

with online social networking. Millennials use social networking sites, such as Facebook and 

Instagram, to create a different sense of belonging, make acquaintances, and to remain connected 

to friends (Prensky, 2001).  

  

Millennials are perceived as consumers with short attention spans, and highly demands 

personalization, which requires an integrated and well thought-out customer experience through 

marketing and branding efforts. Millennials are more sceptical to traditional advertisements, such 
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as commercials (Wu, 2015). They want something real, and they crave interaction with the brand 

on social networks. Hence, we believe they have a desire for authentic brands. Brands that are 

transparent and down-to-earth about whom they are and what they want to achieve is something 

that Millennials are attracted to. If the brand is able to communicate a real and human story, 

they’re much more likely to make a connection. Wu (2015) explains how brands and products 

with authenticity are more likely to be proudly displayed by Millennials.   

  

The interview participants are of both sexes as we seek to understand this urban youth group as a 

whole. However, this may lead to somewhat different results based on differences in interests 

among the genders.  

1.4.2 Product categories   

We have limited the research to three different product categories, namely eateries, beverages and 

clothing. These categories are chosen as they are deemed of interest to the research participants. 

We argue that brand authenticity is relevant in the above mentioned categories. It is also 

important to point out that the relevance of brand authenticity will differ within different 

categories. Product categories where symbolism and meaning is an important part of the product 

benefits, is assumed to be more relevant to the term of brand authenticity. While categories that 

are characterized by more functional product attributes, will have less emphasis on brand 

authenticity. 

  

Millennials prefer to spend their money on restaurant meals and drinks (Barton et al., 2012), 

hence it is relevant to investigate the product categories, eateries and beverages. Millennials are 

far from a homogenous group, and therefore different segments have different dining needs and 

preferences (Barton et al., 2012). Further, both men and women, are knowledgeable about 

clothing, they like buying it and have formed brand preferences. Male Millennials spend twice as 

much on apparel per year as men of the previous generations. Generally, female Millennials buy 

more apparel per year than non-Millennial females (Barton et al., 2012). Clothing is a large share 

of what Millennials consume, therefore this product category is relevant to investigate. We will 

research 20 different eateries, beverages and unisex clothing brands, to ensure that all research 

participants have heard about at least a couple of the brands, and that they are of interest 

regarding the interview participants needs and preferences. Within these categories we have 

chosen a set of brands that we assume the consumers will perceive differently in terms of brand 

authenticity. Our research will investigate the following brands within the following categories:  
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Eateries 

Within the eatery category we will examine consumer’s perception of brand authenticity on the 

following brands located in Copenhagen:  

 

McDonalds, BarBurrito, Sticks’n’Sushi, Hot Buns, Nørrebro Bryghus, Mother, District Tonkin, 

Grød, Ma’ed Ethiopian Restaurant, Palæo, Bistro Pastis, Neighbourhood, Cafe Norden, Møller 

Kaffe og Køkken, Alabama Social, Meyers Bageri, 42 Raw, American Pie, Tommy’s Burger 

Joint and Max Burger. 

 

 

  
 

Figure 1.1: Eateries logos.  
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Beverages 

Within the beverage category we will examine consumer’s perception of brand authenticity on 

the following brands:  

 

Coca Cola, Tropicana, Cocio, Matilde, Faxe Condi, Vitamin Well, Fanta, Innocent, Ramlösa, Red 

Bull, PepsiCo, Nobe Aloevera, Snapple, Frosh, Monster energy drink, San Pellegrino, Naturfrisk 

Organic Apple Juice, Capri-Sonne, Voss and Vita Coconut water. 

 

 

 
  

Figure 1.2: Beverages logos.  
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Clothing 

Within the clothing category we will examine consumer’s perception of brand authenticity on the 

following brands:  

 

Levis, Patagonia, Armani, Dr. Martens, Tiger of Sweden, Nike, Samsøe Samsøe, Adidas, TOMS, 

Zara, Acne, Abercrombie and Fitch, Barbour, Calvin Klein, Converse, Peak Performance, Vans, 

H&M, Ralph Lauren, and Timberland.  

 

 

 
 

Figure 1.3: Clothing logos.   
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1.5 Structure of the thesis 

The structure of the thesis is briefly outlined in this section to provide an overview of the 

remaining chapters.  
 

Chapter 2 provides the theoretical foundation which sets the basis for the knowledge developed 

in the thesis. The theoretical foundation is divided into five sections: authentic existence, 

consumer behaviour and motivation, branding, modern demands for authenticity and lastly brand 

authenticity. This chapter provides a foundation of existing interpretations on which the research 

is built on, in order to fulfil the aim of thesis. 

  

Chapter 3 entails the methodological considerations and procedures, which are employed in the 

thesis. This chapter encompasses an assessment of the qualitative phenomenological method, and 

a detailed description of the data collection process is presented. In addition, there is a review on 

how the data coding and analysis was conducted. Finally, the quality of the thesis is evaluated. 

  

Chapter 4 presents the findings from the semi-structured interviews. This is divided into five 

overarching themes based on the categories which was derived from the coding process: what 

makes a brand authentic, what makes a brand inauthentic, motivation for purchasing authentic 

brands, consumer segmentation, and what factors are important within different product 

categories in terms of authenticity.   

  

Chapter 5 the last chapter includes a discussion containing theoretical contributions based on the 

finding. The conclusion of the study is presented and the studies limitations. Future research and 

managerial implications are discussed. 
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An outline of the thesis is illustrated in figure 1.4 below; this figure aims to give a well presented 

structure of the thesis. 

  

 

 

Figure 1.4: Structure of the thesis.  
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Chapter 2 - Theoretical foundation 

Chapter two presents the theoretical foundation of the thesis. We have selected relevant existing 

literature, research and concepts within the topics authentic existence, consumer behaviour and 

motivation, branding, modern demands for authenticity and brand authenticity. The theoretical 

foundation sets an outset for the interpretation of brand authenticity in order to assess the problem 

statement. 

 

In order to understand what makes a brand authentic, and consumers desire for authentic brands it 

is essential to explore authenticity. The first section focuses on theories within authenticity and 

human beings, how to live an authentic life and how to be your authentic self. We believe that it 

is relevant to look at authenticity in human beings in order to grasp the concept “authenticity”, 

and consumer’s quest for authentic brands. 

  

The next section examines identity concepts and theories regarding how individuals have a need 

to know who they are, and how to express their identity. This section includes theory on how 

individuals portray themselves in today's postmodern society. These themes are addressed in 

order to understand consumer behaviour and motivation in regards to authentic brands, as identity 

projects relates to consumption. Further on, there is an emphasis on symbolic consumption, and 

how consumers purchase products for the meaning they express, and how this is can be a part of 

people's identity creation. 

 

The third section concerns branding. This section explores brand definitions and brand imagery, 

in order to understand which features of the brand can be perceived as authentic.  

Further, we examine the growing tendency of modern demands for authenticity. This is discussed 

through modern demands for authenticity in objects, the emergence of the experience economy, 

consumer’s that seek for authenticity, the authenticity paradox, and lastly, brands in 

transformation and the search for authenticity.  

The last section focuses on brand authenticity. Several features of perceived brand authenticity 

are discussed. Further, three perspectives are examined, which are the objectivist, the 

constructivist, and the existentialist perspective.  
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2.1 Authentic existence 

Authentic existence is explored within the existentialist philosophy with focus on living an 

authentic life. We believe it is important to discuss authentic people and life in order to 

understand that consumers might experience other people as authentic, and might have a desire to 

live an authentic life themselves. 

 

Within the existentialist philosophy, the French philosopher, Sartre, explain inauthenticity 

through characters and antiheroes who base their actions on external pressure. His work includes 

characters who do not understand their own reasons for acting, or who ignore crucial facts about 

their own lives in order to avoid uncomfortable truths. Sartre is also concerned about the 

experience of absolute freedom. This experience is necessary for the state of authenticity. On the 

other side, authenticity can be so unpleasant that it leads people to inauthentic ways of living. 

Sartre focused on inauthentic existence as a way to avoid the paradoxical problem of appearing to 

provide prescriptions for a mode of living that rejects external dictation (Baird et al., 2008). 

In alignment with Sartre, Schwartz (2012) discusses how we suppress our authenticity in 

deference to a safe and non-challenging communication. This devolving from our more genuine 

self typically begins in childhood as we experience any host of emotional challenges. For 

example, if we encounter abuse or disappointment we begin to alter our personality as we attempt 

to cope with these wounds. Although the coping mechanisms are adaptive at that time, during a 

lifetime they become masks that distance us from a more actualized sense of self (Schwartz, 

2012). 

  

According to the existentialist philosopher Kierkegaard, authenticity is reliant on an individual 

finding authentic faith and becoming true to oneself. Kierkegaard presents the idea that there are 

several challenges for an individual in the society to try to live authentically. Kierkegaard sees 

both the media and the church as intervening agencies that are blocking people’s way to true 

experiences, authenticity and God. In order to achieve authentic faith, you need to face reality, 

make a choice and passionately stick with them. The goal of Kierkegaard's existentialist 

philosophy is to show that, to become authentic, one must face reality and form his own opinions 

of existence (Holt, 2012). One of the key lessons of Kierkegaard is that the individual is free to 

choose his way of life. This is grounded in a fundamental distinction between the individual's free 

choice and the way of life the individual must choose in order to be authentic (Rae, 2010). 

Nietzsche’s view of authenticity is an atheist interpretation of Kierkegaard. To be able to find 

authenticity, one must be a free thinker. The commonality of Kierkegaard and Nietzsche’s 
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existential philosophy is how the individual have the responsibility to take active part in shaping 

one’s beliefs and then to be willing to act on that belief (Holt et al., 2012). 

  

The existentialist philosophers view on living an authentic life is to be able to avoid all external 

pressure and to achieve a state of absolute freedom. Sometimes it can be so challenging to live an 

authentic life so you actually want to live an inauthentic life to avoid uncomfortable truths. The 

distinction between the authentic and inauthentic tends to be subjective and personally or socially 

constructed. It is behaviour experienced by an individual that is self-authored and self determined 

(Napoli et al., 2013). This tension will further be discussed in the next section. 

2.1.1 Conflict of authentic-self and social approval 

In order to understand people’s need for authentic brands, we will further investigate the desire to 

be an authentic individual. People are driven by two opposites that create tension, which is the 

conflict of striving for an authentic-self, and at the same time seek for social approval. 

The authentic-self is often defined as behaving consistently with your true or core self. The true 

self is the sum of a person’s natural uncontrived tendencies and inclinations, as reflected in one’s 

motives, values, feelings, self-perceptions, worldview, and other traits (Leary, 2003). People 

strive for the authentic-self, as it may be a source of self-worth, and it has found to be positively 

associated with self-esteem. It is a motivating force of the self, and a mean for self-enhancement 

(Vannini et al., 2008). 

Leary (2003) argue that external pressure makes people act in a way that is not natural personally 

satisfying, as most people are concerned with what others think of them.  Human beings often 

behave in-authentically because they believe their natural inclinations will result in disapproval, 

rejection or punishment (Leary, 2003).  Through self-control and self-reflection one act against 

the “true self” in order to seek approval. This disguises the true or authentic self (Schwartz, 

2012).  Frameworks of authenticity often confront this conflict between authenticity and need for 

social approval, as there is a tension between the individual and society. Research suggest a 

correlation between the need for social approval and authenticity, and people with a high need for 

social approval predicts lower levels of authentic behaviour (Vannini et al., 2008).  Furthermore, 

Potter (2010) discuss when we meet people who are living “inauthentic lives” they are called 

“shallow” or “superficial” as opposed to the more authentic living people who are considered as 

“deep” or “profound” (Potter, 2010, p. 10). We believe that for some consumers, in need for 
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social approval, consumers actively seek authenticity in their lives, to be considered as deep or 

profound. 

Turner (1976) presents two poles as the driving force behind this tension that is the institutional 

pole and the impulse pole. The institutional pole represents the self that resides in the institutional 

frameworks, and it focus on external forces influencing the self. Whereas, the impulse pole is 

more internal and individualistic and it entails the individual's’ deeper psychological need, it is 

about feelings and desire. Both poles influence the way people construct and endorse the true self 

(Turner, 1976). Sociologist and psychologist Mead (1976) has a similar approach to the 

phenomena where he divides the social aspect of the person as “me”, while “I” refer to the 

impulse behaviour of a person. By this classification the “me” represents the self as object, 

whereas “I” is self as subject. 

Related theory divides this tension into impression management and self-deception, whereas 

impression management refers to our strategic self-presentation to others, and self-deception is 

the corresponding process that one does only for oneself. Authenticity is extremely complex as 

individuals can act authentically but behave in a way that feels insincere, and opposite that one 

can act inauthentically, but appear sincere to others. The social aspect of self is relevant to 

authenticity, and it concerns the human need for recognition. In addition, it entails the idea that 

we present ourselves differently to different audiences (Vannini et al., 2008). We are of the 

opinion that the tension between being true to oneself and social acceptance can be of benefit to 

marketers. Marketers can exploit this opportunity as there will be consumers who will demand 

authentic brands as they want to be consistent with themselves, and there will be consumers who 

demand authentic brands as they want to express their social self as authentic in order to appear 

as deep and profound. 

2.2 Consumer behaviour and motivation 

In this section we will review relevant theory regarding consumer behaviour and motivation. We 

address the psychological aspect, self-concept and identity. The purpose is to achieve an 

understanding of consumer’s perception of themselves, and how they use possessions to support 

and enhance their identities. In order to understand consumer’s motivation and need for identity 

construction we examine the culture for identity construction in today’s postmodern society. 

Further, theory regarding how consumers present themselves is reviewed. The purpose of this 

section is to examine relevant theory that may help explain consumers underlying motivation for 

purchasing authentic brands  
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2.2.1 Identity and self-concept 

The search for identity is a highly important factor in postmodern consumption, thus studying the 

consumer’s concept of self and its relation to symbolic consumption is essential in order to 

understand the postmodern consumer’s behaviour and motivation for consumption. The two 

terms self-concept and identify are social constructions, thus difficult to define. These concepts 

describe important parts of human experience and behaviour such as inner thoughts, feelings and 

desires. The distinction between the terms identity and self-concept rests on the disciplinary 

divide between psychology and sociology, thus the terms are often applied as synonyms (Friese, 

2000). 

Identity can be defined as “any category label with which a consumer self-associates that is 

amenable to a clear picture of what a person in that category looks like, thinks, feels and does” 

(Reed et al., 2012, p. 310). To understand whom one is, what one believes and what one does, is 

a fundamental human drive. Consumers have a choice about who they want to be and what kind 

of life they want to live. They engage in identity verification as they monitor their own behaviour 

to manage and reinforce their identities (Reed et al., 2012). Psychologist Brinkmann examines 

identity from a socially oriented psychology perspective, where the world and the social contexts 

are a part of our identity creation. He addresses the major impact today's society has on a person's 

identity. The identity question, “Who am I”, is determined by the individual's value horizon the 

person operate within. This horizon helps the individual to decide, what is worth to identify with 

or not (Brinkmann, 2008). 

Whereas identity concern who you are, the self-concept concerns the ideas about yourself 

(Baumeister 2012, in Leary, 2012). The self-concept theory in consumer behaviour is 

characterized as incoherent and diffuse, as it is a socially constructed phenomena (Sirgy, 1982). 

The term can be defined as, “Self-concept denotes the totality of the individual’s thoughts and 

feelings having reference to himself as an object” (Sirgy, 1982, p. 287). We examine several 

different theoretical frameworks regarding an individual's self-concept, which contribute to the 

theme in various ways. The self-concept is of value to the individual, thus their behaviour will 

contribute to protect and enhance it. Self-concept can be seen from both an internal and external 

perspective. At the internal level it is perceived as the actual-self built on the individual core. 

However, it may also be perceived as the interaction with his or her relevant social milieu, which 

is related to how a person wishes to be perceived by others (Reed, 2002). Sirgy (1982) defines the 

actual-self as how the person perceives him/herself. Whereas the ideal self refers to how a person 
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would like to perceive him/herself, and the social self refers to how a person presents him/herself 

to others. The self-concept occur on multiple levels, such as the ideal social self-concept also 

called “desired social-self” which denotes the image one would like others to hold (Sirgy, 1982). 

The self-concept can also be explored through the consumer self-construct model. This model 

also refers to the internal and external perspective, called the independent (individual) self and 

the interdependent (social) self. However, this model differs slightly from the previous theory. 

The authors argue that at the individual level, objects are consumed because they transfer a 

symbolic significance for the consumer in relation to the creation and maintenance of self. The 

social level of self is the consumption of objects to express self to others. The independent level 

consist of the levels actual self which is an objective representation of self (the actual way the self 

is), the ideal self which is the consumer's perspective on their ideal self, and the desired self 

refers to what the consumer wish to become. The interdependent social self is divided in the 

levels outgroup and ingroup. The ingroup is a social group where the individuals identifies and 

feel a part of it, whereas the outgroup represents a social group that the individuals do not 

identify with (Heding et al., 2009). 

  

Figure 2.1: Consumer self-construct (Heding et al., 2009).  

Higgins (1987) has a somewhat different approach from the previous two perspectives, as he 

examines deeper the external perspective as he addresses how others actually perceive your self-

concept. The model consists of two basic standpoints on the self, hence your own personal 

Consumer 
self 

Independent 
indvidual 

Actual self Ideal self  Desired self 

Interdependent 
social  

Outgroup Ingroup 
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standpoint or someone significant others. A person’s self-concept can be judged from both 

standpoints. His self-state representations are based on three domains of the self, which are the 

actual, ideal, and ought. The “ought” is the representation of the attributes that you should or 

ought to possess. It is a representation of sense of duty, obligations, and responsibilities. The 

different representations can be contradictory which can lead to emotional discomfort. The gap 

between the self-representations is referred to as the self-discrepancy. If there is not a correlation 

between a person’s own self-perception and others perception, shame may be experienced. If it is 

a discrepancy between the own perspective, the consumer may feel guilty (Higgins, 1987). For 

example, if your actual self is overweight, but your ideal self and ought self wants you to be 

skinny, you will experience emotional discomfort. There is several aspect of self, and whether 

authenticity is experienced when we are true to the actual self or the ideal self is still unanswered 

(Vanini, 2008). 

  Domains of self    

  Actual Self Ideal Self Ought Self 
 

Standpoints of 
the self 

Own How I actually see 
myself 

How I would like 
to be 

How I believe I 
ought to be 

 Other How others 
actually see me 

How others would 
like me to be 

How others believe 
I ought to be 

 

Figure 2.2: Dimensions of the self (Higgins, 1987).  

The different theoretical frameworks indicate that the self-concept is a dynamic phenomenon that 

is influenced through social interaction, whereas friends, family, and idols influence the 

consumer.  

2.2.2 Possessions as consumer identity building blocks 

Individuals may purchase products and brands because of their symbolic meaning, and as a mean 

to create and enhance identity. Symbolic consumption can tell a story of who they are to 

themselves and to others. The next section will cover the theoretical foundation of utility of 

consumption beyond the functional attributes, and examine the symbolic meaning related to 

consumption, and how this symbolism in brands can be a building block in the creation of who 

we are.   
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The meaning consumers attach to their possessions is key to understand consumption patterns 

and the drivers that motivate consumers’ symbolic consumption (Heding et al., 2009). Sirgy 

(1987) specify how consumer behaviour is a mean to enhance an individual’s self-concept, 

through the consumption of goods as symbols. Use of goods communicates a symbolic meaning 

to the individual and to others, “people buy things not only for what they can do, but also for 

what they mean” (Levy, 1959, p. 118). This is in alignment to McCracken’s (1986) theory of 

movement of cultural meaning of consumer goods. He argues that consumer goods have a 

significance that goes beyond their utilitarian character, this significance is their ability to carry 

and communicate cultural meaning. The original location of the cultural meaning, which resides 

in the consumer good, is the culturally constituted world, the world of everyday experience. The 

cultural meaning moves first from the culturally constituted world to the consumer goods and 

then from these goods to the individual consumer. Thus, products and brands becomes a tool for 

expression of self (McCracken, 1986). 

In order to construct our identity through consumption we have to identify with the products we 

consume. All things can symbolize values, thus all things could contribute to identity 

construction (Brinkmann, 2008). Sennett (2006) also emphasize that products do not explicitly 

create value from its materials and productions costs, but from what type of experience it offer to 

the consumer. The Volkswagen Group is an example of this type of value creation as they 

produce the modest Skoda and the popular Audi. These two models only differ with 

approximately 10 % in terms of material, while the price differ more than 100 % (Sennett 2006, 

in Brinkmann, 2008). The significant difference in price is based on something aesthetic 

experience. It is all about what type of lifestyle the consumer wants to be associated with. 

Consumers may avoid brands that signal membership in unwanted groups, and seek out brands 

that signal membership in relevant reference groups (White and Dahl, 2007). Brinkmann (2008) 

point out how the society affects our identity, and that it is increasingly defined by our 

consumption. In today’s society it is assumed that existential need for meaning can be satisfied 

through consumption, hence one can buy a meaningful life and identity. The author does not 

agree with this point of view, however he points out the notion that some in our society think it is 

like that. Consumers are not only driven by sense and logic, but a high level of emotions, they are 

driven by a desire to stage an identity through consumption (Brinkmann, 2008). 

Another perspective suggests that that our possessions are not only a reflection of our identities, it 

is also a contributor to development of self. Our possessions become an extension of our self, as 

it contributes to our capabilities for doing and being. Thus, the relationship between self-concept 
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and consumer brand choice is closely intertwined, as we are the sum of our possessions. The 

more we believe we possess or are possessed by an object, the more part of self it becomes. Belk 

stated, “It seems an inescapable fact of modern life that we learn, define, and remind ourselves of 

who we are by our possessions. Our accumulation of possessions provides a sense of past and 

tells us who we are, where we have come from, and perhaps where we are going” (Belk, 1988, p. 

160). Sartre also believe that possessions are important in order to know who you are, as people 

use possessions as means to express, confirm and ascertain a sense of being. He emphasize how 

other people also affect relationships of having, doing and being, as others people constitute an 

important mirror, which we see ourselves. Belk (1988) point out the relationship with others and 

possessions. Others first come to associate possessions and possessor. Further, they will come to 

infer the traits of the person from the nature of the possessions, or the nature of the possessions 

from the traits of the person, depending on which one they know the best (Belk, 1988). 

According to Wattanasuwan (2005) consumption is certainly a significant source of symbolic 

meanings with which we implement and sustain our project of self. In order to feel alive in this 

saturated world we crave a sense of meaningfulness. In our pursuit of being we avoid the 

emptiness in our life with the meanings, which we believe can symbolically constitute a sense of 

“who we are”, in order to achieve a sense of existential self. It is a micro meaning that can 

accommodate us in our everyday life, not the grand meaning of being (Wattanasuwan, 2005). 

Shopping is regarded as the buying of identity, as we magically acquire a different persona. Saren 

(2007) is a critic of consumption as a mean for self-creation, however he points out that many are 

of the opinion that we are what we have (Saren, 2007). Fromm (1976) criticizes this perspective 

as he questions, “If I am what I have and if what I have is lost, who then am I” (Fromm, 1976, p. 

76 in Wattanasuwan, 2005). 

Zavestoski (2002) acknowledges that self-creation takes place in consumption.  People's sense of 

attachment and satisfaction can be manipulated through product acquisition. Marketers can 

benefit by getting consumers to see their identities as matched to a particular brand, the brand’s 

symbolic power can then communicate prestige or increase self-esteem. Although many 

individuals buy and consume commodities as a substitute for what’s missing in their life, 

Zavestoski (2002) argue that a higher level needs, such as, authentic-self is not achievable 

through consumption. “Of the three primary motivational bases of the self (esteem, efficacy, and 

authenticity), it is argued that only self-esteem and self-efficacy can be acquired through 

consumption” (Zavestoski, 2002, p. 149). 
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Although this section emphasizes the symbolic meaning of consumption, it is important to 

mention that consumption do not only satisfy self-actualization needs. Consumption is also 

driven by other factors such as utilitarian characters or value for money. This can be linked to the 

distinction between consumer’s rational and emotional motives. Rationality implies that 

consumers select goals and consume based on totality objective criteria’s, such as size, weight, 

price or miles per gallon for example. This is a conscious, logical reason for purchase. On the 

other hand, emotional motives imply the selection of goals according to personal or subjective 

criteria. This can be a feeling experienced by a customer through association with a product or a 

brand (Evans et al., 2009). Whether consumers choose brands based on rational or emotional 

motives is highly dependent on the product category. 

2.2.3 Postmodern society and identity 

It is important to understand the individual's search for identity, and how this search is influenced 

and reinforced by the current situation in today's postmodern society. Today's society can be 

described with an absence of purpose (Potter, 2010). We believe that this absence is an important 

motivational factor for consumers demanding authentic brands, as they seek for meaning and the 

truth. According to Brinkmann (2008) we only begin to talk about identity, that moment when 

identity becomes a problem, in today’s postmodern society the standard of living is high, thus 

consumers shift their focus to themselves as they do not have many external concerns. The 

society today is characterized by the extreme focus on “finding yourself”, “work with yourself”, 

and “personal development”. After the Second World War in the western society people perceive 

themselves as individuals in a whole new way. Today we see ourselves as beings that must search 

for the authenticity in order to be what we really are. Individual identity is now about 

experimental self-discovery, we have to give our lives meaning through our self-realization 

project. Self-realization has become a central part of the current institutionalized expectations that 

people encounter at the social arena, family life, educational and work life, it complies with a 

self-interpretation that emphasizes self-realization (Brinkmann, 2008). 

In order to answer identity questions, “who am I” and “ what do I want”, are dependent on factors 

such as one’s choice of correct education as you are supposed to choose after interest, and that 

our career is interesting and stimulating. In today’s culture it is assumed that we must know 

ourselves and that we must develop in order to live a good and meaningful life. In the 

postmodern society there is a pressure to find and be your-self, and at the same time be under 

constant development (Brinkmann, 2008). Paradoxically the liberation has led many individuals 
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experience inner emptiness, a feeling of being redundant and the absence of purpose, as a result 

of the constant pursuit of development (Honneth, 2004). 

2.2.4 The presentation of self   
This section emphasizes how individuals present their self-concept, and how brands and goods 

can serve as props to signalize a specific appearance. Goffman (1990) uses the imagery of the 

theatre in order to portray the importance of human social construction, he refers to this as the 

dramaturgical model of social life. The “theater metaphor” indicates the notion of facework as a 

means of constructing identity. He believed that when an individual comes in contact with other 

people, he or she will attempt to control or guide the impression that others might make of him by 

changing or fixing his setting, appearance and manner. Goffman (1990) also refer to the notion of 

frontstage and backstage. On the frontstage, individuals are perceived as actors on stage in front 

of an audience. This is where the positive aspect of the idea of self and desired impressions are 

highlighted. Different “props” such as goods or brands may be applied on stage in order to form a 

specific “face” or appearance. The backstage can be considered as the individual's hidden or 

private place where they can be themselves and set aside their role or identity in society. Here 

individuals can be themselves and get rid of their role or identity which they play in front of 

others. The individuals or actors “perform in different settings”. The setting for the performance 

includes the scenery, props and location where the interaction takes place. Different settings will 

have different audiences, thus it requires that the actor alter his or her performance for each 

setting (Goffman, 1990). 

2.2.5 Personal branding 

We review existing theory on the concept of personal branding as we deem it relevant in order to 

understand the quest for authenticity. Personal branding is a type of self-presentation, which 

denotes the image one would like others to hold. Through personal branding individuals have the 

opportunity to show themselves to the world, in that way they would like to be perceived. The 

ability to edit and manage their personal brand makes it easy to "fake" the self in order to achieve 

the desired self. In a society where one is overexposed to this “fakeness” (Napoli et al., 2013), 

people become critical, as they are aware that this self-promotion is not true or genuine. As a 

countercurrent, people are more concerned with authenticity. Another perspective on the matter is 

individual’s who apply authenticity in their self-promotion in order to be perceived as deep and 

profound.   
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Socrates said, “The way to gain a good reputation is to endeavor to be what you desire to 

appear” (Karaduman, 2013, p. 465). Even though this was stated approximately 2400 years ago, 

it highlights the importance of the subject called “personal branding”. Personal branding can be 

applied for both personal- and professional- level social network. Karaduman (2013) define 

personal branding as, “the process whereby people and their careers are marked as brands” 

(Karaduman, p. 465). PriceWaterhouseCoopers (PwC) defines personal branding at the 

professional level as “It’s your reputation. It’s about bringing who you are to what you do and 

how you do it.  It’s about making your mark by being yourself - your best self” (PwC.com). This 

definition is in alignment to Brinkmann’s (2008) description of the culture in the postmodern 

society, where there is an expectation that we should be ourselves, nevertheless it is an 

expectation that we should be our “best-self”. So it is actually not enough to only be your-self, as 

one should constantly self-develop. 

  

Lair (2005) examine personal branding he emphasize “self-packaging” where success is 

determined by how effectively they are branded, instead of the individual's internal set of skills, 

motivations and interest. Thus, it is more about how to promote oneself rather than true self-

expression. Workers who attempt to preserve and promote what they experience as their true or 

authentic self, is irrational, as personal branding promotes a hyper-individuality based on a lack 

of deeper identity and self-awareness (Lair, 2005). Strategically constructing an identity requires 

a kind of simulated authenticity that involves the continuous monitoring of feedback from the 

audience, where the main focus is to be liked (Taylor, 2014). 

  

Furthermore, personal branding has become an important marketing task for everyday people. 

The ground for personal branding is that everyone is allowed to be their own brand and their own 

marketer. In alignment with product branding, personal branding is about capturing and 

promoting an individual's uniqueness and strengths to a target audience (Labrecque et al., 2010). 

There is one key difference between product and personal branding. There lies a challenge of 

segmentation for personal branding. While the digital age promotes the freedom to explore 

multiple selves (Turkle, 1995), advocates of personal branding recommend that the branding 

message should be consistent and clear. Hence, individuals should be able to communicate their 

own brand as authentic. This can be challenging if a person wants to create multiple brands for 

different audiences (Labrecque et al., 2010). 
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2.2.6 The web 2.0 and social media 

We would like to address the Web 2.0 and social media, as it is a major contributor to self -

branding. The Web 2.0 refers to the cumulative changes in the way web pages are made and 

used, it describes today’s web pages that emphasize user-generated content (O’Reilly, 2005). 

Internet has played an important and growing part in the drive towards authenticity, as it has 

broken down old walls of privacy and made all our lives more transparent. Many young people 

today conceive their lives being public property (Zogby, 2008). “Privacy is out, the open book is 

in. To be considered truly authentic today, especially among the youngest adults…you have to be 

willing to share even intimate details about yourself” (Zogby, 2008, p. 159). The Web 2.0 offers 

the opportunity for individuals to share their personal lives, and engage in personal branding. 

Within the Web 2.0 there is a particular trend for social media, which can be described as “a 

group of Internet based applications that build on the ideological and the technological 

foundations of Web 2.0, and it allows the creation and exchange of user-generated content” 

(Karaduman, 2013, p. 465). There are several social media platforms, which gives individuals the 

opportunity to share personal content, where every detail posted or shared becomes an identity 

statement. Accordingly, individuals can use these tools to strengthen their personal brand and 

enhance their identity projects.   

  

Schau and Gilly (2003) suggest the possibility for a person to develop a “digital self”. Previous 

consumer research has addressed the use of physical goods in order to enhance self-concept and 

self-representation, however the digital self-presentation requires only digital references. Brand 

consumption is not required in order to enhance self-concept. It is possible to use eventual 

material referent in order to be associated with a particular brand. Thus, digital association blurs 

the distinctions among the material and immaterial, as well as the authentic or inauthentic. 

Consumers choose brands and possessions they believe would fit with their actual self, when 

posting their digital self, in order to be perceived authentic (Schau and Gilly, 2003). 
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2.3 Branding  

To be able to understand why consumers request authentic brands, it is necessary to explore the 

field of branding. First we will define what a brand is, further explore brand imagery as the brand 

is an abstract phenomenon.  

 

A significant feature of contemporary marketing research and practice concerns the emergence of 

brands as key organizational assets (Louro and Cunha, 2001). Building strong brands has been 

shown to provide numerous financial rewards to firms, and therefore is a top priority for many 

organizations (Keller, 2001).  Branding is a concept that can help the corporation to differentiate 

their products from its competitors (Kotler, 1991). The brand is and has been defined in many 

different ways over the years, depending on how the brand is perceived. In the classical definition 

the brand is linked to the identification of a product and the differentiation from its competitors, 

through the use of a certain name, design, logo or other visual symbols and signs. Kotler define a 

brand as “a name, term, sign, symbol, or design, or combination of them which is intended to 

identify the goods and services of one seller or group of sellers and to differentiate them from 

those of competitors” (Kotler, 1991, p. 442). These individual brand components are here called 

brand identities and their totality is “the brand”. 

2.3.1 Brand imagery 

 “The brand” is an abstract phenomenon that contains many different aspects, therefore we 

believe it is necessary to discuss brand imagery, as it deals with the extrinsic properties of the 

product or the service (Keller, 2008). It is important to discuss the concept in order to understand 

which features of the brand are perceived as authentic, as it meet consumer’s psychological or 

social needs. According to Keller (2008) brands can create competitive advantage beyond 

functional attributes and through the intangible aspect of a brand that is referred to as the brand 

imagery. Brand imagery is about how consumers think of the brand abstractly at an emotional 

level, not what it offers in terms of utilitarian functions but what it means (Keller, 2008).  

Imagery is an important aspect of a brand, as it serves a significant role in consumer’s lives, as it 

allows them to signal certain characteristics that they can adopt into their own identity.  As 

previously mentioned, consumers have a tendency to define their image or identity through the 

symbolic consumption of certain brands. Thus, marketing can be a tool to reinforce this tendency 

as it can create and add value to brands by providing them with meaning. The image 

communicated may be even more important than the actual product benefits, which make it 
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pivotal that marketers consider the value of image when planning marketing strategies. 

Consequently, the brands need to have the ability to take on this type of special meaning (Keller, 

2008). 

  

After discussing branding and brand imagery, we will further address modern demands for 

authenticity in order to create a more thorough theoretical foundation for understanding consumer 

demands for authenticity and authentic brands.   

2.4 Modern demands for authenticity 

In this section we will discuss different consumer motivations and demands for authenticity in the 

modern society. We believe it is relevant to discuss these tendencies in order to understand which 

effect it has on marketing and branding efforts, and why it might be an influential factor for 

consumer’s desire for authentic brands.  

 

It is identified a tendency where consumers are critical of marketing, advertising and 

consumption. Consumers are critical of authorities, and therefore seek meaning somewhere else. 

Some brands and classical marketing efforts are failing when it is perceived as fake and 

superficial, which creates room for brands that are perceived as more real and authentic. 

  

There is a broad diversity in consumer’s motivation when searching for authenticity. It is 

important to understand different motivations when we are trying to understand consumers 

underlying need for authentic brands. Zogby (2008) have discovered that Americans have a 

“deep-felt need to reconnect with the truth of our lives and to disconnect from the illusions that 

everyone from advertisers to politicians tries to make us believe are real” (Zogby, 2008 in Potter, 

2010 p. 5). People have grown tired of the spin-doctoring, marketing, and outright lies that 

originate from political and corporate America. Consumers are longing for more reality. Zogby 

emphasize how Americans want more out of their lives, not more possessions, not more power 

and not more artificiality or engulfing lies but more meaning and purpose, more truth, hence 

more authenticity (Zogby, 2008). 

  

Potter (2010) also explores this tendency. He explains that consumers live in a world increasingly 

dominated by the fake, the pre-packaged, and the artificial. Outrageous advertising and lying 

politicians expose us daily. Some consumers eat barely nutritious food, watch scripted “reality” 

shows, and take pre-packaged vacations with pre-packaged memories. Further, Potter (2010) 
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explain how we spend a lot of time hanging out on Facebook messaging our “friends” or 

wandering around virtual environments like World of Warcraft, interacting with people we never 

meet or will ever recognize if we did. Meanwhile, when we look around there is a growing 

“trend” or “phenomena” of a demand for the honest, the natural and the real, which Potter (2010) 

describe as authentic. The search for authenticity has become a powerful movement in 

contemporary life. People demand the exact opposite of isolation, shallowness and alienation of 

everyday life (Potter, 2010). Consumers are tired of the fake and mass-produced and therefore 

seek meaning somewhere else, in something more honest and real. 

2.4.1 Modern demand for authenticity in objects   

Earlier we reviewed Zogby’s literature where he states that individuals want more than just 

possessions. Another perspective is authenticity in relation to objects. “Consumers seek 

something deeper in the jeans we buy, the food we eat, the vacations we take, the music we listen 

to, and the politicians we elect” (Potter, 2010, p. 35). Consumers are trying to find one fragment 

of experience that is innocent, spontaneous, creative and genuine and not contaminated by self-

interest and commercialization (Potter, 2010). The notion that assessments of authenticity in 

objects are underpinned by consumer goals and it is based on how consumers actively seek 

authenticity to find meaning in their lives (Beverland and Farrelly, 2010). This emphasize that 

there is a correlation between searching for an authentic life and the desire for authentic brands. 

Furthermore, Arnould and Price (2000) offer insight into why such goals have become important 

in the authentication process. They emphasize how it is the loss of traditional sources of meaning 

and self-identity associated with postmodern market characteristics such as globalization and 

hyperreality which have encouraged consumers to request authenticity. Globalization is an 

interchange of products, ideas, world views and mutual sharing and other aspects of culture 

which makes it difficult for consumers to relate to their own traditional sources (Albrow and 

King, 1990), and it can be challenging to know the difference between what is real and what is 

fake. This tendency may motivate consumers to request what is more real and genuine. 

  
Additionally, Boyle (2003) identified ten “authenticity elements”. Gathered under the phenomena 

“authenticity” he finds ideas such as the ethical, the natural, the honest, the simple, the unspun, 

the sustainable, the beautiful, the rooted and the human. It is clear that “authenticity” involves the 

rejection of the mass society’s current media, marketing, fast food, party politics, the internet, and 

the program of free markets and economic integrations also described as “globalization” (Boyle, 

2003, in Potter, 2010). 
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2.4.2 The emergence of the experience economy 

Another approach within the modern demand for authenticity is the emergence of the experience 

economy. Gilmore and Pine (2007) explain the emergence of the experience economy and 

consider how staged experiences can leave consumers longing for less fabricated encounters. 

They describe the experience economy as the next economy following the agrarian economy 

(commodities), the industrial economy (goods), and the most recent service economy. There has 

been a shift in the economy, from the availability of commodities to authenticity of experience. 

“Authenticity has overtaken quality as the prevailing purchasing criterion, just as quality 

overtook cost, and as cost overtook availability” (Gilmore and Pine, 2007, p. 5). Consumers no 

longer purchase offerings based on how available, affordable and excellent they are. What they 

buy today must reflect who they are and who they aspire to be in relation to how they perceive 

themselves in the world. Goods and services are no longer enough; “what consumers want today 

are experiences - memorable events that engage them in an inherently personal way” (Gilmore 

and Pine, 2007, p. 1). As mentioned earlier, it is important to outline that consumption not only 

satisfy self-actualization needs, when this depends on the good or the service, and consumers 

buying behaviour. 

2.4.3 Consumers that search for authenticity 

Another point of view concerning the modern demand of authenticity, is how people who live 

long and comfortable lives have the luxury of wondering of what authenticity is all about. 

Shopping and voting is not satisfying to complete the needs of human spirit. Therefore, it is a 

search for something meaningful, and the ongoing search for authenticity is driven by the sense 

that there has to be more to life than this. Hence, authenticity is an aesthetic experience that 

becomes something that is free to those who can afford it or to those who have the necessary 

social connections, and is unavailable for those who cannot afford it (Potter, 2010). Furthermore, 

he explains how authenticity is a positional good that is valuable because not everyone can have 

it, hence the search for authenticity is a form of status competition. “Indeed, in recent years’ 

authenticity has established itself as the most rarified form of status competition in our society, 

attracting only the most discerning, well-heeled, and frankly competitor’s players to the game” 

(Potter, 2010 p. 267). Gilmore and Pine (2007) offer a different point of view. They argue how 

practitioners offer many insights on authenticity, but tend to limit the manifestation of 

authenticity to a specific segment of consumers such as “cultural creatives”, “the new realists”, 

“nature lovers”, “organic gardeners” and so on. Gilmore and Pine (2007) argue that other 

practitioners are missing how universal the appeal is for the real. “Practically all consumers 
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desire authenticity. Every person is unique - intimately aware of and valuing his own 

uniqueness” (Gilmore and Pine, 2007, p. 4). 

2.4.4 The authenticity paradox 

After identifying different theoretical aspects within modern demands for authenticity we have 

recognized that many practitioners have different opinions concerning the drive towards 

authenticity and authentic brands. Some practitioners even believe that the search for authenticity 

only makes us more confused. Potter (2010) emphasizes how the search for authenticity always 

almost ends up contributing to the very problems that we are trying to escape. He believes that 

we are caught in the grip of a false ideology about what it means to have authentic experiences, to 

be an authentic self, to lead an authentic life. As Sartre explained, if you seek authenticity for 

authenticity’s sake, you are no longer authentic (Mayer, 2010). Potter (2010, p. 271) argue “when 

it comes to the modern search for authenticity, the irony is that the only way to find what we are 

really after might be to stop looking”. He is trying to tell consumers that the search for the “real 

and genuine” does not necessarily make consumers find authenticity. The search for authenticity 

will in the end make us more lost when the quest for an authentic life and authentic experiences 

only make us more confused when we are trying to be something we are not (Potter, 2010). 

2.4.5 Brands in transformation and the search for authenticity 

In conjunction with the modern search for authenticity, there are recognized anti-branding and 

anti-consumption movements. We will further discuss how these tendencies transform brands and 

branding efforts in the next section.   

Schnoor (2009) argue how young people are overexposed to marketing and marketing 

communication, thus they have become more conscious. The modern consumer is able to see 

through the strategies and oppose marketing practices. Businesses try to hide their commercial 

purposes, however the consumers see through it, as they know that businesses want to achieve 

profit (Schnoor, 2009). 

In the current postmodern consumer culture, brands are a disputed subject. Several consumers 

affiliated themselves with the anti-brand also called “the no logo movement”.  They are critical to 

the culture, which is premised upon the pursuit of personal sovereignty through brands, as they 

consider this as a societally destructive consumer culture. This movement looks at people versus 

the “corporate cool machine”, they are passionate about how people should make thoughtful 

sovereign choices instead of just obeying the market dictates from large companies. This 
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movement has adopted a particular notion of authenticity that is truly challenging for marketers, 

“to be authentic, brands must be disinterested; they must be perceived as invented and 

disseminated by parties without an instrumental economic agenda, by people who are 

intrinsically motivated by their inherent value” (Holt, 2002, p.83). Postmodern consumers 

perceive modern branding efforts to be inauthentic as they have a commercial goal, this problem 

occurs partly as a result of the communication such as mass marketing. The author claims that 

authenticity is becoming an endangered species, and that corporation is creating a perceived 

authenticity, which the anti-branding critics are now exposing. He suggests that companies can 

apply subcultures in order to build an origin myth that claims authenticity, which can help to 

camouflage aggressive commercial intentions. For example, Harley Davidson, which has a 

credible subcultural story to tell. This method creates authenticity by placing brand in worlds 

such as subcultures, where they are far removed from the corporation itself (Holt, 2002).       

Naomi Klein (1999) represents many of the concerns of the anti-brand movement. She explains 

how the “No Logo Movement” is critical to branding efforts, as they are linked to environmental 

issues, cultural degradation and violation of human rights. Additionally, the movement is a 

rebellion against the idea of corporations outsourcing production while focusing on the 

production of images. Hence, the “No Logo” is an attack on the idea of branding in itself and 

seriously question whether iconic brands are selling something of real value or only empty 

promises and images (Klein, 1999, in Heding et al., 2009). 

In alignment, Lasn’s (1999) overall concern is that “culture is not ‘bottom up’ any more 

(significant cultural issues stemming from the people), but rather ‘top down’ reversed by big 

companies and global brand corporations” (Lasn 1999, in Heding et al., 2009, p. 221). Lasn 

argues how culture is no longer created by the people, but by the corporate America. Brands, 

products, fashions, entertainments, celebrities, have moved from being spectacles surrounding 

culture to become the main constitutions of culture. An authentic life is no longer possible when 

human desires are manipulated through advertising (Lasn 1999 in Heding et al., 2009). 

  

Within the anti-branding movement and the search for more authentic brands, there is recognized 

an activist agenda called “culture jamming”. This is a tactic used by many anti-consumerist social 

movements where “adbusters” encourages people to fight “the cool machine”. This can be done 

through distortion of commercial signs and mediums, by joining “buy nothing days” or sticking 

to “TV turnoff weeks”. The cultural meaning created in society today can be changed through 

these actions, which can affect branding and marketing efforts (Heding et al., 2009). 
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People are not only apprehensive towards brands, but also consumption itself. Anti-consumption 

attitudes are a result of consumer’s failure to feel authentic through one’s consumption activities. 

Thus, people choose lifestyles such as voluntary simplicity, which focus on non-material aspects 

of life. They argue that products promote a false consciousness, which is immune against its 

falsehood. They believe that the stress of the constant pursuit of wealth for the purpose of 

consuming material goods in order to create a particular self-image leaves people with 

dissatisfaction. Due to media- and culture-driven messages to consume increasing amounts of 

goods, people experience unhappiness (Zavestoski, 2002). Zavestoski (2002) claim that 

individuals in the capitalistic world strive to achieve self-esteem, efficacy, and authenticity 

through consumption. Whereas, fulfilling the high order needs such as the need to feel authentic 

or genuine about oneself is not possible through consumption. No one has identified a 

relationship between socioeconomic status and authenticity in previous research (Zavestoski, 

2002). 

2.5 Brand authenticity  

We will now explore what dimensions makes a brand authentic, and how consumers perceive 

them differently. Calling something authentic doesn't necessarily make it so, and the question of 

what counts as authentic, and why, is one important question facing both producers and 

consumers (Potter, 2010).  

People increasingly evaluate the world in terms of what is real and what is fake, based on their 

own views on what is and what is not authentic. There are many different definitions on authentic 

brands and it is recognized that it depends on what the consumer perceives as authentic. Grayson 

and Martinec (2004) discuss how the word “authentic” is associated with “genuineness”, “reality” 

and “truth”. Yet, the words “genuine” and “true” can mean different things to different 

consumers in different contexts. 

Brands can obtain an aura of authenticity through a “...commitment to traditions, a passion for 

craft and production excellence and the public disavowal of the role of modern industrial 

attributes and commercial motivations” (Napoli et al., 2013, p. 1091). Some consumers perceive 

authentic brands to be manufactured by artisans using time-honoured traditions, handmade 

methods and natural ingredients. Such brands have remained true to their original design, 

evolving slowly to reflect modern times rather than changing consumer fashions (Napoli et al., 

2013). Radical changes to designs can confuse or upset customers and can result in questioning 
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the brand's authenticity. Brands with a sense of history and connection with traditional cultures, 

customs, regions and beliefs obtain a distinctive identity and nostalgic aura that adds to its 

authenticity (Napoli et al., 2013). Brands with a strong heritage may, over time, become 

synonymous with certain cultural values and acquire symbolic value, which helps establish a 

sense of authenticity (Napoli et al., 2013). Consumer’s use cues in evaluating the authenticity of a 

brand, such as quality commitment, heritage and sincerity. These cues are important drivers of 

brand authenticity, both from organizational and consumer perspectives (Napoli et al., 2013). 

There are several dimensions that make a brand faithful and perceived as authentic in the 

consumer's mind. One dimension is the concept of continuity, the fact that brands do not change 

over time and stay the same, may give the consumer the feeling that the brand is true towards 

itself. “Brand authenticity emerges to the extent consumer perceives a brand to be faithful and 

true towards itself and its consumers and to support consumers being true to themselves” 

(Morhart et al., 2014, p. 202). A brand's ability to survive trends and stay the same makes them 

authentic. Thus, continuity reflects a brand's timelessness, historicity, and its ability to transcend 

trends. Another dimension is credibility as brands that have the ability to deliver what they 

promise is perceived authentic. It is regarded as the transparency and honesty toward the 

consumer, as well as it communicates willingness and ability to fulfil its claims. Integrity also 

complicit to authenticity perceptions, where the virtue reflected in the brand's intentions and the 

values it communicates is valuable to the consumer. The brand should act correctly and ethically, 

or it may express a value, for example Apple express passion through their products. The final 

dimension is symbolism as brands can be a reflection of the consumer’s own values and who they 

are. It is important to the consumer that they can identify with the product in order to construct 

their identity (Morhart et al., 2014).  

  

Authentic consumption is relevant for a wide range of consumption objects and activities that 

hold potential for meaning creation. Even though there is high agreement on authenticity 

relevance for consumer behaviour and its associations with genuineness, truthfulness, and 

conveying meaning to consumers, the literature is characterized by diverse and fragmented 

approaches in the search for a commonly accepted conceptualization of authenticity. This is a 

challenge, which extends into the branding context, where a commonly accepted definition is still 

lacking. Morhart et al. (2014) suggest a conceptualization of three authenticity-related 

perspectives found in the literature, hence the objectivist, the constructivist, and the existentialist 

perspective. They will further be explored below. 
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2.5.1 The objectivist perspective 

Authenticity is perceived as a quality inherent in an object and evaluated by experts. Sometimes 

the word authentic is used to describe something that is not an imitation or a copy. Within this 

view of authenticity, the object is authentic when it is believed to be “the real thing” or “the 

original”. Pierce (1998) used the term “indexicality” which distinguishes “the real thing” from its 

copies. According to Trilling (1972, p. 93) the term “authenticity” is in museums, “where 

persons expert in such matters test whether objects of art are what they appear to be or claim to 

be.” (Trilling 1972 in Morhart et al,.2014). The objectivistic perspective within a branding 

context suggest that brand authenticity perceptions arise from an evidence-based reality that can 

be assessed using information about the brand, such as age, labels of origin, performance or 

ingredients (Morhart et al., 2014). 

2.5.2 The constructivist perspective 

This perspective suggests that “authenticity” is a socially or personally constructed phenomenon. 

Reality is the result of different interpretations of how the real world looks like. Authenticity is 

perceived as a projection of one’s own beliefs, expectations, and perspectives (Morhart et al., 

2014). “This explains why some consumers may find authenticity in reproductions such as VW 

Beetle or a fabricated tourist setting such as Disneyland. This represent “commercially created 

authenticity” or “iconic authenticity” (Morhart et al., 2014, p. 201). “Iconic authenticity” is 

sometimes used to describe something whose physical manifestations resembles something that is 

indexicality authentic. This can be explained as “authentic reproduction” or “authentic 

recreation”. Pierce (1998) defines this type of authenticity as “iconicity”. An icon is something 

that is perceived as being similar to something else. Iconic and indexicality are not mutually 

exclusive, thus some things can be viewed as both (Pierce, 1998, in Grayson and Martinec, 

2004). The constructivist perspective, in a branding context, refers to brands ability to create a 

schematic fit with consumer’s expectations of an authentic brand. Within this perspective, 

authenticity emerges from consumer’s perceptions of abstract impressions, such as the brand’s 

essence as communicated through its marketing cues (Morhart et al., 2014).      

2.5.3 The existentialist perspective 

This perspective is rooted in philosophical existentialism and perceives authenticity as it relates 

to one's identity. The core of authenticity is being true to one’s self. This type of authenticity is 

leading in the study of authentic functioning, authentic leadership, and tourist experiences. For 

example, an authentic experience can be “one in which individuals feel themselves to be in touch 
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with a “real” world and with their “real” selves” (Morhart et al., 2014, p. 202). According to 

consumption studies, authenticity, from an existentialist perspective, is attributed to an object if it 

assists consumers in finding their true self through its consumption (Morhart et al., 2014). Within 

the context of branding, existential authenticity refers to a brand’s ability to serve as a resource 

for consumers that they are true to themselves by consuming the brand. Furthermore, authenticity 

emerges from an object’s ability to serve as an identity related source (Morhart et al., 2014). 

  

The three different perspectives on authenticity are somewhat intertwined, and each of them adds 

input to the conferring of authenticity to objects. Brand authenticity emerges to the extent to 

which consumers perceives a brand to be faithful and true toward itself and its consumers, and 

lastly, to support consumers being true to themselves (Morhart et al., 2014). 

 

2.6 Summary of theoretical foundation     
The first section of the theoretical foundation outlines authentic existence. In order to understand 

consumer’s need for authentic brands, the desire to be an authentic individual is investigated. 

Within the existentialist philosophy, it is reviewed that sometimes it can be so challenging to live 

an authentic life so you actually want to live an inauthentic life to avoid uncomfortable truths. 

The empirical data proposes a tension within individual’s identity questions, as one desire to be 

true to oneself and at the same time achieve social approval. Thus, some consumers quest 

authenticity in order to live true to themselves, as others quest authenticity in order to be 

perceived as deep and profound. 

  
The second part of the theoretical foundation emphasized consumer behaviour and motivation. 

Consumers use possessions to support and enhance their identities and self-concepts. This is of 

importance for the consumers as today’s society is highly influenced by identity creation. 

Consumers present their self through personal branding were they represent their self-concepts in 

a favourably way. These presentations are reinforced by the opportunities of the social media and 

web 2.0.     

  
Further, branding theory is outlined were the term is examined in order to understand that “the 

brand” is an abstract phenomenon. In addition, is brand imagery explored in order to understand 

how brands can meet consumer’s psychological or social needs, and how consumer think of the 

brand abstractly at an emotional level, and not what it offers in terms of utilitarian functions. 
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The fourth part of the theoretical foundation address the modern demands for authenticity in 

order to create a more thorough understanding of consumers demand authentic brands. The 

section outlines a development whereas commercial and fake institutions dominate the 

postmodern society. People are daily exposed by outrageous advertising and mass-produced 

commercialization. This development has led to a tendency where people oppose the commercial 

standards, and a modern demand for authenticity has occurred. In conjunction there are anti-

branding and anti-consumption movements where consumers demand more honest marketing and 

advertising.  

 

Lastly, theory concerning authentic brands is reviewed. Authentic brands can be perceived within 

different perspectives, and based on a lot of different attributes, such as; heritage, symbolic 

values, quality, commitment, continuity, credibility, integrity, brand history and traditional 

cultures. The production method can also affect perceived brand authenticity, for example, if the 

products are handmade or produced in a natural way, may strengthen the brand authenticity. 

  
Although the literature indicates a need for authenticity the term is subjectively or socially 

constructed, hence it may have different meaning for different consumers. There is also 

recognized that there are many practitioners that have different opinions concerning the drive 

towards authenticity and authentic brands. Some practitioners believe that only specific consumer 

segments search authenticity through consumption, others believe that all consumers desire 

authenticity.  
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Chapter 3 - Methodological considerations 

Next chapter will outline the methodological design, procedure and reflections. The choices 

regarding research methodology and methods of data collection will be presented. Moreover, 

chapter three will include considerations of quality assurance, applying quality criteria. 

 

3.1 Research philosophy 
“Ontology is concerned with the nature of reality. This raises questions about the assumptions 

researchers have about the way the world operates and the commitment to the particular view” 

(Saunders et al., 2012, p. 130). The ontology of the thesis is through the subjective lens. Thus, the 

thesis views the world on the assumption that the social phenomena are created through 

perceptions and consequent actions affected social actors. Social phenomena are subjected to 

constant change, as the social interactions between actors are a continual process. This thesis 

study details of the situation in order to understand what is happening, or even the reality 

occurring behind what is happening. With a subjective approach we view reality as being socially 

constructed, thus the individual consumers may perceive the situation different as a consequence 

of their own view of the world. The consumer’s different interpretation may affect their actions 

and the nature of their social interaction with others. Our role as researchers is to seek 

understanding of the subjective reality of the consumers in order to understand their motives 

(Saunders et al., 2012). 

  

“Epistemology concerns what constitutes acceptable knowledge” (Saunders et al., 2012, p. 132). 

The thesis has a phenomenological perspective, as we seek to understand a social phenomenon 

from a consumer perspective, and describe the world, as the participants perceive it. ”According 

to the phenomenological perspective, one understand the social phenomena based on the 

participants own perspectives and describes the world in that matter it is experienced by the 

interviewees, and on the assumption that the essential reality is what people perceive it as” 

(Kvale, 1997, p. 61). There can be several different realities of a phenomenon, as it is the 

individual’s reality and perception of the people. It is not important whether or not the inter-

subjective experience describe if the phenomenon is objectively true (Kvale, 1997). Further, our 

research philosophy is interpretivism, which originates from phenomenology. It is interpretive, as 

we need to make sense of the subjective and socially constructed meanings about a phenomenon 

being studied. The interpretivist seeks to understand the difference between humans in our role as 

social actors. This perspective emphasize the “social actors” which is a metaphor based on 
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theatre, which suggests that people play a part on stage of human life. Humans interpret their 

everyday social roles in accordance with the meanings it gives to other. As well as interpret the 

social roles of others in accordance with our own set of meanings (Saunders et al., 2012). 

  

With this type of research philosophy we do not wish to generalize, or quantify our findings. We 

rather wish to base our research on the phenomenological assumptions that the participant’s 

experiences should be understood from their point of view. We try to understand their social 

world and understand that it is subject to change. This approach makes it possible to get a 

nuanced understanding of the involved participants, and their reality. 

 

3.2 Research approach and strategy 

The research is conducted with qualitative methods, as they are well suited to describe 

phenomena in their context and deliver an interpretation that provides greater understanding of 

the phenomenon. We apply an inductive method as we establish causal relationships between 

various variables. In this approach, one research specific situations, and conclude with general 

principles to provide theory about a phenomenon (Saunders et al., 2012). This approach is well 

suited as we examine several consumers and their perception and thoughts about brand 

authenticity as we seek to understand consumer’s need for brand authenticity in order to examine 

a tendency in the society. 

  

The thesis is an exploratory research, which is defined as “a research that aims to seek new 

insights into phenomena, to ask questions, and to assess the phenomena in a new light” 

(Saunders et al., 2007, p. 670). The thesis seeks to assess the phenomenon of brand authenticity 

in a new light and to gain new insights on consumers underlying motivation for purchasing 

authentic brands as well as what makes a brand authentic in the mind of the consumer. This type 

of research is flexible as the direction may change as a result of new data that appears and new 

insights that occur, thus the researchers must be adaptable and open for change (Saunders et al., 

2007).  

 

3.3 Secondary data 

We apply secondary data in the theoretical foundation. Relevant theoretical insights from 

academic books and articles are explored. This data are found academically trustworthy, as 

acknowledged researchers have written them, or published in recognized academic journals. 
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Further, websites and newspaper articles are applied, this empirical material is treated as 

observations of the culture, and thus our interpretation of the world we met when searching for 

matters that include brand authenticity. The secondary data is easy to access and widely 

available, and it contributes to get an understanding of the practical foundation of the thesis. By 

examining existing relevant literatures and theories on the phenomenon, we gain an important 

information platform, as well as we realize the lack of research in the field.    
 

3.4 Primary data 

We apply semi-structured interviews to collect primary data. The method is conducted, as it is 

well suited for establishing personal contact with the participants, and therefore provides valid 

data for understanding the consumer's subjective meanings and feelings about the topic. Which 

may lead to insights on their motivation and needs (Saunders et al., 2012). 

3.4.1 The semi-structured interview 

The research interview is a purposeful conversation between two or more people. The use of 

interviews will help us to gather valid and reliable data that are relevant to our research questions 

and objectives. Interviews may be highly formalized and structured, where the researcher use 

standardized questions to each participant, or they may be informal and unstructured 

conversations (Saunders et al., 2012). We found the semi-structured interview to be most 

appropriate for several reasons. In semi-structured interviews the researcher will have a list of 

themes and possibly some key questions to be covered. This benefits our study when semi-

structured interviews are preferred when the researchers to some extent have a clear focus. 

Furthermore, semi-structured interviews were considered as suitable for this thesis because of its 

flexibility. We aim to develop an understanding of people’s need for authenticity, hence the semi-

structured format gives the interviewees the ability to direct the interview in which direction they 

find most relevant and important. Semi-structured interviews also provide us with the opportunity 

to “probe” answers, where we want our interviewees to explain, or build on their responses. We 

consider this as a relevant method when we have adopted an interpretivist epistemology, where 

we are concerned about understanding the meanings that participants assign to various 

phenomena. Lastly, interviews also encourage each interviewee an opportunity to hear them-

selves “thinking out loud” about things they may not have thought about before. This will help us 

to collect a rich and detailed set of data (Saunders et al., 2012). 
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Since this thesis takes an interpretive stance within the phenomenology research philosophy, the 

interviews with the urban Millennials are a journey between the researchers and the interviewees 

to create a common story. The interviews objective is to understand the respondents’ 

explanations from their own perspectives and universe. The researchers most important job is to 

understand the interviewee's life-world and universe. Phenomenologist’s study is of the totality of 

human-being-in-the-world. The concept of life-world is one manifestation of phenomenology 

focus on lived experience (Thompson et al., 1989). 

 

The respondents were encouraged to share their own experiences, stories and perceptions of 

authenticity, meaning that the interviews might take surprising directions (Kvale, 1997). If 

something interesting emerges during the interview, the researcher is allowed to dig deeper for 

more information when they are not restricted to pre-planned questions (Saunders et al., 2012). 

The research focus is on experience described from a first-person view. The research strategy is 

holistic and seeks to relate descriptions of specific experiences to each other and to the overall 

context of the life-world. Lastly, the goal of our research is to give a thematic description of the 

respondent’s experience (Thompson et al., 1989). 

3.4.2 Recruiting participants 

The collection of primary data for this thesis consists of twelve semi-structured interviews. This 

is a rather small sample, which fits well with the qualitative study as, “this group is not chosen to 

represent some part of the larger world. It offers, instead, an opportunity to glimpse the 

complicated character, organization, and logic of culture” (McCracken, 1988, p. 17). We have 

applied a purposive sampling, as we have selected participants in a strategic way, in order to be 

certain that those samples are relevant in order to answer the research question (Bryman, 2012). 

The chosen participants are classified as consumers who are urban and a part of the Millennial 

generation, with residence in Copenhagen. The participants are chosen based on the assumption 

that they might think differently about authentic brands, and in terms of what they perceive as 

authentic. 

  

The interviewees consisted of people that were recruited through the researcher's social networks. 

However, to ensure that the participants did not feel uncomfortable telling their personal stories 

and opinions, they were not closely related to the researchers. The interviews were held in 

Norwegian but the participants were welcome to answer in their mother language (either 
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Norwegian or Danish), as it is easier for the participants to express their opinions, meanings and 

feelings in their mother tongue (Bryman, 2012). 

  

We continuously evaluated whether or not saturation had been reached during the data collection 

period. After conducting twelve in-depth interviews no new data emerged, however new data 

may have occurred if we had conducted more interviews with respondents who have an entirely 

different point of view. Due to time limitations no further interviews were conducted. And we 

considered the conceptual saturation as reached. The data collection had then provided sufficient 

data to develop the analysis (Strauss and Corbin, 1998, in Bryman and Bell, 2007). 

3.4.3 Location 

We attempted to fulfil following criteria’s: comfort, quiet, and privacy, when selecting location 

(King and Horrocks, 2010). The interviews were conducted in the participant’s homes, so that the 

respondent had the possibility to show things in their own homes that they perceive as authentic. 

In addition, this location provides the advantage of the participant to feel comfortable, as it is 

familiar to them. Being at home can be described as being on the participant’s territory, this may 

feel comfortable for the participants and might help reducing any possible anxiety levels the 

participants may have had. The location also fulfils the requirement of being quiet, which ensure 

the quality of the recording. It was important that there were no one else at home at the time of 

the interview in order to avoid the risk of being overlooked or interrupted, as full privacy may be 

important to the participant (King and Horrocks, 2010). 

3.4.4 Conducting the interviews 

The interviews were conducted with only one of the researchers present. The main reason for this 

setup was to make the participants comfortable. It is easier for the respondent to be honest and 

share personal information if the conversation is between two people without having an observer. 

Two researchers interviewing one person may be deterrent for the participant, which can be an 

obstacle in getting thick descriptions (Ispos-mmi.no, 2016). 

We conducted audio recording of the interviews, which later has been transcribed. This ensures 

that both researchers gain full knowledge of the interview content although they were not present 

at every interview. According to King and Horrocks (2010) there is always preferable to use 

audio recording, however many people can be uncomfortable when they are recorded. Thus, we 

used the technique were we switched on the recorder as early as possible so the participants could 

get used to it. 
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3.4.5 Opening the interview 

The interviews started with thanking the participant for taking their time for the interview.  

Further, we introduced the purpose and the background of the study, and emphasized that it is 

neither right or wrong answers in this study. The participants were told their options in terms of 

being anonymous, and that they were allowed to stop the interview at any time, and that they 

could choose to not answer questions if they felt they were uncomfortable. The participants were 

informed that the interviews would be recorded and later transcribed, where they have the 

possibility to read through the transcriptions in order to check that they were perceived correctly. 

The introduction to the interview was conducted so the respondents would feel prepared and 

comfortable. 

3.4.6 The interview guide 
The interviews are based on the interview guide (See appendix 1), which ensure that the 

researchers collect somewhat similar types of data from the participants. The guide does not have 

to be followed with exactness, as the objective is to understand the perspective of the participants, 

which means that the conversations will vary based on what the respondents reply, and which 

follow up questions will be relevant in the given situation (Bryman, 2012). Both the order of the 

questions and wording may change during the interviews, depending on how it fits. The questions 

were formulated with the research question in mind, without being too specific. The layout of the 

interview guide is like a funnel (See figure 3.1), it starts with general questions about the 

participants in order to understand them and their motivation. The questions then become more 

specific into topics like today’s society, brands and marketing. Brand authenticity is examined at 

a general level, and further the questions are specifically focused on different product categories, 

and brands within these categories. The interview guide ends with a discussion whether authentic 

brands are real or fake as they are conceptualized entities, and how important authentic brands 

will be in the future. The length of the interviews varied from one hour and ten minutes to one 

hour and thirty minutes. Due to the semi-structured nature of the interview the participants guided 

the direction and length. 
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Figure 3.1: Structure of the interview guide.  

3.4.7 Types of questions 

The interviews mainly consisted of open questions, due to the semi-structured nature of the 

interview. These questions are designed to encourage the interviewee to provide extensive and 

developmental answers, and it allows the participants to reply as they wish. These questions help 

to avoid bias, as the data emerge based on what the participants finds interesting, thus it is not 

biased by what we would find important (Saunders et al., 2012). One example of this type of 

questions was “what would you miss if all authentic brands disappeared?” 

  

We applied some unstructured questions in terms of probing to get the participants to explain or 

build on their responses (Saunders et al., 2012). We used probing in terms of both elaboration and 

clarification, as we encouraged the participants to keep talking as well as we asked questions to 

seek explanation to what the participant have shared (King and Horrocks, 2010). This type of 

question is relevant for our interpretivist philosophy as we seek to understand the meanings that 

the participants ascribe to various phenomena. The probes add significance and depth to the data 

we obtain, and an understanding of the participant’s meanings. They may also lead the discussion 

into unforeseen topics that are significant to address the research questions (Saunders et al., 
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2012).  However, the probing questions do not appear in the interview guide, as these specifically 

relates to an answer given by the specific participant. In addition, questions such as follow-up, 

open, closed, specifying direct and interpreting were applied (Saunders et al., 2012). We tried to 

avoid any leading questions or judgmental responses as this might create bias (King and 

Horrocks, 2010). 

  
In order to explore beneath the surface and attract consumer’s emotional preferences to 

understand their unspoken needs and wants in relation to consumption we applied projective 

techniques. We applied a photo-sorting exercise of the chosen brands within the three categories. 

This method was useful in order to attract consumer unconscious, real, deep and symbolic 

motives and thoughts (dsjresearch.com). 

3.4.8 Transcribing the data 

The interviews were transcribed to be able to capture the participant’s response accurately. All of 

the twelve interviews were transcribed in order to conduct the analysis. The transcript should be 

kept in the original language (Belk et al., 2013), however as none of the researchers are Danish 

the transcriptions were conducted in Norwegian. This is reprehensible when some of the meaning 

of the Danish language may have been lost during the transcription, as well as the transcript is not 

able to capture the entirety of the audio recording (Belk et al., 2013). Citations applied in the 

findings section are selected parts of the transcripts that were translated into English. The 

interviewer should not transcribe their own interview as one has familiarity with the data that 

does not serve the later process of analysis (McCracken, 1988). To accommodate this, the 

researchers transcribed each other’s interviews.  This was beneficial as it brought us closer to the 

data that we were not familiar with. The transcription program, Inqscribe was applied in order to 

slow down and pause the audio record. This allowed for an easier transcription task. See 

appendix 2 for the transcription of the interviews. 

 

 

 

 

 

 

 

 



43 
 

3.5 Thematic analysis of data 

A thematic analysis is applied for the research, this method is divided in a three step process; step 

1: descriptive coding, step 2: interpretive coding, and step 3: overarching themes. 

These steps where not addressed in a sequential manner, as we did go back and forth in order to 

rethink aspects of the data (King and Horrocks, 2010). 

 

 

  
Figure 3.2: Stages in the process of thematic analysis (King and Horrocks, 2010, p. 153).  

  

First the transcriptions were examined, and relevant material that would be helpful in addressing 

the research question were highlighted, and brief comments were attached indicating what of 

interest is highlighted in the text (See appendix 2). Further, we defined short descriptive codes for 

each comment and highlighting in the text (See appendix 3). These codes were relatively close to 

the data, without speculations on what might lie behind the participant's response (King and 

Horrocks, 2010). In stage two we defined codes that focused on our interpretation of the 

participants meaning (See appendix 4). This interpretive coding was conducted by grouping 

together the descriptive codes that shared common meaning, and then created interpretive codes 

that capture these meanings. Finally, we identified a number of overarching themes that 

characterized the key concepts in the analysis (See figure 3.3). These themes were built on the 

interpretive themes, yet with a higher level of abstraction (King and Horrocks, 2010). 
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Overarching themes 

Authentic brands -          Different 
-          Original 
-          High quality 
-          Brand social responsibility 
-          Personal relationship 
-          Brand vision and purpose 
-          Common perception of authenticity 

Inauthentic brands -          Commercial 
-          Irresponsible 
-          Copies and strivers 
-          Contradictory term 

Motivation -          Self-expression and self-realization 
-          Responsibility 
-          Sense of belonging 
-          Opposition of today’s society 

Consumer segments         Hipster consumer 
        Organic-vegetarian consumer 
        Idealist consumer 
        Followers 
        Indifferent consumer 

Product categories   Eateries 
  Beverages 
  Clothing 

  

Figure 3.3: Overarching themes.  

 

3.6 Ensuring the quality of the data 

The phenomenological perspective is a settlement to the positivist heritage, this implies a 

reassessment of the classical positivist quality criteria (Justesen and Mik-Meyer, 2010). In order 

to systematically evaluate the quality of this research we have chosen suitable phenomenological 

quality criteria’s, credibility, transferability, dependability and conformability, in order to 

evaluate the quality of the data. These criteria are considered adequate for studies of lived 

experience (Hirschman, 1986). The hermeneutical procedures conducted in the study are 
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designed in order to satisfy the evaluation criteria’s. Our objective is to keep the interpretations 

consistent, and not to exceed the evidence provided in the transcripts. 

3.6.1 Credibility 

This criteria concerns that the humanist researcher must show that she/he has represented the 

multiple realities adequately. The reconstructions of the realities must be credible for the 

constructors of the original realities. “The persons most capable of evaluating the competence 

and completeness with which that world view has been interpreted are those who originated it” 

(Hirschman, 1986, p. 244). It is considered impossible for the researcher to set aside personal pre-

understandings and judgments about the phenomena. However, we tried to be open to 

understanding the subjective experiences of the informants from a first-person perspective. To 

ensure credibility the participants had the opportunity to read our interpretation of their realities. 

However, only few of the respondents read through the transcript of the interviews, so they could 

provide feedback and ensure that we had understood their answers correctly (Hirschman, 1986). 

3.6.2 Transferability 

Transferability is concerned with the generalizability of a particular finding from a positivist 

perspective. In the phenomenological perspective two social contexts are never identical, hence 

no generalizability. Thus, this criterion rather addresses transferability of the interpretation. To 

obtain transferability one must know the specifics of the context in which the interpretation was 

generated, and the specifics of the context to which the interpretation is to be applied (Hirschman, 

1986). This concerns the responsibility to show the degree of similarity between our research, 

and other research in order to establish some form of connection between our thesis and previous 

results. The purpose is to explore if there is some sort of similarity found in other research 

contexts. Previous research conducted on the area is manly quantitative, whereas we conducted a 

qualitative study. As qualitative findings tend to be oriented to the contextual uniqueness, we 

conduct detailed information regarding theoretical framing, research philosophy and the context 

in which the present interpretation has been generated. In order to allow other researchers 

investigating the phenomenon of brand authenticity in other contexts and conditions to be 

sensitive to differences resulting from variations in the context as well as acknowledge these 

differences in assessing transferability. 

3.6.3 Dependability 

Dependability is roughly equivalent to reliability in positivist science. In phenomenological 

methodology it is the human instruments that are being assessed for intimal consistency and 
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temporal stability. To ensure dependability of the researchers, Hirschman (1986) suggest the use 

of multiple human investigators. By comparing the interpretations constructed by multiple 

researchers, one can determine the dependable interpretations, as they will be consistent across 

the multiple interpretations. However, one can never expect the perfect correspondence among 

multiple interpretations of the same phenomenon, as each interpretation is different due to the 

unique interaction between the researcher and the phenomenon. Bias may be reduced by the fact 

that we are two investigators who interpret the phenomena. Thus, we achieve a more nuanced 

picture of the phenomena opposed to a solitary researcher. Dependability may also be enhanced 

by the use of other external researchers or colleagues to ensure that proper procedures have been 

followed throughout the research process. Throughout the research process, in terms of both 

research methods and interpretations of data, our supervisor has guided us. However, a possible 

weakness of our thesis is the lack of interaction with external researchers in the field.      

3.6.4 Confirmability 

Confirmability is corresponding to neutrality and objectivity in positivist science. In the human 

enquiry it is assumed that the investigator will not manage to be emotionally neutral and 

personally distant from the phenomenon of interest. On the contrary, the researcher will be 

intimately involved with the phenomena of study, and be immersed personally in interpreting its 

meaning. “The only way in which we can strive for "objectivity" in theoretical analysis is to 

expose the valuations to full light, make them conscious, specific and explicit“ (Hirschman, 1986, 

p. 246). To assess this criterion one should get assistance in terms of judgment of an outside 

auditor. The outside auditor should be familiar with the research topic, and be researchers 

themselves. Their task will be to confirm (or to disconfirm) the conclusions reached by the 

investigators. Our thesis is subjected to bias in terms of subjectivity, as we do not have access to 

an external author. However, to some extent we will receive feedback on our analysis through the 

guidance of our supervisor. 
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Chapter 4 - Findings 

In the following section the findings of the thesis will be presented. The findings are organized 

into “what makes a brand authentic”, “what makes a brand inauthentic” “motivation for 

purchasing authentic brands”, “consumer segmentation” and lastly “what factors are important 

within different product categories in terms of authenticity”. An overview of the main findings is 

presented below in figure 4.1.  

 

Categories Concepts  Main Findings  
1. What makes a brand 
authentic 

Different 
Original  
High quality 
Brand social responsibility 
Personal relationship  
Brand vision and purpose  
Common perception of 
authenticity  

The respondents perceive brands to be 
authentic if it entails one of the following 
concepts; different, original, high quality, 
brand social responsibility, personal relation, 
brand vision and purpose, and a common 
perception of authenticity. 

2. What makes a brand 
inauthentic 

Commercial 
Irresponsible 
Copies and strivers 
Contradictory term 

The respondents perceive brands to be 
inauthentic if it is commercial, irresponsible, 
and if they are copies or strivers. Brand 
authenticity is a contradictory term as the 
consumers have conflicting opinions about 
the concept. 

3.Motivation for 
purchasing authentic 
brands 

Self-expression and self-
realization 
Responsibility 
Sense of belonging 
Opposition of today’s society 

The respondent’s motivation for purchasing 
authentic brands is to express and realize 
themselves, act responsible towards the 
environment and others, to belong and be 
associated with a group, and finally, to be in 
opposition against today’s postmodern 
society. 

4. Consumer 
Segmentation 

The hipster 
The organic-vegetarian 
The idealistic 
The follower 
The indifferent 

Based on the collected data five consumer 
segments were identified respectively, the 
hipster consumers who wants to be unique, 
the idealist consumer who wants to save the 
world, the organic-vegetarian consumer who 
wants to preserve the environment and show 
that they care, the follower who purchase 
authentic brands as others do it, and finally 
the indifferent consumer that is not concerned 
about authenticity in brands. 

5. What factors are 
important within 
different product 
categories in terms of 
authenticity 

Eateries 
Beverages 
Clothing 

Product attributes such as Scandinavian 
origin, unique, and social responsible brands 
are considered as important across all 
categories in order to be perceived as 
authentic. However, some authentic attributes 
are more important in one product category 
compared to another. 

  

Figure 4.1: Findings overview.   
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4.1 Authentic brands 

When conducting the interviews with the participants, the aim was to uncover what factors that 

were necessary for the respondents in order to perceive a brand as authentic. The following 

section addresses the findings of which attributes that contributes to create perceived brand 

authenticity, based on the collected data. The main features that were mentioned was: different, 

the original brand, brand social responsibility, high quality, personal relationship, vision and 

purpose, and common perception. All of these attributes is a part of the intangible aspect of 

brands, these attributes serve the consumers need at an emotional level as it meets psychological 

and social needs. This underpins the importance of brand imagery in terms of creating authentic 

brands (Keller, 2008). 

  

4.1.1 Different 
It is prominent from the collected data that brands that are different and special is perceived as 

more authentic. This feature is in accordance with the constructivist approach where 

“authenticity” is a subjectively constructed phenomenon (Morhart et al., 2014), as the 

respondents have different takes on what they perceive as different and special. It was evident 

from the data that the respondents perceive a brand to be different, if it offers a special history, 

stand out from its competitors, if it is not mainstream, the brand is not easy available, and it has 

low brand awareness.  

 

It is important for the respondents that authentic brands stand out and are unique. In order to 

differentiate, it is significant that the brand offer something that no one else can. They should 

have some kind of unique image, do their own thing or operate in a niche market (See appendix 

2, p. 78, p. 198). Several of the participants responded that they would miss something that was 

special if all authentic brands were to disappear. “I think I would miss something I perceive as 

special, I think I would feel that all of it was kind of the same. For me, authentic is something 

unique and special, so maybe it just would be a lot of similar things” (See appendix 2, p. 81).  

The loss of authentic brands would result in loss of creativity and something that stand out (See 

appendix 2, p. 31). Hence, the ability to be special is an important part of being authentic. 

The fact that the product itself is special in some other way than the competitors are an important 

factor, Pernille said, “I do not think Coca Cola is authentic, but if you go to a cool juicebar, and 

you see a cool bottle with a special flavour, which for example contain kale, that's more authentic 

to me” (See appendix 2, p. 162). 
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Brands that provide their own special history are able to differentiate themselves from its 

competitors. Pernille said that she found Moleskine notebooks as authentic, when they provide a 

history that is different from other notebooks. 

  

“Inside the book there is a history about how Hemingway used this books in the old days….I like 

that there is a history and some values, maybe old-fashioned values, and I think there is a huge 

difference between this notebook and a notebook bought from the low-price retailer Tiger” (See 

appendix 2, p. 165).  
  

If there is something special and different about the brand there is also a story for the consumer to 

tell. Niklas told about his watch and its history, “I bought a watch that is made of wood by an old 

carpenter from an old factory, and I think that it is really cool as I had a story to tell, it is not 

something made in a factory somewhere in Asia” (See appendix 2, p. 145).  Thus, the history 

about the brand serve the function of differentiation from other “regular” brands, as well it gives 

the consumer the opportunity to tell the story about these interesting differences. 

  

The respondents express a desire for brands that are different, as they do not want what everyone 

else got. Pernille mentioned, “I do not want to feel like I have the same room as everyone else, I 

do not want that typical IKEA student room” (See appendix 2, p. 165). They demand something 

special, however it does not need to be excessively special, it is more related to the fact that it 

should not be mainstream (See appendix 2, p. 146). Anna mentioned how she thinks that Acne is 

authentic as their design is so special that the majority do not necessarily like it, “it is not made 

for everyone to think it is pretty, it is kind of made for maybe 50 people in Scandinavia to like and 

to think that, that jacket is extremely cool” (See appendix 2, p. 76). 

  

Some consumers seek unique goods that are not mainstream, thus low availability may be an 

efficient tool to create authenticity. Several companies such as Supreme and Adidas with their 

Yeezy sneakers designed by Kanye West serve this need by producing few items and sell them at 

a high price, so it is not available for everyone, in order to make it more special and exclusive 

(See appendix 2, p. 77). Authenticity may also result from natural unavailability such as second-

hand products, “it is more cool with second hand clothes as there is only one item and it is 

extremely cheap, so everyone can search for it, but it is still unique in one way” (See appendix 2, 

p. 78). 
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Awareness of the brand also influences the authenticity, if the ability to identify a brand is low 

and it is not known by everyone it becomes more special. Niklas explain, “the more unknown 

they are, and that not everyone knows them, the more special and authentic it is for me” (See 

appendix 2, p. 145). The fact that few consumers are aware of the brand is one kind of guarantee 

to ensure that it is not mainstream, hence more private and unique. 

  

4.1.2 The original brand 

The objectivistic perspective argues how sometimes the word authentic is used to describe 

something that is not an imitation or a copy. Within this view of authenticity, the object is 

authentic when it is believed to be “the original” or “the real thing” (Morhart et al., 2014). One 

denominator amongst the interview respondents is how they perceive “the original brand” as 

authentic. The brand is perceived as the original brand if it is consistent and stick to their original 

design, have a strong heritage and history, made a difference in society, was the first player in the 

market and if it is bought in its place of origin.  

  
“There are many brands that are authentic. It depends on who produces what within different 

product categories. For example, within shoes with a solid rubber sole, there are boots from Dr. 

Martens, within jeans there are Levis 501, within hats, which have a cool story and that are 

original, there is of course the brand Stetson… These are all cool products, just because they are 

the original brand” (See appendix 2, p. 17). 

  

The respondents mentioned how it is important that the brand stick to their original design and 

not follow trends hence: the brand needs to be consistent. The fact that brands do not change over 

time and stay the same, may give the consumer the feeling that the brand is true towards itself. A 

brand's ability to survive trends and stay the same makes them authentic (Morhart et al., 2014). 

Alexander perceives brands to be authentic because they are consistent with a special look that 

everybody knows. He explains,  

 

“They have their own special look. Vans have their shoes, which everyone knows. Armani has 

always stuck to their Italian “I am driving in a fast car” kind of look, which in one way or 

another works…Adidas has its famous stripes, and Nike, everybody knows their brand” (See 

appendix 2, p. 33).  
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Brands that remain true to their original design, evolving slowly to reflect modern times rather 

than changing consumer fashions are more likely to be perceived as authentic (Napoli et al., 

2013). These brands are authentic as they are timeless and survive trends (Morhart et al., 2014). 

Emilie is also of the opinion that authentic brands are more consistent and true to themselves, “I 

feel that these restaurants are going in one direction… They are true to themselves. They do their 

own thing, instead of listening to “what people want”. These restaurants are specialized 

concerning what they do, and what they stand for” (See appendix 2, p. 48).  

  
Emilie explain that the most authentic brands do not follow trends and they are the basis for all 

other brands in fashion, 

  

“There is something original about them. These brands have made their own mark. Other brands 

just follow after trends, because they know that it is something people want. For example, Adidas, 

Levis or Converse, through several years they have made their mark in fashion history… These 

brands are the basis for all other brands in fashion” (See appendix 2, p. 48). 
  

Brands with a strong heritage may, over time, become synonymous with certain cultural values 

and acquire symbolic value, which helps establish a sense of authenticity (Napoli et al., 2013). 

We recognized that some of our interview respondents are concerned about the brand's history in 

order to perceive the brand as authentic (Morhart et al., 2009). “If a brand should be considered 

as authentic I believe it is important that it is real, and there should be a story attached to the 

brand (See appendix 2, p. 20). Victor believes some brands are authentic because of the brand's 

history, 

  
“Levis started to create jeans to gold miners, further the jeans were used by some “cowboys” 

because the fabric was so durable. Then it came a movie with the famous James Dean, he had a 

pair of Levis 501, and then everybody became interested in the blue jeans as well. Levis was the 

first to produce the blue jeans actually” (See appendix 2, p. 14).   
  
In alignment with Victor, Anna thinks that Levis is an authentic brand. First of all, she likes the 

brand, and it is authentic because of its history. She can remember that she learned about the 

brand in English class, because they were the first brand to offer the blue jeans (See appendix 2, 

p. 82). She also perceives Coca Cola as somewhat authentic because of its history, and how they 
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almost “created the Santa Claus” by giving him the red clothing as we know him today (See 

appendix 2, p. 85). 

  

Brands that have done something remarkable, or made a difference in history make them more 

authentic for the respondents. Louise mentioned Nike, they motivated consumers and said that 

“everybody can be good at sports”, “no matter race, or if you are handicapped, you can always 

be good at sports, and Nike will help you to pursue it” (See appendix 2, p. 184). Nike has made 

an effort in terms of removing judicial barriers in the society by uniting people through sports. 

Louise describes how Nike’s history is very unique, so even though there are thousands of shoes 

out there, and they may resemble Nike’s shoe design, she believes that many consumers will 

subconsciously purchase Nike just because of its history. 

  

First-mover advantage is also prominent in terms of brand authenticity. If the brand was the first 

to offer the product on the market, it can be perceived as authentic. Alexander mentioned Coca 

Cola because they were the first, hence the original brand.  

 

“They have some kind of value because they were the first. They are so big, so no matter what, 

you will not be able to create a coke such as Coca Cola, because the brand is so big. They are 

original in their own way. There have not been anything but copies since” (See appendix 2, p. 

34). 

  

Authenticity based on the first mover advantage is also salient for business concepts. Ingrid 

thinks Starbucks is authentic, because they were the first international coffee shop. Everyone 

knows Starbucks, and they set the standard for the new “coffee on the go” culture. “Everyone 

knows that Starbucks had the original idea” (See appendix 2, p. 124). 

  

Lastly, a brand can be perceived as the original brand if it is bought in its place of origin. 

Emilie perceives her most authentic items to be those that she have brought home from travels, “I 

have many things that I have brought home from travels, which I have bought in many different 

countries. These items are handmade and produced in their country of origin, which I perceive as 

very authentic because I cannot get it elsewhere. It is the real thing” (See appendix 2, p. 49). 

These items are real for Emilie because she brought them home from its place of origin, therefore 

these are the “real thing” because they are not available elsewhere. 
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  4.1.3 High quality 

Quality is a feature within the objective perspective of brand authenticity as it is an evidence-

based reality that the consumer evaluates the brand (Morhart et al., 2014).  The quality affects the 

brand authenticity, and it was a consistent theme in most of the interviews. Pernille explain how 

she perceives Chanel as authentic due to its quality. “I do not think of Monki as authentic, while 

Chanel is more authentic as it has quality” (See appendix 2, p. 161). The respondents evaluate 

the quality of the brand based on the production process, academic pride, craftsmanship and place 

of origin. 

  

The quality of the products is directly related to the production process. Niklas said, “the more 

handmade the more I associate it with quality” (See appendix 2, p. 148). This is in alignment 

with Napoli et al. (2013), who argue that handmade products produced by craftsmen is perceived 

as authentic as it indicate something about the quality of the products. It was evident that the 

respondents were of the same opinion, “I think about Louis Vuitton and Hermes where 

everything is handmade, and there is some kind of quality guarantee in itself. I think the 

production process has a lot of influence on making these brands authentic” (See appendix 2, p. 

125). A production process that delivers the highest quality is often related to expensive 

processes, which result in higher prices. According to the collected data, high prices were often 

associated with authentic brands (See appendix 2, p. 43). However, it was not only the price that 

accounted for the perceived authenticity in terms of quality. There were respondents who were 

concerned with the academic pride in the production process. Production processes where there is 

not required education or related interest may result that the brand is not perceived as a high 

quality product or authentic. The following was stated concerning the fast food industry “it is not 

authentic as it is fast food, I feel that the people who make the food do not care about making 

food, they are not chefs who puts together a menu” (See appendix 2, p. 201). 

  

The origin of a brand may affect the perceived authenticity as the country of origin influence 

quality perceptions of a brand (The Economist, 2013). Some countries are famous for their skills 

of producing certain products, “like Italian leather shoes, and they use the “Made in Italy” label 

as a hallmark of quality, as it is produced locally and the material is local and they give their 

citizens training in craftsmanship” (See appendix 2, p. 125).   

  

Production processes that results in top quality products, has a deeper value than quality in itself 

as it shows commitment. High quality shows commitment to traditions, a passion for craft and 
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production excellence. It suggests that methods that require care and effort for the products, and 

that it is produced by people with special knowledge and interest for the products is perceived as 

high quality. It is therefore the commitment behind the product, which creates brand imagery that 

is of value to consumers. It is the intangible aspect of high quality that meets the need of the 

consumer (Keller, 2008).  

 

4.1.4 Brand social responsibility 

Throughout the interviews, another theme identified within “what makes a brand authentic” is 

how the brand is contributing to social responsibility. This is in alignment with Morhart et al. 

(2014) who states that integrity of a brand is important as to achieve brand authenticity the brand 

must have moral principles. Previous research, finds ideas such as ethical, sustainable and human 

as authentic (Potter, 2010). Our findings were similar as it was evident from the data that a brand 

is perceived as authentic if the production process is human, environmental friendly and organic, 

hence it is important that the brands production process is transparent as a guarantee to the 

consumers that they are socially responsible. The brand should be true to a set of morals and take 

care of its consumers and the environment (Morhart et al., 2014).  

It is recognized that brands, which are perceived as a “good citizen”, is more authentic for the 

interview respondents. Ellen explains how authentic brands perform the way people expect them 

to do. For example, how Patagonia is a cool brand and at the same time “does something good 

for society” (See appendix 2, p. 108). 

  

Pernille believes that brands which are perceived as honest and transparent, are more authentic 

than other brands, “consumers want to know and understand what is going on” (See appendix 2, 

p. 162). In alignment with Pernille, Louise stated, “what makes a brand authentic, depends on 

the fact that one knows how the product have been produced, and that the business has control 

over the whole process. So you can trust it” (See appendix 2, p. 181). Further, she elaborates how 

Arla is an authentic brand because they have done a great job considering being a huge 

corporation, they have managed to support Danish farmers, and made sure to have a transparent 

production process (See appendix 2, p. 181). This is in line with Morhart et al. (2014) theory 

arguing how integrity influence authenticity perceptions, and if the brand's intention and values 

are reflected in its communication, then it is perceived as valuable to the consumer. The brand 

should act correctly and ethically (Morhart et al., 2014). Ellen thinks it is important that the brand 

should be trustworthy in order to be authentic. “The brand should not use children labour, and I 

believe it is important that the brand’s production process is human, and environmental friendly, 
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and not ruin the whole rainforest so we can eat chocolates for example” (See appendix 2, p. 96). 

There is a common perception that the brands should engage in actions that appear to be social 

responsible, when consumers have higher requirements in this area. Louise explain, “it is not that 

simple anymore, you cannot just produce a product and that is enough. They should also appear 

as a Greenpeace organization, and save the world” (See appendix 2, p. 183). 

  
Pernille perceive organic products to be authentic, because they are sustainable and more natural 

(See appendix 2, p. 164). While Ingrid explains how a Danish furniture company is very 

authentic because it is environmental friendly and made from recycled material, “there is a 

company in Odense which create really nice desks and dining tables of recycled materials. The 

producers actually go out and find ancient wooden material which is already thrown away” (See 

appendix 2, p. 130). The fact that the brand is loyal to the society and the users of the brand is an 

important factor which influence the brand’s level of authenticity (Morhart et al., 2014). 

  

4.1.5 Personal relationship 

Another theme that arose during the interviews is how the brand is perceived as authentic when 

there is a personal relationship between the brand and the user of the brand. This feature is also in 

accordance with the constructivist approach as the personal relationship between the consumer 

and the brand is highly subjective (Morhart et al., 2014).“Brand authenticity emerges to the 

extent consumer perceives a brand to be faithful and true towards itself and its consumers and to 

support consumers being true to themselves” (Morhart et al., 2014, p. 202). It was prominent 

from the data that brands that match consumer’s values, are of Danish or Scandinavian origin, or 

that is promoted by an ambassador that is of personal interest for the consumer, creates a personal 

relationship which is perceived as authentic.  

 

When Ellen was asked what she would miss if all authentic brands disappeared, she answered, 

“the relationship I got to the brand, I would say I have a relation to Coca Cola as it is something 

I have consumed for 20 years” (See appendix 2, p. 105). A brand can symbolism a reflection of 

the consumer’s own values and who they are. It is important to the consumer that they can 

identify with the product in order to construct their identity (Morhart et al., 2014). Pernille owns 

the cookbook “Green Kitchen Stories” which she perceives as authentic because, “it is like I 

“know” the family that have written the book, I understand what motives they have and what kind 

of values they stand for when it is a vegetarian cookbook, and it is environmental friendly” (See 

appendix 2, p. 165). Pernille is a vegetarian herself, and therefore this book reflects her values. 
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This cookbook adds meaning to her life, as it connects her with something she believes is really 

important (Morhart et al., 2014). Further, she mentioned that she owns a Moleskine notebook, 

which in some way represents herself. She likes how this notebook has these “old fashion” values 

that she relates too, and therefore it is perceived as authentic (See appendix 2, p. 165).  

  
There is a denominator amongst all respondents where they perceive Danish and Scandinavian 

brands as authentic, as all interviewee’s lives in Copenhagen. Ellen stated that she thinks Tiger of 

Sweden and Acne are authentic, because they are both Swedish brands, and the style of the 

clothes is very Scandinavian. “I think it is very cool that it is a Scandinavian brand, and 

therefore I want to support it” (See appendix 2, p. 109). We asked Ingrid whether she has 

anything at home that she perceives as authentic. She mentioned her headphones, mostly because 

it is a Danish brand, 

  
“It is a Danish brand…started as a small company and have grown to be an international 

brand…I want to support the brand because I feel that I can associate myself with the brand, 

when I live in Copenhagen. I have also worked in their shop, so I know all the designers and 

marketers, but even though if I did not work there, I like the idea of supporting a locally 

produced brand” (See appendix 2, p. 129). 

  

Alexander believes Nørrebro Bryghus is an authentic restaurant because it represents its place of 

origin values. He thinks it is a really nice restaurant, because they are “big on Nørrebro” and 

there are so many bars and restaurants there, and “everybody” loves Nørrebro in Copenhagen 

(See appendix 2, p. 35).“I believe Nørrebro Bryghus is somehow authentic because the 

restaurant has this kind of “Nørrebro charm”. The restaurant has some of the values that 

Nørrebro represents, which is; beer, having a good time and the sense of community” (See 

appendix 2, p. 35). The respondents feel that Scandinavian and Danish brands are authentic as it 

represents something they are closely related to as all of the respondents are from Scandinavia 

and live in Copenhagen, in addition they like to support local businesses. 

  

A brand can also use famous ambassadors, in order to create a personal relationship and to be 

perceived as authentic. For example, Beyoncé just released a new clothing line which Louise 

perceive as authentic, “there is only one Beyoncé in the whole world, and it is her products, and 

she is the ambassador for the brand…I feel that I “know” Beyoncé and she is very unique, and 

then the product will be unique as well” (See appendix 2, p. 183). The fact that Louise feels that 
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she knows Beyoncé because she is a huge fan creates a personal relationship between her and 

Beyoncé’s products and brand. When Louise purchases Beyoncé’s products, it will strengthen her 

relation to the artist, as she wants to be associated with the uniqueness of the ambassador. 

  

4.1.6 Brand vision and purpose 

The brand should have some kind of reason to exist or hold a higher purpose than itself to be 

perceived as authentic. Brand authenticity may be achieved on the basis of a vision, a clear 

picture of what they represent, a genuine interest and a higher purpose to exist. According to Holt 

(2002) authentic brands should act intrinsically motivated by their inherent value and be 

perceived as not pursuing an instrumental economic agenda. Anna tells that an authentic brand 

for her is one with a vision, “they should have a clear vision and maybe some kind of goal for 

what they are doing. Definitely someone that has a clear picture of what they represent” (See 

appendix 2, p. 75). This is in alignment with Morhart et al. (2014) as they argue that brand 

authenticity is achieved if consumers perceive a brand as true towards itself. Alexander explain 

how he thinks it is important that the brand has awareness about what they do and that they 

should be sincere, “it should come from some kind of sincere place, they should mean something 

about it, they should have some ideas about it” (See appendix 2, p. 30). Integrity also complicit 

with authenticity perceptions, as the intentions and values of the brand may be of value to the 

consumer (Morhart et al., 2014). Anna believe that the Coop Änglamark brand is authentic, 

because they sell organic products, and in addition have a clear vision and intention of supplying 

inexpensive organic products so it is more available for everybody (See appendix 2, p. 76). They 

have higher socio-economic purposes with what they do, which adds meaning as it reflects 

important values that people care about (Morhart et al., 2014).   

  

In alignment with Napoli et al., (2013) some of the respondent’s think that brands that reject 

commercial motivations are authentic. Victor explain why he feels that Levis is an authentic 

brand as their intentions is not just earning profit, as their purpose is to make top quality products. 

“They started with a purpose of making a quality product that would not break, not primarily to 

earn a lot of money...but a quality product that would help him or her to do the best possible job 

wearing their product” (See appendix 2, p. 14). Anton also mentioned that brands with intentions 

that is not solely about profit, is authentic. He thinks it is authentic if a watchmaker creates high 

quality watches because he is good at it and thinks it is an amazing job, instead of just selling a 

lot of products in order to earn a lot of money. “I think it is positive if the brand starts out with a 

good product, then it is authentic for me…not because it is a big brand, and earn a lot of money, 
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such as Cola where it is just about selling a lot of products and earn a lot of money” (See 

appendix 2, p. 208). 

  

4.1.7 Common perception of authenticity 

Some of the respondents explain authenticity as something that is commonly agreed upon in our 

society, hence a constructivist perspective where “authenticity” is a socially constructed 

phenomenon (Morhart et al., 2014). 

  

“Authentic brands are something that is real in some kind of way. It has roots in something that 

has been a truth in the society in many years, and that many feel they can associate with. If 

something is authentic, people and society have agreed upon that this is real and that it is 

allowed to call itself authentic” (See appendix 2, p. 123). 

  

Alexander refers to it as a reputation that starts out with someone liking the product or the brand, 

and after a while other people support it, until it becomes a common hype and further into a 

settled truth. Alexander elaborate an example where there has come to an agreement on what is 

real, 

  

“It is like the Danish designer Arne Jacobsen which made the chair “The egg”. It is a really 

famous Danish chair that costs 25.000 DKK, and there is a lot of people that agree upon that this 

chair has something special even though it is just a chair, but it gets supported, and in that way 

authenticity and the brand persist” (See appendix 2, p. 29). 

  

The fact that a lot of consumers have some kind of agreement about the chair’s existence and 

essence makes it authentic, as they agree upon that it as a “masterpiece”. The value of this chair 

is based on the emotional need it serves as the expensive price the consumers pay is not related to 

the actual production cost of the chair. The consumers pay for the fact that it is real Danish 

design. This can be compared to art, where the value of a masterpiece is solely based on the 

reputation of the artist (Morhart et al., 2014). Thus, the brands reputation and recognition in 

society can determine whether a brand is authentic or not.  
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4.2 Inauthentic brands 

In order to understand the concept “authentic brands” more thoroughly, we examined what 

attributes that make a brand inauthentic. We have recognized that some of our respondents found 

it easier to describe what makes a brand inauthentic. This is in accordance with Potter (2010) as 

he argue that it can be easier to describe what is thought of as inauthentic compared to authentic. 

With this in mind, we examined what the respondents perceive as inauthentic features in brands. 

It was evident from the collected data that brands were inauthentic if they were commercial, 

irresponsible, or “copies and strivers”. This section ends by highlighting the complexity of the 

authentic concept, and the fact how it can be somewhat contradictory. 

  

4.2.1 Commercial 
An overall theme identified is how inauthentic brands are perceived as commercial. The 

respondents considered brands that were mass-produced, inexpensive, are of high availability, 

have poor quality, are produced by big corporations and focus on profit maximization as 

commercial. This is in alignment with Potter’s theory as he argues that consumers search for 

something genuine and not contaminated by self-interest and commercialization (Potter, 2010). 

Respondents mentioned how they perceive mass-produced brands as inauthentic. Alexander 

claims that McDonald's and Max are typical inauthentic brands, “it is mass production. It is not 

specialized. The focus is to reach as many people as possible, and to sell as many cheap products 

as possible. It is all about the money instead of focusing on specialization in food and brands” 

(See appendix 2, p. 35). Another denominator characterizing inauthentic brands is how the 

products are inexpensive, as a consequence of mass production. Anna perceive Coop extra and 

other discount products as inauthentic, as lack of deeper meaning, and their only goal is to be 

inexpensive, “it seems like they are only produced to be cheap, they do not have any kind of 

personality ... and they have no other meaning than being inexpensive” (See appendix 2, p. 76). 

  

Inexpensive brands are also inauthentic due to their high availability. The first thing that came to 

mind when Pernille thought about inauthentic brands, she mentioned “cheap brands”, for 

example Budget, which you can get on Føtex or Jolly cola, “they are standard, and very 

commercial, everyone can get a hold on it” (See appendix 2, p. 161).  Even though several 

respondents claim that inauthentic brands are inexpensive, some of the interviewees think 

inauthentic brands are overpriced. Alexander believes that the essence of stupidity is if you 

purchase an overpriced shoe only because of its brand, and these are typical inauthentic brands, 
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such as Louboutin. He believes people purchase these shoes only because of status, they want to 

be a part of something, which is identified as cool. He perceived this is as inauthentic behaviour, 

hence it is an inauthentic brand (See appendix 2, p. 28). 

  

Another consequence of mass-production and inexpensive prices is that the quality is perceived 

as poor. Louise stated, “my sister has bought a lot of weird stuff online from China. In my eyes, it 

is only some plastic crap, where I cannot trust its quality...I only know that it is cheap…For me it 

is very inauthentic” (See appendix 2, p. 182). Niklas explains how he perceives inauthentic 

brands to be mass-produced and have poor quality. He thinks the bigger the company, the bigger 

volume of production there is, and therefore it is not enough time to create high quality products 

(See appendix 2, p. 148). Alexander also perceives brands with poor quality as inauthentic, 

“Christian Louboutin, the shoe designer. His shoes may be good looking, but they are so 

expensive, and it is only a shoe… and the shoes are of bad quality… People use 7000-8000 DKK 

on these shoes. Any idiot can create these shoes” (See appendix 2, p. 29). 

  
Further, inauthentic brands are perceived as created by big corporations. Pernille tell, “The first 

thing that pops into my mind is H&M. It is such a big corporation. They only offer products that 

they believe consumers want. Actually, I think that all huge corporations are inauthentic” (See 

appendix 2, p. 42). Even though she thinks it is positive that H&M has a conscious clothing 

collection, she cannot characterize the brand as authentic. “It is such a big brand. I have no Idea 

what kind of people who works there. The brand is too big to fit into my life” (See appendix 2, p. 

161). It seems like Pernille perceive a brand to be inauthentic when she cannot relate to it. In 

addition, Niklas believes that the larger and more global the corporation is, the less authentic the 

brand, as he thinks big corporations are too commercial (See appendix 2, p. 151). Big 

corporations may be perceived as inauthentic as they are often associated with solely economic 

goals, without any higher meaning.  

  
Brand awareness and availability is also a factor, which indicates the brand to be perceived as 

inauthentic. Several respondents mention how Coca Cola is inauthentic because it is known and 

available all around the world (See appendix 2, p. 212, p. 162). Anton categorizes Coca Cola with 

Fanta, Capri Sonne, and Pepsi, “all of them are available all around the world. Everybody knows 

the brands and you don’t buy them because of their amazing products, you buy them because you 

know what you get” (See appendix 2, p. 212). High brand awareness affects the brand becoming 

mainstream as anyone can get a hold on them. Therefore, they are not perceived as authentic. 
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4.2.2 Irresponsible brands 

Brands that act irresponsible are perceived as inauthentic. The respondents emphasize how an 

irresponsible production process such as child labour, non-sustainable or any non-human 

production processes makes a brand inauthentic. Brands that do not possess a transparent 

production process and do not deliver what they promise are perceived as irresponsible.  

 

Brands that conduct an unethical business is not perceived as authentic by the respondents. 

Martine explains how she feels that a brand is inauthentic when she is aware of the industry 

irresponsible actions, “I think of Prior as a inauthentic brand as I believe there is a lot of shady 

business in the chicken industry” (See appendix 2, p. 195).  Lack of transparency and honesty 

toward the consumer, in terms of limited information and uncertainty about the production 

process can influence the brand being perceived as inauthentic (Morhart et al., 2014). As the 

consumer cannot be sure whether or not the process is conducted in a responsible way. “How is it 

produced? Where is it produced? Where does it come from? I know nothing about it, so if I have 

the opportunity I always buy organic” (See appendix 2, p. 43). Louise also mentioned lack of 

transparency as inauthentic when she talked about products that were bought online from China, 

“for all I know it could be produced by child labour, or maybe it contains a lot of toxic 

ingredients” (See appendix 2, p. 182). 

  

Another dimension is credibility through the brand's ability to deliver what they promise 

(Morhart, 2014), if the brand do not fulfil it claims it can be perceived as inauthentic. Helge talks 

about authentic and inauthentic car brands and conclude that French car brands are inauthentic 

based on their lack of ability to live up to their claimed expectations, “French cars are so 

inauthentic. I think they are really bad... everything seems so fancy, but nothing works” (See 

appendix 2, p. 57). 

  

4.2.3 Copies and strivers 

Brand’s that copies other brands strategy, design or product is perceived as inauthentic.  

In addition, brands that chase a certain authentic image may be perceived as inauthentic as they 

are striving to be something they are not.  

 

Victor explains how brands that copy other brands are inauthentic, “H&M is really inauthentic as 

they get their inspiration from the more expensive and famous brands...it is very inauthentic 

because they only copy” (See appendix 2, p. 13). Most of the respondents agreed upon that they 
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preferred the original and not the copy. Ingrid considers copies to be fake, and thus not authentic. 

“I do not like copies, and I do not like that it is fake” (See appendix 2, p. 137). Even though, the 

quality of the copied products may exceed, the quality of the original product they copy, they 

were still considered as inauthentic, and the original as the authentic. “McDonald's is more 

authentic than Max, as everything that is not McDonald's is a copy, it is not about the quality, as 

Max has better burgers than McDonalds, but it is about how they have had the same style 

forever” (See appendix 2, p. 132). 

  

Brands that are regarded as strivers are perceived as inauthentic, as they try to be authentic but do 

not succeed. A brand where you can sense that they chase a certain image, do not feel sincere 

(See appendix 2, p. 84). This is in alignment with the authenticity paradox as one that seeks 

authenticity for authenticity sake is no longer authentic (Mayer, 2010). The fact that brand 

actions are feigned makes it less genuine. Ellen described how she has categorized a group of 

restaurants in Copenhagen as they “try to be authentic, but fail”. She mentioned Sticks´n´ Sushi 

as an example as they try to create a image as a real Japanese sushi restaurant, but do not succeed, 

“I do not feel like I am in Japan when I eat at Sticks´n´ Sushi” (See appendix 2, p. 111).    
 

4.2.4 Contradictory term 

The findings have resulted in several aspects that causes brands to be authentic, however it still 

remains as a complicated concept. Some of the respondents did find the term authentic as 

confusing, and were not used to apply it in the context of brands. Some found the term rather 

contradictory as something they had described as inauthentic may be a feature of a brand that 

they perceived as authentic. When Emilie was asked to explain what an authentic brand is for her, 

she mentioned that authenticity is not a word she uses a lot in her vocabulary, nor is it something 

she thinks about when imagining brands (See appendix 2, p. 42). Ellen tried to describe what she 

thought of as inauthentic, but ends up mentioning features of the Coca Cola brand that she finds 

authentic, which make her confused. She says, “mass-produced do not feel authentic…. but in 

another way, it kind of must be because Coca Cola is mass-produced and that is authentic, so I 

am not sure” (See appendix 2, p. 97). 

  

Some of the respondents were also confused by brands that they felt were authentic, but on the 

other hand had products that they perceived as inauthentic. When Anna were asked the question 

of whether she thinks McDonalds were authentic or not she responded, “I think it is difficult, on 

one side, no, but on the other side, yes, because they were the first big fast food chain. It is really 
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like a big and famous brand, so I am not quite sure...but the food is not authentic” (See appendix 

2, p. 84). Helge had the same issue when describing McDonald’s, because it goes against what he 

earlier described as authentic, but either so, he perceived McDonald’s as very authentic because 

the brand has always been trustworthy (See appendix 2, p. 65). The term gets even more complex 

as consumers may perceive a brand as authentic for others, but not for themselves. “Like 

Barbour, they have these oilskin jackets which are really high quality jackets, so in one way they 

are authentic, just not for me” (See appendix 2, p. 133). The subjective understanding of the term 

brand authenticity makes it complicated, as something that is perceived as authentic for one 

person may be perceived as inauthentic for another. 

  

4.3 Motivation 

In the following section we assess the underlying motivation for purchasing authentic brands that 

were evident in the interviews. The analysis begin with general motives, respectively, self-

expression and self-realization, being a responsible consumer, search for belonging, and being in 

opposition of the modern society. 

  

4.3.1. Self-expression and self-realization 

Self-expression and self-realization is one of the most mentioned motivational factors for 

purchasing authentic brands, as it gives the opportunity to create and express your own identity 

through consumption. What consumers buy reflect who they are and who they aspire to be 

(Gilmore and Pine, 2007). The need for identity is a fundamental human drive (Reed et al., 2012). 

There are high expectations to know who you are and to be yourself in order to live a meaningful 

life (Brinkmann, 2008), and authentic brands can help people to connect with their “real selves” 

(Morhart et al., 2014). The respondents believe it importance to self-express and self-realize due 

to loss of identity and meaning as a consequence of globalisation and high standards of living 

(See appendix 2, p. 52, p. 191).  

 

The need for identity creation may be reinforced by today's individualistic society. Helge pointed 

out how globalization is an important factor in how our identity and belonging fades, and how 

this causes a need to enhance identity.  

  

“The world gets smaller, and it is less apparent where you are from, and who your ancestors are, 

and what kind of culture you originate from, this slowly disappears and the differences fades 
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out…The more it fades out the less identity one have. This is a bit negative as you loose your 

clear identity” (See appendix 2, p. 52).  

  

This tendency is also addressed by Albrow and King (1990), they argue that it is difficult for 

consumers to relate to their own traditional sources, due to globalization. Which may lead to a 

greater desire to build and enhance identity. 

  

Some of the respondents meant that authentic brands were consumed in order to create or 

maintain their identity at the individual level (Heding et al., 2009), were brands become a mean 

to connect people with their real selves (Morhart et al., 2014).  Consumption of goods transfers a 

symbolic significance or values that contribute to enhance respondent’s identity for themselves. 

Pernille tells about the desire of products that enhance people's identities, “I think it feels more 

close to themselves, and that people wish for something that reflect themselves… The products 

should match our own values and the self...Something like an “extension of self” (See appendix 

2, p. 162). The consumers remind themselves of who they are by their possession, thus their 

belongings and brands become an extension of themselves (Belk, 1988). Alexander mentioned 

how he believes that people use clothes in order to create identity, “they use some special clothes 

as they think it gives them the opportunity to create some kind of identity that reflect themselves” 

(See appendix 2, p. 28). 

  

However, the respondents seemed to be more concerned with the motivational factor at the social 

level of self (Heding et al., 2009). Were authentic brands being a mean of expression of self to 

others, consumers verify their own identity by expressing it to others (See appendix 2, p. 165). In 

accordance with the “theatre metaphor” the respondents try to guide the impression that others 

make of them through their belongings (Goffman, 1990).  

  

Self-expression does not necessarily only concern who you are, but also who you desire to be. 

Thus, authentic brands may be used as symbols on who you want to be, or how you would like to 

be perceived. Like an expression of your desired self (Sirgy, 1982), Pernille explain how products 

may be an expression of the desired self, “one would like the products to show people who you 

want to be” (See appendix 2, p. 165).   

  

The respondents experience the society as characterized by a high level of self-realization, which 

is equivalent with Brinkmann (2008) theories on the postmodern society. This tendency is 
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assumed to be as a consequence of today's high living standards. Martine explain, “I think it is 

related to the fact that we have it so well at all aspects, we are kind of on the top of the pyramid 

of need, and therefore wish for something more” (See appendix 2, p. 191). This is in alignment 

with Potter (2010), he argues that how only people with comfortable lives have the opportunity to 

search for authenticity. The fact that the society is stable and safe makes people seek meaning 

elsewhere, such as self-realization. 

  

Niklas explain how he feels there is a lot of requirements in the society in order to be happy and 

realize yourself, “it is a lot of focus on what I can do to be happy, I have to do all of these things, 

such as go to Africa and Asia, and take a 7 year long education, and I have to run some kind of 

marathon or Ironman” (See appendix 2, p. 142). Niklas perception of the expectations in the 

society is in accordance with Brinkman (2008) who argue that there is a lot of pressure to find 

your-self and how individuals are under constant development and improvement. Several of the 

respondents said that they felt the expectations and pressure, as one should not only be your self 

but constantly challenge and improve “the self”. So self-expression do not only concern showing 

who you are but also how good you are, it is the ideal self that should be communicated. Brands 

can be used as props in order to form this specific successful appearance as their meaning and 

values get transferred from the items to the consumer (Goffman, 1990; McCracken, 1986). In this 

type of personal branding one present an image that one would like others to hold, therefore the 

focus is on capturing and promoting the individual's uniqueness and strengths to a target audience 

(Labrecque et al., 2010). Anton explains how the modern consumer interacts with new people all 

the time, therefore we have a need to show “our brand”. “It is important for us to be the best 

person as possible. It is important to be “a real person”, or show that we are “real”. We are 

“selling ourselves”, and we do not want to sell something fake, we sell authenticity” (See 

appendix 2, p. 214). Anna explains how fair-trade coffee can signalize more than interest in 

decent working conditions, “If you buy Fair-trade coffee you show to others that you have the 

energy to think about others than yourself” (See appendix 2, p. 79). Fair-trade coffee is then a 

mean to show how considerate you are, as you have the surplus to spend time and energy to think 

about others. 

  

Self-branding is reinforced due to social media, as one can capture a larger target audience. This 

also implies that the things consumers buy is of greater importance, as they will communicate 

meaning to more people. 
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“It is much more individual how one uses clothes or things you buy, and what they should mean 

for you. It can mean even more now as you can share it on social media, so it is not only the 

people who sees you and talks to you, but also peripheral friends on Facebook can see what kind 

of identity you are trying to have” (See appendix 2, p. 180). 

  

Several respondents mentioned that there was not the same need for authentic brands before 

because people did not have the same opportunities as we have today. Due to technological 

development, consumers are much more aware of what others consumers do and consume 

through social media.   

  
“People were more happy about the things they had. They did not measure themselves with 

others, and they could not see what everyone else did…People could get to know each other 

without judging. I think people were better to look past all these products, because they did not 

have as many as we have today” (See appendix 2, p. 215). 

  

Although an individual may engage in certain behaviour in order to present a certain self, it is not 

sure that the others perceive the individual as the self he or she wanted to communicate (Higgins, 

1987). Louise explains how she is sceptical of people who post their “perfect” life on social 

media, as she thinks of it as a facade. “I think that if a person uploads a lot of pictures, I think 

that they try really hard, it must be something that is not working since they have such a need to 

post that much” (See appendix 2, p. 176).  Consumers are aware that other depicts an improved 

image of themselves. They see through what Goffman (1990) describes as frontstage activities, 

were the positive aspect of the idea of self is highlighted. They expose others who conduct a 

“false” behaviour, thus we argue that this may increase their need for something real and genuine 

as they are surrounded by the fake.  

 

4.3.2 Responsibility 

Several interview respondents have some apprehensive thoughts concerning today’s 

consumption, hence there is recognized a motivation for being a responsible consumer. The 

respondent’s motivation to act responsible is to be perceived as a good person, make a small 

contribution to the world, and justify their consumption through more responsible brands.  

 

The interviewees mention how today’s society is characterized by overconsumption and a lot of 

waste. Anton stated how consumers purchase new items all the time, “we have them for a short 
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time, and then we throw it away again. We purchase easy available items because they are cheap 

and easy to produce, and everything is supposed to go as fast as possible… we throw a lot away, 

because it is so easy. It is too available for us” (See appendix 2, p. 220). Alexander describes 

today’s society with the word “overconsumption” and that we spend more resources than what is 

available (See appendix 2, p. 25). He said, 

  

“We consume too much today, and we do not think about the consequences. But they will for sure 

come one day…The advertising industry have some responsibility, when they are constantly 

pressuring us to consume even more. It would be good if they influenced us to consume better” 

(See appendix 2, p. 26). 

  

In addition, Ingrid also mentioned that society is characterized by extreme consumption, “it is 

difficult, because consumption is present because it helps the economy and society to function, 

but it is horrible when it ruins our environment” (See appendix 2, p. 121).  Ingrid explains how 

these growing environmental issues have made a shift in society, so there is now a focus on less 

consumption (See appendix 2, p. 116). This is in line with Zavetoski (2002) that explain how 

people focus on more non-material aspects of life. The constant pressure of wealth and 

consumption leaves people with dissatisfaction. 

  

In light of today’s environmental issues there is recognized a need for authentic brands in order to 

be perceived as a good person and make the world a better place. There is a denominator among 

the interviewees that overconsumption is one of the reasons for environmental issues today. 

Louise explains how we are daily exposed to nature- and environmental issues which is an effect 

of the modern society’s overconsumption, “this makes us feel guilty” (See appendix 2, p. 184). 

Pernille mentioned how these problems are prominent in today’s society, therefore she is more 

concerned about purchasing sustainable and organic food and clothing (See appendix 2, p. 160). 

  

Pernille believes that people's motivation for purchasing authentic brands is to create a small 

change in the world. She purchases organic food because she wants to do something good for the 

environment, when she knows the consequences of overconsumption. Consumers need authentic 

brands in order to be perceived as a good person (See appendix 2, p. 170). Pernille wants to be 

perceived as an environmental friendly person. Even though it is almost impossible to be one in 

today’s society, she tries her best to reduce her consumption (See appendix 2, p. 170). One of her 

measures for contributing to a better environment is purchasing organic friendly food. Pernille 
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wish that all products were organic, because then it would be easier for her to be “the responsible 

consumer” (See appendix 2, p. 170). She believes organic food represents and is an extension of 

her “good-self” “through products and brands you want to show what kind of person you are, 

and what kind of person you want to be…The products need to match our own values and my 

own “self” (See appendix 2, p. 165). This is in line with theory concerning how consumers have 

a choice about “who they want to be and what kind of life they want to live” (Reed et al., 2012). 

  

Another motivational factor for purchasing responsible authentic brands may be to justify our 

consumption. Louise mentioned, “People want to justify their actions. Although we still do some 

bad things to the world, we try to make excuses for ourselves like, I buy that milk which is a bit 

better, or I purchase a lot of clothes but not from child labour” (See appendix 2, p. 185).  This is 

a consequence of overconsumption and the prominent environmental issues today. Consumers 

have a need to justify their consumption, as they are aware of the damage they do, however they 

do not manage to stop to consume. The solution is then to purchase the brands that are slightly 

better, and maybe a bit more responsible. 

  

4.3.3 Sense of belonging 

Another important motivational factor for purchasing authentic brands is the feeling of belonging. 

The respondents have a need to belong, as the society is getting more peripheral, thus they seek 

affiliation through consumption (See appendix 2, p. 69). Anna mentioned how she feels that 

today’s modern society has become more peripheral, as we have become more individualistic and 

mobile which result in a lack of base with close relations (See appendix 2, p. 69). “I do not know 

how to put it, but people go more out and meet a lot new people. One can also almost have a 

friendship that is just based on Facebook, so people do not achieve close relationships” (See 

appendix 2, p. 69). She emphasizes how we constantly meet new people, but we do not tie close 

relations to them, and the fact that you can establish relations with people you have not even 

meet. She feels that these relations are superficial and peripheral. Potter (2010) also explain this 

phenomenon on how we interact with people we never meet or will ever recognize if we did. This 

development can lead to a need for belonging as consumers are subjected to peripheral relations, 

thus one search for something that give the feeling of community. Ingrid emphasized belonging 

as a motivational factor for consuming authentic brands. “It has something to do with belonging, 

everyone has a need to find their place to be. I think authentic brands may help people to find 

that place by signalizing something to the society” (See appendix 2, p. 129). This is in alignment 
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with Napoli et al., (2013), they argue that authentic brands are consumed to reconnect to a place, 

time, culture and others.  
  

Authentic brands may make it easier to search people who are similar to you, as others employ 

brands as props for their self-expression. Anna explain what she thinks would happen if all 

authentic brands were to disappear, 

  
“One do put a lot of emphasis on how people brand themselves …and it would be difficult to find 

people with the same beliefs as you...One tend to seek people which you think have the same 

values as yourself, and when authentic brands disappear, you can no longer see what kind of 

values they have” (See appendix 2, p. 81).  

  

Victor is of the same opinion, as he believes that people's brands place the individual in a specific 

group. He mentioned how he can evaluate where people go out or what music they listen to, 

based on their possessions. “He use the same brands as I do, thus we can both like the same 

places in town, or maybe he has the same preference in music as me” (See appendix 2, p. 17). 

Thus, consumers use authentic brands in order to seek other people they feel they can identify 

with, and who they belong with. Ingrid tells about her relationship to the Patagonia brand and 

how she wishes to be a part of that group of people. “It is something about wearing the 

Patagonia brand, and to show that I am a part of this group, which is sporty outdoor, healthy 

and competent people” (See appendix 2, p. 135).  

  

4.3.4 Opposition of today’s society 

There is identified a tendency were people are sceptical to the postmodern society. They are 

critical against marketing and advertising efforts, thus they seek to resist the commercial 

consumption (Potter, 2010).  

 

People are critical to the authorities and the consumerist society (Potter, 2010). Pernille describe 

this need as a countermovement to large institutions in our society, and their lack of credibility. 

She said, 

  

“I feel that all of this is a consequence of the financial crisis. We have lost trust to large 

institutions, we do not have the opportunity to trust everything we hear. We wish to know more as 

everything is mass-produced and it gets too big for us, so we wish to go back to our roots, I think. 
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There is this trend where you wish to grow your own vegetables in the garden and so on, because 

then you know exactly how it is produced” (See appendix 2, p. 171). 

  

This is in alignment with Napoli et al., (2014) theory that consumers struggle to differentiate 

between what is real and what is fake, thus they become sceptical and seek other options that are 

more trustworthy. Hence, they seek brands that oppose the large institutions, which they consider 

as authentic.  

  

Today's society is also characterized by a lot of marketing and commercial efforts. Some of the 

participants perceive advertising and marketing as a necessary means of subsistence for 

companies, and therefore accept the advertising they are exposed to. However, although they 

accept it, all of the participants mentioned that they avoided it if possible. However, some of the 

participants found it annoying and disruptive. Niklas were truly annoyed, and did not want to 

represent brands at all. 

  

“If the product have visible and known brand it can be a negative thing, as you know that other 

people have it as well. I could never take on a T-shirt, which had the name of the brand visible. I 

do not want to advertise for any brand, I actually have a jacket where I took of the brand because 

I thought it was annoying” (See appendix 2, p. 145). 

  

Niklas attitudes can be referred to as an anti-branding attitude, as he does not want to represent 

brands (See appendix 2, p. 145). In alignment with Lasn’s (1999) theory, Niklas finds it annoying 

that culture is so influenced by big corporations, and as a result everyone ends up wearing the 

same sweaters or shoes (Lasn 1999, in Heding et al., 2009). Niklas is strongly against how the 

postmodern culture is influenced by the corporate cool machine (Holt, 2002). This development 

causes a greater need for the consumers to stand out in opposition to today’s society, hence they 

seek authentic brands.  

 

4.4 Consumer segmentation 
The theory suggests that people today demand the opposite of isolation, shallowness and 

alienation of everyday life. Consumers are tired of the fake and therefore seek meaning 

somewhere else, in something more honest and real (Potter, 2010). Different people seek 

meaning in different things, and it is therefore various what motivates each person in relation to 
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authentic brands. There is recognized that some consumers are highly interested in authentic 

brands, and others are only interested in brands and are not a part of the “authenticity game”.  

 

Based on the findings from the collected data, it was evident that the respondents could be 

categorized into different segments in terms of their motivation, level of interest and perception 

of authentic brands. The respondents have been divided into the following five segments: the 

hipster consumer, the organic-vegetarian consumer, the idealistic consumer, the followers, and 

lastly, the indifferent consumer. The research was conducted on both women and men, however it 

was not identified distinct differences between them, hence the segments is not gender specific. 

The respondents were not evenly distributed, this led to different amount of obtained data within 

the segments. The following figure is an overview over the five consumer segments 

characteristics (Figure 4.2).  

 

 
 Consumer segmentation characteristics  
 

Hipster Organic-
Vegetarian 

Idealist Followers Indifferent 

Wants to be unique 
 
Self-expression is 
important  
 
In opposition to 
today’s consumerist 
society 
 
Read others 
personality through 
their clothes  
 
Style represents 
their interests  
 
Brands represents 
their personality  
 
Seek the opposite 
of the mainstream  
 
Seek brands with a 
purpose  
 
Seek the original 
brand  

Vegetarian diet 
 
Curious consumer 
 
Eat healthy and 
organic food  
 
Enjoys life  
 
Take care of 
themselves and the 
environment  
 
Wish that 
everything was 
organic  
 
Seek organic brands  
 
Seek socially 
responsible brands  
 
Seek a relation to 
the brand  
 
Seek different 
brands 

Well-informed  
 
Holds specific 
values and 
principles  
 
Political correct  
 
Save the 
environment  
 
Environmental and 
animal protection  
 
Holds an 
uncompromising 
view 
 
Seek brands with a 
purpose  
 
Seek socially 
responsible brands  
 
 
 
 

Sociable 
 
Seek affiliation  
 
Affected by others 
consumption  
 
Do what is 
“expected to do”  
 
Justify their 
consumption 
through organic and 
responsible brands  
 
Seek authentic 
brands when it is 
convenient  
 
Seek authentic 
brands in order to  
“fit in” 

Ambitious  
 
Highly educated  
 
Status seeker  
 
Mainstream  
 
Purchase based on 
experience  
 
Seek luxury brands  
 
Seek high quality 
brands  
 
Seek known brands  
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The five segments establish different types of consumers with various motivations for purchasing 

authentic brands. It is important to state that these different descriptions of the segments are not 

definitive, in the sense that one consumer can belong to one segment, but still be influenced by 

aspects relating to other segments.  

 

After identifying the five consumer segments and its characteristics we will further go in-depth 

within each consumer segment in order to understand their different motivations and attitudes in 

relation to authentic brands. Furthermore, we will discuss whether there is a difference between 

consumer’s attitude and action in relation to authentic brands within each segment.  

 

4.4.1 The hipster consumer  

The hipster segment is characterized by its clear understanding of who they are and how they 

wish to appear. They are self-conscious, and are concerned about holding a special and unique 

appearance. They do not want to be like everyone else, so they do not follow fashions and trends. 

This segment follows a style and subculture, which can be characterized as a cautious protest 

against the modern consumerist society (Arsel and Thompson, 2011). In their cautious protest 

against consumerism, it is of high importance that the brands they use have some higher vision or 

purpose that symbolizes other values than other typical consumer goods. They are highly 

concerned with authentic brands, and their motivation for purchase is self-expression and self-

realization, sense of belonging and being in opposition to today’s society.  

    
This segments motivation for purchasing authentic brands is within the external perspective in 

terms of self-expression. They consume authentic brands in order to enhance the social level of 

self, their purchases reflect who they are and who they aspire to be in relation to how they 

perceive themselves in the world (Heding et al., 2009; Gilmore and Pine, 2007). Their aim of 

their self-expression is to be perceived as different and unique, and they want to express an 

unpretentious authenticity. They seek to stand out from the mainstream society, Anna tells, “you 

should appear as a unique person” (See appendix 2, p. 68). Niklas also express his desire to 

distance himself from things that are mainstream, “if I can see that this is something that a lot of 

people can like, these general things, then I have a tendency to try to stand out, and take a 

distance from those people who do these mainstream things” (See appendix 2, p. 140). Due to 

globalization consumers worldwide are exposed to the same input and trends, which leads to 

monotonous culture, which is heavily influenced by the corporate America (Holt, 2002). By not 

following these trends, consumers express that they are impressionable and are true to 
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themselves, they have their own opinions and have critical abilities. This can be defined as 

enhancement of self at the interdependent outgroup level (Heding et al., 2009), where they do not 

want to be identified with the group of mainstream people. Thus, they emphasize that authentic 

brands should be different and stand out compared to other brands. By consuming authentic 

brands, the meaning of being different and unique is moved from the consumer good to the 

consumer itself (McCracken, 1986). The consumers seek a deeper meaning in their possession as 

it is an extension of self, in terms of showing other people who they are (Belk, 1988). Thus, they 

are highly selective and reflected upon the choices they make when it comes to consumption, as 

their brands tell something about their identity and values. 

  
This segment is concerned about how they appear to others, as well as they judge others based on 

how others choose to represent themselves. Anna explain, 

  
“We have become more individualistic and we want to stand out...What we wear represents who 

you are when you meet other people, it is something you get judged by. I am not sure if it is 

because one judge others, but the way people choose to represent themselves also tell something 

about who they are” (See appendix 2, p. 87). 

 

Although they have a need to stand out, their motivation for purchasing authentic brands is also 

affected by the need for a sense of belonging. This segment consumes authentic brands to find 

other like-minded people, and may therefore be referred to as a subculture when they collectively 

oppose the rest of society. This is self-expression at the interdependent ingroup of self, where the 

individuals identify and feel a part of a social group (Heding et al., 2009). Victor mention how he 

thinks that style represents your interest, and that he can evaluate others based on their style. He 

believes that people who wear the same brands as him is somewhat similar to preferences in 

music and places to go (See appendix 2, p. 17).  

  
The motivation for this segment is quite contradictory as on the one side they want to be unique 

and different, while on the other side they want to belong to a like-minded group. When Niklas 

was asked about this paradoxical motivation he answered, “everyone is in some kind of group, 

you cannot be so unique that you have no other people that are like you, so you are unique to 

seek to other people who are just as unique as you” (See appendix 2, p. 150). The hipster 

segment finds a sense of belonging with other unique people with the same style, thus they 

become a subculture that differentiates from the rest of society. They gather on the shared 
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principals in terms of being in opposition to the consumerist society, through an ironic distance to 

the culture, and phenomena in the society (Arsel and Thompson, 2011).  

  

The hipsters are distinct in the way that they have a conscious awareness in their interdependent 

self as they express both an affiliation in their ingroup, and at the same time they have a need to 

distance themselves from their outgroup. This implies that if the outgroup of mainstream people 

starts using the same unique brands as their ingroup, they will stop wearing it and find something 

new that is perceived as different and special. They want to be perceived as first movers. “If you 

have been on a restaurant that not everybody else have been to, then you are not that 

mainstream, and you will be seen as a "first tracker" (See appendix 2, p. 19). Niklas explain how 

people move away from backpacking that were perceived as special but later have become 

mainstream.  

 

“I think that those who want to be special, who were former backpackers they will not chose 

backpacker tours any more, they will go away from it because everyone else is doing it, so they 

will do something more extreme or go back to something that no one else does” (See appendix 2, 

p. 141). 

 

Opposing the mainstream society motivates this segment. Thus, they are highly dependent on 

their outgroup as an audience. Their outgroup of average and mainstream consumers is important 

for the hipsters to appear as unique. 

  
The fact that consumers actively seek authenticity to find meaning in their lives may affect their 

wish for brands that reject modern industrial attributes and commercial motivations (Beverland 

and Farrelly, 2010; Holt, 2002). Based on the collected data and theoretical background we 

assume that this segment tends to ascribe companies with the role of having a higher vision and 

purpose without it necessarily being true. As they seek a higher meaning in life, they are 

dependent that their identity building blocks have a deeper meaning. This is in accordance with 

Potter (2010) who argues that consumers seek something deeper in the jeans they buy, the food 

they eat, and the vacations they take. They seek brands that are invented by people who are 

intrinsically motivated through their inherent value, and not with an instrumental economic 

agenda (Holt, 2002). They seek brands that are in opposition against big commercial 

corporations. Consumption of the “not commercial brands” serves a political correct answer for 

consumption, as they provide a higher meaning and purpose behind the products. It serves as a 
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political correct answer as it shows that the brands are conscious and have an interest in what 

they do. These are qualities that consumers would like to express about themselves. Anna 

mention how the rejection of economic benefits is important in her social group, 

 

 “You should choose the things that is correct for you…Maybe one get judged for taking an 

education because of its favorable wages, and not choose an education because of interest. At 

least I feel it is like that with my fellow students, it doesn’t matter if it is a job in the other end as 

long as you are truly interested in your major” (See appendix 2, p. 72). 

 

They do not focus on economic benefits in their own lives, as it is more important for them to act 

on their deep interest. Thus, they search for brands that act in the same matter that they can 

associate with, and who can help them express this meaning.    
 
As mentioned above, this segment tend to give brands more credibility than they have or deserve, 

as most companies have a commercial motivation and their existential ground is based on 

economic profit. Victor mentioned how he feel that Levis is authentic as their main purpose was 

to produce high quality clothes for gold miners, and that their motivation was not driven by 

profits. The fact that the company has a vision of producing top quality products does not 

necessarily mean they do not have commercial goals. High quality may be a strategic competitive 

advantage in order to sell more products. Victor also emphasizes how they were made for 

workers and not only “to look good”, be fashionable or give status, as it was not made to serve 

the “mainstream” market. This gives Victor the impression that the brand is unpretentious, and 

that it contributes with something useful for the society. It is not only a part of the popular culture 

and the consumerist society. However, the fact that Levis started their business by focusing on 

top quality products for the workforce, do not necessarily prove that they have some kind of 

higher vision or goal, it might as well have been a strategic business choice.  

 

The hipster segment is strongly concerned about authenticity within the clothing category. They 

demand unpretentious clothing, retro-fashion and second-hand clothing (See appendix 2, p. 77, p. 

153).  This type of clothing represents their opposition against today’s consumerism, as it is not 

affected by today’s contemporary fashion. Retro-fashion and second-hand also represent some 

old values and history that this segment appreciates (See appendix 2, p. 147). Anna tells, “it is a 

story behind a second-hand dress from the 60's someone else have worn it, and it gives some kind 

identity” (See appendix 2, p. 77). We assume that they seek this old styles and values as they are 
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not satisfied with the situation in today’s society with respect to the pressure on appearance, and 

pressure for consumption (See appendix 2, p. 116). Hence, they seek back to other periods, which 

possess other values than today’s society. 

 

The reason for this strong interest in clothing is based on the opportunity of self-expression that 

clothes provide. Clothing and appearance is an effective mean for communicating values and 

attitudes. “I would say that clothing is the most important category because it is the first thing 

you see when you meet a new person, it is the first impression” (See appendix 2, p. 154). Their 

self-expression and modest protest against the modern consumerist society can therefore be seen 

as a style, more than a profound identity. We argue that their motivation is more about self-

expression than the internal motivation for opposing the society, as it is a cautious protest and not 

a revolution. This is in alignment with Lair (2005) who argue that personal branding becomes 

more of a “self-packaging”, as it is more about how they brand themselves, rather than internal 

motivation and interest (Lair, 2005).  Alexander mention, 

 

“Today we are less idealistic, people do not actually search for anything they are a bit 

purposeless. For example, many people seek together in how they dress, for example the hipster. 

But we do not have the hippies or punks anymore which had a deeper political message” (See 

appendix 2, p. 25). 

 

Within this segment there is sometimes a difference in attitude and actions, as they compromise 

by things that are mainstream and easy available. Victor explains that he compromises on brands 

when he purchases jeans,  

 

“I could, for example, never buy a pair of boots that resembles Dr. Martens, and I would have to 

have the original. But on the other side, I could compromise with a pair of jeans where I am not 

so concerned with where they come from. If they are from H&M or Levis, doesn't matter that 

much” (See appendix 2, p. 16).  

 

It is often more accessible and cheaper to purchase less special and commercial brands, thus the 

hipsters may purchase inauthentic brands if the product is not of extreme importance to them. For 

Victor it is important to have the original shoe but not the original jeans, the reason for this 

preference is based on the fact that the Dr. Martens shoe is more distinct in its designs and one 

can easily see that it is a pair of Dr. Martens shoes without seeing the logo. He claims that this 
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shoe cannot be replaced. However, in the jeans category it is harder to distinguish whether it is  

Levis or H&M unless you see the logo, as jeans is not that unique hence it is easier to copy the 

original (See appendix 2, p. 147). This segment is very concerned about how they are perceived 

and how they represent themselves with goods, which clearly represent something that is easily 

visible and recognizable, is of high importance for them. Anna also mentioned how she can buy 

inauthentic brands, when it is things she does not feel is an important part of her self-

representation, “I purchase some basic stuff, things that do not need to have some meaning, and 

which is not that important when representing myself” (See appendix 2, p. 79). It is not important 

whether the brand is perceived as authentic or not, concerning basic goods such as a white t-shirt 

that is not unique and do not communicate special meaning.  
 
4.4.2 The organic-vegetarian consumer 

The organic-vegetarian consumer is identified with respect to consumer behaviour were they 

consume organic products and have a vegetarian diet. They are very enlightened and conscious 

about their consumption, “I am conscious about the purchases I make, and I am well-informed” 

(See appendix 2, p. 45). Their motivation for purchasing authentic brands is to consume 

responsible for themselves and for the environment, and to express their own identity. 

 

Millennials tend to eat more organic food than non-Millennials (Baron et al., 2012), and this 

segment, are those who are genuinely concerned with organic products. This segment perceives 

organic brands as authentic (See appendix 2, p. 167). They perceive it as real food when it is not 

genetically engineered or modified organisms, nor has been exposed to chemicals 

(Organicdenmark.dk, 2016). It is the natural and old-fashioned way of producing food. Pernille 

describe how she finds organic brands to be authentic “I think Naturfrisk is authentic, since it is 

organic and I think of it as natural, and it is probably environmentally friendly” (See appendix 2, 

p. 167).  They are very concerned with these authentic brands, “I always purchase organic or 

sustainable” (See appendix 2, p. 43). Their motivation for being a responsible consumer is strong 

and they wish to consume both environmental- and animal friendly. Pernille tells about her 

reasons for purchasing organic food, 

  
“I buy organic eggs and milk because I know how the animals are treated when it is not organic. 

And also because I am aware of what effect it has on the environment, I wish to do a small 

contribution and to do something good. I do it because I read a lot about it, and I have access to 
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all of this information, and I also really wish to be a environmentally friendly person” (See 

appendix 2, p. 162).   
 

Brands such as the organic label and the EU organic label have a set of values that is in alignment 

with the organic-vegetarians own values. These brands communicate values such as health, 

justice and sustainability. When Pernille is asked about her core values she answered, “I am very 

concerned about the environment, health and fitness, and I think it is important to take care of 

myself and the environment around me. That is really important to me” (See appendix 2, p. 156). 

She is of the opinion that in order to have a good life, you have to be surrounded by a healthy 

environment (See appendix 2, p. 157). They impose demands for brands that they should conduct 

ethical business and that their production processes should be transparent (See appendix 2, p. 

160). This segment has a high demand for responsible brands, and wish for a higher supply of 

organic products, “I wish that everything was organic, I like the trend that more people care for 

organic products, and that it will be more of it. We have more information about it, thus we 

consumers demand it” (See appendix 2, p. 164).  

  

Their interest for organic food is affected by the wish to be responsible at the individual level, as 

they want to be healthy. Emilie says, “it is first and foremost about what I put into my body” (See 

appendix 2, p. 42). She refers to the importance of eating healthy and how she prefers to purchase 

organic products as they directly influence her body and health in a positive matter. 

 

The organic-vegetarians are concerned about taking care of themselves and the environment. 

However, to be a responsible consumer may be difficult as availability of organic brands is lower, 

and it is more expensive. Pernille explain her desire to be environmentally friendly, all tough it is 

not always realistic, “not that I always am but I wish to be one, therefore I try. The ideal is to be 

an environmentally friendly person who do not have any waste or anything, but it is just not 

realistic in our society, but at least I try” (See appendix 2, p. 170). They wish to be 

environmentally friendly at the independent level of self, as being responsible and considerate for 

the environment and animals is a part of their ideal self (Heding et al., 2009). It is how they 

would like to be, as their commitment to contribute is sincere. They have faith in the world and 

people, and they like to believe that they can make a small contribution and difference to the 

world (See appendix 2, p. 37).   
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Their self-concept also occurs at the ideal social self, as they want others to see them as 

responsible consumers (Sirgy, 1982). “One would like to show who you are and who you want to 

be, so the products should match our own values” (See appendix 2, p. 162). Appearing as a 

responsible consumer one may be perceived as being a good, considerate and caring human 

being. In addition, they may be perceived as less self-centred as they have the time and energy to 

think about others and the society (See appendix 2, p. 79). It is important for the segment to 

communicate these values and characteristics to others. In addition, they communicate their 

values to their ingroup as they can be seen as a subculture when they differentiate themselves 

from the larger culture (Heding et al., 2009).  

 

Their main interest for authenticity lies in the food and beverage categories in terms of organic 

products. This segment is not only concerned with authenticity in relation to foods, they are also 

concerned within other product categories. In alignment with the hipster segment they also think 

that products that are unique and special is authentic. Pernille explain why she thinks second-

hand clothing is authentic, “I think about second-hand clothing as it is unique and sustainable, 

and different from all other clothes, they so have some kind of history” (See appendix 2, p. 161). 

Second-hand clothing fulfils her demand in terms of sustainability and it offers some value, as it 

is unique. She also prefers that brands somehow should represent her values as being down to 

earth or from Scandinavia (See appendix 2, p. 161). Although this segment emphasizes their 

values as environmentally friendly and responsible they are not that committed to these values in 

the clothing category. They shop at commercial clothing companies such as H&M, although they 

classify it as inauthentic. The reason for this behaviour is that they find it difficult to orient 

themselves within the clothing category in terms of responsible brands (See appendix 2, p. 43). 

 

When this segment experience discrepancy in their self-concept, when their ideal-self does not 

correlate with their actual-self, they experience emotional discomfort in terms of guilt (Higgins, 

1987). They experience guilt when they do not act in accordance with their responsible attitudes. 

However, it is not a deep feeling of guilt, “if I see that organic milk costs 15 DKK and the other 

milk costs 5 DKK, maybe I will go for the less expensive one, and then I do feel guilty but not like 

I am dying of guilt. I feel guilty, but it only lasts for like 5 minutes” (See appendix 2, p. 163). 

Emile also explain how she sometimes act against her own principles, “I am a vegetarian, but I 

have been to McDonald's several times, not that I eat meat there, but it is still wrong as 

McDonald’s represents so many things I am against” (See appendix 2, p. 45). When she does, 

she feels guilt but it is only momentary. They have a purpose and a desire to be responsible, 
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however it is not pivotal to comply. Hence, this segment is characterized by some difference in 

attitudes and actions. Pernille says, “you do not have to sit alone in the woods to get an authentic 

experience or brand, it is all about to what extent it is authentic” (See appendix 2, p. 170). On 

the basis of data, we argue that the organic-vegetarian segment is more concerned with the 

feeling that they contribute, rather than actually make a difference in the world. For them it is 

about small contributions, which is a naive approach. They believe it is good enough as long as 

they try to be responsible. Their mindset distinguishes them from the idealist who has a more 

realistic approach to their consumption. In the next section we will further explore the idealist 

consumer. 
 
4.4.3 The idealist consumer 

The idealist consumer segment is distinguished by the attitude of making the world a better place. 

They hold some specific principles and values that are important for them to stand by in life and 

regards to their consumption. Their motivation is to be a responsible consumer as they have high 

awareness about today's current situation, and seek authentic brands that are socially responsible, 

and that have a higher meaning and purpose than commercial goals.  

 

The typical idealist has a strong personality, reads a lot and is therefore well-informed about 

topics that they are concerned about. It is important for them to be good and take care of the 

people around them, as well it is highly important to take care of animals and the environment 

(See appendix 2, p. 24). The idealist consumers see themselves as custodians of the environment, 

and this reflects their way of living and their consumption. Alexander mentioned that he has 

always been interested in animal- and nature preservation, because he grew up on a farm with 

many animals (See appendix 2, p. 24). He doesn't eat chocolates or meat because they are both 

ruining the rainforest and the environment. Alexander pursue high principles, and do not want 

children because the earth is overpopulated, and there are not enough resources left for all of us, 

  
“I don’t think I am having children at all. I want to adopt, but I shall not have my own. This is in 

line with how I see that there are too many people on this earth, so it is not good if you put even 

more people on earth. I believe in adoption because then the damage has already occurred” (See 

appendix 2, p. 25). 

  
The idealists feel that they are overexposed to advertising and marketing communications, thus 

they have become more conscious. This is in alignment with Schnoor (2009) who argue that the 
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modern consumer is able to oppose marketing practices and see through strategies. The idealist 

consumer believes there is too much advertising, and believes that this industry has a 

responsibility for today’s overconsumption. This group is reflected by that they are not easily 

impressionable to marketing or advertising efforts. Alexander explains how he is very critical 

towards big commercial brands.  

  
“I believe that there is a lot of cheating concerning big brands. They have huge influence, and 

there is a lot of money involved... If the quality is good, I do not have anything against it, for 

example a wool sweater that is homemade with good quality. But if you purchase a t-shirt only 

because of its brand, such as the Kanye West brand, I believe that it is the essence of stupidity” 

(See appendix 2, p. 27). 

  

The idealist consumer believes that there is a negative development concerning modern 

consumption, and Alexander mentioned how one day consumers will reach a point where there 

will occur a shift in values, “we will not have the possibility to be concerned about brands and 

authentic brands, but we will be more concerned about survival in the future” (See appendix 2, p. 

36). This represent their genuine concern for the negative development of today’s environmental 

issues. Hence, their use of goods reflects their noble principles and goals, and that their actions is 

in alignment with their stance when they consume in a manner to protect the environment. Others 

perceive the idealist consumer segment as,  

 

“A person who is aware about “what matters” and reads a lot. Maybe a feminist, with strong 

opinions, and with a strong personality. Maybe not the typical hipster, but he or she wants to 

actually change something in the world” (See appendix 2, p. 163).  

 

Further, the idealist motivation is to be responsible as they have high awareness about today's 

current situation, and believe that they can contribute to make the world a better place. “Our 

generation can manage anything...We are easily influenced by our environments. We believe that 

we maybe can change something, and work for the environment” (See appendix 2, p. 163). 

 

It is evident from the data that the idealists are concerned with brand social responsibility. For 

them to perceive a brand authentic, it is crucial for them that the production should come from a 

sincere place and have a higher purpose. They care about authentic brands that indicate social 

responsibility such as products with organic labels, and the “Nordic environment label”. 
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Alexander believes it is important with authentic brands when purchasing food. It is necessary to 

consume the “right food for the environment” (See appendix 2, p. 30). The brand should 

represent their moral principles and philosophy. Alexander says,  

 

“It is important that the food is organic, concerning the environment of course. I like the idea of 

something that it locally produced, on a farm not far away from Copenhagen, instead of a huge 

factory in Holland. I like to support the small producers. There is something more authentic 

about it” (See appendix 2, p. 30).  

 

It is important for the idealist to support local producers, as the commercial corporations and 

factories are known for being irresponsible and represent some of today's overconsumption (See 

appendix 2, p. 30). They also perceive clothing, which are durable and of high quality as 

authentic, because it influences “the fight against overconsumption”. Hence, they seek brands 

that are perceived as a “good citizen”.  

 

Beyond brand social responsibility, the idealist also perceives brands that exist for a specific 

purpose with an original idea, as authentic (See appendix 2, p. 28). “Authentic brands do not take 

inspiration in other brands. There is something original about it, and new. It should come from a 

sincere place. Something pure. I believe they should have a purpose. Maybe some new ideas” 

(See appendix 2, p. 30). They seek brands that are made for a specific purpose, and it should not 

take inspiration in other brands. Alexander mentioned that he perceives the bar Kølster’s Tolv 

Haner at Nørrebro as authentic, because they homebrew their own beer and its location is very 

authentic as they have created their own lamps. He believes this bar is authentic as they have a 

specific purpose of supplying the best beer in Copenhagen to a reasonable price, as well as it is 

original when everything is homemade (See appendix 2, p. 28).  

 

The idealists express themselves at the independent and interdependent level (Heding et al., 

2009). The independent level of self, which is a representation of the ideal self is done through 

searching authentic brands in order to act in accordance with their values, and to actually make a 

change in the world. They have specific core values and want to “save the world” in line with 

their consumption (See appendix 2, p. 26). The interdependent, or social level of self is the 

consumption of objects to express the self to others and to promote their political stance (Heding 

et al., 2009). The idealist does not only consume in order to express their actual self to their like-

minded ingroup, they also consume authentic brands in order to communicate to and influence 
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their outgroup (See appendix 2, p. 32). They would like to influence others with their political 

stance in order to recruit others to care about “saving the environment”.  

 

The idealist has an uncompromising view, as they are highly concerned about being true to “what 

they are” and “what they mean”, thus their actions is in alignment with their attitudes. Their ideal 

self and actual self are closely related, as their actions is in line with their noble principles and 

goals. Alexander mentioned how he believes it is horrible when people say something, and acts 

totally different. He thinks it is important when you have an opinion, especially when you say it 

out loud, you should always stick to it (See appendix 2, p. 32). 

 

4.4.4 The followers 

The fourth consumer segment is identified as the followers. Their motivation for purchasing 

authentic brands can be explained by the need of affiliation in society. The followers believe it is 

important to be concerned about authentic brands because “everyone else has an interest” in 

authentic brands in today’s society, and they purchase it, as long it is convenient for them. The 

followers are social people that like to spend a lot of time with their friends and family (See 

appendix 2, p. 190). They are easy-going people, and easy impressionable by their friends, family 

and surroundings.  

 

We assume that the followers wish to have the same attitudes as “the rest of society”, as there is a 

conflict of social approval and the authentic self. In fear of disapproval or rejection, they act as 

others in order to seek affiliation (Leary, 2003).  

 

“I think there is a lot of people who would like to have the same attitudes, for example how 

second-hand or recycling is the right thing to do, and there is no doubt that there is, but on the 

other side I think it very difficult to the right thing although you have these attitudes. It is very 

unpopular to have an attitude that is “wrong” or goes against the current. It is easier to just 

have that same attitude as everyone else, and just not complete it” (See appendix 2, p. 16). 

  
There are some expectations from external influences on what attitudes you should have, 

therefore it can be easier to just settle for others attitude, as you do not want to go against the 

norms of society. In order to avoid uncomfortable truths, it is easier for the followers segment to 

act as the rest of society, and adapt to an interest in authentic brands because it is more 

convenient (Baird et al., 2008).  
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“We chose brands which represent our self. Some consumers are concerned about how the 

product should be good, and you do not want to buy it if there is child labour involved. We all say 

that we care about sustainability, equality and freedom in the world, basically because it is 

convenient to say this. But the actual execution is very complex. Therefore, it is “easy” to say the 

same as everyone else, but you don't actually stick to it and do it. I think it is the right thing to do; 

we act in line with society’s expectations… Sometimes you need to have some attitudes to be able 

to fit in” (See appendix 2, p. 211).   

  
This segment is categorized by how the consumers are interested in authentic brands, in order to 

create a sense of belonging in today’s society. There is recognized that many people are 

concerned about authentic brands in order to “be a good citizen”. Brinkman (2008) explain how 

today’s postmodern society contribute to shape our identities, this can indicate that some 

consumers may feel a pressure to act as “the rest of the society”.  

  
Further, the followers try to justify their overconsumption as it is expected to be responsible, “we 

justify our consumption through purchasing “the better milk” or clothes with “less child labour” 

or maybe fair-trade coffee” (See appendix 2, p. 184). When Martine was asked to explain why 

people wish authentic brands she said, “it probably has something to do with a bad conscience. 

People don’t want to support irresponsible production” (See appendix 2, p. 196). This consumer 

segment is motivated to purchase authentic brands in order to ease their conscience, and they 

justify their consumption by purchasing some responsible brands because it is the expected thing 

to do from society, and therefore they follow other responsible consumers. 

  

The followers are highly influenced by their social group, that is also called their ingroup 

(Heding et al., 2009). Martine explains,  

 

“I feel it depends on what I really care about. Because last year when I started to study, the 

concept organic food and vegetarianism was kind of distant for me, so when I started in a class 

with many environmentally conscious people, I felt that I had to become one as well. I got 

completely carried away. But in the end I discovered that, Ok I don’t really care that much” (See 

appendix 2, p. 197). 

 

This segment motivation for authentic brands is in line with Reed (2002) self-concept on an 

external level. The external self-concept is the interaction with his or her relevant social 
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environment; this is related to how the person wants to be perceived by others. The followers are 

highly concerned on how they are perceived in their social environment, thus they follow the 

others in their environment in order to gain acceptance. Another motivation can also be the ideal 

self, “how others believe I ought to be” when the consumer’s feel an expectation from their 

surroundings to consume more political correct. Compared to the other segments the followers 

are not concerned about the brands storytelling, purpose or value in regards to its perceived 

authenticity, they seek authentic brands in order to follow the norms in society, as it is the 

expected and the “right thing to do”. Hence, the followers purchase organic food or clothes with 

less child labour involved, as long it is convenient for them (See appendix 2, p. 184).   

  
The fact that authentic brands are perceived as inconvenient makes it hard to aligning attitude and 

actions. Martine explains,  

 

“It is very easy to be concerned about it, but when you are in the store, suddenly it is not that 

important anymore, because you just want something quick, and go home as fast as possible 

because you are hungry, but you still like the idea of being that type of person” (See appendix 2, 

p. 198).  

 

They feel the external pressure of being a responsible consumer, but in the end of the day it is not 

that important if it is difficult to execute these actions. Hence, there is recognized a difference 

between the followers attitudes and action in relation to authentic brands. They are willing to 

purchase organic food or clothes when it is convenient for them, or on sale, but if it is too 

expensive or not easy accessible they refrain from purchasing it.  

 

4.4.5 The indifferent consumer    
The last segment is the indifferent consumers. They consist of consumers that perceive authentic 

brands in another matter, as they ascribe them with completely different values than the other 

respondents. They are not concerned with authentic brands, although they are highly concerned 

with brands. The indifferent consumer is characterized by being ambitious and highly educated. 

They seek economic security and see themselves in a high prestige job in the future (See 

appendix 2, p. 52). 
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In relation to the other identified consumer segments, this group is the one that is less interested 

in authentic brands. “I do not care about having authentic brands, like other people” (See 

appendix 2, p. 62). They do not play the “authenticity game”, because they do not have the same 

needs as the other consumer segments. They do not seek to express their deep values when they 

consume, however they seek to communicate high status. In addition, they do not have the need 

to stand out from the mainstream society through consumption. 

 

This segment consumption indicates that they prefer high quality brands that reflect its price. 

They are interested in the authentic aspects such as the brand should be “the original brand” and 

that the brand should be of high quality. Helge explained what he would miss if all authentic 

brands were to disappear, “First I think of quality, I picture if all authentic brands disappear 

from the earth, then the inauthentic brands have nothing to copy. I think of original brands, I will 

maybe miss the quality” (See appendix 2, p. 61). However, it seems like they have perceived the 

concept “authenticity” differently than the other respondents, when seeking authenticity for them 

can be compared to “seeking status” as they mentioned exclusive luxury brands when they 

discussed the concept authenticity (See appendix 2, p. 101). The indifferent consumer segment 

describes people who are highly interested in authentic brands as, “a man in his fifties, with a 

good job, and he is concerned about the real, he wants Italian wine, he is not happy about cheap 

copies, and he wants a Rolex” (See appendix 2, p. 101). Further, Helge explained how he 

perceives authentic brands to be more expensive, therefore he believes that the older you get, and 

the more stable your economy is, the more opportunities you have to purchase authentic brands 

(See appendix 2, p. 61).  

 

They seek original brands, but are not concerned with the meaning and values that these brands 

represent, only the fact that it is well known and the real brand. They are also concerned with the 

quality of the products, but they are not concerned with the commitment, dedication and meaning 

that lie behind the quality. For them it is mainly because they wish for durable products, 

delivering the quality that they paid for and the status they want to express (See appendix 2, p. 

59).  

 

Compared to the other segments, the indifferent consumers are not dependent or concerned about 

the brand's purpose or values, and they do not mind if the brand is commercial. Brand 

authenticity is a broad definition, and based on our theoretical findings this consumer segment is 

indifferent with authentic brands, as long as the brands have high quality, are known and deliver 
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what they promise. Therefore, we believe that there is not a significant difference between their 

attitudes and action in relation to authentic brands, when they are indifferent with the concept. 

Helge explain, “I think I am very simple. I am one of those that do not care about authentic 

brands. I speak my mind” (See appendix 2, p. 62). They are not concerned with authentic brands 

and they are not afraid to state it. 

  

4.5 Product categories   
In this section we examine what makes a brand authentic within the three different product 

categories: Eateries, Beverages and Clothing. We address which authentic features that are 

considered as important across the three product categories, further there is recognized that 

within the five different consumer segments some authentic attributes are more important in one 

product category compared to another. 

  
It is evident from the data that some factors of authenticity are applicable across product 

categories. Brands within in all categories are perceived as authentic if it is of Scandinavian or 

Danish origin. Brands that is somehow unique and special, is perceived as authentic in all three 

categories. The respondents also perceive brands that to some extent conduct social responsibility 

to be authentic. However, the supply of socially responsible brands does vary within the three 

product categories.   

 

4.5.1 Eateries 
Eateries are a product category where authenticity is heavily influenced by the experience 

economy, and it is the only category that is a service and not a commodity. The fact that is 

inseparability between the production and consumption affect the experience in itself. The 

experience in an eatery is dependent on the waitresses and other guests, which lead to different 

experiences each time (Moeller, 2009). The consumers wish for unique and real experiences, they 

demand memorable events that engage them (Gilmore and Pine, 2007). Hence, it is not only the 

tangible aspects of the service such as price and quality of the food that matters. There are a lot of 

others factors that can affect the experience, which can be applied in order to create brand 

imagery. Anna tells about the importance of the experience when she goes to a restaurant, 

 

“If I go to a restaurant it is as much about wanting an experience. Because I would like to spend 

some extra money to have a good time, and it is maybe more of a experience, thus it should be 

something special and not standard” (See appendix 2, p. 87). 
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Some of the respondents believe that eateries have more attributes that can create an authentic 

feeling, as it is an experience. The food, the drinks, the atmosphere, the location and the whole 

experience are factors that influence the consumer’s perception in whether or not an eatery is 

authentic (See appendix 2, p. 170, p. 203). Emile explains how she feels that it is more important 

with authentic brand within this category, “restaurants are important as it is easier to see their 

authentic value” (See appendix 2, p. 51). 

  
Authenticity through experiences is also a lot about the story you can tell in retrospect, which is 

important in terms of brand authenticity. The attributes of the restaurant do not necessarily need 

to deliver top service, food or location, as it has significance that goes beyond their utilitarian 

character (McCracken, 1986). It is rather based on the experience as a whole and whether or not 

it is perceived as real. Louise explain how she felt Ma'ed Ethiopian restaurant as authentic, 

  
“It was really authentic because it felt like I was in Ethiopia. It was not really nice inside, and the 

service was not that good as he had forgotten about us, and you had to ask for cutlery, and they 

sat on the floor making popcorn, which was really weird but also really nice. It was kind of 

random but still in a nice way” (See appendix 2, p. 187). 

  
Louise felt that she experienced something different and she describes it as “real Ethiopian”. 

Although she finds it weird, it was a fun experience and story to tell. Further, an experience that 

manages to recreate the feeling of being a specific place can make a brand authentic. Ma’ed, 

which is an Ethiopian restaurant, manage to create the feeling and experience of being in 

Ethiopia, which makes it authentic. This is an authentic reproduction of what a real Ethiopian 

restaurant would be like. Hence, they managed to achieve authenticity through iconicity, as it is 

perceived as similar as an Ethiopian restaurant although it is in Denmark. One can also argue that 

it is indexicality authentic, which is the real thing, as the people who work there is from Ethiopia 

and the food they serve is real Ethiopian food (Grayson and Martinec, 2004). Several of the 

respondents mention how this iconicity or authentic recreation makes an eatery authentic, as their 

physical manifestations resemble something that is indexicality authentic. When Ellen was asked 

to categorize which eateries in Copenhagen that was most authentic, she mentioned Pastis, Bar 

Burrito, Mother, Ma’ed, and District Tonkin, 
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“Their theme is based on original food, the Ethiopian, the Mexican, the French, the Italian, and 

the Asian food. The restaurants manage to recreate the authentic feeling. If you are eating at the 

French Restaurant Pastis, it is almost like you are in France. If you are dining at Ma’ed, the 

Ethiopian restaurant, you sit on plastic chairs and eat with your hands. I believe all these 

restaurants have created this feeling” (See appendix 2, p. 111). 
  
This type of recreation is especially important in this product category as many restaurants have 

food based on foreign cuisines, where recreating the place of origin is highly essential. Eateries 

are the category, which has a greater potential to achieve iconicity due to the many different 

factors that they can apply in order to recreate a specific atmosphere. In this category one can 

apply the food, drinks, location, interior, menu and the employees, in order to create an authentic 

feeling and atmosphere.  

  
Personal relationship to the brand in terms of place of origin is also important in creating an 

authentic feeling within the eateries category. The respondents find eateries that are from 

Denmark, which serve Nordic food as authentic. Alexander thinks Nørrebro Bryghus is authentic 

as it represents the “Nørrebro charm”, “I think of it as authentic as it has the Nørrebro charm, 

and it express the Nørrebro values, which are beer, having a good time and community”. He has 

a personal relationship to this specific district and he relates to their values (See appendix 2, p. 

35). Louise also mention Meyers bakery as authentic because the famous Danish chef Claus 

Meyer started it. She is familiar with the chef and the new Nordic food, hence she perceives it as 

authentic (See appendix 2, p. 187). The Danish origin may also indicate a smaller industry, which 

is not that commercial and mainstream, as well as the atmosphere in the restaurant is genuine 

Danish and not composed. 

  

The organic-vegetarian segment believes that brand social responsibility is also a factor that 

makes a brand authentic within the eateries category, here with respect to the organic ingredients 

in the food they serve. They perceived Neighbourhood as authentic as they only serve organic 

food and beverages, which contributes to preservation of the environment (See appendix 2, p. 

202). However, the organic aspect was more prominent in terms of grocery shopping than in the 

eatery category, as it was a lot of other factors, which was perceived as more important than 

organic food. We assume that this may be a result of clearer labelling of organic food in grocery 

stores, compared to eateries.  
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The hipster consumer segment is especially interested in eateries that are actively participating in 

the process of producing the food and beverages they serve. This is linked to the fact that eateries 

that self-produce are perceived as more special and stand out from other mainstream places. In 

addition, this attribute serves the motivation for a higher meaning and opposition to the 

commercial as these eateries is assumed to produce their products based on a deep interest and 

passion for the products. It was evident from the data that eateries that serve food and drinks, 

which were homemade, home-brewed, or home infused, can create an authentic experience. 

Niklas mentioned how he perceive Nørrebro Bryghus to be authentic, “as they brew their own 

beer, the fact that they produce it themselves, it provides a kind of authenticity and it is something 

I really like” (See appendix 2, p. 151). Martine also mentioned how she think it is important that 

eateries produce most of their food and drinks themselves, and she stated that Neighbourhood is 

authentic as their cocktails are made on home-infused spirits (See appendix 2, p. 202). These 

attitudes are in alignment with Napoli et al., (2013) theory as they argue that time-honoured 

traditions are perceived as authentic. Using craft methods based on classical brewing traditions, 

can be a response to the large breweries almost monopolistic status. Therefore, one can assume 

that this restaurant signals a resistance and opposition to the commercial beer industry. These 

time-honoured methods are also closely related to the academic pride in the production, as the 

people who produce the products have some interest or passion for what they do (See appendix 2, 

p. 201). This type of production method is also associated with high quality products and an 

authentic vibe. In addition, restaurants that brews its own beer, meets the motivation of supplying 

a special and different product. Thus, the eatery is perceived as more unique. 

  
Another important attribute in terms of perceived authenticity for the hipster consumer segment is 

that eateries are unique in their concept and that they stay true to themselves. Ingrid sorted out a 

group of authentic brands within the category of eateries, which she describes as authentic,  

 

“They all come from an idea that they wish to stand out, a wish to do something different, and to 

serve something that is not standardized, it is something modern and more fresh. They have an 

original and clear idea about their business” (See appendix 2, p. 131).  

 

In accordance with Napoli et al. (2013) theory, Emilie thinks it is important that the eateries are 

true to themselves and their concept, rather than changing after consumer’s preferences and 

trends. She describes how the restaurant's Raw, Mother, Grød, Alabama Social, Sticks ‘n’ Sushi 

have managed to stay true to their concepts and not suddenly change the menu based on 
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something “everyone wants”. It is important that the eateries stay consistent and true to their 

concept in all stages of the service. “They are true to themselves, they do their own thing which 

they are famous for, and they do not just change after trends. They are consisted on what they 

serve, and what themes they represent” (See appendix 2, p. 48).  

 

Eateries are also perceived as authentic if they have a unique concept. Niklas mentioned how he 

thinks the restaurant Grød is authentic, as their concept is unique when they focus on something 

very different and special that no other restaurant in Copenhagen offers,  

 

“They make all sorts of porridge, and when you think about it who the fuck wants to go out and 

eat porridge, in the old days it was something you made when you were poor. I think it is so cool 

that they use something so different” (See appendix 2, p. 151).  

 

Further, it was evident from the data that the original brands that were the first players on the 

market were perceived as authentic, however in this category it was not an important aspect. We 

assume that this is a consequence of consumer’s greater demand for unique and special 

experiences, than the reassurance in purchasing an original brand. Ingrid mentioned how she 

perceive Starbucks as authentic as it was the original business idea for “coffee on the go”, 

however she express that she does not like to classify it as authentic as she thinks of it as 

mainstream and that their products is not authentic (See appendix 2, p. 123). We identified a 

similar situation for McDonald’s, as some of the respondents perceive the brand as authentic due 

to the fact that they are the first fast food burger restaurant, however they do not think of the food 

or the place as authentic (See appendix 2, p. 84). Thus, eateries can be authentic on certain 

aspects, but still not be perceived as authentic as a whole, as the overall experience is not 

authentic. 

  
Furthermore, it is examined what is not working within the eateries category, is when one seeks 

to be authentic, or try too hard to become authentic. As mentioned earlier, an eatery may be 

perceived authentic if it manages to recreate the real thing, however if a restaurant recreates and 

do not succeed in creating the “real feeling” it is perceived as inauthentic and as something that 

tries to be authentic (See appendix 2, p. 111). The authenticity paradox occurs if an eatery tries to 

chase a certain image, and if it is clear that they try to be authentic. Then they are not perceived 

as it as it does not feel genuine (Mayer, 2010). This is in accordance with Gilmore and Pine 
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(2007) who explains how staged experiences can leave consumers longing for less fabricated 

encounters. 

 

There was also a common perception how commercial eateries are perceived as inauthentic. 

Eateries that are large and international brands are associated being mainstream, as there are often 

several eateries under the same brand. The same applies for independent restaurants, if there are 

many other restaurants with the same concept. Alexander explain how burger restaurants in 

Copenhagen are very popular, hence they cannot be authentic, “I cannot say that it is authentic 

because it is burgers, and burger places are so popular these days...and there are too many 

burger restaurants” (See appendix 2, p. 35). Another feature that is associated with commercial 

eateries is that they are mass-produced, where the consumer’s expectations about the foods 

quality is low. Furthermore, there is not an academic pride present in their cooking. Eateries are 

also perceived as inauthentic if it is a classical tourist place, as it is mainstream and people who 

actually live in Copenhagen do not go there. Thus, one cannot achieve the real Copenhagen 

feeling (See appendix 2, p. 132). 

  

4.5.2 Beverages 

Beverages differ from the two other product categories as this category has fewer brands that 

were perceived as authentic by the respondents. Maybe the results would have been different if 

we had chosen different brands in the research. However, there are identified some factors or 

characteristics that makes beverages perceived as authentic. The respondents have a specific 

relation to Danish brands. Anton describes Matilde chocolate milk as authentic,  

 

“It is more authentic. There is this Danish girl on the packaging…This brand is more Danish, 

and not available everywhere. You purchase the product because you want to enjoy yourself, or 

eat breakfast… You cannot obtain Matilde as you can obtain Coca Cola, which is available 

everywhere” (See appendix 2, p. 212). 

 

Pernille also mentioned Matilde as authentic because even though she knows the brand is mass-

produced and is a huge brand in Denmark, she perceives it as more authentic than Cocio, just 

because Matilde is more Nordic (See appendix 2, p. 167). The respondents can relate to Matilde 

because they grew up with the brand, compared to “bigger American brands” which is less 

relatable. This is in alignment how postmodern consumers use authentic brands to reconnect to 

another time and place, when this product brings back childhood memories (Napoli et al., 2013).  
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Another factor that emphasize whether the beverage is perceived as authentic, is the design of the 

bottle. Pernille does not perceive Coca Cola as authentic, she would rather purchase something at 

a cool juice bar, preferably a special juice in a cool bottle (See appendix 2, p. 162). She also 

perceives the Voss bottle as more special, which influence that it is authentic for her (See 

appendix 2, p. 166). Martine thinks that there is something about Voss’ glass bottle that makes it 

more authentic. “It feels more exclusive than a regular water bottle, even though the product is 

almost the same. The packaging represents what is inside” (See appendix 2, p. 199). The 

packaging of the beverage is important to consumers because it is a representation of what's 

inside of the bottle, and gives the consumer a sense of that there is something different about the 

beverage compared to its competitors.  

 

Within the beverage category it is evident that it is important that the brand is the original or the 

first brand on the market. This is in accordance with Morhart et al. (2014) who argue that the 

brand is perceived as authentic when it is believed to be the real or the original brand.  

The beverage category has a high purchase frequency, as it is a fast moving consumer good 

where the products are sold at a low price with a high turnover rate. Compared to the two other 

product categories, beverages are visible and easy accessible, as they have a high number of 

outlets such as grocery stores, convenience stores, restaurants, vending machines and so on. The 

respondents do not consider these features as authentic, nevertheless, the original brands may 

transcend these challenges. Being the original brand makes them authentic even though they are 

mass-produced and conceptualized entities. The brands within beverages are more known and 

easy accessible all around the world, hence the consumers have a stronger relationship to these 

brands because there are few major brands that dominate the market worldwide, and it is this 

familiarity with these brands history and heritage. Further, consumers are concerned about which 

brand they want to represent, as its logo is very noticeable in their hands. Ingrid mentioned, “I 

prefer to purchase Coca Cola compared to Pepsi because it tastes better, as well as I do not want 

to be seen with a Pepsi bottle” (See appendix 2, p. 125). She doesn't really know what it 

signalizes, but she thinks Coca Cola is more representable because for her it is the original brand. 

  
The idealist consumer segment believes that some products exist just because they have joined a 

trend or a tendency in society. They perceive these kinds of products as very inauthentic. 
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Alexander believes that Vitamin Well has emerged because of a tendency in society where 

people are highly concerned about fitness and health. Alexander explains, 

“There is a health trend in society today. See how people eat today. People think a lot about their 

health, and if someone says, you know what, you should drink coconut water instead of cola then 

you will become so much healthier. It does something with people. People are willing to pay a lot 

of money for these products. So it is not authentic at all” (See appendix 2, p. 34). 

The idealist consumer rejects marketing and advertising efforts and therefore refuses products 

that are present because of trends in society. On the other side, the hipster consumer segment 

perceives “the health category” within beverages as different and special, as it supplies a product, 

which is different than its competitors (See appendix 2, p. 152). We believe this is in alignment 

with their motivation for purchasing authentic brands that is the need to stand out from the 

mainstream society and be perceived as a unique individual. Niklas mentioned that the category 

that consists of the brands Vitamin Well, Innocent, San Pellegrino, Tropicana, Snapple and Voss 

are those that are most authentic to him, “it is because they are more unknown. When I know that 

there are not many people who knows about them, the more special the brands become to me” 

(See appendix 2, p. 152). 

Further, the idealist consumer segment believes that expensive bottled water is very inauthentic. 

Alexander thinks that it is stupid that people actually purchase Voss and Ramlösa. “It is more 

expensive than gasoline, and it is only sparkling water. Some people say they can taste the 

difference, but come on, there is nothing authentic about it at all” (See appendix 2, p. 34). Anton 

also stated that Voss water is inauthentic, 

“I am actually kind of annoyed when I see these kinds of products. It is only bottled water. It is 

absolutely not authentic. The whole thing is very fake. It is the opposite of authentic. You take 

something which is available everywhere and put it into an expensive bottle” (See appendix 2, p. 

212). 

The organic-vegetarian consumer motivation for purchasing authentic brands is being a 

responsible and healthy consumer. They prefer to consume brands, that have a greater meaning 

and that are good to the environment. Pernille perceives the drink Naturfrisk as authentic because 

it is organic, and then she thinks it is probably sustainable as well (See appendix, p. 167). Emilie 

also perceives Naturfrisk as very authentic, because the brand is more true to itself (See appendix 

2, p. 47). Thus, these brands match their values that they want to express. The organic-vegetarian 

wish that more beverages were organic labelled as they perceive them as authentic, 
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“I like the brand Innocent as I know that each orange juice contains 9 oranges. I could maybe 

perceive Innocent as authentic, but on the other side I feel it has become more commercial, and I 

believe it is bad that their juice is not organic. If it were organic I think I would purchase the 

brand more” (See appendix 2, p. 86). 

  
This emphasis the fact that the organic-vegetarian consumer perceives organic labelled brands as 

authentic. We assume that brand social responsibility is more emphasized in the beverage 

category as the brand’s label is more visible and present here, compared to eateries. It is easier for 

the consumer to read labels and the products ingredients or the production process compared to 

an eatery, where this information is less available and more time consuming to find. 

  

4.5.3 Clothing  

Within the clothing category the respondents had different point of views concerning which 

attributes of the product that influenced the brand's authenticity. Danish design was one perceived 

authentic feature as it represents something the consumers can relate to, as all of the respondents 

lives in Copenhagen. 

  
“It is Danish, down to earth, and different, they have produced a Danish clothing line as well. I 

believe when the brand's values are close to my own values, the more authentic it becomes. Mads 

Nørgaard is Danish, family driven, and they have their flagship store in Copenhagen” (See 

appendix 2, p. 161). 

  
Within the clothing category it is especially important for the hipster consumer segment that the 

clothes stand out from the mainstream society. Anna thinks it is important that clothing should 

not “be liked by everybody”, if it is mainstream then it is not authentic at all (See appendix 2, p. 

76). A factor, which is important within this category, is how the brand should have a specific 

character, and be exclusive in the manner that it is not available for everyone. Potter (2010) 

explains how authenticity has become a positional good, which is valuable because not everyone 

can have it. This is a form for status competition, which was given to the upper classes before, 

and now it is a distinction gained from being cool (Potter, 2010). Several respondents mentioned 

how second hand clothing is very authentic because you can get a piece of clothing that is very 

rare. When talking about the future for authentic brands, Victor mentioned how he thinks the 

growing trend with second hand clothing is really cool, 
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“I think it is cool how you can buy a jacket that someone else have already used. This makes the 

jacket unique…the jacket may be old, and I think it is cool that it looks worn out, just because it 

is actually “worn out for real”, new producers cannot recreate this. I believe there is a struggle 

between the big, known brands with smaller second hand stores, because the big brands cannot 

recreate for real. I think this struggle is cool” (See appendix 2, p. 22). 

  
The respondent’s demand unique clothing, which the big brands cannot offer, therefore some of 

them seeks second-hand clothing instead of big and known brands. Anna thinks second-hand 

clothing is unique because it has a history. She thinks a lot of people are interested in second-

hand clothing because then they can appear as more unique individuals, when their clothing 

represents them (See appendix 2, p. 78). This is in alignment with the theory considering that 

individual’s wants more than just possessions, consumers seek something deeper in what they 

consume, and they want the brand to serve as an identity related source (Morhart et al., 2014). 

Even though clothing brands cannot recreate “the real worn out look”, or supply “the real 

history” such as second-hand clothing, they can recreate old designs or products by re-launching 

them. Both Ellen and Niklas believe that re-launching old collections can be perceived as 

authentic. Niklas mentioned how Adidas re-launch old collections, and they are often limited 

editions. He believes that the lower volume of the collection, the more special and unique it is 

(See appendix 2, p. 153). Ellen believes that many people perceive Adidas as authentic because 

they have re-launched an old shoe collection. “This shoe was super popular for over 20 years 

ago, and today it has sold a lot, maybe because the shoe was really cool back in the days, and 

people want to recreate this trend” (See appendix 2, p. 108). Re-launches of old collections give 

the consumers the opportunity to reconnect with another time-period in order to create a more 

authentic self (Napoli et al., 2013). 

  
For the hipster consumer segment clothing was the most important product category where they 

perceived authenticity to be necessary, because clothes are a representation of their own identity 

and self. “Clothing is very important because it is the first thing you see when you meet a new 

person. It is the first impression you get of a person” (See appendix 2, p. 154). 

  
People own brands that illustrate who they are, they want to stand out from the crowd, and they 

can do this through their clothing. Postmodern consumption is characterized by the search for 

self-identity (Reed et al., 2012). Louise believes that consumers today are much more concerned 

about identity construction than before (See appendix 2, p. 175). Consumers engage in identity 



97 
 

verification and they can monitor their behaviour to manage and reinforce their identities (Reed 

et al., 2012). Several respondents mention how they judge other people through their clothing, 

and believe they can “read” their personality (See appendix 2, p. 17). Authenticity in clothing is 

important because consumers represent themselves through their clothes, and therefore there is a 

need for authentic clothing brands in order to be presented as an “authentic individual”. Anton 

explains why authentic clothing is important, “People have a need to identify themselves. You 

want to be authentic, a real person, and you want to be yourself. Therefore, there is a need for 

clothing to not be perceived as fake. People want to be perceived as one who use good things” 

(See appendix 2, p. 214). 

  
Goffman (1990) portray the importance of human social interaction. When individuals come in 

contact with other people, they will control or guide the impression that others may make of 

them. Consumers use clothes in order to create a specific face or appearance. Authentic clothing 

has become important for some consumers, as there is a need for identity construction. This is in 

line with Leary (2003) that argue how external pressure makes people act differently than their 

personal self, when most people are concerned about what others think of them. Potter (2010) 

explain when we meet people who live inauthentic lives, they are called superficial or shallow 

instead of being perceived as deep or profound. We believe that for hipster consumers authentic 

clothing is important in order to seek social approval or be considered as deep or profound. 

  
Authenticity in clothing is so important for the hipster consumer, that for some of the respondents 

it was difficult to discuss authenticity when all brands are mass produced and available for 

everyone, which do not make it authentic at all, “I think if you can get a pair of pants which are 

custom made to your own body, then it is authentic” (See appendix 2, p. 22). We believe that the 

hipster consumer segment are those that are most concerned that clothing needs to be as less 

conceptualized and mass produced as possible to be perceived as authentic. This is in alignment 

with their motivation of being perceived as unique individuals that stand out from the mainstream 

society. 

 

Further, there is a common perception that H&M is not an authentic brand because they are not 

true to themselves and they only follow trends. 

  
“They sell all their clothing based on the clothing’s design and its looks. There is nothing 

functional about their clothes. They sell their clothing based on what they think that people want, 
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and how it should look like… They change all the time, which is not super authentic. They are not 

true to themselves” (See appendix 2, p. 213). 

 

Emilie also categorized inauthentic brands as those who are more impressionable and follow 

trends. She mentioned how the inauthentic brands copied the authentic brands (See appendix 2, p. 

47). Respondents believe that fast replacements of products and designs are less authentic. 

“Converse have stuck to their design in all those years, while in H&M there are 20 new designs 

every week” (See appendix 2, p. 110).  Victor believes that it is too easy for some clothing 

brands, because they can just copy what other brands do. “This leads to a poorer production 

process when it is not “real” anymore” (See appendix 2, p. 15). 

  
Further, it is recognized that respondents within the organic-vegetarian segment think it is 

difficult to orient themselves concerning whether the brand's production process is “good or bad” 

within the clothing category. Emilie think that it is especially difficult when she believes there is 

not enough information in the clothing stores concerning where the brand comes from and where 

its production process took place. She believes that it is easier for her to orient herself within the 

food category because there are more organic labels and regulations compared to when she wants 

to purchase a white t-shirt for example. Emilie believes it should be more labels and regulations 

concerning production and distribution of clothes, when it is time-consuming and difficult to find 

information when she is in clothing stores (See appendix 2, p. 43). She perceives organic labelled 

products as authentic brands, because it has the values that Emilie want to support and purchase. 

This segment wants to purchase more authentic clothing in the sense that it is better produced and 

gentle on the environment. However, there should be a broader availability and less expensive in 

order to purchase more authentic clothing. Emilie is now a student and not able to use a lot of 

time and money when purchasing clothes, therefore she demands a greater supply of organic 

labelled clothing (See appendix 2, p. 44). 
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Chapter 5 - Discussion 

The aim of the thesis is to explore what makes a brand authentic, and what is the underlying 

motivation for purchasing authentic brands. This is conducted by exploring what motivates urban 

Millennials to buy authentic brands, and the difference between their attitudes and action within 

the five identified segments. Further, an assessment of brand authenticity is discussed within the 

three different product categories. In the following chapter, we outline the conclusion based on 

the research’ findings. Further, we will discuss the limitations of the study, suggestions for future 

research and managerial implications.          

  

5.1 Conclusion 

We have identified seven different factors that make a brand authentic. The first identified factor 

is “different” as the brand should stand out and be unique. If the brand is perceived as being the 

first player on the market, have a history or heritage then it is characterized as “the original 

brand”. Further, “high quality” is identified.  “Socially responsible brands” in terms of 

transparent processes, human and environmentally friendly actions were associated with 

authenticity. Consumers “personal relation” to the brand is also influential, as the brand can 

symbolism a reflection of the consumer’s own values. Brands that have a “higher vision and 

purpose” than economic agenda, is perceived as authentic as they act on an inherent value. 

Finally, a brand can be perceived as authentic if there is a “common perception” in society 

regarding the brand’s authenticity. 

  

In order to understand the concept “authentic brands” more thoroughly, we examined what 

attributes that make a brand inauthentic. Three denominators were identified; “commercial 

brands” with solely economic goals that employ mass-production, “irresponsible brands” 

characterized by using child labour, non-sustainable or any non-human production processes and 

lastly, “copies and strivers”, that are brands that copy or try too hard to chase a certain image. 

However, the term is rather complicated as it may be contradictory, as a feature of a brand can be 

described as both authentic and inauthentic. The subjective understanding of authentic brands 

makes it even more complicated when something that is perceived as authentic for one person 

may be perceived as inauthentic for another. 

  

Four general motivational factors for purchasing authentic brands were identified. Firstly, 

consumers apply authentic brands in order to express their values and identity to others. 
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Authentic brands can influence consumer’s identity construction and self-realization. Another 

motivational factor is to act as a responsible consumer, where their consumption should not harm 

others or the environment. Further, consumers seek authentic brands in order to identify 

themselves with other groups, as well receive acceptance within a group they want to be 

associated with. Hence, authentic brands can serve as a tool in the search for belonging. 

The final motivation is how some consumers are in opposition of today's society. They reject 

consumption that is controlled by commercial corporations and marketing efforts. These 

consumers seek more trustworthy and real products through authentic brands. 

  

Five different consumer segments were identified. The first segment is the hipster consumer. 

They search authentic brands in order to be perceived as unique individuals. They need authentic 

brands to differentiate themselves from others, and to identify with other like-minded consumers. 

Their attitude and action are not always consistent as they compromise by purchasing products 

that are mainstream and easily available. It is often more convenient to purchase commercial 

brands, thus this segment may purchase inauthentic brands if it is a product that is not of 

importance to them. The second segment is the organic-vegetarian consumer. Their motivation 

for purchasing authentic brands is to be responsible for their own sake and the environment, and 

they have a need to express their identity. They perceive organic labelled products as authentic, 

as they have a set of values that is in alignment with their own. This segment is characterized by 

some difference in attitudes and actions, as they have a purpose and a desire to be responsible, 

however it is not always feasible when organic products are less accessible and more expensive. 

The third segment is the idealist consumer. They are distinguished by the attitude of “making the 

world a better place”. They hold specific principles and values that reflect their consumption. 

They perceive socially responsible brands, brands with a higher purpose and an original idea as 

authentic. Their attitudes and action are very consistent as they consume in order to pursue 

specific principles and values. The fourth segment is the followers. They are not very concerned 

about authentic brands, but feel a need to be interested, as “everyone else” is. The people that 

surround them influence this consumer segment, and they consume authentic brands in order feel 

a sense of belonging, hence there is a difference in their attitudes and action in relation to 

authentic brands. Lastly, the fifth segment is the indifferent consumers. They perceive authentic 

brands in another matter as they ascribe them with different values than the other segments. They 

are not concerned about expressing their deep values or identity through consumption, and do not 

have the need to stand out from the mainstream society, thus authentic brands are not of 
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importance. They are consistent regarding attitude and action as they are indifferent with 

authentic brands.   

  

Perception of authentic brands was discussed within three different product categories: eateries, 

beverages and clothing. It was evident that a “personal relation” between the brand and the 

consumer in terms of its Danish origin, “conduct of social responsibility” and “being different” 

were perceived as authentic across all three categories. In the eatery category it was especially 

important to manage to create iconicity, as they often serve foreign cuisine it is crucial to recreate 

the atmosphere of the country the food originates from. It is easier to see the authentic value of an 

eatery as they have so many factors they can use in order to be perceived as authentic, hence all 

elements of the experience may contribute. The beverage category differed from the two other 

categories as fewer brands was perceived as authentic. It was emphasized how the original brands 

were those who were perceived authentic. Unique packaging is also important in order to be 

perceived as authentic. In the final category clothing, uniqueness was important in order to be 

perceived as authentic, thus second-hand clothes with their unique story and “worn out look” 

were appreciated. Brands are conceptualized entities and therefore it is difficult to recreate this 

look and history, as a solution, established brands, can re-launch old collections as it represents 

something unique with history. 

    

5.2 Limitations 

There are several limitations of this study that may have biased the results. The researchers of this 

study are inexperienced, which may have resulted that the researchers subconsciously influenced 

the respondents during the interview through priming (Carpentier, 2015). The interview was 

practiced before they were conducted in order to decrease the probability of this type of bias. 

Another limitation may be the researcher’s resemblance to the participants, as the researchers are 

within the Millennial generation. The shared characteristics between the researcher and 

participant may have affected the result as the researchers may have interpreted the answers, 

based on their understanding and attitude on the phenomenon. Furthermore, the researchers are 

responsible for the data collection, hence what is emphasized is dependent on what we found as 

significant. If other researchers conducted the study they may have focused on other issues.   

  

The participants of the study were recruited through the researcher's social network. This entails 

some risk, as the participants may not state what they mean explicitly, as they are recruited 

through acquaintances. It may be embarrassing or uncomfortable to express beliefs and attitudes 
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with people who are within the same social network, compared to a complete stranger (Bryman, 

2012). Furthermore, the interviews are transcribed in Norwegian and citations are later translated 

into English. This may create bias, as some of the citations cannot be directly translated, which 

entails the risk of some meaning disappearing in translation. In addition, the translations are in 

alignment with our interpretation, and it will be difficult to discover if we interpreted it wrong as 

it is no longer represented in the original language. 

  

The findings of this study are limited to the specific group Millennials, in the small age span of 

22-26 years old. The outcome would most likely differ if the study were conducted within 

another generation, or with a larger age span within the Millennials. In addition, all of the 

respondents is in their early twenties and many of them are students, which reflects their 

economic situation. This can have influenced the results and there might have been a different 

outcome if we researched a group with a higher income. Another limitation of the recruited 

participants is their uneven distributions in terms of segments. There were allocated a higher 

number of participants within some segments. This led to different amount of obtained data 

within the segments. 

  

The study possesses some limitations on generalization. Although authenticity is examined at a 

general level there is a more in-depth focus within the product categories, eateries, beverages and 

clothing, which suggest that the findings may not be applicable within all industries. Further, the 

research of the three product categories may be biased in terms of what is determined as 

important factors of authenticity within each category. The research is only based on the selected 

brands we have chosen to include in the interviews, the result may have turned out differently if 

different brands were applied in the study. 

  

There is only applied one data collection method in the conducted research, respectively semi-

structured interviews. As a consequence, the results may not be varied. By applying other 

methods such as focus groups, could provide another insight in terms of the participant’s 

interactions and group dynamics that would lead to the construction of shared meanings about the 

topic brand authenticity (Saunders et al., 2012). Focus groups could be conducted as a subsidy to 

the semi-structured interviews, as they are not able to provide depth and details on the subject 

(Stokes and Bergin, 2006). However, due to limited time it was difficult to conduct, as we were 

dependent on several respondents that would be able to meet at the same time.  
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5.3 Future research 

In this section reflections regarding perspectives and thoughts for further research are presented. 

This study relies on findings of consumers in the Millennials generation, hence conducting 

research on older generations is recommended for future research. Further research could entail a 

study of participants within generation X in the age span of 36-45 years old (Wallop, 2014). This 

group is assumed to have a higher income, which gives them a greater opportunity to purchase 

authentic brands, as our research participants indicate that authentic brands are more expensive. 

These respondents probably have another set of values, and also other motivational ground for 

consumption of authentic brands. It would also be interesting to research respondents who have 

children, and how that may affect their motivation. 

  

The study examined Scandinavian consumers, respectively Norwegian and Danish consumers. 

Future studies could investigate other nationalities. There is a reason to believe that others 

cultures and nations, may have different perceptions and motivational factors of the concept. In 

addition, we assume that the search for authentic brands is an urban phenomenon, however it 

could be interesting to investigate if there is an actual difference between urban and rural 

population. 

  

Through our segmentation it became clear that we have several respondents that belongs within 

the same segments. For further research it would be interesting to interview respondents that is 

more differentiated from one another, in order to examine more segments. We assume that there 

are some consumers that perceive brand authenticity as a fraudulent term, as they do not buy into 

the concept. This group would have been interesting to examine, as they would have a completely 

different view on brand authenticity.   

  
During the interviews it became evident that a lot of the respondents were concerned with brand 

authenticity within the food category. Thus, it would be interesting to look at this category 

separately, and not only in combination with eateries, as eateries entail much more than the food 

aspect.  
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5.4 Managerial implications 

Our research has given insights into the respondent's perception of what makes a brand authentic, 

and we have identified seven features, which brand managers can apply in order to obtain an aura 

of authenticity. Our recommendations for brand managers are to apply authentic features that are 

related to their existing brand. There should be a clear match between the brand and the authentic 

feature. If managers try to achieve authenticity with authentic features, which is not in alignment 

with the current brand concept, they may risk being perceived as strivers. If their actions are 

feigned consumers may see through it, as it does not feel genuine. Brands that search for 

authenticity for authenticity sake may result in being perceived as inauthentic. Thus, brand 

managers should critically evaluate their brand in terms of the authentic features in order to not 

appear as a striver that chase a certain image. 

  

The study addresses several different segments, and it is important that managers are aware of 

what audience they want to target. It is critical to understand what motivates consumers to 

purchase authentic brands in order to address users’ needs, values and interests, as it is a rather 

subjective term. By understanding this at the segment specific level, brand managers can better 

facilitate for providing relevant authentic features to the relevant target audience. These insights 

may support brand management practice by helping brands remain and become authentic, and 

understand consumer's quest for authentic brands. 

  

Our research reveal that consumer perceive the original brands and products as authentic. Brand 

history and old values are of great importance. These insights can support brand managers in 

established businesses, which possess a long and valuable history as they may focus on these 

aspects in order to create authenticity. They can re-launch old collections or products to retell 

their history as a brand. This gives the consumer the opportunity to get hold of the original 

products. 

 

Our results indicate that brand vision and purpose is of importance to the consumers in terms of 

perceived brand authenticity. Brand managers in new-established corporations, that do not 

possess a valuable history, may create authenticity through these features by creating their own 

history. If they manage to communicate their purpose for existence, with a focus on their 

motivation based on their inherent values, they may be perceived as authentic. 
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