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Abstract	

New	 Media	 has	 changed	 the	 retail	 landscape	 significantly,	 since	 it	 allows	 the	 consumers	 to	 find	

information	outside	of	 traditional	marketing	channels	and	purchase	products	online.	Especially	 the	

generation	of	Millennials,	18	to	35	year	olds,	seems	to	be	very	engaged	with	the	Internet	and	all	the	

options	it	brings. Thus,	the	purpose	of	this	study	is	to	understand	the	gap	there	seems	to	be	between	

retailers	who	are	relying	on	in-store	experiences	and	the	generation	of	Millennials	in	order	to	be	able	

to	eliminate	this	gap	and	become	more	relevant	to	this	generation.	 

In	order	to	serve	this	purpose	both	secondary	data	and	primary	data	will	be	used.	Qualitative	primary	

data	in	the	form	of	focus	groups,	expert	interviews,	and	an	in-depth	interview	as	well	as	quantitative	

data	 in	 the	 form	of	an	online	survey	will	be	collected.	Further	 the	case	company	Hi-Fi	Klubben	will	

serve	as	an	example	for	retailers	focused	on	in	this	study. 

The	 thesis	 concludes	 that	 there	 is	 a	 gap	 between	 retail	 brands	 such	 as	 Hi-Fi	 Klubben	 and	 the	

Millennials	 as	 the	 retailers’	 focus	 on	 service	 and	 expertise	 is	 not	 enough	 anymore.	 Further,	

Millennials	are	spending	an	important	amount	of	time	online	and	are	highly	influenced	by	electronic	

Word-of-Mouth.	 This	 creates	 an	 endless	 amount	 of	 touchpoints	 they	 have	with	 a	 retailer’s	 brand,	

which	can	only	be	influenced	but	not	controlled	by	the	retailer. 

However,	 the	assumption	 that	 in	order	 to	become	relevant	 to	 the	Millennials,	New	Media	 is	more	

important	 than	 any	 other	 channel	 has	 only	 been	 partially	 supported	 by	 this	 thesis	 research.	 The	

online	 channel	 is	 important	 in	 order	 to	 communicate	with	 the	Millennials.	 But	 as	 they	 are	 rather	

passive	 observers	 on	New	Media,	 the	 only	way	 to	 truly	 satisfy	 their	 need	 for	 self-realization	 is	 to	

stage	offline	experiences. The	research	found	that	for	Millennials,	self-realization	is	closely	linked	to	

their	social	needs,	meaning	that	one	important	element	of	relevant	experiences	is	enabling	them	to	

be	social	with	their	 friends.	However,	the	exact	way	to	transform	oneself	 is	 individual.	Hence,	New	

Media	 can	 be	 used	 as	 a	 tool	 to	 find	 out	 what	 kind	 of	 more	 specific	 experiences	 are	 of	 value	 to	

individual	Millennials.	By	listening	to	this	generation’s	suggestions,	retailers	can	then	mass-customize	

offline	transformational	experiences	for	the	Millennials. 

In	 conclusion,	 only	 by	 creating	 a	 synergy	 between	 online	 and	 offline	 channels	 and	 seeing	 the	

Millennials	as	active	resources	in	the	brand	value	creation,	retailers	can	design,	guide	and	follow	up	

on	the	Millennials’	transformations	and	thereby	create	relationships	with	them.	As	a	result,	retailers	

can	become	more	relevant	to	this	generation	and	positively	influence	their	brand	associations	in	the	

Millennials’	mind.	 
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Definition	of	Key	Terms	

Brand	 community	 =	 “a	 social	 entity	where	 consumers	 interact	 socially	with	 a	 brand	 as	 the	 pivotal	

point	of	their	interaction	(Heding	et	al.,	2009,	p.	10)”.	

	

Brand	 knowledge	 =	 consists	 of	 brand	 awareness	 (brand	 recall	 and	 brand	 recognition)	 and	 brand	

image	(consumers’	associations	linked	to	the	brand)	(Keller,	1993,	p.	3).		

	

Co-creation	 of	 value	 =	 the	 cooperative	 efforts	 between	 consumer	 or	 multiple	 consumers	 and	

company	in	creating	brand	value	(Merz	et	al.,	2009,	p.	334).		

	

New	Media	 =	 “[…]	 websites	 and	 other	 digital	 communication	 and	 information	 channels	 in	 which	

active	consumers	engage	 in	behaviours	 that	can	be	consumed	by	others	both	 in	 real	 time	and	 long	

afterwards	regardless	of	their	spatial	location	(Hennig-Thurau	et	al.,	2010,	p.	312)”.	

	

Retailer	=	retailers’	revenue	and	profit	come	from	selling	manufacturer	brands,	which	are	also	sold	

by	the	competitors	(Ailawadi	&	Keller,	2004,	p.	332).	

	

Retail	brand	=	“identifies	the	goods	and	services	of	a	retailer	and	differentiates	them	from	those	of	

competitors	(Ailawadi	&	Keller,	2004,	p.	332)”.	

	

Brand	equity	=	“the	differential	effect	of	brand	knowledge	on	consumer	response	to	the	marketing	of	

the	brand	(Keller,	1993,	p.	8)”.	Will	be	used	interchangeable	with	the	term	‘brand	value’.	

	

Social	Media	=	online	communication	platforms	used	by	people	to	interact	and	share	content,	such	

as	e.g.	Facebook,	Instagram,	Snapchat,	Twitter,	and	YouTube.	

	

Touchpoints	 =	 “any	 interaction	point	with	 the	customer	and	 [the]	brand	 (Harvard	Business	Review,	

2010)”.	Will	be	used	interchangeable	with	the	term	‘brand	experience’.	

	

Transformational	 experiences	 =	 an	 experience	 individual	 to	 the	 consumer	which	 is	 sustained	over	

time	in	order	to	truly	change	the	consumer	(Pine	&	Gilmore,	2011,	p.	242).	
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Types	of	media:		

- Earned	media	=	when	consumers	share	information	about	brands	with	other	consumers.	

Will	be	used	interchangeable	with	the	term	‘Word-of-Mouth’.	

- Owned	media	 =	 communication	channels	 controlled	by	a	brand,	e.g.	 content	published	on	

website	and	Facebook	page.		

- Paid	 media	 =	 methods	 for	 promoting	 content	 and	 accelerating	 exposure,	 e.g.	 Facebook	

banners	and	Google	AdWords.		

	

Types	of	brand	relationships:	

- Dyadic	exchange	=	an	equal	exchange	where	the	value	of	the	brand	is	something	co-created	

between	consumer	and	marketer	(Fournier,	1988,	p.	345).	

- Triadic	exchange	=	an	equal	exchange	where	the	value	of	the	brand	is	something	co-created	

between	marketer	and	multiple	stakeholders	(ibid.).	
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Chapter	1:	Introduction	

1.1.	Research	area	

The	 development	 of	 technology	 and	 the	 increasing	 importance	 of	 the	 Internet	 is	 changing	 the	

consumer-	 and	 retail	 landscape.	 Due	 to	 the	 digitalization,	 the	 physical	 store	 is	 only	 one	 of	 many	

possible	 sales	 channels	 and	 touchpoints	 between	 the	 brand	 and	 the	 consumer	 (Frich	&	 Thomsen,	

2015).	Many	of	these	new	touchpoints	are	often	beyond	the	retailer’s	control	(Edelman,	2011,	p.65).	

This	however,	 is	not	 the	physical	 store's	demise.	Actually,	 it	brings	plenty	of	new	opportunities	 for	

retailers	 to	 be	 close	 to	 the	 consumers.	 However,	 this	 requires	 a	 major	 realignment	 of	 a	 brand’s	

touchpoints	 taking	 into	 account	 the	 fundamental	 change	 in	 how	 consumers	 are	 connecting	 with	

brands	(Edelman,	2011,	p.	64).		

	

In	 order	 for	 companies	 to	 position	 themselves,	 traditional	 printed	 advertisements	 and	 TV	

commercials	are	becoming	less	effective	and	hence	more	irrelevant	for	retailers	to	spend	money	on.	

Instead,	consumers	are	spending	an	extensive	amount	of	their	time	online	and	thus	digital	options	of	

“New	Media”	are	becoming	essential	for	companies	in	order	to	stay	relevant	to	them	(Hennig-Thurau	

et	al.,	2010,	p.	311).		

New	Media	is	a	wide-ranging	term	used	in	the	21st	century	to	explain	everything	that	is	related	to	the	

Internet.	New	Media	evolves	continuously	as	 technology	 improves,	and	so	does	 the	definition	of	 it	

(Socha	 &	 Eber-Schmid,	 2015).	 However	 Hennig-Thurau	 et	 al.	 (2010)	 describe	 New	Media	 as:	 “[…]	

websites	 and	 other	 digital	 communication	 and	 information	 channels	 in	 which	 active	 consumers	

engage	 in	 behaviours	 that	 can	 be	 consumed	 by	 others	 both	 in	 real	 time	 and	 long	 afterwards	

regardless	of	their	spatial	location	(p.	312)”.	

	

New	Media	 engages	 consumers	 and	 companies	 in	 features	 such	 as	 interactivity,	 networking,	 and	

collaboration	 (Scolari,	 2009,	 p.	 946).	 These	 features	 take	 form	 in	 digital	 channels	 like	 Facebook,	

Twitter,	 Instagram,	YouTube,	and	blogs.	Here	consumers	are	able	 to	 take	on	a	more	active	 role	as	

market	 players	 and	 reach	 (and	 be	 reached	 by)	 almost	 everyone	 anywhere	 and	 anytime	 (Hennig-

Thurau	 et	 al.,	 2010,	 p.	 311).	 Due	 to	 this	 constant	 level	 of	 interactivity	 between	 company	 and	

consumer,	 the	 consumer	 is	 taking	 an	 important	 role	 in	 the	 value	 creation	 of	 a	 brand.	 Thus,	 New	

Media	 is	an	 important	platform	for	companies	to	build	relationships	with	consumers,	as	well	as	 to	

enable	communities	around	a	brand.		
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New	Media	has	an	important	impact	on	the	generation	of	Millennials,	consumers	who	are	between	

18	and	35	years	old	 (own	delimitation,	will	 be	explained	 in	1.4.).	Many	argue	 that	 the	Millennials’	

actions	 are	 defined	 by	 technology	 and	 if	 retailers	 do	 not	 take	 advantage	 of	 the	 opportunities	

provided	by	New	Media	they	will	face	a	challenging	time	to	connect	with	this	generation.	

	

The	Millennials	are	an	important	target	for	companies,	as	they	are	trendsetters	across	all	industries	

(Forbes,	 2015).	 “We	 live	 in	 a	 world	 of	 significant	 cross-influence	 between	 consumer	 groups	 [and]	

Millennials	in	particular	[are]	heavily	influencing	the	purchase	decisions	of	those	in	other	generations,	

including	their	[...]	parents	(Edelman,	2012).”	For	example,	the	Millennials	were	the	first	generation	

taking	over	Facebook	before	all	other	generations	 joined	 the	 trend.	Companies	 that	manage	 to	be	

relevant	 to	 the	 Millennials	 are	 therefore	 likely	 to	 stay	 or	 become	 more	 relevant	 to	 the	 older	

generation	as	well.	

	

Traditional	media	has	proven	to	be	inefficient	as	a	marketing	tool	 in	order	to	reach	this	generation	

(Forbes,	2015).	It	is	no	longer	enough	for	marketers	to	be	‘average’	in	order	to	meaningfully	engage	

the	Millennials	 (Edelman,	2012).	 Instead,	effective	marketing	to	the	Millennials	 is	highly	defined	by	

building	 consumer-brand	 relationships,	 which	 can	 only	 be	 created	 when	 understanding	 the	

generation’s	interests	and	needs	(Financial	Post,	2015).	These	interests	and	needs	are	affected	by	the	

general	 trend	 that	 consumers	 do	 not	 consume	 products,	 but	 instead	 concepts	 and	 ideas	 that	 can	

help	 them	 realize	 themselves	 (Ariely	&	Norton,	 2009,	 p.	 476).	 Hence,	 the	marketers	 should	 stage	

customized	 experiences	 to	 help	 the	 consumers	 realize	 themselves	 and	 change	 permanently,	 so-

called	transformational	experiences	 (Pine	&	Gilmore,	2011,	p.	254).	But	how	do	Millennials	 realize	

themselves?	

1.2.	Problem	definition	

Based	on	the	case	of	Hi-Fi	Klubben,	this	thesis	aims	to	explore	the	above-described	trends	concerning	

retailers,	the	Millennials	and	New	Media.	

Hi-Fi	Klubben	is	a	Danish	retail	company	with	approximately	670	employees	in	five	countries.	It	has	

close	 to	 100	 stores	 in	 Denmark,	 Sweden,	 Norway,	 the	 Netherlands,	 and	 Germany.	 Hi-Fi	 Klubben	

focuses	on	the	retail	of	high	quality	sound	equipment.		
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Currently,	the	majority	(57%)	of	Hi-Fi	Klubben’s	sales	in	Denmark	are	made	from	customers	between	

the	age	of	35	to	55	(Appendix	1)	(Hi-Fi	Klubben,	customer	survey,	2015).	The	success	within	this	age-

group	is	explained	by	Hi-Fi	Klubben’s	CEO	Svend	Erik	Kristensen:	“mid-aged	people	are	easy	to	make	

loyal	customers	-	just	give	them	a	tremendous	experience	with	good	service	(Expert	Interview,	Svend	

Erik	 Kristensen)”.	 	 Further,	 he	 states	 that	 these	 are	 the	 customers	 that	 “grew	up”	with	 the	brand,	

buying	their	first	stereos	between	the	mid	80s	and	mid	90s	when	Hi-Fi	Klubben	peaked	on	the	“hip	

factor”	and	have	been	loyal	since	then.		

	

The	company	is	aware	of	the	fact	that	young	customers	are	not	visiting	their	stores	as	frequently	as	

the	older	customers.	Nevertheless,	Hi-Fi	Klubben	is	focusing	the	least	on	this	generation	as	they	do	

not	have	as	much	spending	power	as	older	customers	(Interview,	Svend	Erik	Kristensen).	

Further,	 Svend	 Erik	 says,	 “We	 don’t	 have	 a	 very	 good	 relationship	 with	 the	 younger	 generation	

compared	to	the	generation	above	35.	We	have	a	really	hard	time	with	creating	loyalty	among	them	

(Interview,	 Sven	 Erik	 Kristensen).”	 This	 might	 be	 due	 to	 Hi-Fi	 Klubben’s	 strategy,	 which	 is	 fairly	

conservative,	mostly	relying	on	traditional	offline	touchpoints,	namely	the	physical	stores.	Thus,	 in	

order	 to	 create	 stronger	 relationships	 with	 the	 Millennials,	 Hi-Fi	 Klubben	 should	 take	 the	

opportunities	that	the	digital	development	comes	with	into	account.		

1.3.	Research	statement	

The	purpose	of	 this	 study	 is	 to	 find	out	how	retailers	who	are	 relying	on	 their	physical	 stores,	 can	

overcome	the	challenge	to	connect	with	the	generation	of	Millennials.	Therefore,	the	thesis	seeks	to	

gain	 an	 understanding	 of	New	Media	 phenomena	 in	 relation	 to	 the	Millennials.	 Further,	 a	 deeper	

understanding	of	who	the	Millennials	are	and	what	matters	to	them	will	help	serve	the	purpose.		

	

This	leads	to	the	articulation	of	the	following	research	statement:	

RS:	WHY	are	retailers	such	as	Hi-Fi	Klubben	facing	a	gap	between	the	Millennials	and	their	brand	and	

HOW	can	they	engage	in	New	Media	and	design	transformational	experiences	in	order	to	become	

relevant	to	this	generation?	

	

The	following	research	questions	(RQ)	will	assist	in	exploring	the	research	statement	in	depth:	

1. What	needs	and	life	goals	do	the	Millennials	have?	

2. How	do	the	Millennials	engage	in	New	Media?	
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3. What	characterizes	the	Millennials’	shopping	habits	when	buying	technology?	

4. How	do	the	Millennials	perceive	Hi-Fi	Klubben	as	a	brand?	

5. How	can	Hi-Fi	Klubben	encourage	the	Millennials	 to	participate	 in	 the	co-creation	of	brand	

value?	

1.4.	Scope,	delimitations,	and	assumptions	

The	following	section	defines	the	field	of	study	that	has	been	delimited	to	this	thesis.	The	research	

area	 can	 be	 distinguished	 between	 branding,	 New	 Media,	 and	 transformational	 experiences,	

whereas	the	research	focus	is	on	the	generation	of	Millennials	and	retailers.		

	

This	 thesis	 is	 not	 aiming	 to	 explain	 all	 aspects	 of	 New	 Media.	 Instead,	 the	 focus	 lies	 on	 the	

consequences	of	New	Media	for	branding.		

	

Assumptions		

• It	will	be	assumed	that	none	of	the	manufacturer	brands	sold	at	Hi-Fi	Klubben	are	having	

a	negative	influence	on	Hi-Fi	Klubben’s	own	brand	as	they	are	all	carefully	selected	and	

tested	 for	 their	 quality	 by	 the	 retailer.	 The	 analysis	will	 thus	 revolve	 around	 the	 value	

that	the	retailer	itself	is	able	to	add	to	the	life	of	its	customers,	not	about	the	brands	of	

the	products	it	is	selling.		

• It	will	 be	assumed	 that	Hi-Fi	 Klubben’s	most	 relevant	 competitors	 are	Bang	&	Olufsen,	

Elgiganten,	Bilka,	Expert,	Wupti.com	and	Komplett.dk.	This	is	based	on	material	provided	

by	Hi-Fi	Klubben	 (customer	survey,	2015).	 It	 should	be	noted	 that	 the	customer	survey	

was	developed	in	2015,	and	also	had	Fona	as	one	of	its	main	competitors.	However,	Fona	

has	 since	 then	 gone	 bankrupt,	 and	 its	 leftover	 stores	 will	 be	 turned	 into	 Elgiganten	

(Berlingske	Business,	2016).	

• There	 are	 different	 definitions	 of	 which	 age	 groups	 are	 included	 in	 the	 generation	 of	

Millennials.	The	earliest	suggested	birth	year	for	Millennials	is	1976	and	the	latest	is	2004	

(whatis.com).	However,	 the	authors	have	 limited	the	generation	to	be	between	18	and	

35.	This	choice	was	based	on	seeing	18	year-olds	as	independent	consumers,	whereas	35	

was	chosen	based	on	Hi-Fi	Klubben’s	difficulties	to	reach	consumers	below	this	age.		

• The	focus	of	the	research	will	be	on	the	Millennials	in	the	Danish	market.		
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1.5.	Thesis	structure		

Figure	1	illustrates	the	structure	of	the	thesis.		

	

	
Figure	1:	Thesis	structure	
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Chapter	2:	Research	Design	&	Methodology		
	

The	scientific	approach	of	this	thesis	will	be	described	using	“The	Research	Onion”	(Saunders	et	al.,	

2012).	 The	 model	 consists	 of	 six	 layers,	 each	 explaining	 a	 part	 of	 the	 investigation	 process.	 The	

process	starts	in	the	outer	layer	and	ends	in	the	center.		

“The	Research	Onion”	is	used	as	a	framework	for	this	chapter	in	order	to	provide	an	understandable	

structure.	The	following	will	therefore	first	provide	the	underlying	research	philosophy	of	this	thesis.	

Secondly,	method	 concerning	gathering	 of	 data	 is	 explained.	 Thirdly,	 the	 reliability,	 validity,	 and	

limitations	of	the	chosen	research	method	will	be	discussed.		

	

	
Figure	2:	Research	onion	(Saunders	et	al.,	2012)	

	

2.1.	Research	philosophy		
The	research	philosophy	is	a	term	that	relates	to	the	development	of	knowledge	and	the	nature	of	

that	 knowledge	 (Saunders	 et	 al.,	 2012,	 p.	 127).	 This	 is	 important	 since	 the	 assumptions	 about	 the	

research	philosophy	shape	the	understanding	of	the	research	questions,	the	methods	used	and	how	
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to	 interpret	 the	 findings	 (Crotty,	1998).	Further	 the	research	philosophy	shapes	assumptions	about	

how	 the	 researchers	 view	 the	 world	 (ibid.).	 The	 choice	 of	 research	 philosophy	 is	 influenced	 by	

practical	considerations	of	the	authors.		

	

There	are	two	major	ways	of	thinking	about	research	philosophy	(Saunders	et	al.,	2012,	p.	129):		

	

Ontology	 is	concerning	the	nature	of	reality	and	raises	questions	to	the	researchers	about	how	the	

world	operates,	how	society	is	constructed,	and	how	this	influences	everything	around	us	(Saunders	

et	al.,	2012,	p.	130).	It	distinguishes	between	two	aspects.	

1. Objectivism,	which	 indicates	 that	social	entities	exist	external	 to	and	 independent	of	social	

actors	(Saunders	et	al.,	2012,	p.	131).		

2. Subjectivism,	 which	 indicates	 that	 social	 phenomena	 are	 created	 through	 the	 perceptions	

and	consequent	actions	of	affected	social	actors		(ibid.).		

	

Epistemology	 is	 concerning	what	 constitutes	 acceptable	 knowledge	 in	 a	 field	 of	 study	 and	 can	 be	

divided	in	three	perspectives	(Saunders	et	al.,	2012,	p.	132).	

1. Positivism,	 where	 the	 researchers	 with	 a	 scientific	 approach	 assume	 that	 only	 observable	

phenomena	will	lead	to	credible	data	(Saunders	et	al.,	2012,	p.	134).	

2. Realism,	which	can	be	either	direct,	meaning	 that	what	we	experience	 through	our	senses	

represents	the	world	precisely,	or	critical,	meaning	that	what	we	experience	are	sensations	

and	 images	 representing	 things	 in	 the	 real	 world,	 not	 the	 things	 directly	 (Saunders	 et	 al.,	

2012,	p.	136).	

3. Interpretivism,	which	states	the	necessity	for	researchers	to	understand	differences	between	

humans	 in	 their	 role	 as	 social	 actors	 and	 where	 the	 researchers	 are	 being	 a	 part	 of	 the	

research,	and	thus	the	research	will	be	completely	subjective	(Saunders	et	al.,	2012,	p.	137;	

140).			

	

This	thesis’	research	philosophy	applies	to	critical	realism	and	thus	it	is	assumed	that	there	are	two	

steps	to	experience	the	world	(Saunders	et	al.,	2012,	p.	136).	First,	there	is	reality	and	the	sensations	

and	 images	 it	 conveys.	 Second	 comes	 the	 mental	 processing	 that	 goes	 on	 sometime	 after	 these	

sensations	and	images	meet	our	senses	and	thus	reality	is	constructed	in	the	mind	(Saunders	et	al.,	

2012,	p.	136).	Thus,	the	assumption	is	that	the	knowledge	of	reality	is	a	result	of	social	conditioning	

and	that	the	social	world	is	constantly	changing	(Saunders	et	al.,	2012,	p.	136-137).		
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Placed	 between	 positivism	 and	 interpretivism,	 critical	 realism	 consists	 of	 a	 mix	 in	 the	 ontology,	

describing	subjective	perceptions	of	a	consumer	in	relation	to	its	social	world,	while	also	investigating	

how	the	objective	reality	affects	those	views	(Houston,	2001,	p.	849;	852).	Thus,	the	researchers	will	

study	the	opinions	and	perceptions	of	the	Millennials,	while	taking	into	account	how	the	rise	of	New	

Media	and	the	environment	in	general	affect	these.		

	

2.2.	Research	approach	
In	order	to	make	choices	about	the	research	design,	a	research	approach	must	be	chosen.	There	are	

three	 research	 approaches	 each	 giving	 different	 suggestions	 to	 theory	 development;	 deductive,	

inductive,	and	abductive		(Saunders	et	al.,	2012,	p.	143).		

1. A	 deductive	 research	 approach	 moves	 from	 theory	 to	 data.	 An	 existing	 general	 theory	 is	

tested,	using	the	data	collection	from	a	specific	case	to	evaluate	hypotheses	related	to	this	

theory.	The	theory	is	then	either	falsified	or	verified	(Saunders	et	al.,	2012,	p.	144).		

2. An	 inductive	 research	 approach	 moves	 from	 data	 to	 theory.	 Data	 collection	 is	 used	 to	

explore	 a	 phenomenon,	 identify	 themes	 and	 patterns	 in	 order	 to	 develop	 a	 new	 theory		

(Saunders	et	al.,	2012,	p.	144).		

3. An	abductive	research	approach,	reflects	a	combination	of	deduction	and	induction,	moving	

back	and	forth	between	theory	and	data,	with	the	goal	of	modifying	existing	or	developing	

new	theory	(Saunders	et	al.,	2012,	p.	147).		

	

The	 research	conducted	 for	 this	 thesis	 is	 following	an	abductive	approach.	“Abduction	begins	with	

the	 observation	 of	 a	 “surprising	 fact”;	 it	 then	works	 out	 a	 plausible	 theory	 of	 how	 this	 could	 have	

occurred	(Saunders	et	al.,	2012,	p.	147).”	

This	research	is	taking	its	starting	point	with	the	observation	of	the	fact	that	Hi-Fi	Klubben,	a	retailer	

relying	 on	 traditional	 offline	 touchpoints,	 is	 experiencing	 difficulties	 to	 connect	 with	 the	 younger	

generation	 -	 the	Millennials.	 This	 “surprising	 fact”	 grounded	 the	problem	 statement.	 Then	existing	

theory	 will	 be	 explained	 and	 adapted	 to	 additional	 “surprising	 facts”	 such	 as	 the	 general	 trends	

among	 the	 generation	 of	 Millennials	 and	 retail	 stores.	 Further,	 the	 interaction	 between	 existing	

theory	and	the	authors’	new	findings	will	create	a	new	theoretical	framework	(Saunders	et	al.,	2012,	

p.	150).		
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2.3.	Methodological	choice		
Three	different	purposes	of	research	can	be	defined:	

1. In	an	exploratory	study	open	questions	are	asked	in	order	to	discover	what	is	happening,	to	

gain	new	insights	about	a	topic	(Saunders	et	al.,	2012,	p.	171).	

2. In	 a	 descriptive	 study	 the	 object	 is	 to	 portray	 an	 accurate	 profile	 of	 persons,	 events	 or	

situations	(ibid.)	

3. In	an	explanatory	study	a	causal	relationship	between	variables	 is	established	(Saunders	et	

al.,	2012,	p.	172).		

	

This	 thesis	seeks	to	gain	 insights	on	the	Danish	Millennials’	wants	and	needs	 in	order	to	clarify	 the	

nature	 of	 the	 problem	 retailers	 face	 when	 trying	 to	 reach	 this	 generation.	 Hence	 it	 is	 having	 an	

exploratory	and	descriptive	purpose.		

	

The	 research	 follows	 a	 sequential	 mixed	 method	 research	 design	 (mixed	 method	 simple),	 which	

involves	more	 than	one	phase	of	data	collection	 (Saunders	et	al.,	2012,	p.	167).	 In	 this	design,	 the	

researchers	 collect	 qualitative	 data	 followed	 by	 quantitative	 data	 in	 order	 to	 expand	 upon	 and	

elaborate	on	the	initial	set	of	findings	(ibid.):	

1. Qualitative	exploratory	data	was	collected	in	two	focus	groups,	three	expert	interviews	and	

one	in-depth	interview.		

2. Quantitative	descriptive	data	was	collected	in	the	form	of	an	online	survey.	

	

2.4.	Research	strategies		
In	order	 to	answer	 the	research	statement,	a	case	study	strategy	 is	 chosen	to	explore	New	Media	

phenomena	in	relation	to	the	Millennials	within	the	context	of	the	case	of	Hi-Fi	Klubben.			

Due	 to	 the	 abductive	 research	 approach,	 the	 case	 study	 has	 the	 objective	 to	 generate	 a	 new	

theoretical	framework,	grounded	on	the	insights	gained	through	exploring	the	case.		

	

The	researchers	decided	to	pursue	a	single	case	research	strategy,	as	they	perceive	the	case	of	Hi-Fi	

Klubben	as	typical	for	other	retailers	that	rely	on	their	traditional	touchpoints.	The	authors	assume	

that	the	typical	case	for	those	retailers	is	that	more	and	more	of	them	are	facing	a	gap	between	them	

and	 the	Millennials	 because	 they	have	not	 grasped	how	 to	 cope	with	 this	 generation	 in	 an	 age	of	

New	Media.		
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2.5.	Time	horizon		
The	time	horizon	of	a	research	can	be	either	cross-sectional	or	longitudinal	(Saunders	et	al.,	2012,	p.	

190).	As	this	research	is	studying	a	particular	phenomenon	at	a	particular	time,	the	time	horizon	can	

be	defined	as	cross-sectional	(ibid.).		

	

2.6.	Data	collection	and	data	analysis	
Based	 on	 the	 previous	 layers,	 the	 last	 layer	 of	 the	 research	 onion	 describes	 data	 collection	 and	

analysis	methods	 (Saunders	et	al.,	2012).	Figure	3	shows	an	overview	of	 the	data	collection,	which	

will	be	described	in	the	following.	

	

2.6.1.	Secondary	data		

In	 order	 to	 define	 a	 problem	 statement,	 the	 authors	 explored	 secondary	 data	 provided	 by	 Hi-Fi	

Klubben	 previous	 to	 the	 start	 of	 the	 research.	 Further	 the	 secondary	 data	 was	 used	 to	 make	 a	

description	 of	 Hi-Fi	 Klubben’s	 current	 situation	 in	 Chapter	 3:	 Introduction	 to	 Hi-Fi	 Klubben.	 In	

addition,	documentary	secondary	data	in	the	form	of	written	material	(newspaper-,	magazine-,	blog	

articles)	as	well	as	surveys	provided	a	direction	for	the	research	and	served	as	part	of	the	theoretical	

framework.		

	

	

Figure 3: Data collection 
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The	secondary	data	consists	of:	

• Hi-Fi	Klubben’s	internal	culture	book	(The	Hi-Fi	Klubben	Book).		

• Hi-Fi	Klubben’s	company	presentation	(2015).		

• Hi-Fi	 Klubben’s	 segmentation	 study	 (2015).	 Hi-Fi	 Klubben’s	 segmentation	 study	 is	

survey-based	 data,	 conducted	 by	 the	 retailer	 in	 2015.	 The	 data	 was	 collected	 from	

interviews	with	 2,500	 Danish	 persons	 in	 the	 age	 of	 18-65	 that	 buy	 stereo	 systems	 for	

their	homes.	The	collected	data	 is	 representative	 for	3.1	million	Danish	people	holding	

the	same	characteristics	as	the	interview	participants.			

• Hi-Fi	Klubben’s	customer	survey	(2015).	Hi-Fi	Klubben’s	customer	survey	was	conducted	

by	the	retailer	in	2015.	The	data	is	based	on	1,583	customers	who	bought	products	from	

Hi-Fi	Klubben	in	May	2015.	The	customers	were	from	Denmark,	Norway,	Sweden	and	the	

Netherlands.			

• Newspaper	 articles,	 magazine	 articles	 and	 blogs.	 Further,	 the	 authors	 were	 reading	

articles	concerning	Millennials,	retail	stores	and	New	Media.		

• Surveys.	 Euromonitor	 International	 2015	 was	 used	 to	 explore	 already	 collected	 data	

about	Millennials.		

• Company	visit	 (2015).	Before	 finding	a	research	topic,	 the	authors	were	 invited	to	visit	

Hi-Fi	Klubben’s	headquarter	where	they	had	the	opportunity	to	listen	to	presentations	by	

company	representatives	and	ask	questions.		

	

2.6.2.	Primary	data	-	qualitative		

Primary	 qualitative	 data	 conducted	 for	 this	 thesis’	 research	 will	 be	 described	 in	 the	 following.	

However,	a	more	detailed	description	of	the	conducted	data	will	follow	in	Chapter	5:	Description	of	

Conducted	Research,	which	leads	up	to	the	analysis	of	the	conducted	data.		

	

Interview	with	Hi-Fi	Klubben’s	CEO,	Svend	Erik	Kristensen		

The	 interview	with	 Svend	 Erik	 Kristensen	was	 conducted	 in	 the	 form	of	 an	 unstructured,	 informal	

interview	after	reviewing	the	secondary	data	provided	by	Hi-Fi	Klubben.	The	authors	do	not	perceive	

this	 interview	as	an	expert	 interview,	as	 its	purpose	was	only	to	serve	as	an	 inspiration	to	define	a	

problem	statement	for	Hi-Fi	Klubben.		

A	transcript	of	the	interview	can	be	found	in	Appendix	2.		
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Focus	groups	

Focus	 group	 interviews	 are	 beneficial	 because	 the	 group	 discussions	 and	 dynamics	 between	 the	

participants	 can	 lead	 individuals	 to	define	problems	and	phenomena	 in	new	ways	 (Bryman	&	Bell,	

2007,	p.	522-523).		

	

In	regards	to	the	research	statement,	the	participants	of	the	focus	groups	were	chosen	on	the	base	

of	the	following	criteria.		

• People	between	the	age	of	18	to	35,	so-called	Millennials.		

• The	participants	were	chosen	among	Danish	citizens.		

• Four	participants	 in	each	group.	The	number	of	participants	was	chosen	on	the	base	of	the	

topics	 the	 authors	 wanted	 to	 cover;	 they	 assumed	 that	 a	 higher	 number	 of	 participants	

would	make	 the	 focus	 group	 interviews	 last	 too	 long.	 The	 focus	 groups	were	 lasting	 three	

hours	each.		

• The	groups	should	consist	of	two	women	and	two	men	in	order	to	limit	bias	in	the	groups.	

• The	authors	wanted	the	participants	to	have	similar	status	and	working	experience,	in	order	

for	them	to	feel	“equal”.	In	that	way	the	risk	that	one	or	more	participants	feel	dominated	by	

the	others	should	be	eliminated	(Saunders	et	al.,	2009,	p.	344).		

	

Table	1	shows	an	overview	of	the	eight	participants.		

	
Table	1:	Focus	group	participants	

The	 focus	 groups	 were	 designed	 as	 psychodynamic	 focus	 groups,	 which	 are	 characterized	 by	 the	

researcher	(moderator)	taking	part	of	the	group	(Gordon,	1999,	p.	112).	Further	the	moderator	sets	

up	 permission	 for	 focus	 group	 participants	 to	 address	 each	 other	 directly,	 and	 further	 to	 agree	

and/or	disagree	with	any	point	of	view	being	expressed	by	the	other	participants	(Gordon,	1999,	p.	

113).	 Lastly,	 the	 participants	 in	 a	 psychodynamic	 focus	 group	 are	 encouraged	 to	 take	 part	 in	 the	

group	as	much	as	possible	making	sure	that	they	say	what	they	feel	and	think	and	not	only	what	they	

are	asked	about	(ibid.).		
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For	conducting	the	focus	group,	the	researchers	each	took	a	role:		

• One	being	the	note	taker,	making	sure	that	everything	from	the	focus	group	interview	guide	

was	covered.	Interview	guides	and	transcripts	of	both	focus	groups	can	be	found	in	Appendix	

3-6.		

• One	being	the	moderator,	who	was	careful	to	not	get	too	caught	up	in	the	questions	of	the	

interview	guides.	Instead,	she	listened	to	what	the	participants	were	actually	saying.	In	that	

way	unexpected	insights	could	be	elaborated.			

	

Further,	 some	 assumptions	 must	 be	 made,	 when	 conducting	 a	 psychodynamic	 focus	 group.	 The	

relevant	assumptions	for	this	thesis	are	listed	in	the	following	(Gordon,	1999,	p.	113):	

• What	the	participants	say	may	or	may	not	be	what	they	actually	mean	(ibid.).			

• Direct	questions	are	essential,	however,	it	is	just	as	important	to	ask	questions	indirectly	and	

in	a	less	challenging	way	(ibid.).		

• All	contributions	from	the	focus	group	are	subjective.	Even	if	all	the	participants	agree	it	does	

not	mean	that	the	agreement	makes	the	insight	factually	correct.		

	

Specific	 challenges	 must	 be	 taken	 into	 account	 when	 conducting	 a	 psychodynamic	 focus	 group	

(Gordon,	1999,	p.	112):			

• It	can	be	hard	to	get	back	on	track	 if	 the	participants	are	talking	about	 irrelevant	topics.	 In	

focus	group	1,	the	focus	was	a	lot	on	clothes	and	even	though	the	participants	were	asked	to	

focus	 on	 “other	 product	 categories”	 as	well,	 their	 focus	 on	 clothes	 kept	 being	 present.	 In	

focus	group	2	it	was	therefore	expressed	more	clearly	by	the	moderator	that	the	focus	would	

be	on	products	within	“technology	in	the	form	of	TV,	speakers,	and	stereo”.		

• In	focus	group	2	there	was	a	big	focus	on	price	when	the	participants	were	asked	about	Hi-Fi	

Klubben	 and	 since	 they	 had	 a	 negative	 association	 about	 the	 price	 for	 Hi-Fi	 Klubben’s	

products	 (expensive)	 it	 was	 hard	 to	 get	 them	 to	 think	 positive	 about	 the	 retailer	 in	 other	

ways.	For	example,	when	the	participants	were	asked	to	talk	about	how	they	would	 like	to	

communicate	 with	 Hi-Fi	 Klubben,	 they	 said	 that	 it	 was	 not	 possible	 because	 of	 their	

expensive	 products.	 Even	 after	 the	 moderator	 explained	 that	 Hi-Fi	 Klubben	 is	 not	 more	

expensive	than	its	competitors	the	participants’	focus	on	price	was	prominent.	Nevertheless,	

the	 focus	 on	 price	 gave	 the	 authors	 useful	 insights,	 which	will	 be	 described	 in	Chapter	 6:	

Analysis	of	Conducted	Research.		
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• Further,	a	participant	 in	 focus	group	1	had	had	a	bad	 impression	of	Hi-Fi	Klubben’s	 service	

and	his	negativity	towards	the	brand	was	present	throughout	the	whole	conversation,	which	

might	have	influenced	the	other	participants.		

	

In	order	to	detect	relevant	themes,	the	transcript	of	the	focus	groups	have	been	analyzed	following	a	

thematic	 approach	 (King	 &	 Horrocks,	 2010).	 A	 theme	 is	 a	 “recurrent	 and	 distinctive	 feature	 of	

participant’s	account,	characterizing	particular	perceptions	and/or	experiences,	which	the	researchers	

see	as	relevant	to	the	research	[statement]	(King	&	Horrocks,	2010,	p.	150)”.		

	

Expert	interviews	

For	the	purpose	of	this	research,	three	expert	interviews	were	conducted	in	form	of	semi-structured	

interviews	(Saunders	et	al.,	2009,	p.	320).	The	interviewees	were:	

	

1. Simon	 Popik:	 Community	 Organizations	 Coordinator	 at	 Uber	 Denmark	 and	 Founder	 &	

Marketing	Manager	of	Stride,	

2. Minna	Philipson:	Chief	Marketing	Officer	at	Pandora,	

3. Mikkel	Braae-Andersen:	Chief	Marketing	Officer	at	Hi-Fi	Klubben.	

	

The	 researchers	have	made	 interview	guides	 for	 all	 interviews	 conducted.	 The	 topics	 prepared	 for	

each	interview	were	similar,	but	elements	were	adapted	to	the	field	of	expertise	of	each	interviewee.	

The	order	of	questions	has	varied	depending	on	the	 flow	of	conversation.	 If	perceived	relevant	 for	

the	 purpose	 to	 answer	 the	 research	 statement,	 additional	 questions	 have	 been	 added	 during	 the	

conversation.	 A	more	 in-depth	 explanation	of	 the	purpose	 and	 content	 of	 these	 expert	 interviews	

will	follow	in	Chapter	5:	Description	of	Conducted	Research.		

The	 data	 was	 recorded	 as	 audio-files	 and	 has	 further	 been	 transcribed.	 Interview	 guides	 and	

transcripts	of	the	expert	interviews	can	be	found	in	Appendix	8-12.	

	

In-Depth	Interview	

The	 in-depth	 interview	 was	 conducted	 with	 FC	 København	 fan	 club	 member	 Denys	 Lund.	 The	

researchers	were	selecting	 the	participant	based	on	 (1)	his	membership	 in	a	brand	community,	 (2)	

the	age	criteria	for	Millennials	and	(3)	being	a	Danish	citizen.		
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The	 interview	was	 conducted	 in	 a	 semi-structured	 form,	 as	 the	 researchers	 had	 a	 particular	 topic	

they	wanted	 to	get	 insights	on	 (Saunders	et	al.,	 2009,	p.	320).	Beforehand,	a	 set	of	questions	was	

prepared.	 Just	 as	 when	 conducting	 the	 expert	 interviews,	 the	 order	 of	 questions	 has	 varied	

dependent	on	the	conversation	flow	and	additional	question	have	been	added	if	deemed	necessary	

and	relevant.	Interview	guide	and	transcript	of	the	in-depth	interview	can	be	found	in	Appendix	13-

14.		

A	more	detailed	description	of	 the	purpose	 and	 content	of	 the	 in-depth	 interview	with	Denys	will	

follow	in	Chapter	5:	Description	of	Conducted	Research.		

	

2.6.3.	Primary	data	-	quantitative		

After	collecting	qualitative	data,	quantitative	data	in	the	form	of	an	online	survey	was	collected.		

The	 online	 survey	 was	 uploaded	 on	 Facebook	 and	 shared	 by	 the	 authors	 with	 their	 friends	 and	

several	Danish	Facebook	groups.	The	survey	ran	 for	approximately	one	week	and	571	respondents	

participated.		

The	respondents	were	recruited	based	on	the	same	requirements	as	the	focus	group	participants:	(1)	

they	had	to	be	Danish	citizens	and	(2)	needed	to	be	18	to	35	years	old.	The	average	age	of	the	survey	

respondents	was	24.7	years.	Further,	46%	of	the	respondents	were	male	and	54%	were	female.		

The	purpose	of	the	online	survey	was	to	explore	and	elaborate	on	previous	findings	(the	qualitative	

data	 collection).	 By	 collecting	 additional	 quantitative	 data,	 the	 research	 is	 more	 generalizable,	

allowing	the	authors	to	base	their	implications	for	retailers	and	Hi-Fi	Klubben	on	more	founded	data.		

A	more	detailed	description	of	the	purpose	and	content	of	the	online	survey	will	follow	in	Chapter	5:	

Description	of	Conducted	Research.		

The	design	of	the	online	survey	can	be	found	in	Appendix	15.		
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2.7.	Credibility	of	research	findings	
The	 use	 of	 secondary	 data	 as	 well	 as	 qualitative	 and	

quantitative	 primary	 data	 allows	 the	 researchers	 to	

combine	 insights	 and	 set	 them	 into	 relation,	 thereby	

creating	credibility	of	research	findings.	This	 is	referred	

to	as	data	triangulation	(Saunders	et	al.,	2009,	p.	602).	

	

2.7.1.	Reliability		

The	 reliability	 of	 data	 refers	 to	 “the	 extent	 to	 which	 your	 data	 collection	 techniques	 or	 analysis	

procedures	will	yield	consistent	findings	(Saunders	et	al.,	2009,	p.	156)”.	

Four	possible	threats	to	reliability	can	be	defined:	

1. The	participant	error	 refers	 to	 the	 threat	of	participants	giving	different	answers	based	on	

their	 level	 of	 enthusiasm	 (ibid.).	 Thus	 the	 authors	 scheduled	 the	 focus	 groups	 at	 a	 similar	

time	(on	a	Wednesday	and	Thursday	evening).	However,	the	online	survey	was	rather	long	(4	

min),	 hence	 there	 was	 a	 risk	 that	 some	 respondents	 might	 just	 have	 answered	 without	

thinking	choosing	“easy	options”,	like	e.g.	a	neutral	categorization,	to	get	through	it	faster.	

2. The	participant	bias	 refers	 to	 the	 threat	of	participants	not	 telling	exactly	what	 is	on	 their	

mind	 due	 to	 outside	 influences	 (ibid.).	 The	 researchers	 tried	 to	 create	 an	 atmosphere	 of	

inclusiveness	so	that	the	participants	felt	comfortable	to	express	their	thoughts.	Further,	the	

online	survey	was	conducted	anonymously	in	order	to	generate	honest	answers.		

3. The	observer	error	refers	to	the	threat	of	different	researchers	asking	questions	in	a	different	

way,	which	 leads	to	different	and	 less	comparable	answers	 (ibid.).	 In	order	to	compare	the	

two	 focus	 groups	 in	 the	best	way	possible,	 the	 authors	 had	 the	 same	 roles	 for	 both	 focus	

groups	 -	one	being	moderator	and	 the	other	being	note	 taker.	 In	 that	way,	 the	 interaction	

with	the	participants	was	lead	in	the	same	style	in	both	focus	groups.		

4. The	observer	bias	refers	to	the	threat	of	different	researchers	interpreting	replies	in	different	

ways	(ibid.).	As	the	authors	of	this	thesis	were	conducting	the	whole	analysis	together,	this	

threat	 to	 reliability	 did	 not	 apply.	 Nevertheless,	 in	 qualitative	 research,	 the	 drawn	

conclusions	are	very	dependent	on	the	researchers’	subjective	interpretation	of	the	collected	

data	and	are	therefore	less	likely	to	be	consistent	when	conducted	by	a	different	researcher.	

As	an	important	amount	of	data	collected	for	this	thesis	is	qualitative,	the	authors	are	aware	

that	the	reliability	of	data	is	affected	negatively.		

Figure 4: Data triangulation 
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2.7.2.	Validity		

The	validity	of	data	refers	to	“the	extent	to	which	the	findings	are	really	about	what	they	appear	to	

be	about	(Saunders	et	al.,	2009,	p.	157)”.	E.g.	the	degree	of	validity	may	be	affected	negatively	 if	a	

focus	 group	 participant	 misunderstands	 a	 question	 from	 the	 moderator,	 which	 then	 leads	 to	 the	

debate	continuing	based	on	 the	misinterpreted	meaning.	The	authors	 therefore	 tried	 to	 formulate	

the	questions	in	the	most	understandable	way	possible.	Further,	whenever	a	participant	was	bringing	

up	 a	 term	 that	 could	be	 interpreted	 in	 different	ways,	 the	 authors	were	 trying	 to	 ask	 deeper	 into	

what	 exactly	 the	 participants	 meant	 by	 this.	 As	 an	 example,	 the	 authors	 made	 sure	 to	 ask	 what	

exactly	the	focus	group	participants	meant	with	the	term	“value-for-money”.	

The	 online	 survey	 posed	 more	 difficulties	 to	 control	 whether	 the	 respondents	 understood	 the	

questions	 in	 the	 same	way,	 but	 it	was	 assumed	 by	 the	 authors	 that	 their	 understanding	 of	 terms	

(such	as	value-for-money,	self-actualization,	and	quality)	and	questions	do	not	differ	 from	those	of	

the	focus	group	interviews.		 	 	 	

	 	

2.7.3.	Generalisability		

The	generalisability	 of	data	 refers	 to	“the	extent	 to	which	 [the]	 research	 results	are	generalisable:	

that	 is,	whether	 [the]	 findings	may	 be	 equally	 applicable	 to	 other	 research	 settings,	 such	 as	 other	

organisations	(Saunders	et	al.,	2009,	p.	158)”.		

As	the	researchers	are	following	a	single	case	study	research	setting,	this	is	of	particular	concern.	The	

researchers	 are	 hence	 aware	 of	 the	 fact	 that	 the	 theory	 produced	 based	 on	 their	 findings	 is	 not	

generalisable	to	all	other	retailers.	Nevertheless,	the	generalisability	of	the	theory	produced	can	be	

tested	in	further	research	settings	(ibid.).	

Additionally,	the	researchers	are	aware	of	the	fact	that	the	participants	of	their	focus	groups	are	not	

representative	for	all	Millennials	in	Denmark,	especially	since	seven	out	of	the	eight	participants	have	

a	 very	 similar	 educational	 background.	 Therefore,	 it	 would	 have	 been	 ideal	 to	 have	 more	 focus	

groups	with	participants	from	different	social	and	educational	backgrounds.		

In	 order	 to	 be	 able	 to	 provide	 more	 representative,	 generalisable	 insights	 on	 the	 Millennials	 in	

Denmark,	an	online	survey	with	571	participants	was	conducted.		
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Chapter	3:	Introduction	to	Hi-Fi	Klubben	

	

Hi-Fi	 Klubben	 is	 a	 privately	 owned	 Danish	 company	 focusing	 on	 the	 retail	 of	 high	 quality	 sound	

equipment.	The	combined	turnover	is	approximately	1.1	billion	DKK	(Company	presentation,	2015).		

	

The	company	started	as	a	small	shop	in	1980,	where	customers	could	come	by	a	“demo	room”	with	

limited	 opening	 hours	 to	 choose	 a	 product	 that	 would	 then	 be	 delivered	 to	 them	 (Company	

presentation,	 2015).	 The	 80s	 and	 90s	 are	 referred	 to	 as	 “the	 golden	 years”	 by	 Hi-Fi	 Klubben’s	

management,	 as	 the	 company	 grew	 quickly	 and	 expanded	 into	 Norway	 and	 Sweden	 (Company	

presentation,	2015).	Today,	the	retailer	is	referring	to	itself	as	a	“black	belt”	in	retail,	being	Europe’s	

largest	 specialist	 retailer	 in	 their	 industry.	 Among	 their	 biggest	 competitors	 in	 Denmark	 are	

Elgiganten,	Expert,	Bilka,	Bang	&	Olufsen,	Wupti.com,	and	Komplett.dk	(Segmentation	study,	2015).		

	

Hi-Fi	Klubben’s	vision	 is	to	be	“the	preferred	provider	of	great	sound	for	any	music	lover	who	wants	

something	 more	 than	 a	 buy-and-throw	 away	 product	 (The	 Hi-Fi	 Klubben	 Book)”.	 Their	mission	 is	

“moving	people	through	great	sound	(ibid.)”.		

	

In	 order	 to	 set	 the	 base	 for	 the	 further	 analysis	 and	 development	 of	 research,	 this	 chapter	 will	

provide	an	overview	of	Hi-Fi	Klubben.	This	overview	will	be	based	on	the	7	Ps	of	marketing	(product,	

promotion,	price,	place,	people,	process	and	physical	evidence).		

	

Product	

Hi-Fi	 Klubben’s	 product	 assortment	 includes	 Hi-Fi,	 speakers,	 TVs,	 and	 accessories	 (Company	

presentation,	 2015).	 Today,	 Hi-Fi	 Klubben	 is	 experiencing	 a	 growth	 in	 sales	 of	 custom	 installation	

speakers,	headphones	and	streaming	audio	whereas	traditional	Hi-Fi	is	in	decline	(ibid.).	

Hi-Fi	 Klubben	 is	 very	 careful	 when	 adding	 new	 brands	 to	 the	 assortment	 (Company	 presentation,	

2015).	Consequently,	Hi-Fi	Klubben	has	a	very	narrow	horizontal	variety.	However,	 the	brands	 the	

retailer	is	carrying	are	represented	with	a	big	part	of	their	product	lines,	giving	Hi-Fi	Klubben	a	deep	

vertical	variety.	
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In	Denmark,	Hi-Fi	Klubben	carries	brands	such	as	Bowers	&	Wilkins,	Dali,	Denon,	Cambridge	Audio,	

Classé,	Argon	Audio	(own	brand),	Samsung,	Sony,	Sonos,	Scandyna,	Sennheiser,	Aiaiai,	Marshall,	Nad,	

and	Bluesound	(hifiklubben.dk).		

	

Among	 their	 services	 are	 the	 possibility	 for	 home	 installation,	 three	 to	 six	 years	 of	 warranty	 on	

everything,	 a	 14-day	 return	 policy,	 30	 days	 price	warranty,	 service	 calls	 after	 30	 days	 and	 service	

emails	when	the	warranty	is	running	out	(Company	presentation,	2015).		

	

People	

Hi-Fi	Klubben’s	business	strategy	relies	on	great	quality,	service,	and	knowledge.	In	order	to	execute	

this	strategy,	Hi-Fi	Klubben	sees	its	employees	as	the	most	important	asset	(Company	presentation,	

2015).		

	

Hi-Fi	 Klubben’s	 culture	 is	 centred	 on	 a	 set	 of	 values	 and	 principles	 that	 the	 retailer	 expects	 their	

employees	 to	 act	 upon:	 competence,	 translators,	 value-for-money,	 music	 lovers,	 passionate	

madness,	edgy	attitude,	humour,	and	club	community	(The	Hi-Fi	Klubben	Book).	As	they	state,	“being	

part	of	Hi-Fi	Klubben	means	believing	in	the	value	of	quality	and	believing	there	is	a	purpose	to	what	

we	do,	which	goes	far	beyond	shifting	units	over	the	counter	(ibid.)”.		

	

Further,	Hi-Fi	Klubben	believes	that	customer	service	is	the	key	to	success	(The	Hi-Fi	Klubben	Book).	

In	order	 to	 give	 the	 customers	 this	 special	 store	experience,	 the	employees	play	an	essential	 role	

being	true	and	honest	Hi-Fi	Klubben	ambassadors	(ibid.).		

	

Hence,	the	retailer	is	spending	more	on	 intensive	staff	training	than	on	advertising	(Company	visit,	

2015).	To	Hi-Fi	Klubben,	“competence”	means	knowing	what	exactly	the	customer	wants.	It	sees	its	

competence	as	one	of	the	main	reasons	the	customers	choose	Hi-Fi	Klubben	over	its	competitors.	Hi-

Fi	Klubben	aims	to	be	“translator”	for	its	customers	by	explaining	all	the	technical	things	in	a	way	the	

customer	can	understand	(The	Hi-Fi	Klubben	Book).		

	

Lastly,	 Hi-Fi	 Klubben	 is	 having	 a	 flat	 hierarchy	 and	 employees	 are	 encouraged	 to	 tell	 their	 honest	

opinions	 -	 to	 their	 co-workers	 and	 to	 the	 customers.	 The	 retailer	 wants	 them	 to	 be	 open	 about	

everything	as	this	promotes	a	feeling	of	confidence	towards	their	customers	(Company	visit,	2015).		
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Process	

For	 Hi-Fi	 Klubben,	 the	 “customer	 is	 the	 most	 important	 person	 in	 the	 company	 (Company	

presentation,	2015)”.	The	retailer	therefore	centres	all	 its	processes	on	its	customers.	For	example,	

Hi-Fi	 Klubben	 has	 implemented	 personal	 counselling	 for	 customers	 in	 their	 stores	 after	 normal	

opening	hours	(Company	visit,	2015).		

Further,	Hi-Fi	Klubben	is	following	consumer	behaviour	trends.	The	popularity	of	streaming	music	has	

affected	 Hi-Fi	 Klubben’s	 assortment	 as	 it	 is	 now	 focusing	 on	 becoming	 a	 “streaming	 destination”	

(Company	presentation,	2015).		

	

Promotion	

Hi-Fi	Klubben’s	advertising	is	focusing	on	the	quality	of	the	products	and	that	they	are	“music	lovers”	

by	creating	informational	advertising	about	either	products	or	the	Hi-Fi	Klubben	brand.	Further,	Hi-Fi	

Klubben	tries	to	have	an	“edgy	attitude”	towards	the	competitors.	More	specifically,	Hi-Fi	Klubben	is	

trying	 to	provoke	 competitors	 in	a	humorous	 tone	of	 voice	 (Company	visit,	 2015).	 E.g.	 the	 retailer	

“points	fingers”	at	Elgiganten	by	saying	“We	know	nothing	about	dishwashers	-	but	everything	about	

great	sound	(Company	visit,	2015)”,	implying	that	retailers	who	are	also	carrying	appliances	such	as	

dishwashers,	are	not	specialized	and	hence	cannot	know	everything	about	sound.		

Further,	Hi-Fi	Klubben’s	taglines	are	“Bad	sound	kills	good	music”	and	“moving	people	through	great	

sound”	(ibid.).		

	

Hi-Fi	Klubben	is	having	a	universal	marketing	strategy,	trying	to	target	and	include	as	many	potential	

customers	as	possible.	Even	though	their	customers	are	90%	male,	their	advertising	 is	not	focusing	

on	a	specific	gender.	Further,	it	is	mostly	in	English	as	they	are	in	five	different	markets	(DK,	SE,	NO,	

NL	and	DE).	Hi-Fi	Klubben’s	CEO	Svend	Erik	Kristensen	explains,	that	they	have	a	young	approach	to	

their	advertising,	as	their	older	customers	like	to	feel	young	and	this	approach	has	proven	to	work	for	

reaching	the	older	generations	(Interview	Svend	Erik	Kristensen,	2016).		

	

The	 center	 of	 Hi-Fi	 Klubben’s	 promotion	 is	 their	 customer	 club,	 which	 they	 think	 of	 as	 a	 “club	

community”	 of	 music	 lovers.	 The	 customer	 club	 has	 800,000	 members.	 Club	 members	 get	

advantages	such	as	extended	warranties,	service	emails	and	invitations	to	events.		
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The	access	 to	 the	mailboxes	of	 these	800,000	members	enables	Hi-Fi	 Klubben	 to	give	 impulses	 to	

consumers	 through	emails	containing	 information	about	products	and	offers	as	well	as	new	trends	

and	invitations	to	events	(Interview	Svend	Erik	Kristensen,	2016).		

However,	the	retailer	“may	never	spam	[its]	members	(ibid.)”,	and	hence	they	do	not	receive	more	

than	two	emails	per	month.	Further,	the	member	data	can	be	used	for	placing	targeted	ads	as	well	

as	 for	 customized	 communication	 between	 company	 and	 consumer	 (Interview	 Svend-Erik	

Kristensen,	2016).		

	

As	the	retailer	is	spending	money	on	employee	education	rather	than	on	extensive	advertising,	Hi-Fi	

Klubben	 is	 relying	 on	 Word-of-Mouth	 (Company	 presentation,	 2015;	 company	 visit,	 2015).	 This	

implies	that	the	retailer	 is	trying	to	give	the	customers	a	tremendous	 in-store	experience	that	they	

later	want	to	share	with	their	peers.		

Hi-Fi	 Klubben’s	 effectiveness	 in	 creating	 positive	 Word-of-Mouth	 reflects	 in	 their	 score	 on	

trustpilot.dk,	which	 -	 based	 on	 3,647	 reviews	 -	 is	 rated	 9.3	 on	 a	 scale	 from	 1	 to	 10	 (trustpilot.dk,	

2016).	This	gives	the	retailer	the	highest	rating	within	their	product	category	(Company	visit,	2015).		

	

In	order	to	get	PR	each	Hi-Fi	Klubben	store	is	hosting	approximately	seven	in-store	events	a	year	for	

club	members	 (Interview	Svend	Erik	Kristensen,	2016).	At	 these	events,	no	one	 is	 supposed	to	buy	

anything.	Instead	customers	are	invited	to	try	out	new	products	or	get	information	about	new	trends	

in	 technology	 (ibid.).	 Further,	Hi-Fi	 Klubben	 is	 sponsoring	 festivals	 such	as	Roskilde,	 Smukfest,	 and	

Copenhell	(ibid.).			

	

Generally,	 Hi-Fi	 Klubben	 is	 experiencing	 a	 shift	 from	 offline	 to	 online	 media	 for	 their	 advertising.	

Svend	Erik	Kristensen	states	that	the	retailer	has	a	“much	higher	spending	on	online	media	than	on	

offline	media”.		

	

Price	

Hi-Fi	 Klubben’s	 “value-for-money”	 principle	 commits	 the	 retailer	 to	 never	 charge	 the	 customers	

more	for	products	than	it	feels	they	are	worth.		

Hi-Fi	Klubben	is	monitoring	the	prices	of	its	competitors	in	all	product	categories,	which	“guarantees	

[the	 customers]	 a	 good	price”	 (Company	presentation,	 2015).	 Further,	Hi-Fi	 Klubben	 is	 based	on	 a	

“Direct	To	You”	business	model	meaning	that	 -	whenever	possible	 -	 the	retailer	buys	directly	 from	

the	manufacturers	 (The	Hi-Fi	Klubben	Book).	Cutting	out	 the	middleman	means	 reduced	prices	 for	
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the	customer	without	sacrificing	quality	and	consequently	Hi-Fi	Klubben	can	sell	at	competitive	prices	

even	though	it	is	a	specialist	chain	(ibid.).		

In	 some	 retail	 stores	 the	 price	 is	 subject	 to	 negotiation	 but	 not	 in	 Hi-Fi	 Klubben’s	 stores.	 Hi-Fi	

Klubben’s	prices	are	already	as	low	as	the	retailer	believe	they	can	be.	Consequently,	Hi-Fi	Klubben	is	

only	giving	few	discounts,	and	only	when	it	is	centrally	decided	and	part	of	a	campaign.		

	

Place	

Hi-Fi	Klubben	has	97	stores	in	Denmark,	Sweden,	Norway,	the	Netherlands,	and	Germany.	Two	thirds	

of	their	stores	are	part	of	their	chain,	the	other	third	are	franchises.	In	Denmark,	Hi-Fi	Klubben	has	31	

stores.	Further,	the	retailer	is	also	providing	its	customers	with	the	opportunity	to	buy	products	via	

an	online-store.		

	

Physical	Evidence		

One	of	Hi-Fi	Klubben’s	most	 important	USPs	 is	 the	customer	experience	 the	retailer	delivers	 in	the	

stores	-	the	Hi-Fi	Klubben	experience	(The	Hi-Fi	Klubben	Book).		

Hi-Fi	Klubben	is	trying	to	create	a	welcoming	and	inspiring	environment	for	their	employees	as	well	

as	their	customers	-	“it	 is	all	about	the	experience	(The	Hi-Fi	Klubben	Book)”.	Hi-Fi	Klubben’s	stores	

are	providing	sofas	and	coffee,	inviting	customers	to	sit	down,	relax	and	listen	to	music.	Additionally,	

Hi-Fi	Klubben	is	staging	movie	theatres	and	showrooms,	each	creating	a	different	atmosphere,	where	

customers	can	experience	the	sound	of	their	products	(Company	visit,	2015).		

However,	the	in-store	experience	at	Hi-Fi	Klubben	is	mostly	defined	by	customer	service	in	the	form	

of	the	employees’	knowledge	about	the	products.		

All	of	Hi-Fi	Klubben’s	stores	are	different	in	size,	but	the	interior	design	is	the	same.		

	

Hi-Fi	Klubben	can	be	found	online	on	its	website	and	on	social	media.	Hi-Fi	Klubben	has	profiles	on	

Facebook,	 Pinterest	 and	 YouTube.	Hi-Fi	 Klubben’s	Danish	 Facebook	page	 is	 liked	by	 approximately	

48,000	 users.	 It	 is	 a	 very	 active	 platform,	 where	 Hi-Fi	 Klubben	 is	 posting	 regularly,	 multiple	

consumers	 comment	 and	Hi-Fi	 Klubben	 answers	 on	 these.	On	 this	 platform,	 the	 retailer	 is	 posting	

links	to	articles	published	in	their	online	magazine	“Hi-Fi	magasinet”	on	their	website.	These	articles	

contain	product	information,	stories	about	artists,	interviews	and	everything	that	is	related	to	music	

and	sound.		

A	few	individual	stores	also	have	an	Instagram	account,	but	there	seems	to	be	no	active,	official	Hi-Fi	

Klubben	Denmark	Instagram	profile.		
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The	above	is	visualised	in	Figure	5.		

	
Figure	5:	The	7	Ps	of	Hi-Fi	Klubben	

	

What	is	Hi-Fi	Klubben	doing	right	and	what	could	be	done	better	in	order	to	become	relevant	to	the	

Millennials?	 To	 answer	 this	 question,	 a	 better	 understanding	 of	 the	 generation	 of	Millennials	 and	

how	to	cope	with	New	Media	is	needed.		
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Chapter	4:	Theoretical	Foundations	&	Literature	Review		

	

This	chapter	starts	with	an	overview	of	brand	equity	and	consumer	needs	and	is	further	structured	

after	the	three-folded	research	statement:	 (1)	WHY	are	retailers	such	as	Hi-Fi	Klubben	facing	a	gap	

between	the	Millennials	and	their	brand,	(2)	HOW	can	they	engage	in	New	Media	in	order	to	become	

relevant	 to	 the	Millennials,	 and	 (3)	HOW	 can	 they	design	 transformational	experiences	 in	order	 to	

become	relevant	to	the	Millennials.	The	choice	of	this	particular	research	structure	will	be	explained	

consecutively.	The	course	of	the	theory	will	provide	a	base	for	the	empirical	data	collection.		

4.1.	Brand	equity	and	consumer	needs	

As	this	thesis	is	conducted	from	a	critical	realistic	point	of	view,	the	reality	is	constructed	in	the	mind.	

The	 authors	 therefore	 find	 it	 essential	 to	 understand	 how	 a	 brand	 is	 perceived	 in	 the	 consumer’s	

mind.	Thus,	Keller’s	customer-based	brand	equity	model	 (CBBE)	 and	Maslow’s	hierarchy	of	needs	

will	serve	as	the	theoretical	point	of	departure.		

4.1.1.	Brand	equity	

In	the	following,	Keller’s	customer-based	brand	equity	model	will	be	adapted	to	retail	brands.		

A	retail	brand	“identifies	the	goods	and	services	of	a	retailer	and	differentiates	them	from	those	of	

competitors	(Ailawadi	&	Keller,	2004,	p.	332)”.	Nowadays,	a	strong	brand	can	be	especially	important	

in	 the	 retail	 industry	as	 the	growth	of	discounters	and	warehouse	clubs	has	put	great	pressure	on	

traditional	retailers	and	is	leading	to	increased	competition	between	all	types	of	retailers	(Ailawadi	&	

Keller,	2004,	p.	332).		

Hence,	their	energy	needs	to	be	not	only	centered	around	finding	manufacturer	brands	with	a	high	

equity	as	they	are	likely	to	reflect	on	their	own	brand,	but	also	on	uniting	these	manufacturer	brands	

under	 a	 retailer	 brand	 enhanced	 by	 rich	 consumer	 experience	 in	 order	 to	 distinguish	 from	

competition	 (Ailawadi	&	 Keller,	 2004,	 p.	 332).	 Since	most	 retailers’	 revenue	 and	 profit	 come	 from	

selling	 manufacturer	 brands,	 which	 are	 also	 sold	 by	 the	 competitors,	 building	 their	 own	 brand’s	

equity	is	a	“particularly	challenging	problem,	but	one	with	big	potential	rewards	(ibid.)”.		
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Customer-based	retail	brand	equity	

Keller’s	CBBE	model	is	not	focusing	specifically	on	retail	brands.	Therefore	the	authors	have	adapted	

the	 CBBE	model	 after	 the	 five	 dimensions	 of	 retailer	 image	 (access,	 store	 atmosphere,	 price	 and	

promotion,	cross-category	and	within-category	assortment)	presented	by	Ailawadi	and	Keller	(2004).	

The	adapted	model	will	be	explained	in	the	following.		

	

	
Figure	6:	CBBE	model	adapted	to	retail	brands	

	

Keller	 defines	 CBBE	 as	 “the	 differential	 effect	 of	 brand	 knowledge	 on	 consumer	 response	 to	 the	

marketing	of	the	brand	(1993,	p.	8;	2013,	p.	69)”.	A	high	brand	equity	leads	to	brand	loyalty,	which	is	

“an	expression	of	if	a	consumer	chooses	the	brand	on	a	continuous	basis	(Heding	et	al,	2009,	p.	152)”.		

The	brand	value	creation	takes	place	in	the	mind	of	the	consumer	who	is	seen	as	the	owner	of	the	

brand.	Nevertheless	the	inputs	of	the	marketer	have	a	strong	influence	on	the	brand	associations	a	

consumer	 is	memorizing.	The	base	of	 this	understanding	of	brand	equity	 is	 in	cognitive	psychology	

where	it	is	assumed	that	the	consumer	acts	like	a	computer	who	is	processing	inputs	in	the	way	the	

marketer	wants	them	to	be	 interpreted.	Therefore,	the	marketer	“programs”	the	brand	knowledge	

of	the	consumer	(Heding	et	al.,	2009,	p.	85).		

	

Brand	knowledge	as	the	base	of	brand	equity		

The	 brand	 knowledge	 that	 has	 been	 created	 in	 the	 mind	 of	 the	 consumer	 is	 a	 company’s	 most	

valuable	asset	 for	 improving	marketing	productivity	 (Keller,	1993,	p.	2).	Understanding	the	content	

and	structure	of	this	brand	knowledge	is	critical	for	companies	in	order	to	influence	what	comes	to	
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the	consumer’s	mind	when	thinking	about	the	brand	(Keller,	1993,	p.	2).	Keller	(1993,	p.	3)	defines	

two	dimensions	of	brand	knowledge:	brand	awareness	and	brand	image.		

	

Brand	awareness	

A	consumer’s	brand	awareness	is	distinguished	in	brand	recognition	and	brand	recall.		

Brand	recognition	 is	“related	to	the	consumers’	ability	to	confirm	prior	exposure	to	the	brand	when	

given	the	brand	as	a	cue	(Keller,	1993,	p.	3)”.		

Brand	recall	refers	to	“the	consumers’	ability	to	retrieve	the	brand	from	their	memory	when	given	the	

product	category	or	some	type	of	probe	as	a	cue	(Keller,	1993,	p.	3)”.	Brand	recall	is	influencing	what	

brand	is	considered	and	selected	by	the	consumer.		

	

Brand	image	

Keller	 (1993)	 defines	 the	 brand	 image	 as	 the	 perceptions	 about	 the	 brand	 reflected	 by	 the	 brand	

associations	 held	 in	 consumer	 memory	 (Keller,	 1993,	 p.	 3).	 He	 further	 defines	 three	 kinds	 of	

associations:	attributes,	benefits	and	attitudes.		

	

Attributes	

Brand	 attributes	 are	 descriptive	 features	 characterizing	 a	 retailer:	 the	 attributes	 in	 the	 authors’	

adapted	model	relate	to	Ailawadi	&	Keller’s	dimensions	of	access,	price	&	promotion	as	well	as	the	

cross-category	and	within-category	assortment.		

	

The	dimension	of	access	 is	referring	to	“the	location	of	a	store	and	the	distance	the	consumer	must	

travel	 to	shop	there	 (Ailawadi	&	Keller,	2004,	p.	333).”	Especially	 for	 traditional	 retailers	 relying	on	

their	physical	stores	for	a	big	part	of	their	sales,	access	can	be	a	basic	criterion	for	consumers	in	their	

store	choice:	Other	than	online	stores,	where	consumers	get	the	possibility	to	shop	from	their	homes	

24/7,	physical	stores	are	chosen	based	on	convenience	of	location	and	opening	hours	(ibid.)	

	

The	dimension	of	price	&	promotion	 is	 referring	 to	 store	price	perceptions	and	 the	 retailer	pricing	

format.	 Price	&	promotion	brand	attributes	 should	 reflect	 average	price	 levels,	 variations	 in	prices	

over	 time	 and	 the	 frequency	 and	 depth	 of	 promotions	 (Ailawadi	 &	 Keller,	 2004,	 p.	 333).	

Nevertheless,	consumers	may	use	non-price	related	cues	 like	service	offerings	and	quality	 levels	 to	

form	their	price	perceptions	(Ailawadi	&	Keller,	2004,	p.	334).	Further,	“consumers	are	more	likely	to	
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develop	 a	 favourable	 price	 image	 when	 retailers	 offer	 frequent	 discounts	 on	 a	 large	 number	 of	

products	(Ailawadi	&	Keller,	2004,	p.	334)”.	

	

The	 dimension	 of	 assortment	 is	 referring	 to	 the	 variety	 of	 cross-category	 and	 within-category	

products,	 a	 retailer	 is	 carrying.	 A	 retailer’s	 image	 is	 significantly	 influenced	 by	 the	 consumer’s	

perception	 of	 the	horizontal	 variety.	 A	wide	 assortment	 leads	 to	more	 situations	 the	 consumer	 is	

recalling	 and	 considering	 the	 retailer	 (Ailawadi	 &	 Keller,	 2004,	 p.	 334).	 Further,	 a	 consumer’s	

perception	of	the	vertical	variety	of	a	retailer’s	assortment	have	an	important	impact	on	the	choice	

of	store	as	the	consumer	is	offered	a	higher	degree	of	flexibility	in	his/her	choices	(ibid.).	

	

Benefits		

Benefits	are	reflecting	the	personal	value	consumers	attach	to	a	brand	-	what	the	retailer	can	do	for	

them.	 Keller	 is	 distinguishing	 between	 the	 functional,	 experiential	 and	 symbolic	 benefits	 (Keller,	

1993,	p.	4).		

	

Functional	benefits	refer	to	intrinsic	advantages	of	purchasing	from	a	retailer	and	are	usually	linked	

to	 fairly	 basic	 motivations	 such	 as	 physiological	 and	 safety	 needs	 (Keller,	 1993,	 p.	 4).	 Functional	

benefit	 attributes	 for	 retailers	 could	 reflect	 additional	 services	 such	 as	 a	 secure	 buying	 process	 or	

warranties.		

	

Experiential	 benefits	 are	 satisfying	 experiential	 needs	 such	 as	 sensory	 pleasure,	 variety,	 and	

cognitive	stimulation	(Keller,	1993,	p.	4).	Adapted	to	retailers,	experiential	benefits	relate	to	what	it	

feels	like	to	be	in	the	store	-	the	store	atmosphere	(Ailawadi	&	Keller,	2004,	p.	333).	A	welcoming	in-

store	environment	provides	pleasure	to	consumers	and	encourages	them	to	visit	more	often,	spend	

more	time	in	the	store	and	buy	more	(ibid.).	Brands	are	being	positioned	increasingly	based	on	their	

intangibles	and	associations	beyond	product	or	service	performance.	Even	if	the	products	and	brands	

offered	by	a	retailer	are	similar	to	those	of	others,	“the	ability	to	create	a	strong	in-store	personality	

and	rich	experiences	can	play	a	crucial	role	in	building	retailer	brand	equity	(ibid.)”.		

	

Symbolic	benefits	are	the	more	extrinsic	advantages	of	product	or	service	consumption	and	relate	to	

underlying	needs	 for	social	approval	or	personal	expression	and	outer-directed	self-esteem	(Keller,	

1993,	p.	4).	Consumers	might	value	a	brand	because	it	relates	to	their	self-concept.	Symbolic	benefits	

are	relevant	for	“badge”	products.	Thus,	retailers	that	are	only	selling	products	of	other	brands	and	
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therefore	 not	 displaying	 their	 brand	 “badge”	 are	 having	 a	 disadvantage	 to	 fulfil	 these	 benefits.	

Nevertheless,	 the	authors	believe	 that	 such	 retailers	have	a	chance	 to	create	 symbolic	benefits,	as	

elaborated	later	in	the	theory	chapter.			

	

Attitude	

The	brand	attitudes	 are	 the	 “consumers’	 overall	 evaluations	 of	 the	brand	 (Keller,	 1993,	 p.	 4)”	 and	

often	have	a	strong	impact	on	brand	choice	and	consumer	action.		

	

Favourable,	Strong,	and	Unique	Brand	Associations		

For	 a	 brand	 to	 have	 high	 customer-based	 brand	 equity,	 the	 above-described	 types	 of	 associations	

need	to	be	more	favourable,	strong	and	unique	than	the	image	associated	with	competitor	brands	

(Heding	et	al.,	2009,	p.	95).		

	

A	 brand	 association	 is	 favourable	 if	 the	 consumer	 is	 perceiving	 the	 brand	 to	 have	 attributes	 and	

benefits	that	are	satisfying	expectations	and	needs	(Keller,	1993,	p.	5).		

Further,	 the	 association	 can	 also	 be	 defined	 by	 its	 strength,	 which	 is	 measured	 by	 how	 the	

information	is	stored	and	maintained	in	the	consumer’s	memory.	An	association	is	stronger	the	more	

consistent	and	personal	relevant	it	is	to	consumers	over	time	because	this	is	influencing	how	often	a	

person	 thinks	 about	 the	 brand	 (quantity).	 Further	 the	 context	 in	which	 the	 brand	 is	 considered	 is	

influencing	the	strength	of	association	(quality)	(Keller,	1993,	p.	5;	Keller,	2003,	p.	78).		

Lastly,	 the	uniqueness	 of	 a	brand	association	 is	 referring	 to	whether	 a	brand	 is	 setting	 itself	 apart	

from	competitors.	This	is	essential	in	order	to	gain	a	sustainable	competitive	advantage	for	a	brand	

as	it	gives	consumers	a	special	reason	to	choose	it	over	its	competitors	(Keller,	1993,	p.	6).		

	

In	order	for	retailers	to	have	a	strong	brand	image,	they	need	to	create	associations	that	fulfil	their	

consumers’	needs	and	expectations.	But	what	kind	of	needs	do	today’s	consumers	have?			
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4.1.2.	Maslow’s	hierarchy	of	needs	

	
Figure	7:	Maslow's	hierarchy	of	needs	(Maslow,	1943)	

	

Maslow’s	 theory	 is	aiming	 to	explain	why	people	are	driven	by	particular	needs	at	particular	 times	

(Maslow,	 1943).	 He	 placed	 human	 needs	 in	 a	 hierarchy,	 a	 sequence	 of	 prepotent	 needs,	 each	 of	

which	 must	 be	 satisfied	 before	 the	 next	 higher	 need	 emerges	 in	 the	 subject’s	 consciousness	

(Maslow,	1943).	The	 first	needs	having	 to	be	 fulfilled	are	 the	physiological	needs	 (e.g.	 food,	water	

shelter),	 followed	 by	 safety	 needs	 (security,	 protection),	 social	 needs	 (sense	 of	 belonging,	 love),	

esteem	 needs	 (self-esteem,	 recognition,	 status),	 and	 finally	 the	 self-actualization	 needs	 (self-

development	and	realization)	(Maslow,	1943).		

	

The	assumption	of	Maslow,	that	a	need	must	be	completely	satisfied	before	the	next	one	emerges	is	

widely	 criticized	 and	 the	 authors	 agree	 (Forbes,	 2012).	 Even	 though	 a	 person	 might	 not	 feel	 like	

his/her	 social	 needs	 are	 satisfied	 (e.g.	 no	 intimate	 relationship)	 this	 person	 can	 still	 strive	 for	 self-

actualization	(e.g.	in	the	form	of	learning	new	languages,	etc.).	Hence,	the	authors	argue	that	higher	

needs	can	emerge	independent	from	whether	the	lower	needs	are	completely	satisfied.		

	

Based	on	the	authors’	understanding	of	Maslow’s	hierarchy	of	needs,	retailers,	such	as	Hi-Fi	Klubben,	

seems	to	fulfil	a	consumer’s	need	for	safety	in	the	form	of	the	service	and	expertise	the	customers	
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get	(a	distinction	must	be	made	between	the	retail	brand	and	the	product	brands	customers	buy	in	

the	retail	store,	as	they	might	fulfil	higher	needs,	such	as	social	recognition).	

	

Self-actualization	

The	need	for	self-actualization	refers	to	the	desire	of	self-fulfilment	(Maslow,	1943,	p.	382).	It	is	the	

“desire	 to	 become	more	 than	 one	 is,	 and	 to	 become	 everything	 that	 one	 is	 capable	 of	 becoming	

(ibid.).”	What	exactly	that	means	can	vary	from	person	to	person	and	it	is	therefore	important	for	a	

retail	brand	to	understand	how	their	consumers	want	to	actualize	themselves.	In	addition,	the	theory	

assumes	 that	humans	can	actualize	 themselves	 in	endless	ways	and	constantly	keep	developing	at	

this	level,	which	makes	self-actualization	a	never-ending	process	(Maslow,	1943).		

	

Conceptual	consumption	

In	 addition	 to	 Maslow’s	 theory,	 the	 concept	 of	 conceptual	 consumption	 developed	 by	 Ariely	 &	

Norton	(2009)	applies.	Today,	 the	basic	needs	-	 the	physiological	and	safety	needs	-	are	met	faster	

and	 easier	 and	 hence	 people	 try	 to	 seek	 to	 fulfil	 the	more	 psychological	 needs	 (Ariely	 &	 Norton,	

2009,	 p.	 476).	 Therefore,	 Ariely	 and	 Norton	 understand	 human	 consumption	 as	 conceptual	

consumption	 which	 is	 described	 as	 a	 psychological	 consumption	 that	 can	 occur	 independent	 of	

physical	 consumption,	 helping	 consumers	 to	 get	 closer	 to	 their	 ideal	 position,	 self-actualization	

(Ariely	&	Norton,	2009,	p.	476).	Thus,	consumers	do	not	consume	products	anymore	but	instead	they	

consume	concepts	and	ideas.	This	is	especially	relevant	for	retailers	not	selling	products	under	their	

own	 name,	 as	 this	 allows	 them	 to	 create	 a	 concept	 around	 their	 own	 brand	 which	 can	 help	

consumers	to	satisfy	higher	needs	even	though	it	 is	not	connected	to	the	actual	product	brand	and	

the	 physical	 consumption.	 Thus,	 a	 retailer	 can	 ultimately	 help	 consumers	 to	 get	 closer	 to	 self-

fulfilment.	 Hence,	 retailers	 can	 create	 symbolic	 benefits	 for	 their	 consumers	 through	 conceptual	

consumption,	even	if	they	do	not	sell	“badge”	products	with	their	own	brand	name.		

	

Ariely	&	Norton	define	four	classes	of	conceptual	consumption	(Ariely	&	Norton,	2009,	p.	478).			

1. Expectations	 shape	 the	 consumers’	 behaviour	 (Ariely	 &	 Norton,	 2009,	 p.	 478).	 Further	

expectations	 set	 by	 associations	 with	 advertising	 and	 branding	 can	 influence	 the	 physical	

consumption	experience	of	both	products	and	services	(ibid.).		

2. Goals	serve	as	a	strong	motivator	for	humans	(Ariely	&	Norton,	2009,	p.	480).	The	desire	to	

consume	 goals	 often	 leads	 to	 increased	 physical	 consumption.	 However,	 this	 desire	 is	

separable	 from	 the	 desire	 to	 consume	 things,	which	means	 that	 consumers	 also	 consume	
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e.g.	 experiences	 that	 are	 not	 necessarily	 connected	 to	 physical	 products	 (Ariely	&	Norton,	

2009,	p.	481).	

3. Fluency	 is	defined	as	 “the	ease	with	which	 stimuli	are	processed	and	experienced	 (Ariely	&	

Norton,	 2009,	 p.	 482)”,	 meaning	 consumers	 are	 more	 inclined	 to	 consume	 products	 or	

services	that	are	familiar	to	them	and	are	thus	consuming	fluency	(ibid.).		

4. Regulatory	“fit”	 is	“when	people	“feel	 right”	 in	a	 task	 in	which	their	motivations	align	with	

their	behaviour	(Ariely	&	Norton,	2009,	p.	483)”.		

4.1.3.	Conclusion	

In	 order	 for	 a	 retail	 brand	 to	 have	 high	 customer-based	 brand	 equity	 it	 must	 create	 favourable,	

strong	and	unique	brand	associations.	In	Keller’s	theory,	the	brand	value	creation	takes	place	in	the	

mind	 of	 the	 consumer,	 when	 being	 influenced	 by	 inputs	 controlled	 by	 the	 company.	 Thus,	 the	

marketer	has	a	strong	impact	on	the	brand	associations	a	consumer	is	memorizing.	

	

The	 framework	 developed	 by	 the	 authors	 is	 giving	 an	 overview	 of	 the	 different	 parts	 of	 brand	

knowledge	residing	in	the	consumer’s	mind.		

A	 brand	must	 always	 fulfil	 the	 basic	 consumer	 needs.	 Nevertheless,	 retailers	must	 address	 higher	

needs	and	provide	its	consumers	with	an	option	for	psychological	(conceptual)	consumption	as	they	

cannot	differentiate	through	brand	attributes	and	functional	benefits	likely	met	by	all	competitors	in	

a	 similar	 way.	 The	 authors	 therefore	 see	 an	 opportunity	 for	 retailers	 to	 create	 symbolic	 value	 by	

helping	consumers	consume	expectations,	goals,	fluency	and	fit	and	by	this,	enhance	the	consumers’	

brand	associations.		

The	authors’	interpretation	of	Maslow’s	hierarchy	in	relation	to	branding	is	that	the	higher	the	need	

a	brand	is	fulfilling	is	in	the	hierarchy,	the	more	value	this	brand	has	to	the	consumer.	

	

Thus,	based	on	the	theory	provided	by	Maslow	and	Ariely	&	Norton,	the	authors’	adapted	model	has	

been	extended	with	the	social,	esteem	and	self-actualization	needs.		

	



37 

	
Figure	8:	CBBE	model	adapted	to	retail	brands	and	Maslow	

	

As	explained	in	the	above	chapter,	human	needs	and	ways	of	self-actualization	can	vary	from	person	

to	person.	Therefore,	what	exactly	are	the	needs	of	the	generation	of	Millennials	and	how	do	they	

want	to	realize	themselves?	

	

4.2.	WHY	are	retailers	facing	a	gap	between	the	Millennials	and	their	

brand?		

The	following	subchapter	aims	to	underline	the	importance	to	understand	the	impact	New	Media	is	

having	 on	 touchpoints	 between	 brand	 and	 Millennials.	 An	 overview	 of	 trends	 concerning	 this	

generation	 as	 well	 as	New	Media,	 and	 finally	 the	 impact	 of	 these	 trends	 on	 retail	 stores	 will	 be	

elaborated.		

4.2.1.	Millennials	-	the	digital	explorers		

Millennials	 are	 not	 all	 the	 same.	 In	 fact,	 they	 are	 the	 most	 diverse	 generation	 (Euromonitor	

International,	2015)	and	thus	it	cannot	be	certain	that	the	below	insights	are	fitting	completely	to	all	

markets.	Further,	the	insights	presented	in	the	following	are	based	on	data	from	North	America,	and	

thus	 it	 is	 not	 sure	 that	 these	 trends	 among	 Millennials	 count	 for	 the	 Danish	 segment	 of	 this	
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generation.	Thus,	the	below	insights	are	used	as	assumptions	helping	the	authors	to	choose	further	

relevant	theory.	Nevertheless,	the	described	trend	will	be	explored	for	its	correctness	for	the	Danish	

market	by	the	empirical	data	collected	for	this	thesis.		

	

Nowadays	almost	all	companies	crave	to	get	the	attention	of	 the	very	 influential	consumers	of	 the	

future;	 the	Millennials,	 also	 known	 as	 generation	 Y.	 However,	 this	 is	 hard	 work	 since	 this	 digital	

defined	segment	is	paying	the	most	of	their	attention	on	their	own	digital	worlds	as	the	Millennials	

are	 highly	 attached	 to	 their	 laptops,	 tablets,	 and	 smartphones	 (Gower,	 2015;	 Euromonitor	

International,	 2015).	 In	 fact	 53%	 of	 Millennials	 would	 rather	 lose	 their	 sense	 of	 smell	 than	 their	

technology	(Qualman,	2013)!	Therefore,	it	is	no	longer	enough	for	companies	to	focus	on	traditional	

marketing	channels	such	as	TV	and	printed	ads.		

	

When	 it	 comes	 to	 marketing	 and	 branding,	 the	 first	 thing	 for	 companies	 to	 be	 aware	 of	 is	 that	

Millennials	want	to	be	heard	(Gower,	2015).		Millennials	are	to	a	high	extent	producing	content	for	

their	peers	to	see	and	share,	and	thus	one	of	the	most	effective	ways	to	engage	the	Millennials	with	

a	brand	 is	 to	allow	them	to	be	co-creators	of	 the	actual	advertising	content	 (Gower,	2015).	 In	that	

way	 the	Millennials	experience	 the	 feeling	of	being	 listened	to,	and	hence	also	gaining	a	 feeling	of	

influence	and	control,	which	then	can	lead	to	loyalty	to	a	brand.	In	addition	Millennials	expect	brands	

to	react	to	their	ideas	and	criticism	(ibid.),	which	makes	it	essential	for	companies	to	know	where	to	

react	on	these	ideas	and	criticism.	As	Millennials	are	digital	natives,	the	Internet	is	where	companies	

can	find	them	a	lot	of	the	time	(Wikipedia,	Digital	Natives,	2016).	

	

Further,	the	Millennials	are	looking	for	experiences	that	are	customized	to	the	brand	as	well	as	their	

personal	 interests	 and	 thus,	 marketing	 to	Millennials	 should	 not	 be	 about	 the	 action	 of	 selling	 a	

product,	but	rather	to	build	consumer-to-brand	relationships	(Financial	Post,	2015).	For	Millennials,	

experiences	are	more	important	than	the	material	goods	(Stein,	2013,	p.	8).		

Experiences	 help	 shape	 the	Millennials’	 identity	 and	 create	 long	 lasting	memories.	 In	 fact,	 a	 study	

among	507	Millennials	in	the	US	found	that	77%	of	them	are	perceiving	that	their	best	memories	are	

from	an	event	or	 live	experience,	whereas	69%	believe	 that	attending	 live	events	and	experiences	

make	 them	 more	 connected	 to	 others,	 their	 community	 and	 the	 world	 (Eventbrite,	 2014,	 p.	 2).	

Specifically	in	today’s	digitalized	world	where	experiences	can	be	shared	across	social	media,	the	fear	

of	missing	out	(FOMO)	drives	Millennials	to	participate,	share,	and	engage	(ibid.).		
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The	digital	world	has	shaped	the	generation	of	Millennials,	but	how	has	the	digitalization	affected	the	

communication	channels	between	consumers	and	companies?	

	

4.2.2.	New	Media	is	creating	new	touchpoints	

As	 mentioned,	New	Media	 can	 be	 defined	 as“[…]	websites	 and	 other	 digital	 communication	 and	

information	 channels	 in	 which	 active	 consumers	 engage	 in	 behaviours	 that	 can	 be	 consumed	 by	

others	both	in	real	time	and	long	afterwards	regardless	of	their	spatial	location	(Hennig-Thurau	et	al.,	

2010,	p.	312)”.	

		

Touchpoints		

The	amount	of	touchpoints	between	consumer	and	company	has	become	numerous	with	the	rise	of	

New	Media.	A	touchpoint	can	be	defined	as	“any	interaction	point	with	the	customer	and	[the]	brand	

(Harvard	Business	 Review,	 2010)”	and	 is	 only	 valuable	 to	 the	 company	 if	 it	 sees	 the	 touchpoint	 in	

relation	to	all	other	touchpoints	(ibid).	Every	touchpoint	represents	an	experience	the	customer	has	

with	the	brand.		

	

These	 experiences	 are	 not	 only	 created	 by	 elements	 the	 retailer	 can	 control	 (e.g.,	 website,	 store	

atmosphere,	 assortment),	 but	 also	 by	 elements	 that	 are	 outside	 of	 the	 retailer’s	 control	 (e.g.,	

influence	of	others)	(Verhoef	et	al.,	2009,	p.	32).	

Due	to	the	increasing	amount	of	touchpoints	it	has	become	impossible	for	companies	to	control	their	

brands,	and	thus	it	is	of	big	importance	to	companies	to	detect	and	understand	as	many	touchpoints	

they	can	in	order	to	control	these	as	much	as	possible.	

It	is	important	to	state	that	channels	and	touchpoints	are	not	the	same.	Channels	can	be	described	

as	being	the	company’s	view	to	see	where	the	consumers	come	from	and	how	they	interact	with	the	

company	 whereas	 the	 touchpoints	 are	 more	 specific	 and	 precise	 (360connect.com,	 2014).	 For	

example,	a	channel	can	be	online	whereas	a	touchpoint	can	be	the	Facebook	chat.		

The	following	will	describe	different	touchpoints	within	a	company’s	online	channels	that	has	come	

with	the	rise	of	New	Media.		
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New	Media	Phenomena		

New	 Media	 engages	 consumers	 and	 companies	 in	 features	 such	 as	 interactivity,	 virtuality,	

networking,	 hypertextuality,	 and	 collaboration	 (Scolari,	 2009,	 p.	 946).	 These	 features	 take	 form	 in	

digital	channels;	social	media	such	as	Facebook,	Twitter,	Instagram,	Snapchat,	YouTube,	blogs	etc.	

Hennig-Thurau	et	al.	(2010)	identify	ten	new	media	phenomena,	which	companies	should	be	aware	

of	(p.	314)	since	they	are	all	important	touchpoints.	Only	the	phenomena	relevant	to	this	thesis	will	

be	explained	in	the	following.	

	

New	multimedia	 services.	Nowadays	 consumers	 spend	 significant	 time	 producing	 and	 consuming	

new	 multi	 media	 content,	 which	 includes	 platforms	 such	 as	 YouTube,	 Facebook,	 Spotify	 and	

Instagram.	These	platforms	create	a	new	potential	space	for	advertising	and	thus	companies	should	

be	 aware	 of	 new	 trends	 that	 make	 traditional	 marketing	 less	 relevant	 and	 marketing	 via	 digital	

channels	more	relevant.	However,	it	is	necessary	for	a	company	to	fully	understand	and	act	upon	all	

consumers’	demands	for	new	multimedia	content,	since	New	Media	has	become	a	crucial	advertising	

channel	(Hennig-Thurau	et	al.,	2010,	p.	314).	

	

Online	 social	 communities.	 Consumers	 spend	 an	 increasing	 amount	 of	 time	 on	 online	 social	

communities,	 interacting	with	other	consumers,	sharing	everything	from	private	pictures,	 thoughts	

and	ideas,	to	secondary	content	(Hennig-Thurau	et	al.,	2010,	p.	319).	Further,	these	communities	act	

as	a	counterpart	to	a	consumer’s	“offline-world”.	An	important	thing	for	companies	to	understand	in	

regards	to	this	trend	is	how	much	overlap	there	is	between	consumers’	activities	in	online	and	offline	

communities	(Hennig-Thurau	et	al.,	2010,	p.	319).		

	

Digital	 consumer	 articulation.	 Consumers	 use	 New	 Media	 to	 share	 information,	 comments,	 and	

reviews	about	companies	and	their	services	and	products.	 In	fact,	59%	of	people	asked	report	that	

they	 frequently	 share	 content	 with	 their	 network.	 This	 is	 known	 as	 electronic	 Word-of-Mouth	

(eWoM),	which	can	shape	consumers’	brand	perceptions		(Hennig-Thurau	et	al.,	2010,	p.	317;	319).	

In	fact,	92%	of	consumers	around	the	world	say	that	they	trust	earned	media	in	the	form	of	Word-of-

Mouth	(WoM)	more	than	any	other	form	of	media	(Grimes,	2012).	Thus,	marketers	have	lost	control	

over	their	brands	and	should	now	participate	in	a	conversation	about	the	brand	with	the	consumers	

(Hennig-Thurau	 et	 al.,	 2010,	 p.	 312-313).	 If	 companies	 do	 not	 participate	 in	 this	 conversation	 on	

social	media,	 there	 is	 a	 risk	 that	 their	 brand	 is	 being	 hijacked	 and	 taken	 in	 unintended	 directions	

(Heding	et	al.,	2009,	p.	17).		
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In	contrast,	only	33%,	36%,	and	36%	of	consumers	trust	respectively	online	video	ads,	online	banner	

ads,	and	sponsored	ads	on	social	networking	sites	(Grimes,	2012).			

With	 the	 rise	 of	 New	 Media,	 WoM	 has	 increased	 in	 importance	 as	 consumers	 are	 no	 longer	

interacting	face-to-face	with	a	limited	amount	of	persons,	but	are	able	to	reach	out	to	hundreds	of	

consumers	at	the	same	time	online	(eWoM)	(Kozinets	et	al.,	2010,	p.	83).		

However,	it	is	crucial	for	the	companies	to	know	what	exactly	drives	the	consumers	to	share	content	

on	social	media	in	order	to	get	their	content	or	brand	name	to	go	viral	(Berger	&	Milkman,	2012,	p.	

192).		

	

Mobile	technologies.	Recent	years,	the	mobile	technology	has	changed	dramatically.	Smartphones,	

which	are	mobile	phones	that	can	go	on	the	Internet,	are	dominating	the	mobile	phone	market	and	

in	 2015	 81%	 of	 the	 Danish	 population	 had	 one	 (Kreativitet	 &	 Kommunikation,	 2015).	 This	

smartphone	trend	allows	companies	to	be	closer	to	the	consumers	all	the	time.		

	

New	Media	has	brought	endless	touchpoints	between	consumer	and	company.	Thus,	it	is	impossible	

for	 companies	 to	 control	 them	 all,	 but	 what	 changes	 caused	 by	 the	 Internet	 are	 retailers	 facing	

today?	

	

4.2.3.	New	Media	is	changing	the	retail	landscape	

Today’s	consumers	have	become	hyper-connected	with	the	rise	of	New	Media	and	more	digitalized	

lives	have	resulted	in	changed	consumer	shopping	habits,	and	therefore	also	new	ways	for	retailers	

of	being	in	business	(Frich	&	Thomsen,	2015,	p.20).	Consequently,	there	is	a	trend	for	consumers	to	

combine	 online	 and	 offline	 channels	 to	 shop	 for	 products	 and	 terms	 such	 as	 showrooming	 and	

webrooming	have	arisen	 (Frich	&	Thomsen,	2015,	p.	17).	The	 term	webrooming	 indicates	 that	 the	

consumers	search	for/see	products	on	the	Internet	and	then	go	to	the	physical	store	to	buy	it	(Frich	

&	Thomsen,	2015,	p.	17).	 In	 the	Danish	market,	 this	 trend	 is	 increasing	and	has	gotten	bigger	than	

the	opposite	trend,	showrooming,	where	consumers	see	the	product	in	the	store	in	order	to	buy	it	

online	 (ibid.).	 However,	 showrooming	 is	 also	 a	 popular	 way	 of	 shopping	 among	 the	 Danish	

consumers.	 These	 new	 popular	 ways	 of	 shopping	 indicate	 that	 the	 physical	 retail	 stores	 are	 still	

important	to	the	consumers.	However,	it	requires	that	the	retailers	also	reach	out	to	the	consumers	

via	online	touchpoints	and	lastly,	that	the	retailers	know	the	shopping	habits	of	their	target	segment	

(Frich	&	Thomsen,	2015,	p.	17).	
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Further,	in	order	for	companies	to	meet	these	above-mentioned	consumer	trends,	the	introduction	

of	cross	channel	 strategies	has	become	a	new	trend	 in	 the	 retail	 landscape.	Cross	channel	 is	when	

retailers	 strategically	 create	 synergies	 among	all	 the	 channels	 and	by	 then	 try	 to	achieve	 the	 ideal	

position,	omni	channel,	which	can	be	defined	as	“when	a	retailer	via	cross	channel	strategies	creates	

a	 holistic	 and	 channel-agnostic	 brand	 experience,	where	 all	 the	 touchpoints	with	 the	 customer	 are	

aligned”	 (Frich	 &	 Thomsen,	 2015,	 p.	 30).	 Thus,	 the	 goal	 is	 not	 to	 have	 as	 many	 touchpoints	 as	

possible	but	 instead	 to	 create	a	 cohesive	 force	between	all	 touchpoints	 in	 all	 channels	 in	order	 to	

give	 the	 consumer	 an	 ideal	 brand	 experience.	 Therefore,	 retailers	 should	 not	 distinguish	 between	

channels	anymore,	because	they	are	all	melting	together,	living	up	to	the	same	values	and	promises	

(Frich	&	Thomsen,	2015,	p.	30).	Hence,	the	authors	will	focus	on	online	and	offline	channels,	in	order	

to	get	the	necessary	holistic	understanding	of	touchpoints.		

4.2.4.	Conclusion		

The	 generation	 of	 the	 Millennials	 grew	 up	 with	 digitalization	 and	 is	 shaped	 by	 the	 digital	 world,	

where	they	spend	a	lot	of	their	time.	Millennials	expect	brands	to	be	present	online	-	they	want	to	be	

heard	and	have	an	impact.	Further,	material	goods	are	getting	less	important	for	this	generation	as	

they	are	rather	seeking	special	experiences	that	help	them	realize	themselves.		

	

New	Media	includes	social	media	platforms	where	today’s	consumers	spend	a	significant	amount	of	

time	using	social	media	as	an	extension	of	their	real	life.	In	addition,	consumers	are	interacting	with	

other	 consumers	 on	 the	 online	 social	 communities	 sharing	 everything	 from	 private	 pictures	 to	

secondary	 content.	 The	 consumers’	 interconnectivity	 on	 social	 media	 is	 influencing	 their	 opinions	

and	expectations	to	a	high	degree	and	if	a	company	is	not	present	in	this	online	conversation	it	faces	

the	threat	of	losing	control	of	its	brand	meaning.	Hence,	these	platforms	create	a	potential	space	for	

companies	to	advertise	if	they	understand	how	to	create	content	relevant	to	their	customers.		

It	 is	especially	 important	 for	 companies	 to	understand	 the	 importance	of	 the	eWoM,	 since	 it	 is	an	

increasing	 trend	 that	 consumers	 share	 their	 experiences	 with	 companies.	 The	 eWoM	 is	 more	

powerful	than	face-to-face	WoM,	as	New	Media	enables	consumers	to	reach	out	to	thousand	others	

in	an	 instant.	Further	consumers	trust	earned	media,	such	as	eWoM,	more	than	any	other	 form	of	

media.		
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New	 Media	 and	 the	 Internet	 have	 changed	 the	 retail	 landscape	 dramatically:	 the	 amount	 of	

touchpoints	 between	 companies	 and	 consumers	 has	 become	 numerous	 and	 thus	 it	 is	 no	 longer	

enough	to	rely	on	an	excellent	 in-store	experience	to	gain	 loyal	customers.	Companies	must	rather	

aim	 to	 create	 a	 cohesive	 force	between	all	 touchpoints	 -	 an	omni	 channel	 strategy,	meaning	 that	

there	are	no	channels	since	they	are	all	melting	together.	Therefore,	the	authors	conclude	that	the	

above	customer-based	retail	brand	equity	model	needs	to	be	adapted:	Experiential	associations	no	

longer	 only	 include	 the	 store	 atmosphere,	 but	 brand	 experiences	 at	 all	 touchpoints	 between	

company	and	consumer.		

	

Keller’s	CBBE	model	assumes	that	the	brand	is	in	the	mind	of	the	consumer	and	that	it	is	possible	for	

the	 company	 to	 control	 the	 brand	 associations.	 Brands	 are	 still	 seen	 as	 being	 in	 the	mind	 of	 the	

consumers;	however	 the	 rise	of	New	Media	 is	 causing	endless	 touchpoints	between	 company	and	

consumer,	which	makes	 it	 impossible	 for	 companies	 to	 control	 the	 brand	 associations.	 Companies	

can	 only	 try	 to	 control	 these	 touchpoints	 and	 thereby	maybe	 influence	 -	 not	 control	 -	 the	 brand	

knowledge	 while	 all	 the	 time	 having	 an	 uncertainty	 whether	 these	 attempts	 to	 influence	 the	

consumers’	brand	knowledge	“get	through”	to	the	consumer	in	the	way	they	intended.		

	

	
Figure	9:	CBBE	model	adapted	to	retailers,	Maslow,	and	New	Media	
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Endless	 touchpoints	 between	 brand	 and	 consumers	 have	 made	 it	 impossible	 to	 control	 the	

consumers’	 brand	 knowledge.	 How	 can	 companies	 approach	 the	 consumers	 in	 order	 to	 have	 an	

influence	on	the	mind	of	the	consumers?	

	

4.3.	HOW	can	retailers	engage	in	New	Media	in	order	to	become	

relevant	to	the	Millennials?		

The	following	chapter	aims	to	provide	an	overview	of	different	theories	by	Vargo	&	Lusch,	Merz	et	al.	

and	finally	Heding	et	al.,	explaining	how	the	interaction	between	brands	and	consumers	has	evolved	

over	time	and	how	New	Media	is	influencing	the	branding	process.		

4.3.1.	Service-dominant	logic		

In	 2004	 Vargo	 &	 Lusch	 presented	 their	 understanding	 of	 the	 general	 evolution	 of	 society	 and	

technology	affecting	the	way	of	doing	business,	by	explaining	the	evolution	from	a	goods	dominant	

(G-D)	 logic	 to	 a	 service-dominant	 (S-D)	 logic	 (Vargo	 &	 Lusch,	 2004).	 They	 argue	 that	 companies	

should	start	to	view	consumers	as	partners	and	“co-creators	of	value”	(ibid.).	This	 is	the	essence	of	

service-dominant	logic,	which	will	be	described	in	the	following.		

	

From	Separated	to	Collaborated	Value	Creation			

An	 essential	 difference	 between	 the	 G-D	 logic	 and	 the	 S-D	 logic	 is	 the	 way	 of	 handling	 human	

resources.		

In	regards	to	the	G-D	logic,	the	consumers	were	considered	as	being	operand	resources	–	tangible,	

static	resources	that	require	other,	more	dynamic	resources	to	act	on	them	to	be	useful.	Hence,	the	

consumers	were	 considered	 passive	 and	 not	 a	 part	 of	 the	 value	 creation	 process	 (Vargo	&	 Lusch,	

2009,	p.	7).		

The	 S-D	 logic	 shifts	 the	 central	 focus	 from	 operand	 resources	 to	 operant	 resources	 –	 dynamic	

resources	that	can	act	on	other	resources	to	create	value	through	service	provision	(Vargo	&	Lusch,	

2009,	p.	9).	The	term	“human	resources”	is	no	longer	only	connected	to	internal	resources	but	also	to	

consumers	 (Vargo	 &	 Lusch,	 2009,	 p.	 8).	 Operant	 resources	 are	 the	 fundamental	 source	 of	

competitive	advantage,	and	hence	 the	consumers	are	key	 in	 the	S-D	 logic	 (Vargo	&	Lusch,	2008a).	

Hence,	the	consumer	is	playing	an	active	role	in	the	value	creation	process	and	is	always	a	co-creator	

of	value	(Vargo	&	Lusch,	2008a).		
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4.3.2.	Evolution	of	value-creation	

In	 regards	 to	 the	S-D	 logic,	Merz	et	al.	 (2009)	present	 their	 thoughts	of	new	ways	of	branding	and	

identify	 four	brand	eras	 that	 reflect	 the	development	 from	the	G-D	 logic	 to	 the	S-D	 logic.	The	 first	

two	brand	eras,	 the	 individual	goods-focus	and	the	value-focus	brand	era	can	be	 linked	to	the	G-D	

logic.	The	second	two	brand	eras,	the	relationship-focus	and	the	stakeholder-focus	brand	era	can	be	

linked	to	the	S-D	logic	and	are	therefore	explained	in-depth	in	the	following.		

	
Figure	10:	Relation	between	brand	eras	and	logics	(own	construction)	

Further,	Heding,	Knudtzen	and	Bjerre	(2009)	provide	an	overview	of	seven	branding	approaches:	the	

economic,	the	identity,	the	consumer-based,	the	personality,	the	relational,	the	community,	and	the	

cultural	 approach.	 They	 argue	 that	 these	 seven	 approaches	 each	provide	 a	 perspective	on	how	 to	

work	strategically	on	optimizing	a	brand’s	equity	(Heding	et	al.,	2009,	p.	11).				

Based	on	 the	changes	 in	 the	creation	of	value	caused	by	 the	 rise	of	New	Media,	 the	authors	have	

identified	the	two	most	relevant	out	of	seven	branding	approaches	described	by	Heding	et	al.	(2009):	

the	relational	approach	and	the	community	approach,	which	can	be	set	in	relation	with	respectively	

the	relationship-focus	and	the	stakeholder-focus	brand	eras.		

	
Figure	11:	Brand	approaches	in	relation	to	brand	eras,	and	S-D	logic	(own	construction)	

The	S-D	logic,	the	brand	eras	and	the	two	branding	approaches	will	be	set	in	relation	in	the	following.		

	

Individual-Goods	Brand	Era	

During	The	Individual-Goods	Brand	Era	brands	were	viewed	as	identifiers	that	constituted	a	way	for	

the	consumer	 to	 recognize	a	product	on	sight.	Further,	brand	value	was	embedded	 in	 the	physical	
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product	and	created	when	goods	were	sold	(value-in-exchange)	and	hence	both	the	brand	and	the	

consumers	 were	 viewed	 as	 operand	 resources,	 with	 the	 brand	 being	 output	 oriented	 and	 the	

consumer	being	passive.	Therefore,	it	can	be	related	to	the	G-D	logic	(Merz	et	al.,	2009,	p.	331).		

	

Value-Focus	Brand	Era	

The	 Value-Focus	 Brand	 Era	 differentiated	 between	 Functional	 and	 Symbolic	 Value-Focus.	 Brands	

could	be	seen	as	functional	images	that	solved	externally	generated	consumption	needs,	and	hence	

brands	were	still	being	viewed	as	an	operand	resource	(Merz	et	al.,	2009,	p.	331).	Later	on,	products	

were	 seen	as	 increasingly	 similar	 regarding	 their	utilitarian	attributes	and	 the	brand	was	 seen	as	a	

symbolic	 image	that	should	solve	internally	generated	consumption	needs	(ibid.).	Brands	were	now	

independent	 of	 the	 actual	 market	 offering	 and	 viewed	 as	 an	 operant	 resource.	 However,	 the	

consumers	remained	as	operand	resources	as	described	in	the	G-D	logic	(ibid).	

	

The	Relationship-Focus	Brand	Era		

In	the	Relationship-Focus	Brand	Era	the	focus	is	switched	from	the	brand	image	as	the	main	driver	of	

brand	value	to	the	“customer	as	a	significant	actor	in	the	brand	value	creation	process”	(Merz	et	al.,	

2009,	 p.	 334),	 and	 thus	 the	brand	 value	 is	 created	 through	 the	 consumer’s	 perceived	 value-in-use	

(ibid.).	 In	 addition,	 just	 as	 described	 in	 the	 S-D	 logic,	 consumers	 and	 brands	 are	 seen	 as	 operant	

resources.	This	focus	is	divided	into	three	different	kinds	of	relationships:	customer-firm,	customer-

brand,	and	firm-brand	relationships.	

	

The	firm-brand	relationship	views	the	brand	as	a	promise	(Merz	et	al.,	2009,	p.	336)	and	argues	that	

not	 only	 consumers	 but	 also	 employees	 co-create	 brand	 value	 (ibid.).	 Further	 the	 firm-brand	

relationship	 implies	 that	 the	 consumers’	 choice	 of	 what	 they	 buy	 depends	 rather	 less	 on	 the	

functional	benefits	of	companies’	products	and	services	but	rather	on	the	companies’	employees	and	

the	 company	 culture	 (ibid.).	 Thus,	 the	 employees	 make	 and	 embody	 brand	 promises	 to	 the	

consumers.		

	

The	customer-firm	relationship	views	the	brand	as	knowledge	and	contributes	to	an	understanding	

that	 brand	 value	 co-creation	 takes	 place	 in	 the	mind	 of	 the	 consumer	 (Merz	 et	 al.,	 2009,	 p.	 334).	

Brand	 equity	 is	 presented	 by	 Keller	 (1993,	 p.	 3)	 from	 the	 perspective	 of	 the	 individual	 consumer,	

which	understands	and	explains	the	brand	knowledge,	which	consists	of	brand	awareness	and	brand	

image	 (ibid).	 Further,	 the	 customer-based	 brand	 equity	 indicates	 that	 the	 cooperative	 efforts	
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between	 consumer	 and	 company	 are	 co-creating	 brand	 equity,	 and	 views	 the	 consumer	 as	 an	

operant	resource	(Merz	et	al.,	2009,	p.	334).		

	

In	the	customer-brand	relationship	the	brand	is	seen	as	a	relationship	partner	and	contributes	to	an	

understanding	that	brand	value	co-creation	is	relational	(Merz	et	al.,	2009,	p.	335).	It	was	found	that	

consumers	 “form	 affect-laden	 relationships	with	 brands	 that	match	 their	 personality”,	 which	 then	

offers	 a	 way	 of	 self-expression,	 self-definition,	 and	 self-enhancement	 (ibid.).	 Thus,	 brand	 value	 is	

created	through	affective	 relationships	 that	are	determined	through	direct	or	 indirect	contact	with	

the	brand	and	hence	the	consumer	does	not	have	to	consume	or	use	the	market	offering	in	order	to	

co-create	brand	value	(Merz	et	al.,	2009,	p.	335).		

	

The	relational	approach	

The	authors	identify	the	relational	approach	to	be	relevant	because	it	relates	to	the	shift	in	the	way	

companies	communicate	and	interact	with	their	consumers	as	described	above	in	the	S-D	logic	and	

the	relationship-focus	brand	era	(Vargo	&	Lusch,	Merz).		

In	the	relational	approach,	the	brand	is	seen	as	a	viable	relationship	partner	for	consumers	(Heding	

et	al.,	2009,	p.	24).	This	approach	assumes	that	because	consumers	endow	brands	with	human-like	

personalities,	they	can	form	relationships	with	brands	as	well	as	with	other	human	beings	(Heding	et	

al.,	2009,	p.	158).		

Further,	 Fournier	argues	 that	 for	a	brand	 to	 serve	as	a	 legitimate	 relationship	partner,	 it	must	not	

only	have	a	personality	but	also	actively	participate	in	the	dyadic	exchange.	A	dyadic	exchange	is	an	

equal	exchange	between	both	independent	parties	meaning	that	the	value	of	a	brand	is	something	

co-created	between	consumer	and	marketer	(Fournier,	1988,	p.	345).		

	

Relationship	theory	is	stating	that	relationships	with	others	add	meaning	to	a	consumer’s	life	(Heding	

et	al.,	2009,	p.	152).	The	psychological	reason	that	consumers	seek	to	build	relationships	 is	 to	help	

them	 form	 their	 own	 identity	 and	 solve	 life	 themes,	 important	 life	 projects	 and	 current	 concerns	

(Heding	et	al.,	2009,	p.	157).	 	This	means	 that	 relationships	help	consumers	 to	 realize	 themselves,	

thus	reaching	the	highest	step	in	Maslow’s	hierarchy	of	needs.	

	

The	Stakeholder-Focus	Brand	Era		

The	Stakeholder-Focus	Brand	Era	views	brands	as	dynamic	and	social	processes	(Merz	et	al.,	2009,	p.	

337).	It	recognizes	that	the	brand	value	is	not	only	co-created	through	dyadic	relationships	between	
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companies	and	individual	consumers	but	also	through	network	relationships	and	social	 interactions	

among	all	stakeholders	(Mertz	et	al.,	2009,	p.	338).	The	stakeholder	perspective	is	dominating,	which	

implies	that	1)	brand	value	is	co-created	among	stakeholder-based	ecosystems,	2)	stakeholders	form	

networks,	 rather	 than	 dyadic	 relationships	with	 brands,	 and	 3)	 brand	 value	 is	 dynamically	 created	

through	social	interactions	among	several	stakeholders	(Merz	et	al.,	2009,	p.	337).		

This	 brand	 era	 is	 related	 to	 the	 brand	 community	 literature,	 leading	 the	 authors	 to	 perceive	 the	

community	approach	as	relevant.		

	

The	community	approach	

In	the	community	approach,	the	brand	is	seen	as	the	pivotal	point	of	social	interaction	(Heding	et	al.,	

2009,	 p.	 25).	 The	 approach	 adds	 an	 understanding	 of	 the	 social	 context	 of	 consumption	 to	 brand	

management.	The	branding	process	can	be	seen	as	a	triadic	relationship	between	brand	and	users,	

making	it	more	difficult	for	the	marketer	to	control	the	outcome.	Thus	the	consumers	are	in	charge	

of	the	branding	process	to	a	high	extent	as	explained	in	the	S-D	logic.		

	

Brand	 users	 forming	 communities	 around	 brands	 find	 their	 meaning	 in	 social	 engagement	 with	

others;	 hence	brand	 communities	have	a	very	powerful	 effect	on	 the	brand	equity.	Consequently,	

brand	communities	are	a	significant	driver	of	brand	loyalty	(Heding	et	al.,	2009,	p.	182).		

Brand	 communities	 can	 form	 around	 brands	 with	 a	 strong	 image,	 a	 rich	 history	 and	 threatening	

competition	 (Muniz	 &	 O’Guinn,	 2001,	 p.	 415).	 They	 are	 “a	 specialized	 non-geographically	 bound	

community,	 based	 on	 a	 structured	 set	 of	 social	 relationships	 among	 users	 of	 the	 brand”	 (Muniz	&	

O’Guinn,	2001,	p.	421).	They	 identify	three	essential	markers	of	community:	consciousness	of	kind,	

rituals	and	traditions,	and	moral	responsibility	(Muniz	&	O’Guinn,	2001,	p.	418).		

	

Consciousness	of	Kind	

Consciousness	of	kind	refers	to	the	fact	that	members	of	a	community	are	linked	by	a	sense	of	“we-

ness”,	 a	 shared	 identity,	 meaning	 that	 they	 feel	 a	 connection	 to	 the	 brand	 but	 an	 even	 stronger	

connection	 toward	one	another	 (Muniz	&	O’Guinn,	2001,	p.	418).	Members	of	brand	communities	

feel	part	of	a	“large,	unmet,	but	easily	 imagined	community”	(Muniz	&	O’Guinn,	2001,	p.	149),	and	

can	be	of	a	virtual	nature	as	well	as	happen	on	a	face-to-face	level	(Heding	et	al.,	2009,	p.	188).		
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Rituals	and	Traditions	

Rituals	and	traditions	typically	focus	on	shared	consumption	experiences	with	the	brand,	which	help	

ensure	the	legacy	and	survival	of	the	brand	and	its	community	(Muniz	&	O’Guinn,	2001,	p.	421).	 In	

this	context,	an	important	aspect	explained	by	Muniz	and	O’Guinn	is	the	sharing	of	brand	stories.		

	

Moral	Responsibility	

Moral	responsibility	is	“a	sense	of	duty	to	the	community	as	a	whole	and	to	individual	members	of	the	

community	(Muniz	&	O’Guinn,	2001,	p.	424)”,	producing	collective	action	and	a	sense	of	solidarity.		

	

The	 brand	 era	 of	 today	 underlines	 that	 it	 is	 not	 only	 individual	 consumers	 but	 also	 brand	

communities	 and	 other	 stakeholders	 (all	 stakeholders)	 that	 participate	 in	 the	 value-creation.	

Therefore,	 brand	 value	 co-creation	 is	 a	 continuous,	 social,	 and	 dynamic	 and	 interactive	 process	

between	the	company,	the	brand,	and	all	stakeholders.	But	what	content	can	companies	produce	in	

order	to	catch	their	consumers’	interest	and	thereby	engage	in	co-creation	of	value?	

	

4.3.3.	Content	creation	

In	order	to	co-create	value	with	the	consumers,	companies	have	to	produce	content	that	is	relevant	

to	them	and	catches	their	interests.		

Kubovy	 (1999)	describes	 four	ways	 individuals	 can	get	aroused	and	by	 that	give	 them	pleasures	of	

the	mind.		

1. If	an	individual	is	experiencing	something	that	is	violating	his/her	expectations	-	curiosity	(p.	

13).		

2. When	an	individual	does	something	well/proving	his/her	skills	-	virtuosity	(p.	13).			

3. The	 pleasures	 of	 taking	 care	 of	 other	 living	 things	 (gardening,	 nursing,	 or	 teaching)	 -	

nurturing	(p.	14)	

4. The	pleasures	of	social	interactions	and	belonging	to	a	social	group	-	sociality	(p.	14)	

Thus,	in	order	to	engage	the	consumers,	the	content	created	by	companies	should	try	to	arouse	the	

consumers	by	fulfilling	one	or	more	of	the	above-mentioned	pleasures	of	the	mind.		
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4.3.4.	Conclusion		

With	the	rise	of	New	Media,	Vargo	&	Lusch	(2004)	argue	that	there	is	a	shift	from	seeing	consumers	

as	operand	resources	(G-D	logic)	to	operant	resources	(S-D	logic),	which	makes	the	consumers	active	

instead	 of	 passive	 in	 the	 value-creation.	 In	 relation	 to	 their	 concept	 of	 co-creation	 of	 value,	 the	

Relationship-Focus	Brand	Era	and	the	Stakeholder-Focus	Brand	Era	describe	the	evolution	of	value-

exchange	between	company	and	consumer	(Merz	et	al.,	2009).	

The	 relationship-focus	 brand	 era	 and	 the	 relational	 approach	 of	 branding	 suggest	 that	 the	 brand	

value-creation	 takes	 place	 in	 the	 minds	 of	 the	 consumers.	 Brands	 can	 be	 seen	 as	 relationship	

partners	 participating	 in	 a	 dyadic	 exchange	 of	 value,	 helping	 the	 consumers	 to	 define	 their	 own	

identities	and	realize	themselves.	Thus	creating	relationships	with	consumers	can	help	consumers	to	

reach	the	highest	step	in	Maslow’s	hierarchy	of	needs.			

Further,	 the	 stakeholder-focus	 brand	 era	 and	 the	 community	 approach	 of	 branding	 expand	 the	

dyadic	exchange	to	a	value-creation	through	social	interaction	among	all	stakeholders.	Caused	by	the	

rise	of	New	Media,	consumers	are	members	of	even	bigger	networks	constantly	exchanging	opinions	

and	 creating	 content.	 Brand	 users	 are	 forming	 communities	 and	 find	 purpose	 not	 only	 in	 their	

relationship	 with	 the	 brand	 but	 also	 in	 their	 engagement	 with	 others.	 Hence,	 value	 is	 derived	

through	a	triadic	exchange	between	brand	and	multiple	consumers.		

	

This	leads	the	authors	to	the	conclusion	that	in	order	to	be	relevant	to	the	Millennials	in	the	age	of	

New	 Media,	 brands	 need	 to	 include	 them	 in	 the	 value-creation	 by	 (1)	 creating	 meaningful	

relationships	with	them	and	(2)	facilitate	the	creation	of	brand	communities.	In	order	to	initiate	this	

co-creation,	they	can	catch	their	consumers’	interest	through	targeted	content.			

	

All	touchpoints	are	brand	experiences.	 It	 is	 impossible	for	retailers	to	control	all	 these	touchpoints,	

especially	with	 the	 rise	 of	New	Media.	Nevertheless,	 retailers	 need	 to	 try	 to	 “get	 through”	 to	 the	

customers	by	creating	relationships	and	facilitating	communities.	But	how	can	they	create	valuable	

experiences	that	stay	in	the	consumers’	memory,	and	thus	create	brand	knowledge?		
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4.4.	HOW	can	retailers	design	transformational	experiences	 in	order	

to	become	relevant	to	the	Millennials?		

Based	 on	 the	 theory	 provided	 by	 Pine	 &	 Gilmore	 (2011),	 the	 following	 chapter	 will	 provide	 a	

description	 of	 how	 retailers	 can	 create	 brand	 experiences	 that	 can	 help	 realize	 (transform)	 the	

consumers.		

4.4.1.	New	economic	offerings	in	order	to	create	a	blue	ocean	

Pine	&	Gilmore’s	theory	is	focusing	on	how	companies	can	create	new	product	offerings	in	form	of	

experiences	 in	 order	 to	 create	 a	 blue	 ocean.	 A	 blue	 ocean	 is	 an	 untapped	 market	 space	 where	

competition	 is	 irrelevant,	 as	 existing	 industry	 boundaries	 are	 expanded	 and	 the	 rules	 of	 the	 game	

have	yet	to	be	set,	which	is	an	ideal	position	for	all	companies	(Kim	&	Mauborgne,	2005,	p.	106).	

Pine	 &	 Gilmore	 (2011)	 argue,	 that	 over	 time	 companies	 have	 had	 to	 change	 the	 way	 of	 being	 in	

business	several	 times	 in	order	to	create	blue	oceans.	This	evolution	of	economy	can	be	divided	 in	

five	economies	with	five	different	economic	offerings,	which	are	summarized	in	the	following.	

		

Agrarian	Economy:	This	economy	has	commodities	as	 its	economic	offering.	True	commodities	are	

materials	extracted	 from	the	natural	world	 (Pine	&	Gilmore,	2011,	p.	9).	Commodities	are	 fungible	

which	consequently	means	 that	 they	cannot	be	differentiated	and	 therefore	price	was	determined	

by	supply	and	demand	(ibid.).	

Industrial	Economy:	This	economy	had	goods	as	the	economic	offering	and	arose	as	a	result	of	huge	

technological	developments	and	hence	business	 focus	went	 from	 farm	 to	 factory	 (Pine	&	Gilmore,	

2011,	p.	10).	Here,	companies	used	commodities	to	produce	tangible	items,	which	were	sold	to	the	

masses	 (ibid.).	 Further,	 the	 price	 depended	 on	 the	 costs	 of	 production	 as	 well	 as	 product	

differentiation	(Pine	&	Gilmore,	2011,	p.	11).	

Service	Economy:	This	economy	has	services	as	economic	offering,	which	are	defined	as	“intangible	

activities	 customized	 to	 the	 individual	 request	 of	 known	 clients	 (Pine	 &	 Gilmore,	 2011,	 p.	 12).	 In	

addition,	 the	 consumers	 value	 the	 benefits	 of	 services	 higher	 than	 the	 goods	 required	 to	 provide	

them	 (ibid.).	 Further,	 in	 order	 to	 escape	 the	 commoditization	 trap,	 retailers	 can	 deliver	 services	

wrapped	around	their	core	goods	(Pine	&	Gilmore,	2011,	p.	13).	

Experience	 Economy:	 Pine	 &	 Gilmore	 state	 that	 in	 today’s	 business	 environment,	 the	 Service	

Economy	 has	 peaked	 (Pine	 &	 Gilmore,	 2011,	 p.	 17)	 and	 suggest	 that	 there	 is	 a	 transition	 to	 the	

Experience	Economy	making	experiences	 the	 fourth	economic	offering.	Goods	 and	 services	 are	no	
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longer	 enough	 to	 foster	 economic	 growth	 (Pine	 &	 Gilmore,	 2011,	 p.	 ix).	 Instead,	 customers	 are	

looking	for	individual	experiences.	In	order	to	succeed,	companies	need	to	find	out	what	exactly	it	is	

their	customers	want	in	order	to	reduce	the	gap	between	what	their	individual	customers	settled	for	

in	buying	mass	produced	goods	and	services	and	their	exact	needs,	the	so-called	customer	sacrifice.	

If	they	fail	to	recognize	this	changing	market	environment,	there	is	a	risk	of	commoditization	of	their	

goods	and	services	making	them	interchangeable	(Pine	&	Gilmore,	2011,	p.	120).	

Transformation	Economy:	As	a	new	economic	offering,	Pine	&	Gilmore	identify	that	we	are	moving	

to	a	new	economy;	The	Transformation	Economy.	This,	 however,	 relates	 closely	 to	 the	Experience	

Economy,	and	thus	this	thesis	will	use	both	economies	as	guidelines	in	the	further	research.	

	

When	it	comes	down	to	a	retail	brand’s	offering	(products),	the	assumption	in	this	thesis	is	that	most	

retailers	 are	 offering	 products	 from	 the	 same	 manufacturer	 brands	 and	 hence	 retailers	 cannot	

differentiate	on	 these.	 Instead,	a	 retailer	 can	create	value	 for	 the	customer	around	 its	own	brand,	

motivating	customers	to	choose	its	brand	over	other	retailers.	

For	 this	 reason,	 the	aim	of	 this	 research	 is	not	 to	 find	ways	 in	which	retailers	can	“shift”	 from	one	

economic	offering	to	another.	 Instead,	the	authors	are	trying	to	use	the	 ideas	presented	by	Pine	&	

Gilmore	as	a	perspective	on	how	a	retailer	can	strengthen	its	position	as	a	brand	in	the	mind	of	their	

consumers,	while	still	charging	for	goods	and	therefore,	in	theory,	remain	in	the	industrial	economy	

but	adapt	their	thoughts	to	the	experience	and	transformation	economies.		

4.4.2.	Pine	&	Gilmore’s	theory	from	a	branding	perspective	

Every	 touchpoint	 a	 consumer	 has	with	 a	 brand	 constitutes	 a	 brand	 experience.	 The	 value	 for	 the	

customer	 is	 within	 the	 memories	 of	 this	 experience.	 As	 explained	 before,	 brand	 experiences	 are	

shaping	brand	knowledge.	 If	a	brand	succeeds	 in	staging	engaging,	positive	experiences	with	 their	

customers,	these	experiences	will	likely	have	a	favourable	impact	on	the	positioning	of	the	brand	in	

the	mind	of	the	consumer.		

In	 the	 following,	 relevant	 ideas	 presented	 by	 Pine	 &	 Gilmore	 will	 be	 set	 in	 relation	 to	 how	 retail	

brands	 can	 stage	 valuable	 experiences	 and	 thereby	 influence	 the	 touchpoints	 they	 have	 with	 the	

consumer.		

	

Staging	different	types	of	experiences			

Experiences	 do	 not	 only	 rely	 on	 entertainment.	 Rather,	 companies	 stage	 an	 experience	whenever	

they	engage	a	consumer	(Pine	&	Gilmore,	2011,	p.	5).		
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Pine	&	Gilmore	distinguish	between	different	levels	of	consumer	participation	with	being	passive	in	

one	end	of	the	spectrum,	in	which	the	consumers	do	not	directly	affect	or	influence	the	experience,	

or	active	in	the	other,	in	which	consumers	personally	affect	the	performance	or	event	that	yields	the	

experience	 (Pine	 &	 Gilmore,	 2011,	 p.	 45).	 In	 relation	 to	 branding	 and	 new	media	 an	 example	 of	

active	 participation	 is	 the	 concept	 of	 co-creation	 presented	 earlier	 in	 the	 thesis.	 Passive	

participation	can	be	exemplified	in	in-store	environment	in	retail	stores.	

Another	dimension	of	experiences	distinguishes	between	 the	kind	of	connection,	or	environmental	

relationship,	 the	 consumers	have	with	 the	 experience.	 In	 one	end	of	 the	 spectrum	 the	 consumers	

absorb	the	experience	from	a	distance	and	the	experience	“goes	into”	the	consumers.	 In	the	other	

end	of	the	spectrum	the	consumers	immerse	with	the	experience	and	they	“go	into”	the	experience	

(Pine	&	Gilmore,	2011,	p.	45).	

By	 uniting	 these	 dimensions	 Pine	 and	 Gilmore	 determine	 four	 realms	 of	 experiences;	 educational	

experiences	 where	 the	 consumer	 learns,	 escapist	 experiences	 where	 the	 consumers	 go	 and	 do,	

entertainment	 experiences	 where	 the	 consumer	 enjoys,	 and	 esthetic	 experiences	 where	 the	

consumer	just	want	to	be	(Pine	&	Gilmore,	2011,	p.	53).			

	

Educational	experiences	where	consumers	learn	must	engage	the	mind	or	the	body	actively	in	order	

to	truly	inform	a	person	(Pine	&	Gilmore,	2011,	p.	48).	Pine	&	Gilmore	emphasize	that	customers	and	

employees	are	interactive	learners,	which	means	that	they	learn	from	each	other	through	a	constant,	

equal	 exchange	 (ibid.).	 This	 is	 related	 to	 the	 basic	 premise	 of	 the	 relational	 approach	 of	 branding	

assuming	 a	 dyadic	 exchange	 between	 brand	 and	 consumer.	 Retailers	 can	 stage	 educational	

experiences	when	giving	advice	to	their	customers	in	store	or	online.	

	

In	 entertaining	 experiences,	 consumers	 are	 exposed	 to	 stimuli	 from	 a	 distance,	 enjoying	 the	

experience	without	having	impact	on	it	(Pine	&	Gilmore,	2011,	p.	53).	In	relation	to	New	Media,	an	

entertaining	experience	could	be	in	the	form	of	company	created	content	that	they	share	with	their	

customers	on	their	website	or	on	social	media.		

	

In	esthetic	experiences	the	consumers	are	moved	by	the	environment	around	them	without	having	

any	 influence	 on	 it	 (Pine	 &	 Gilmore,	 2011,	 p.	 53).	 Retailers	 could	 for	 example	 stage	 a	 special	

environment	in	their	stores	where	their	customers	want	to	spend	time.	
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Pine	and	Gilmore	define	escapist	experiences	as	the	polar	opposite	to	entertainment,	as	consumers	

are	completely	immersed	in	these	as	actively	involved	participants	(Pine	&	Gilmore,	2011,	p.	49).	In	

escapist	experiences,	people	are	affecting	the	actual	experiences	actively	(Pine	&	Gilmore,	2011,	p.	

50).	 Companies	 should	 embrace	 the	 Internet	 as	 a	 space	 where	 individuals	 seek	 such	 kind	 of	

experiences	 instead	of	making	the	mistake	only	 to	use	 it	 to	sell	 the	company’s	goods	and	services.	

Consumers	derive	value	from	actively	connecting	to	others	and	forming	communities	online	(Pine	&	

Gilmore,	2011,	p.	51).		

	

The	retailer’s	work	is	done	when	the	experience	end,	but	the	value	of	the	experience	lives	on	in	the	

consumer’s	memory.	How	can	retailers	make	the	memories	of	these	experiences	last?	

		

How	to	make	experiences	last	in	the	consumer’s	memory		

Themes	and	cues	

In	 order	 to	 make	 it	 easier	 for	 the	 consumers	 to	 organize	 their	 impressions	 and	 to	 create	 lasting	

memories,	 Pine	&	 Gilmore	 emphasize	 the	 importance	 of	 “theming”	 experiences	 (Pine	 &	 Gilmore,	

2011,	p.	67).	The	theme	is	created	by	the	impressions	customers	gain	through	the	brand	experiences.	

These	 impressions	 are	 influenced	 by	 cues,	 signals	 found	 in	 the	 touchpoints,	 which	 the	 company	

should	try	to	harmonize	as	much	as	possible	(Pine	&	Gilmore,	2011,	p.	79).	For	example,	if	the	theme	

of	 a	 brand	 is	 “nostalgia”,	 all	 touchpoints	 must	 represent	 this	 theme	 through	 cues	 like	 nostalgic	

furniture	in	the	store,	old	photos	on	the	walls,	a	website	that	has	a	nostalgic	look,	etc.	Hence,	themes	

are	 concepts	 a	 consumer	 can	 consume,	 psychological	 consumption	 that	 exceeds	 the	 physical	

consumption.		

	

Memorabilia	

Memorabilia	 are	 tangible	 items	 that	 consumers	 hold	 onto	 in	 order	 to	 remember	 a	 cherished	

experience	(Pine	&	Gilmore,	2011,	p.	85).	They	are	an	important	tool	for	companies	to	permanently	

establish	 impressions	 and	 associations	 of	 their	 brand	 in	 their	 consumers’	 minds.	 Further,	

memorabilia	help	to	generate	conversation	about	the	brand,	as	consumers	tend	to	feel	the	need	to	

show	others	what	they	have	experienced	(ibid).	

Even	 though	 Pine	&	Gilmore	 are	 limiting	 the	 definition	 to	 tangible	 items,	 the	 idea	memorabilia	 is	

based	upon	can	be	applied	to	 intangibles	on	New	Media	as	well.	Networking	sites	 like	Facebook	or	

Instagram	provide	a	platform	 to	 share	 the	proof	of	 experiences	 in	 the	 form	of	photos	 and	 videos.	
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Their	effect	can	be	even	more	wide-ranging	as	they	are	instantly	shared	with	a	bigger	audience	than	

they	ever	possibly	could	in	a	physical	form.	Hence	it	can	be	a	good	idea	for	retailers	to	encourage	the	

customers	to	create	virtual	memorabilia	of	their	experiences	with	a	brand.		

	

Experiences	are	in	the	memory	of	the	consumer.	But	how	can	these	experiences	help	the	consumers	

to	 fulfil	 the	 highest	 need	 in	Maslow’s	 hierarchy,	 the	 need	 for	 self-actualization,	 which	 occurs	 for	

today’s	consumers?	

	

Transformational	brand	experiences	

Transforming	the	customers	

As	 described	 in	 Maslow’s	 hierarchy	 of	 needs,	 consumers	 are	 aiming	 to	 fulfil	 the	 highest	 need	

possible;	the	need	for	self-actualization.	People	are	therefore	seeking	experiences	to	learn	and	grow,	

develop	and	improve	-	experiences	that	are	more	lasting	than	just	a	memory	(Pine	&	Gilmore,	2011,	

p.	242).	Just	as	products,	experiences	can	serve	as	an	extension	of	self	as	they	affect	who	we	are	and	

what	 we	 can	 accomplish,	 which	 gives	 retail	 brands	 a	 way	 to	 create	 symbolic	 benefits	 for	 the	

consumer.		

	

A	true	transformation	has	two	important	characteristics:	it	must	be	sustained	over	time	in	order	to	

truly	 change	 the	 consumer	 and	 it	 has	 to	 be	 individual	 to	 the	 consumer	 (Pine	&	Gilmore,	 2011,	 p.	

242).	Further,	no	individual	can	undergo	the	same	transformation	twice	as	a	transformation	changes	

a	person	and	therefore	the	 individual	will	not	be	at	the	same	starting	point	again	(Pine	&	Gilmore,	

2011,	p.	255).		

	

In	 order	 to	 guide	 transformations,	 there	 are	 three	 phases	 to	 be	 aware	 of:	 (1)	 the	 individual’s	

aspirations	must	be	diagnosed,	 (2)	 then	 the	 transforming	experience	must	be	 staged	with	any	of	

the	 four	 realms	of	 experiences	whereas	 a	 combination	of	 all	 is	most	 engaging,	 and	 finally,	 (3)	 the	

transformation	must	be	followed	through	and	change	the	consumer	permanently	(Pine	&	Gilmore,	

2011,	p.	262).		

	

Just	as	memorabilia	can	help	remember	experiences,	emblems	can	help	the	consumer	signify	that	he	

has	 transformed	 himself	 in	 some	 way	 (Pine	 &	 Gilmore,	 2011,	 p.	 260).	 This	 can	 help	 initiate	

conversations	 and	 form	 communities.	 In	 relation	 to	 the	 thesis’	 case,	 the	 authors	 see	 emblems	 as	

being	the	same	as	memorabilia.		
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Mass	customization	

A	 transformation	 of	 a	 consumer	 is	 achieved	 through	 staging	 a	 customized	 experience.	 Hence	 the	

aspect	of	mass	customization	will	be	elaborated	based	on	the	 ideas	provided	by	Pine	&	Gilmore	 in	

the	 following.	 They	 define	 mass	 customization	 as	 producing	 only	 and	 exactly	 what	 individual	

customers	want	(2011,	p.	118).	Customized	experiences	are	automatically	changing	an	individual	and	

therefore	a	transformation	(Pine	&	Gilmore,	2011,	p.	244).	

	

Pine	 &	 Gilmore	 argue	 that	 there	 is	 no	 such	 thing	 as	 an	 average	 consumer.	 Instead	 of	 staging	

experiences	 for	 the	 broad	masses,	 retailers	 should	 therefore	 identify	 the	 needs	 of	 each	 customer	

(Pine	 &	 Gilmore,	 2011,	 p.	 126).	 This	 postulates	 a	 learning	 relationship	 between	 company	 and	

customers	that	“grows,	deepens	and	becomes	smarter	over	time	(Pine	&	Gilmore,	2011,	p.	127)”,	thus	

co-creation	of	value	as	described	 in	 the	 relationship	approach	of	branding.	By	 learning	about	each	

customer’s	 needs	 the	 company	 is	 able	 to	 provide	 a	 better	 product,	 service	 or	 experience	 (Pine	&	

Gilmore,	2011,	p.	128).			

As	 New	Media	 is	 providing	 a	 new	 source	 for	 getting	 information	 about	 their	 customers,	 retailers	

should	 use	 that	 information	 to	 customize	 the	 brand	 experiences	 to	 the	 individual	 customers	 and	

thereby	 strengthen	 the	 relationship	 between	 company	 and	 customer.	 Further,	 New	Media	 allows	

new	ways	of	co-creating	content	with	the	consumers,	which	also	leads	to	mass	customization.		

4.4.3.	Conclusion	

Even	though	retailers	are	charging	for	goods	and	therefore	are	 in	the	 industrial	economy,	they	can	

still	 gain	 value	 by	 drawing	 on	 ideas	 from	 the	 service,	 experience	 and	 transformation	 economy	

defined	by	Pine	&	Gilmore	(2009).		

Today	 it	 is	 no	 longer	 enough	 only	 to	 focus	 on	 services	wrapped	 around	 the	 core	 goods.	 Retailers	

must	 also	 stage	 experiences	 that	 are	 customized	 to	 the	 consumers	 in	 order	 to	 foster	 favourable	

brand	associations.	Further,	retailers	should	theme	the	experiences	and	provide	their	customers	with	

memorabilia.	 In	 that	way	 the	experiences	will	 stay	 in	 the	consumers’	minds	as	memories	and	 thus	

strengthen	the	brand	association.		

To	 create	 even	 more	 favourable	 brand	 associations	 retailers	 should	 stage	 experiences	 that	 are	

transforming	their	customers,	meeting	today’s	consumers’	need	for	self-actualization.		

Thus,	by	applying	the	 ideas	of	Pine	&	Gilmore	to	their	branding	strategy,	 retailers	can	 increase	the	

value	of	their	brand	for	their	customers	and	hence	increase	their	brand	equity.		
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4.5.	Conclusion	of	described	theory		

The	 adapted	 customer-based	 brand	 equity	 model	 for	 retail	 brands	 describes	 what	 factors	 are	

influencing	 a	 consumer’s	 brand	 associations.	 These	 factors	 include	 values	 and	 needs,	 and	 also	

opinions	towards	e.g.	price	and	access	to	the	retailer.	Further,	not	only	the	store	atmosphere	but	all	

touchpoints	 are	 influencing	 a	 consumer’s	 brand	 associations.	 The	 brand	 experiences	 (touchpoints)	

can	be	seen	as	a	“gate”	into	the	consumers’	minds	and	through	that	gate	the	companies	and	all	other	

stakeholders	 influence	 the	 consumers’	 brand	 associations.	 Therefore	 these	 touchpoints	 should	 be	

aligned	by	the	company	to	“fit”	(regulatory	fit)	all	the	other	above-mentioned	factors:	values,	needs,	

and	opinions.		

	

The	 theoretical	 framework	 suggests	 that	 with	 the	 rise	 of	 New	 Media,	 the	 touchpoints	 between	

consumer	and	brand	have	become	endless	and	the	gap	and	uncertainty	between	the	consumer	and	

company	has	become	bigger.	Further,	the	brand	value	is	co-created	between	consumers	and	either	

the	company	or	other	stakeholders	(consumer-brand	relationships	or	brand	communities).	This	leads	

to	the	conclusion,	that	there	is	a	three-layered	uncertainty	for	retailers:		

1. Retailers	cannot	control	where	 the	touchpoints	between	their	brand	and	the	consumer	are	

(especially	touchpoints	between	consumer	and	other	stakeholders).	

2. Retailers	 cannot	 control	which	 touchpoints	 “get	 through”	 to	 the	 consumer	 (not	 even	 the	

ones	they	are	designing).	

3. Retailers	cannot	control	whether	the	touchpoints	that	are	“getting	through”	to	the	consumer	

are	influencing	the	consumer’s	brand	associations	in	a	positive	or	negative	way.		

Retailers	need	to	know	which	stakeholders	are	 influencing	the	Millennials	 the	most	and	where	the	

Millennials	are	interacting	with	these	stakeholders,	so	they	can	be	there	as	well	and	take	part	in	the	

conversation.	By	that	they	can	try	to	influence	the	creation	of	brand	associations	to	their	favour	and	

decrease	the	risk	of	their	brand	being	hijacked	and	taken	in	unintended	directions.		

Besides	being	at	the	right	place,	retailers	need	to	know	how	a	touchpoint,	a	brand	experience,	needs	

to	be	designed	 in	order	to	“get	through”	to	the	consumer.	Therefore	retailers	should	also	focus	on	

what	content	and	what	kind	of	experiences	 the	Millennials	value.	 In	order	 to	create	a	strong	bond	

with	this	generation,	the	experiences	staged	by	the	retailers	should	be	transformational.		
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Chapter	5:	Description	of	Conducted	Research	

	

The	following	chapter	describes	the	conducted	research	by	explaining	in	a	chronological	order	what	

data	 the	authors	have	collected.	As	mentioned	 in	Chapter	2:	Research	Design	&	Methodology,	 this	

thesis	 is	drawing	upon	primary	and	secondary	 research	data.	As	already	explained	 in	 that	 chapter,	

the	secondary	data	was	mostly	used	to	define	the	problem	statement,	give	an	introduction	to	Hi-Fi	

Klubben	 in	 Chapter	 3:	 Introduction	 to	 Hi-Fi	 Klubben,	 and	 support	 the	 theoretical	 framework.	 This	

chapter	will	have	its	focus	on	the	primary	data.			

	

In	Chapter	 4:	 Theoretical	 Foundations	&	 Literature	Review,	 the	 authors	 adapted	Keller’s	 customer-

based	brand	equity	model	to	retail	brands.	Thus,	taking	this	adapted	model	into	account,	the	authors	

wanted	to	get	insights	on	the	minds	of	the	Millennials	in	general	and	in	relation	to	their	associations	

with	Hi-Fi	Klubben.	These	insights	should	help	retailers	to	cope	with	the	three-layered	uncertainty	of	

touchpoints	and	help	them	to	better	understand	

1. Where	the	touchpoints	between	their	brand	and	the	Millennials	are	in	order	to	be	there	and	

take	a	part.	

2. How	to	approach	the	Millennials	in	order	to	have	a	better	chance	to	“get	through”	to	them.		

3. What	 the	 Millennials	 expect	 and	 need	 in	 order	 to	 influence	 the	 brand	 associations	 in	 a	

positive	way.		

	

The	primary	data	can	be	divided	in	data	conducted	from	a	brand	perspective	and	from	a	consumer	

perspective.		

• Data	 with	 a	 consumer	 perspective	 includes	 focus	 groups,	 in-depth	 interview,	 and	 online	

survey.	The	purpose	was	to	get	a	deep	understanding	of	what	matters	to	the	Millennials	 in	

relation	to	the	topic	of	the	thesis.		

• Data	 with	 a	 brand	 perspective	 includes	 interviews	 conducted	 with	 experts	 and	 a	 Hi-Fi	

Klubben	 representative.	 The	 purpose	 of	 these	 interviews	 was	 to	 get	 insights	 on	 trends	

among	 Millennials	 and	 New	 Media	 in	 relation	 to	 branding.	 Having	 a	 brand	 perspective	

allowed	the	 insights	to	be	more	practical,	giving	the	authors	a	more	specific	understanding	

on	the	challenges	and	opportunities	companies	face	due	to	the	rise	of	New	Media.		
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A	 more	 detailed	 description	 of	 the	 conducted	 research	 will	 be	 presented	 in	 the	 following.	 The	

description	includes	answers	to	the	following	questions:	Whom	did	the	authors	interview?	How	did	

they	 prepare	 the	 interview?	 What	 were	 the	 main	 conclusions	 brought	 forward	 in	 the	 further	

research?	Was	there	something	surprising?		

5.1.	Interview	with	CEO	of	Hi-Fi	Klubben,	Svend	Erik	Kristensen	

As	 argued	 in	 the	 methodology	 chapter	 the	 interview	 with	 the	 CEO	 of	 Hi-Fi	 Klubben,	 Svend	 Erik	

Kristensen,	took	place	at	the	very	beginning	of	the	research	process	(Appendix	2).	Therefore	 it	was	

conducted	in	an	open,	explorative	way.	One	of	the	main	insights	gained	through	this	 interview	was	

that	Hi-Fi	Klubben	has	a	strong	relationship	with	the	consumers	over	the	age	of	35,	because	they	are	

“easy	 to	make	 loyal	 customers	 -	 just	 give	 them	 a	 tremendous	 experience	 with	 good	 service”.	 The	

company	is	aware	of	the	fact	that	young	customers	are	not	visiting	their	stores	as	frequently	as	the	

older	customers	but	 it	 is	not	having	a	 strong	 focus	on	 finding	ways	 to	connect	 to	 these	customers	

(Svend	 Erik	 Kristensen,	 expert	 interview).	 The	 authors	 perceive	 this	 lack	 of	 focus	 on	 this	 very	

influential	generation	as	a	problem	in	the	long-term	perspective.	

This	 insight	 acted	 hence	 as	 a	 starting	 point	 of	 the	whole	 research,	 helping	 to	 shape	 the	 research	

statement.		

5.2.	Focus	Groups	

The	authors	conducted	two	focus	group	interviews	with	the	purpose	to	get	a	deep	understanding	of	

the	Millennials,	their	online	behaviour,	and	their	image	of	Hi-Fi	Klubben.		

The	 authors	 decided	 before	 the	 interviews	 to	 follow	 the	 theoretical	 foundations	 and	 explore	 the	

Millennials’	 relationship	 with	New	Media	 as	 possible	 touchpoints.	 Nevertheless,	 the	 focus	 groups	

were	 also	 designed	 to	 explore	 other	 touchpoints	 important	 to	 the	 Millennials.	 A	 guideline	 of	

questions	prepared	by	the	authors	for	focus	group	1	(FG1)	can	be	found	in	Appendix	3.	The	second	

focus	group	was	prepared	in	the	same	way	as	the	previous	one,	and	only	small	parts	were	changed	

and	added	based	on	the	 learnings	 from	the	first	 focus	group.	A	guideline	of	questions	prepared	by	

the	authors	for	focus	group	2	(FG2)	can	be	found	in	Appendix	5.		

In	this	sense,	the	following	will	highlight	the	main	 insights	 for	 further	research	and	the	similarities	

and	differences	between	the	two	focus	groups.		

Transcripts	of	the	focus	group	interviews	can	be	found	in	Appendix	4	(FG1)	and	Appendix	6	(FG2).		
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Before	 the	 start	 of	 the	 focus	 groups,	 the	 participants	were	 asked	 to	 fill	 out	 a	 small	 questionnaire	

about	their	New	Media	usage	(Appendix	7)	in	order	to	better	structure	the	conversation.		

Each	 focus	 group	 was	 structured	 in	 five	 main	 parts,	 each	 including	 open	 questions	 about	 the	

participants’		

1. lifestyle	and	identity	

2. New	Media	usage	

3. interaction	with	brands	online	

4. relationship	with	music	

5. associations	 with	 Hi-Fi	 Klubben	 and	 reactions	 and	 ideas	 to	 new	 ways	 Hi-Fi	 Klubben	 can	

engage	the	participants	

	

The	authors	chose	not	 to	 tell	 the	participants	about	 the	specific	 topic	of	 the	 focus	group	 interview	

before	 in	order	to	get	general	 facts	 in	the	beginning	and	then	get	closer	to	the	case	company	with	

each	part	of	the	interview.		

	

During	the	discussion	the	moderator	made	sure	to	follow	up	on	answers	that	were	unclear.		

• When	 the	 participants	 were	 talking	 about	 that	 they	 “have	 to	 be	 on	 social	 media”,	 it	 was	

important	to	make	clear	whether	this	perception	was	positive	or	negative.		

• When	 the	 participants	 were	 talking	 about	 value-for-money	 and	 quality	 being	 important	

factors	of	consideration	when	buying	technology,	 it	was	 important	to	find	out	exactly	what	

meaning	they	put	in	these	terms.		

	

Lifestyle	&	identity	

The	first	part	of	the	focus	group	interview	consisted	of	questions	about	the	Millennials’	lifestyle	and	

identity.	 The	 authors	 wanted	 to	 get	 a	 deeper	 insight	 into	 what	 matters	 to	 the	 Millennials,	 their	

interests,	their	needs	and	their	life	goals.	Among	other	things,	the	participants	were	asked	to	place	

themselves	 in	Maslow’s	hierarchy	of	 needs.	 Further,	 they	were	 asked	 to	 choose	and	discuss	 three	

personality	 characteristics	 they	 would	 like	 to	 be	 associated	 with.	 The	 authors	 thought	 that	 this	

would	help	retailers	when	designing	experiences	for	the	consumers.	E.g.	 if	a	consumer	wants	to	be	

seen	 as	 adventurous,	 a	 company	 offering	 adventurous	 experiences	 would	 help	 the	 consumer	 to	

express	his/her	identity	and	transform	to	be	adventurous.	This	discussion	generated	helpful	insights;	

however	the	question	was	extended	in	FG2	to	ask	how	the	participants	want	to	see	themselves	and	

how	they	want	to	be	seen	by	others.		
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In	addition,	participants	were	asked	to	select	three	brand	characteristics	a	brand	should	possess	 in	

order	 for	 them	to	buy	 it.	 In	FG1,	 the	discussion	around	brand	characteristics	 revolved	a	 lot	around	

clothes,	and	the	authors	therefore	limited	the	discussion	to	technology	brands	in	FG2.			

	

Both	 focus	 groups	 were	 characterized	 by	 participants	 wanting	 value-for-money	 and	 quality.	 This	

insight	 itself	 is	not	surprising.	However,	 later	on	almost	all	the	participants	expressed	that	they	see	

Hi-Fi	Klubben	as	expensive.	This	was	surprising,	since	one	of	Hi-Fi	Klubben’s	core	values	is	“value-for-

money	(The	Hi-Fi	Klubben	Book)”.	This	indicates	that	there	is	either	a	difference	in	how	Hi-Fi	Klubben	

and	 the	Millennials	 perceive	 the	 term	 value-for-money	 or	 that	 Hi-Fi	 Klubben	 has	 not	managed	 to	

communicate	 this	 value	 out	 to	 the	Millennials.	 A	 detailed	 description	 and	 analysis	 of	 the	 insights	

gained	in	this	area	will	follow	in	Chapter	6:	Analysis	of	Conducted	Research.		

	

In	 order	 to	 explore	 the	 theory	 about	 conceptual	 consumption,	 the	 authors	 decided	 to	 ask	 the	

participants	 whether	 they	 are	 buying	 concepts	 instead	 of	 products.	 Unfortunately,	 none	 of	 the	

participants	 in	 FG1	 understood	 the	 question	 –	 not	 even	 after	 a	 second	 explanation.	 Hence	 the	

authors	decided	to	design	the	question	in	FG2	in	a	more	understandable	way,	trying	to	have	a	focus	

not	on	the	product	but	what	the	product	does,	asking	how	brands	help	them	express	themselves.			

	

General	New	Media	usage	

The	second	part	of	 the	 focus	group	 included	general	questions	about	 the	New	Media	usage	of	 the	

participants.	The	questionnaire	they	filled	out	before	the	interview	served	as	a	base	for	discussion.	In	

this	 part,	 the	 authors	 attempted	 to	 explore	 the	New	Media	 phenomena	 for	 the	Millennials	 in	 the	

Danish	market.	Surprisingly,	opposing	the	theory,	all	the	focus	group	participants	expressed	that	they	

are	not	sharing	content	on	social	media	frequently.	They	would	all	rather	stay	passive,	anonymous	

observers.	 Very	 surprising	was	 the	 insight	 that	 all	 participants	 in	 FG1	 perceived	 social	media	 as	 a	

liability	and	had	a	negative	take	on	it.	This	set	the	base	for	a	new	question	in	FG2,	trying	to	find	out	if	

this	group	shared	the	same	opinions.		

	

Interaction	with	brands	online	

In	 the	 third	 part	 of	 the	 focus	 groups,	 the	 authors	 tried	 to	 get	 an	 impression	 on	 the	 participants’	

interaction	 with	 brands	 online.	 Based	 on	 the	 theory	 saying	 that	 social	 media	 is	 a	 very	 relevant	
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platform	 for	 companies	 to	 communicate	with	 consumers,	 the	questions	were	 specified	 to	 concern	

social	media.		

A	viral	Twitter	campaign	by	the	speaker	manufacturer	Bose	was	shown	to	the	participants	in	order	to	

give	an	example	of	 co-created	content.	 For	 this	 ad,	Bose	encouraged	 twitter	users	 to	 tweet	about	

their	favourite	football	team	and	add	the	hashtag	“#LetsHearIt”.	Bose	then	chose	a	few	among	these	

tweets	 and	 turned	 them	 into	 short	 songs.	 The	 reaction	 to	 this	 ad	was	mixed	 in	 FG1.	 Besides	 one	

participant,	 the	other	 three	 thought	 it	was	a	 fun	ad.	However	none	of	 them	would	participate	nor	

share	 the	 ad	 with	 their	 social	 network,	 as	 they	 do	 not	 want	 to	 be	 perceived	 as	 “annoying”.	 In	

general,	 none	 of	 the	 participants	 in	 FG1	 were	 very	 inclined	 towards	 sharing	 something	 about	 a	

brand.		

It	must	 be	 said	 that	 throughout	 FG1	 participants	were	 contradicting	 themselves	 in	 their	 answers.	

When	 discussing	 whether	 they	 are	 independent	 from	 outside	 influences	 to	 their	 behaviour,	

especially	 the	male	participants	were	giving	 conflicting	answers.	 First	 they	 stated	 that	 they	do	not	

care	what	people	think	about	them	but	then	they	were	justifying	the	fact	that	they	do	not	want	to	

share	something	about	a	brand	with	their	network	because	it	is	“not	socially	acceptable”.		

Since	the	authors	found	it	relevant	to	talk	about	other	kinds	of	online	experiences,	the	participants	in	

FG2	were	presented	with	another	example	on	Pandora’s	website:	customers	can	take	a	personality	

quiz	and	get	customized	product	suggestions	based	on	their	answers.		

In	 FG2	 the	 participants	 were	 in	 general	 more	 positive	 to	 both	 of	 these	 forms	 of	 customer	

engagement.		All	of	them	perceived	the	Pandora	quiz	as	interesting	and	two	of	the	participants	could	

imagine	participating	in	similar	projects	as	the	Bose	advertising.		

	

Music	&	Spotify	

The	 fourth	 part	 of	 the	 focus	 group	was	 supposed	 to	 give	 insight	 in	 how	 the	 participants	 consume	

music	and	what	music	means	to	them	in	order	to	be	able	to	develop	specific	managerial	implications	

for	 Hi-Fi	 Klubben.	 Unfortunately,	 this	 topic	 was	 not	 discussed	 deeply	 enough	 in	 FG1	 due	 to	 time	

constraints.	Thus	the	authors	decided	to	discuss	the	topic	more	in	depth	in	the	second	focus	group.	

	

Hi-Fi	Klubben	

The	 last	 part	 of	 the	 focus	 group	 was	 prepared	 in	 order	 to	 give	 insights	 on	 the	 participants’	

relationships	 with	 Hi-Fi	 Klubben.	 First,	 the	 authors	 wanted	 to	 find	 out	 what	 they	 know	 and	 think	

about	Hi-Fi	Klubben	 in	general,	and	then	 ideas	about	 in-store	experiences	were	discussed.	Further,	

Hi-Fi	Klubben’s	customer	club	was	discussed	and	the	participants	were	asked	to	come	up	with	ideas	
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how	to	make	this	platform	more	relevant	to	them.	Lastly,	the	authors	wanted	to	find	out	what	kind	

of	 events,	 organized	 by	 Hi-Fi	 Klubben,	 the	 participants	 would	 like	 to	 attend.	 They	 all	 agreed	 that	

sponsoring	events	could	be	a	good	way	for	Hi-Fi	Klubben	to	get	their	attention.	Hence	the	authors	

decided	 to	bring	 this	 topic	on	 to	 the	expert	 interview	with	Pandora’s	CMO	 in	order	 to	get	 specific	

examples	on	sponsorships	and	events.		

	

Since	 both	 focus	 groups	 lasted	 longer	 than	 expected	 (a	 little	more	 than	 three	 hours	 each),	 some	

topics	were	not	discussed	in	depth.	One	of	these	topics	was	whether	the	participants	were	members	

of	any	brand	communities	and	what	they	think	about	communities	around	a	brand.	For	this	reason,	

the	authors	decided	to	ask	deeper	into	the	topic	of	brand	communities	in	the	expert	interview	with	

the	CMO	of	Pandora.		

5.3.	Expert	Interviews	

The	authors	conducted	three	expert	interviews	in	order	to	gain	insights	on	how	other	companies	and	

Hi-Fi	Klubben	are	approaching	the	challenge	of	New	Media	and	the	generation	of	Millennials.	The	

insights	will	support	(or	not)	the	insights	from	the	former	research	(focus	groups)	while	also	provide	

the	 research	with	 their	 best	 practice	 examples.	 These	 can	 be	 useful	 when	 developing	managerial	

implications	further	on.		

The	questions	for	the	expert	interviews	were	developed	based	on	the	theoretical	outlines	provided	

in	the	previous	chapter	and	the	insights	from	the	focus	groups.		

5.3.1.	Community	Organizations	Coordinator	at	Uber	Denmark	&	Founder	of	

Stride,	Simon	Popik		

The	authors	found	it	relevant	to	interview	companies	that	have	hands	on	experience	with	marketing	

to	Millennials	and	since	both	Uber	and	Stride	are	having	the	Millennials	as	their	main	target	segment,	

the	authors	perceived	it	relevant	to	interview	Simon	Popik,	Community	Organizations	Coordinator	at	

Uber	Denmark	and	Founder	&	Marketing	Manager	of	Stride.	Uber	is	a	company	offering	an	app	that	

is	connecting	drivers	to	riders	whereas	Stride	is	offering	an	app	connecting	people	who	want	to	buy	

and	 sell	 sneakers.	 Further,	 Simon	 is	 a	 Millennial	 himself	 and	 might	 therefore	 have	 even	 better	

insights	of	the	trends	and	needs	within	this	generation.	

Interview	guideline	and	transcript	of	this	interview	can	be	found	in	Appendix	8.	
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The	 most	 successful	 brand	 experiences	 Uber	 Denmark	 has	 created	 have	 been	 events	 where	 the	

customers	had	the	chance	to	participate	in	a	competition	with	their	friends.	In	general	Simon	argued	

that	 the	 vast	 amount	 of	 the	Millennials	 prefer	 experiences	 with	 their	 friends.	 This	 insight	 was	

brought	 into	 the	 further	 research,	 asking	 the	 respondents	 in	 the	 online	 survey,	 to	 what	 extent	

experiences	are	better	with	their	friends.		

	

Another	insight	the	authors	found	relevant	for	the	further	research	was	Simon’s	statement:	“I	think	

the	most	 important	thing	for	a	brand,	 is	 to	have	customers	recommend	it	to	their	 friends,	because	

people	 tend	 to	 become	 more	 involved	 with	 a	 brand	 if	 they	 are	 in	 it	 together	 with	 their	 friends.”	

Hence,	 in	 order	 to	 verify	 this	 statement,	 the	 authors	 wanted	 to	 find	 out	 who	 is	 influencing	 the	

decision	to	buy	a	brand	with	the	online	survey.			

5.3.2.	CMO	of	Pandora,	Minna	Philipson	

In	order	to	get	a	deeper	understanding	of	how	other	companies	interact	with	their	customers	online,	

the	 authors	 were	 searching	 for	 a	 company	 that	 has	 already	 been	 successful	 in	 creating	 online	

experiences	 for	 their	customers.	They	chose	Pandora	after	 investigating	Pandora’s	website,	online-

store	and	Facebook	page.	Pandora	is	a	Danish	company	selling	customizable	jewellery.	This	interview	

also	ended	up	providing	the	authors	with	many	useful	 insights	 that	were	not	exclusively	related	to	

New	Media.		

		

For	 the	 interview	with	 Pandora’s	 CMO,	Minna	 Philipson,	 the	 authors	 prepared	 a	 set	 of	 questions	

(Appendix	9)	that	can	be	divided	in	three	parts:	1)	how	Minna	perceives	the	generation	of	Millennials	

and	what	 she	 thinks	 is	 important	 for	 a	 company	 to	 do	 in	 order	 to	 stay	 relevant	 to	 them,	 2)	 how	

Pandora	is	trying	to	give	the	customers	a	special	online	buying	experience	and	3)	how	they	are	trying	

to	 build	 experiences	 around	 the	 brand	 -	 at	 other	 touchpoints	 than	 the	 stores.	 A	 transcript	 can	 be	

found	in	Appendix	10.		

	

One	of	the	main	conclusions	from	the	interview	was	that	online	is	a	very	important	channel.	Minna’s	

opinion	 that	 social	media	 “is	 a	 very	 important	 channel,	more	 than	 anything,	 to	 build	 relationships	

with	 consumers”	 confirms	 the	 authors	 that	 it	 is	 possible	 and	 important	 to	 build	 relationships	 on	

social	media.		
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Further	Minna	stated	 that	Facebook	 is	 the	most	 important	social	media	channel	 in	Denmark,	and	

since	both	focus	groups	were	at	the	same	opinion	this	insight	was	brought	forward	to	the	interview	

with	the	CMO	of	Hi-Fi	Klubben,	in	order	to	find	if	they	are	taking	this	trend	into	account.	Further,	the	

authors	 found	 it	 very	 relevant	 to	 look	deeper	 into	 the	Millennials’	use	of	Facebook.	Therefore	 this	

insight	was	brought	forward	in	the	further	research	via	the	online	survey.	

	

Related	to	Facebook,	a	surprising	insight	emerged	when	Minna	stated	that	people	use	Facebook	to	

tell	 their	 network	 about	 their	 life,	 sharing	 their	 experiences.	 It	 was	 surprising	 because	 the	 insight	

from	the	focus	group	indicated	that	the	Millennials	do	not	share	a	lot	about	their	life,	but	instead	are	

passive	observers.	Pandora’s	target	segment	 is	older	than	the	Millennials,	which	can	be	the	reason	

why	 the	CMO	of	Pandora	has	another	perspective	of	how	 the	 consumers	are	using	Facebook.	The	

authors	found	it	relevant	to	bring	this	insight	forward	by	including	it	in	the	online	survey,	in	order	to	

find	out	about	the	“sharing-habits”	of	the	Millennials.	

	

Further	Minna	stated	that	“[the	generation	of	Millennials]	 is	much	more	environmentally	conscious	

than	 previous	 generations	 and	 would	 rather	 buy	 from	 companies	 that	 fit	 these	 values”.	 This	

statement	relates	to	conceptual	consumption,	where	people	consume	e.g.	the	 idea	of	caring	about	

the	 environment.	 Nevertheless,	 the	 authors	 were	 surprised	 about	 the	 fact	 that,	 in	 Minna’s	

perception,	 the	Millennials	 are	 a	 very	 environmentally	 conscious	 generation.	 This	 topic	was	 only	

mentioned	by	one	participant	in	the	focus	group	and	not	discussed	in-depth	by	the	participants.	The	

lack	of	focus	on	this	topic	could	be	due	to	the	authors	not	asking	directly	into	it.	However,	when	the	

participants	had	the	chance	to	talk	about	it	(what	attributes	of	a	brand	are	important	when	buying	

technology)	they	still	did	not	focus	on	this	topic.	Hence	this	insight	was	brought	forward	in	the	online	

survey,	 in	 order	 to	 see	 if	 the	 survey	 respondents	 were	more	 environmentally	 conscious	 than	 the	

participants	in	the	focus	groups.	

	

Further,	 Minna	 focused	 on	 the	 importance	 of	 Pandora’s	 sponsorships.	 Pandora	 is	 having	 a	 lot	 of	

success	sponsoring	several	events	and	projects,	which	all	are	adding	value	to	the	Pandora	brand.	In	

terms	 of	 sponsorships	 “it	 is	 about	 finding	 things	 that	 are	 a	 great	 match	 to	 what	 you	 do	 [as	 a	

company]”,	 she	stated	and	made	 it	 clear	 that	companies	should	 try	 to	 find	other	brands	or	events	

that	have	a	similar	positioning,	similar	values	and	that	match	the	customers	you	are	targeting.		
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Lastly,	 this	 interview	 gave	 the	 authors	 insights	 on	 the	 topic	 of	 customer	 clubs	 and	 brand	

communities.	 Since	 that	 is	 a	 focus	 in	 the	 thesis	 and	 the	 focus	 groups	 did	 not	 generate	 much	

knowledge	about	brand	communities	in	particular,	these	insights	were	very	helpful.		

Pandora’s	Facebook	page	is	created	“in	order	to	facilitate	communication	between	fans	and	to	enable	

as	much	dialogue	as	possible	between	Pandora	and	fans”,	and	Minna	further	confirmed	the	authors’	

assumption	about	the	big	advantages	when	having	a	brand	community	when	saying	“If	executed	in	

the	best	possible	way	a	community	is	an	incredible	value	driver”.	

However,	 even	 though	 Pandora	 is	 trying	 to	 encourage	 the	 dialogue	 between	 consumers,	 Minna	

stated	that	it	is	a	tough	challenge	to	make	fans	communicate	with	each	other	and	Pandora	is	not	yet	

sufficiently	achieving	this	goal.	In	fact,	it	was	not	possible	for	her	to	give	a	best	practice	example	from	

Pandora.	This	 surprised	 the	authors,	 since	Pandora	 is	a	very	well	established	brand	worldwide	and	

has	-	compared	to	Hi-Fi	Klubben’s	800,000	-	10,000,000	members	in	their	customer	club.	Hence,	the	

interview	did	not	facilitate	specific	best	practice	examples	from	Pandora.	However	it	confirmed	how	

big	of	a	challenge	it	is	to	create	a	community.	This	insight	helped	the	authors	to	understand	that	an	

in-depth	interview	with	a	dedicated	fan	of	a	brand	might	be	helpful	to	get	a	better	understanding	on	

how	to	best	encourage	consumers	to	engage	in	a	brand	community.		

5.3.3.	CMO	of	Hi-Fi	Klubben,	Mikkel	Braae-Andersen	

By	interviewing	the	CMO	of	Hi-Fi	Klubben	the	authors	wanted	to	get	an	understanding	of	how	Hi-Fi	

Klubben	 is	approaching	the	Millennials	and	further	their	approach	to	online	touchpoints	and	New	

Media.	These	 insights	 should	help	gaining	an	understanding	of	where	Hi-Fi	Klubben	could	 improve	

regarding	reaching	the	Millennials.		

The	interview	guideline	(Appendix	11)	was	prepared	based	on	the	theoretical	preview	and	previous	

insights	in	the	research.	The	transcript	can	be	found	in	Appendix	12.		

	

The	 authors	were	 seeking	 to	 find	 out	 how	Hi-Fi	 Klubben	 is	 engaging	with	New	Media.	 Due	 to	 the	

focus	 on	 the	 importance	 of	 Facebook	 in	 the	 focus	 groups	 and	 former	 expert	 interview,	 Hi-Fi	

Klubben’s	 engagement	 with	 this	 platform	 was	 elaborated.	 Mikkel,	 stated	 that	 “Denmark	 is	 a	

Facebook	country”,	which	tells	that	Hi-Fi	Klubben	is	not	unaware	of	the	importance	of	New	Media.	In	

fact	Hi-Fi	Klubben	already	has	a	well-established	Facebook	page.		

	

Further,	 the	 authors	were	 seeking	 to	 find	 out	 how	Hi-Fi	 Klubben	 is	 engaging	with	 the	Millennials.	

Surprisingly,	 Mikkel	 stated	 that	 Hi-Fi	 Klubben	 has	 never	 conducted	 marketing	 research	 that	 is	
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focusing	 on	 the	 Millennials,	 which	 indicates	 a	 lack	 of	 focus	 on	 this	 generation.	 Supporting	 this	

indication,	Mikkel	explains	that	Hi-Fi	Klubben	only	has	one	universal	marketing	strategy,	appealing	

to	anyone	between	20	and	50.		

	

Additionally,	 the	 authors	 were	 seeking	 to	 find	 out	 how	 Hi-Fi	 Klubben	 is	 trying	 to	 align	 all	 their	

touchpoints	in	all	their	channels.	Mikkel	explained	that	they	are	trying	everything	they	can	to	provide	

the	same	level	of	service	online	as	in-store.	Further,	Hi-Fi	Klubben	is	trying	to	keep	in	control	of	their	

touchpoints	by	investing	a	lot	in	their	employees.	He	believes	that	if	they	always	treat	the	customer	

with	respect,	Hi-Fi	Klubben	has	nothing	to	fear.		

	

Lastly,	 when	 asking	 about	 Hi-Fi	 Klubben’s	 customer	 club	 and	 potential	 brand	 community	 Mikkel	

explained	 that	 they	 used	 to	 have	 a	 platform	 for	 consumer	 to	 consumer	 communication	 on	 their	

website.	However	it	was	always	used	by	the	same	two	“nerds”	and	therefore	they	decided	to	focus	

on	Facebook.	This	supports	the	authors’	impression	that	it	is	challenging	for	companies	to	build	up	a	

brand	community	where	the	consumers	are	engaging	with	one	another.	Thus,	the	authors	found	 it	

relevant	to	interview	a	consumer	who	is	very	devoted	to	a	brand.	

5.4.	Consumer	in-depth	interview	

The	consumer	in-depth	interview	had	the	purpose	to	shed	light	on	what	makes	consumers	interact	

with	others	about	a	brand.	The	authors	 looked	after	a	community	member/	a	consumer	who	felt	a	

really	strong	connection	to	a	brand.	However,	it	was	only	people	being	either	fans	of	sport	teams	or	

famous	artists	that	they	were	able	to	get	in	contact	with.	Those	kinds	of	brand	communities	is	in	the	

authors’	 perception	 not	 completely	 comparable	 to	 potential	 brand	 communities	 for	 retail	 brands.	

Thus,	only	some	of	the	insights	were	relevant	for	the	case	of	Hi-Fi	Klubben.		

The	interviewee	was	Denys,	a	very	devoted	fan	of	the	football	team	FC	København	(FCK).	Denys	is	28	

years	old,	has	a	Master’s	degree	from	Copenhagen	Business	School	and	is	employed	at	Danske	Spil	in	

the	department	of	Customer	Relationship	Management.		

	

The	 interview	 was	 prepared	 based	 on	 the	 theoretical	 framework	 provided	 by	 the	 community	

approach	of	branding.	An	interview	guide	can	be	found	in	Appendix	13.	The	authors	wanted	to	find	

out	why	 Denys	 is	 such	 a	 loyal	 fan	 of	 FCK,	 why	 he	 is	 a	 member	 of	 their	 Fan	 club	 and	 how	 he	 is	

interacting	with	other	fans,	offline	and	online.	Further,	questions	revolved	around	FCK’s	influence	on	

the	fan	club.	A	transcript	can	be	found	in	Appendix	14.		
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5.5.	Online	Survey	

All	findings	from	the	online	survey	will	be	presented	in	the	following	chapter,	Chapter	6:	Analysis	of	

Conducted	Research.	Hence	the	following	section	will	only	highlight	 insights	that	the	authors	found	

surprising.	The	exact	survey	design	can	be	found	in	Appendix	15.	

	

As	mentioned	in	the	methodology,	the	purpose	of	the	online	survey	was	to	support	the	findings	from	

the	focus	groups	and	interviews.	However,	the	survey	also	provided	some	insights,	which	the	authors	

perceived	as	surprising.	

• Out	 of	 571	 survey	 respondents,	 74%	 have	 never	 been	 a	 Hi-Fi	 Klubben	 customer,	 which	

confirms	the	gap	between	Hi-Fi	Klubben	and	the	Millennials.		

• Together	with	Twitter,	reading	blogs	are	the	least	popular	social	media	platform	among	the	

Millennials.	This	surprised	the	authors	to	some	extent	because	of	the	importance	of	eWoM	

explained	in	the	theory.	However,	the	importance	of	eWoM	showed	later	in	the	survey	when	

the	respondents	rated	online	reviews	of	companies/products	the	most	important	influencer	

together	with	 their	 friends/family.	 The	 fact	 that	 the	majority	 of	 the	Millennials	 rate	 their	

friends	and	family	as	the	most	important	influencers	supports	Simon	Popik’s	perception,	that	

the	best	thing	that	can	happen	to	a	company	is	to	get	recommended	among	friends.	

• When	buying	technology,	the	most	important	brand	attributes,	besides	that	their	friends	and	

family	 recommend	 the	product	were	value-for-money	and	quality.	 In	 relation	 to	 the	 small	

amount	of	customers	Hi-Fi	Klubben	has	from	the	generation	of	Millennials,	this	is	surprising	

as	these	two	attributes	are	some	of	Hi-Fi	Klubben’s	most	important	values.			

• Facebook	 was	 rated	 the	 most	 important	 social	 media	 platform,	 which	 supports	 all	 other	

research.	However,	 the	 least	popular	way	of	using	Facebook	 is	 to	“share	my	 life	with	my	

friends”.	 Instead,	“to	communicate	with	my	friends”	 is	by	far	the	most	popular	way	to	use	

Facebook	 among	 the	 Millennials.	 In	 addition,	 only	 4.4%	 answered	 that	 they	 post/share	

regularly	 on	 social	 media.	 The	 rest	 are	 either	 never	 posting	 (39.6%)	 or	 only	 posting	

experiences	and	things	they	are	passionate	about	(56%).	Even	though	these	insights	do	not	

support	 the	 trends	 among	 (North	 American)	 Millennials	 described	 in	 the	 theory	 and	 the	

beliefs	 of	 the	 CMO	 of	 Pandora,	 they	 support	 the	 authors’	 findings	 in	 the	 focus	 groups.	

Further,	 the	 insight	 underlines	 the	 importance	 for	 companies	 to	 design	 brand	 experiences	

that	the	Millennials	are	passionate	about.		
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• The	 Millennials’	 shopping	 behaviour	 does	 not	 correspond	 with	 the	 general	 trends	 in	

Denmark.	They	are	not	affected	by	the	showrooming	trend;	searching	for	advice	in	the	store	

in	 order	 to	 purchase	 online.	 Instead	 they	 are	 either	 affected	 by	 the	 webrooming	 trend;	

searching	for	advice	online	and	then	buy	the	product	in	a	physical	store	or	a	complete	online	

shopping	behaviour.		 	
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Chapter	6:	Analysis	of	Conducted	Research	

	

This	chapter	consists	of	an	analysis	and	conclusions	of	conducted	data,	and	has	been	divided	after	

the	five	research	questions.	These	parts	are	then	divided	in	relevant	topics	based	on	the	findings.	The	

analysis	of	the	conducted	data	will	be	set	in	relation	to	the	before	presented	theoretical	framework.		

6.1.	RQ1:	What	needs	and	life	goals	do	the	Millennials	have?	

6.1.1.	The	Millennials	want	to	realize	themselves		

The	 Millennials	 have	 big	 dreams	 and	 goals	 in	 life,	 which	 are	 reflected	 by	 their	 need	 for	 self-

actualization.	 Besides	Camilla,	 all	 the	 focus	 group	participants	 agreed	 “very	much	 (FG1,	 Caroline)”	

with	the	statement	“I	consider	my	life	as	a	self	realization/actualization	journey”.		

Further,	the	online	consumer-survey	confirms	the	Millennials’	need	for	self-actualization.	On	a	scale	

from	1	to	5,	where	1=	completely	disagree	and	5=	completely	agree,	93%	of	the	respondents	either	

agree	 or	 completely	 agree	 in	 the	 statement	 “I	 want	 to	 realize	 and	 improve	 myself/pursue	 my	

dreams”	(Figure	12).		

	
Figure	12:	Based	on	survey	results	

	

Self-actualization	might	mean	different	things	to	different	groups	of	people.	However,	all	 the	focus	

group	 participants	 agreed	 that	 self-actualization	 means	 improving	 themselves	 by	 following	 their	

dreams.		
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In	order	to	realize	themselves	the	Millennials	want	to	 improve	by	following	their	dreams.	But	what	

dreams	do	they	have?		

	

The	Millennials	want	to	try	it	all!			

In	order	to	realize	themselves,	the	Millennials	are	pursuing	their	goals	and	dreams.	As	Andreas	said,	

“to	me	 self-realization	means	 that	 I	 pursue	 all	my	 childhood	 dreams	 as	much	 as	 I	 can	 (FG2).”	The	

other	participants	 agreed	with	his	 statement,	which	 indicates	 that	 the	Millennials	 do	not	 feel	 that	

they	have	come	to	 the	point	where	 their	dreams	have	 to	be	“realistic	 (Andreas,	FG2)”.	Their	 long-

term	goals	are	characterized	by	being	successful	in	a	career	and	raise	a	family,	but	their	actions	are	

affected	by	short-term	goals,	which	they	want	to	achieve	before	they	“get	serious”	later	in	life.	

	

The	Millennials’	dreams	and	goals	are	characterized	by	the	fact	that	they	want	it	all.	As	Caroline	said,	

“I	have	no	plans	 for	 the	next	 five	years	 -	 I	have	to	choose	among	all	 the	options	 I	have,	but	 I	want	

everything!	 (FG1)”.	 The	 three	 other	 participants	 agreed	 that	 they	want	 to	 experience	 as	much	 as	

possible.	 In	 addition,	 all	 focus	 group	 participants	 besides	 Camilla	 agreed	 that	 experiences	 define	

them	more	 than	 tangible	 things.	 Further,	 Annebeth	 said	 “experiences	 give	me	 a	 richer	 personality	

(FG2)”,	indicating	that	experiences	help	transform	her	(self-realization).	This	supports	the	theory	that	

psychological	 consumption	 that	 can	 occur	 independent	 of	 physical	 consumption	 is	 helping	

consumers	to	get	closer	to	self-actualization	(Ariely	&	Norton,	2009,	p.	476).	

	

All	 focus	 group	 participants	 indicated	 at	 some	 point	 during	 the	 discussion	 that	 they	 feel	 like	 they	

have	endless	opportunities,	which	makes	their	dreams	and	expectations	to	themselves	very	high.	As	

Camilla	said,	“we	are	the	generation	of	want-it-all	and	FOMO	(fear	of	missing	out),	we	want	to	buy	it	

all,	we	want	to	do	it	all	[...]	(FG2)”		

	

The	generation	of	Millennials	has	big	dreams	and	expectations	to	themselves.	But	what	is	influencing	

these	expectations?	

	

New	Media	is	influencing	the	Millennials’	goals	and	expectations	to	themselves	

The	findings	from	the	focus	group	show	that	the	Millennials’	expectations	to	themselves	(goals)	are	

very	much	 based	 on	 their	 surroundings.	 Especially	 “the	 pressure	 from	 society”	 is	 “setting	 the	 bar	
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really	 high	 (Kasper,	 FG1).”	 Further,	 it	was	 indicated	 that	 social	media	 is	 a	 perfect	 example	 on	 this	

because	people	“only	post	the	good	things	(Kasper,	FG1).”		

	

In	FG1,	all	participants	agreed	that	social	media	raises	their	expectations	for	themselves.	As	Bolette	

said,	 “you	 easily	 feel	 behind	 and	 stressed	 because	 you	 compare	 yourself	 with	 others	 (FG1).”	 For	

example,	 Camilla	 in	 FG2	 said	 that	 “you	 see	 what	 other	 people	 are	 doing	 through	 their	 Instagram	

profiles,	and	then	you	also	want	to	do	it.	For	example	when	someone	is	eating	at	a	new	restaurant	or	

travelling	to	somewhere	awesome.”	

Thus	 the	Millennials’	 expectations	 mirror	 what	 they	 see	 on	 social	 media,	 which	 is	 affecting	 their	

actions.	 This	 supports	 the	 theory	 of	 conceptual	 consumption	 as	 the	 Millennials	 are	 consuming	

expectations	and	goals	(Ariely	&	Norton,	2009,	p.	478;	480).	

	

When	respondents	 in	the	online	survey	were	asked	to	select	the	extent	to	which	they	agree	to	the	

statement	 “social	 media	 is	 influencing	 the	 expectations	 I	 have	 for	 myself”	 (Figure	 13),	 where	 1=	

completely	disagree	and	5=	completely	agree,	the	average	of	given	answers	was	3.1.	Thus,	the	focus	

group	findings	were	partly	supported.	

	
Figure	13:	Based	on	survey	results	

6.1.2.	The	Millennials	have	a	strong	social	need				

The	Millennials’	 social	 life	 is	 very	 important	 to	 them	 and	 specifically	 their	 social	 connections	with	

their	friends.	All	focus	group	participants	mentioned	“spending	time	with	friends”	when	talking	about	
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what	 they	 spend	 most	 of	 their	 free	 time	 on.	 In	 addition,	 all	 the	 participants	 in	 FG2	 agreed	 that	

experiences	are	a	lot	better	if	their	friends	are	involved.		

The	Millennials	think	that	experiences	are	best	with	their	friends	because	they	create	memories	they	

can	share	with	others.	As	Annebeth	said,	“If	I	[travel]	on	my	own	I	don’t	have	anybody	to	discuss	the	

experience	 with.	 But	 if	 I	 go	 with	my	 friends,	 we	 can	 talk	 about	 this	 awesome	 experience	 we	 had	

together	(FG2).”		

	

The	 above	 insight	 is	 supported	 by	 the	 online	 survey	 where	 69.7%	 of	 the	 respondents	 agreed	 or	

completely	agreed	to	the	statement,	”experiences	are	best	 if	 I	am	together	with	my	friends	 (Figure	

14)”.		

	
Figure	14:	Based	on	survey	results	

Further	 38%	 of	 the	 respondents	 replied	 that	 being	 social	 is	 one	 of	 the	 three	 most	 important	

attributes	 when	 describing	 how	 they	 want	 to	 be,	 which	 makes	 “being	 social”	 the	 second	 most	

important	 attribute	 among	 the	 Millennials	 out	 of	 15	 different	 (Figure	 26,	 p.	 97).	 The	 four	 most	

important	attributes;	trustworthy,	social,	funny,	and	loyal	will	be	explained	in-depth	when	answering	

research	question	five.			

	

As	the	Millennials	are	realizing	themselves	through	collecting	experiences	and	perceive	experiences	

to	be	more	valuable	if	they	are	with	their	friends,	the	authors	conclude	that	for	the	Millennials,	the	
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self-realization	need	 is	 strongly	 connected	 to	 social	needs.	 This	 is	 in	 line	with	Kubovy,	who	 states	

that	individuals	find	pleasure	in	social	interactions	(sociality)	(Kubovy,	1999,	p.	14).		

	

The	Millennials’	have	a	strong	need	for	experiences	and	interactions	with	their	friends.	But	how	does	

New	Media	affect	the	Millennials’	relationships	with	their	friends?		

	

	

Social	media	is	essential	for	the	Millennials	in	order	to	stay	connected	with	their	friends	-	but	it	is	

also	a	stress	factor!		

All	 focus	group	participants	expressed	 in	some	way	that	social	media	has	strengthened	their	 social	

need	for	staying	connected	with	their	friends.	Especially	the	fear	of	missing	out	has	increased	due	to	

social	media	because	the	Millennials	can	follow	their	friends	and	monitor	what	they	are	doing	all	the	

time.	As	Camilla	said,	“if	I	see	someone	is	sending	a	snap	that	they	are	(her	friends)	going	out,	I	feel	

annoyed	because	I	am	not	there.	Even	though	I	am	doing	something	else	just	as	fun.	I	still	know	that	I	

am	 missing	 out	 on	 something	 (FG2)”.	 Further	 Jakob	 (FG1)	 stated	 that	 he	 sometimes	 feels	

“bombarded	with	things”	on	social	media	but	is	still	using	it	all	of	the	time	because	“what	if	you	miss	

something	important	among	all	the	other	things?”	

	

With	 a	 mean	 of	 3.3,	 the	 above	 insight	 was	 partly	 supported	 by	 the	 online	 survey	 where	 the	

respondents	indicated	how	much	they	agreed	on	the	statement	“I	feel	I	have	to	be	on	social	media	in	

order	 to	 not	 miss	 out	 on	 anything”,	 where	 1=	 completely	 disagree	 and	 5=	 completely	 agree.	

Nevertheless,	 the	 amount	 of	 people	 agreeing	 to	 the	 statement	 was	 almost	 twice	 as	 big	 as	 the	

respondents	disagreeing	to	the	statement	(49.7%	vs.	25.7%)	(Figure	15).		
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Figure	15:	Based	on	survey	results	

	

Social	Media	has	stolen	the	Millennials’	quality	time	with	their	friends	-	and	they	want	it	back!	

The	focus	groups	further	revealed	that	all	eight	participants	want	more	“quality	time	offline	(FG1)”	

with	 their	 friends.	 Kasper	 explained	 it	 by	 saying,	 “it’s	 a	 shame	 that	 the	 offline	 interaction	 is	

decreasing	(FG1).”	Further	three	out	of	four	participants	 in	FG1	agreed	that	social	media	has	a	bad	

influence	on	their	social	life.		

In	 addition	 Bolette	 expressed	 her	 opinion	 about	 the	 fact	 that	 New	 Media	 is	 eliminating	 “good	

conversations	and	arguments	(FG1)”	with	her	friends	because	everything	nowadays	can	be	googled	

right	away.	

	

With	 a	 mean	 of	 3.5,	 the	 above	 insight	 was	 partly	 supported	 by	 the	 online	 survey	 where	 the	

respondents	 indicated	 how	 much	 they	 agreed	 on	 the	 statement	 “Sometimes	 I	 wish	 I	 could	 just	

disconnect	 and	 have	 real	 quality	 time	 with	 my	 friends”,	 where	 1=	 completely	 disagree	 and	 5=	

completely	 agree.	 Nevertheless,	 the	 amount	 of	 people	 agreeing	 to	 the	 statement	was	more	 than	

twice	as	big	as	the	respondents	disagreeing	to	the	statement	(53%	vs.	25.7%)	(Figure	16).		
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Figure	16:	Based	on	survey	results	

	

Even	though	the	Millennials	 feel	 that	social	media	 is	bombarding	 them	with	 things	and	 is	“stealing	

real	quality	 time”	 they	are	 still	 spending	a	 lot	of	 time	on	 social	media	 in	order	 to	not	miss	out	on	

anything.	But	on	which	social	media	platforms	can	they	be	found	and	how	exactly	are	the	Millennials	

engaging	with	the	phenomena	of	New	Media?		
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6.2.	RQ2:	How	do	the	Millennials	engage	in	New	Media?	

6.2.1.	Facebook	is	most	important		

	
Figure	17:	Based	on	survey	results	

The	focus	groups	and	the	result	of	the	online	survey	prove	Facebook	is	the	most	used	social	media	

platform.		

When	 indicating	 the	use	of	 different	 social	media	platforms,	where	1=	not	 at	 all	 and	5=	 a	 lot,	 the	

respondents	in	the	online	survey	rated	Facebook	the	highest	with	a	mean	of	4.4	(Figure	17).		

Further	 Snapchat	 is	 a	 popular	 platform	 among	 the	 Millennials.	 The	 majority	 of	 the	 focus	 group	

participants	 agreed	 that	 they	 like	 Snapchat	because	 you	“decide	 completely	what	 you	want	 to	 see	

(FG1)”,	 since	 the	 users	 have	 to	 open	 the	 message/video	 actively	 in	 order	 to	 see	 it.	 Thus,	 the	

advantage	 is	 that	 you	 “don’t	 get	 spammed	 in	 the	 same	way	 (FG1).”	 	 Snapchat	 is	 the	 second	most	

popular	social	media	platform	in	the	online	survey	as	well	with	a	mean	of	3.2.		

In	addition,	Instagram	 is	the	third	most	important	platform	(mean	of	3.1)	and	as	all	FG	participants	

agree	mostly	used	for	inspiration.	

Instagram	 is	 followed	by	YouTube	(mean	of	2.8).	Further,	 the	online	survey	showed	that	blogs	and	

Twitter	 are	 the	 two	 least	 popular	 social	 media	 platforms	 among	 the	 Millennials	 with	 means	 of	

respectively	1.8	and	1.3.		
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Followed	 by	 Snapchat	 and	 Instagram,	 Facebook	 is	 by	 far	 the	most	 relevant	 social	media	 platform	

among	the	Millennials.	But	for	what	reasons	do	the	Millennials	use	Facebook?		

	

The	Millennials’	use	of	social	media	is	affected	by	the	aforementioned	need	for	being	connected	with	

friends:	they	are	using	Facebook	for	private	communication	with	their	friends.		

In	 the	 online	 survey	 the	 respondents	 were	 asked	 to	 rank	 four	 different	 ways	 of	 using	 Facebook,	

where	1=	not	at	all	and	5=	a	lot.			

	
Figure	18:	Based	on	survey	results	

The	statement	“I	use	Facebook	to	communicate	with	my	friends”	was	ranked	the	highest	with	a	mean	

of	 4.4.	 Further,	 the	 survey	 showed	 that	 the	 second	most	 popular	way	 to	 use	 Facebook	 is	 “to	 get	

news	and	 information”	 (mean	of	3.6).	Based	on	both	 focus	 groups	 this	 includes	everything	a	user	

sees	on	the	“News	Feed”	when	logging	into	Facebook.		

Lastly,	“I	use	Facebook	to	look	at	other	people’s	profiles”	(mean	of	2.7)	and	“I	use	Facebook	to	share	

my	 life	 with	 my	 friends”	 (mean	 of	 2.2)	 are	 the	 least	 popular	 ways	 to	 use	 Facebook	 among	 the	

Millennials.		

	

Even	though	Facebook	is	the	social	media	platform	the	Millennials	spend	the	most	time	on,	all	focus	

group	participants	agreed	 that	 Facebook	 is	 rather	outdated.	As	Kasper	 stated,	 Facebook	 is	 an	“old	

school	channel	for	marketing	(FG1)”.		
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On	Facebook,	the	Millennials	are	least	likely	to	share	their	life	with	others.	Instead,	they	are	using	the	

platform	 for	 private	 communication	with	 their	 friends.	 But	 is	 this	 also	 characterizing	 their	 general	

online	activities?	

6.2.2.	The	Millennials	only	share	experiences	or	things	they	have	a	passion	for	

	

The	Millennials	are	passive	observers	on	social	media	

	
Figure	19:	Based	on	survey	results	

	

Opposing	 the	 trends	 for	 North	 American	 Millennials	 described	 in	 the	 theory	 chapter,	 the	 Danish	

Millennials	can	be	characterized	as	passive	observers	in	regards	to	their	social	media	activities.	When	

asked	in	the	online	survey	what	best	describes	the	respondents’	online	activities	only	4%	stated	that	

“I	post/share	regularly”.	In	contrast,	40%	of	the	respondents	chose	“I	am	a	passive	observer.	I	don’t	

post/share	but	read	other’s	posts”	as	describing	best	their	online	activities.	Nevertheless,	56%	of	the	

respondents	selected	“I	am	mostly	a	passive	observer,	but	I	post/share	my	experiences	or	things	I	am	

passionate	about”.		

All	participants	 in	FG1	find	 it	 irritating	when	their	 friends	are	posting	too	much.	Kasper	states	“it	 is	

annoying	when	people	are	using	social	media	as	a	diary	and	to	debate	stuff	(FG1)”.	Thus,	one	of	the	

reasons	why	they	are	not	posting	is	because	they	do	not	want	to	“spam”	their	friends	with	“normal”,	

everyday	activities.	Jakob	explained,	that	he	only	posts	“if	it	is	something	out	of	the	ordinary	-	it	has	

to	be	special	and	not	everyday	life	(FG1)”.	In	addition,	Annebeth	said	that	she	“only	posts	when	[she]	
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travels	 (FG2)”.	Andreas	posted	a	picture	on	Facebook	when	he	 finished	his	Master’s	degree	 (FG2).	

Camilla	is	most	likely	to	share	experiences	that	she	had	together	with	her	friends,	e.g.	“a	picture	of	

the	party	crew	in	San	Diego	or	of	my	friends	at	Distortion”	(FG2).		

Further,	 Jacob	 explains	 that	 he	 uses	 social	media	 to	 “keep	memories”	 of	 important	 things	 he	 has	

experienced,	 such	 as	 his	 ironman,	 because	 he	 likes	 to	 “scroll	 back	 and	 remember	 the	 good	 times	

(FG1)”	(memorabilia).			

	

The	Millennials	 engage	with	New	Media	 in	 order	 to	 connect	with	 their	 friends	 and	 share	 some	of	

their	important	life	experiences.	But	is	New	Media	also	influencing	their	shopping	habits?	

6.3.	RQ3:	What	 characterizes	 the	Millennials’	 shopping	habits	when	

buying	technology?	

6.3.1.	The	Millennials	still	visit	physical	stores,	but	are	most	likely	to	search	for	

advice	online		

Pandora’s	CMO	Minna	Philipson	states	that	Pandora’s	online-shop	 is	a	very	 important	channel	that	

has	been	growing	consistently	 (expert	 interview).	She	perceives	online	shops	are	getting	more	and	

more	 important,	 especially	 for	 products	 with	 a	 low	 risk	 of	 “not	 fitting”,	 like	 e.g.	 jewellery	 or	

technology	 (ibid.).	 Supporting	 Minna’s	 perception,	 Hi-Fi	 Klubben’s	 CMO	 Mikkel	 Braae-Andersen	

expects	 the	 company’s	 online	 sales	 to	 grow	 from	 currently	 9-10%	 to	 14-18%	within	 the	 next	 five	

years	 (expert	 interview,	Mikkel	Braae-Andersen).	This	 leads	 to	 the	assumption,	 that	consumers	are	

moving	away	from	shopping	in	physical	stores	and	instead	shopping	in	online	stores.	

	

The	importance	of	online	stores	could	also	be	detected	in	the	focus	groups.	Andreas	is	“not	a	believer	

in	physical	stores	(FG2)”	whereas	Camilla	explains	the	younger	generation’s	tendency	towards	online	

shops:	“we	grew	up	with	online	shops,	we	trust	 the	system	and	have	no	problems	giving	our	credit	

card	information	to	an	online	shop	(FG2)”.		
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Figure	20:	Based	on	survey	results	

The	Danish	Millennials’	purchase	behaviour	is	highly	affected	by	the	trend	of	webrooming,	meaning	

searching	 for	 products	 online	 and	 then	 buying	 in	 a	 physical	 store	 (Frich	&	 Thomsen,	 2015,	 p.	 17).	

When	 asked	 which	 statement	 best	 describes	 the	 respondents	 purchase	 behaviour,	 42.9%	 of	 the	

survey	respondents	chose	that	they	are	most	likely	to	“search	for	advice	online	and	buy	in	a	store”	

(Figure	20).		

The	trend	of	showrooming,	“search	for	advice	in	store	and	buy	online”,	does	not	seem	to	affect	the	

Millennials:	 only	 6.8%	 feel	 like	 this	 is	most	 likely	 to	 reflect	 their	 purchase	 behaviour	when	 buying	

technology.		

Another	big	part	of	39.8%	is	relying	completely	on	the	online	channel	 for	advice	and	purchase	and	

only	10.5%	would	search	for	advice	in	the	store	in	order	to	purchase	there.		

	

Contrary	to	Hi-Fi	Klubben’s	CEO’s	perception	that	“a	lot	of	young	people	would	only	go	to	a	shop	if	

they	couldn’t	avoid	it	(Interview,	Sven-Erik	Kristensen)”,	the	online	survey	proves	that	more	than	half	

of	the	Millennials	still	go	to	physical	stores.	In	fact,	a	total	of	60.2%	of	Millennials	are	visiting	a	store	

at	 some	 point	 of	 the	 purchase	 process.	 Hence,	 it	 can	 be	 argued	 that	 physical	 stores	 are	 still	 very	

important	 touchpoints	 for	 retailers	 in	 order	 to	 connect	 with	 the	 Millennials.	 In	 FG1	 this	 was	

elaborated	when	 Bolette	 stated	 that	 for	 her	 the	 “person-to-person”	 interaction	 is	 very	 important.	

Jacob	 feels	 the	 same	 way	 and	 would	 rather	 purchase	 from	 a	 store	 where	 he	 has	 a	 personal	

relationship	with	the	employees,	because	he	can	better	trust	familiar	salesmen	(FG1).		
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Nevertheless,	an	important	trend	can	be	detected:	The	Millennials	are	less	likely	to	seek	advice	in	a	

store	than	online.	Only	17.3%	of	all	respondents	are	most	likely	to	get	advice	in	a	store.	The	bigger	

part	of	82.7%	of	the	respondents	seeks	advice	online.		

	

Physical	stores	are	still	very	 important	as	touchpoints	with	the	Millennials	but	they	are	not	 looking	

for	 advice	 in	 the	 stores	 anymore.	Who	 are	 the	Millennials	 influenced	 by,	 if	 not	 the	 expert	 in	 the	

store?	

	

6.3.2.	The	Millennials	are	most	influenced	by	WoM		

	
Figure	21:	Based	on	survey	results	

The	Millennials	trust	their	friends	the	most		

Simon	Popik,	believes	 that	 the	Millennials	are	highly	 influenced	by	 their	 friends	 (expert	 interview).	

Further,	when	 asked	 to	 rank	 how	much	 different	 influencers	 have	 an	 impact	when	 deciding	what	

stereo,	TV	or	speakers	to	buy	(1=	not	at	all	and	5=	a	lot),	the	survey	respondents	ranked	their	friends	

and	family	as	the	most	 influential	 (mean	of	3.8).	Trust	seems	to	be	an	 important	 factor:	Annebeth	

argues	 that	 she	does	not	 rely	on	advice	 from	 store	employees.	 She	would	 rather	have	her	 friends	

telling	 her	 about	 a	 product,	 because	 she	 would	 trust	 them	 more	 than	 somebody	 whose	 salary	



83 

depends	on	her	buying	a	product:	“my	friends	would	tell	me	the	truth	(FG2)”.		All	participants	in	FG2	

agreed.	This	can	also	explain	why	survey	respondents	ranked	celebrities	and	brand	ambassadors	as	

the	least	influential	(mean	of	1.6),	as	they	are	also	paid	for	representing	the	brand.		

		

The	Millennials	are	more	influenced	by	online	reviews	than	a	brand’s	website/	social	media	page	

Further,	the	second	most	important	influencers	selected	by	the	survey	respondents	are	reviews	such	

as	e.g.	blogs,	Trustpilot,	Soundvenue	and	VICE	(mean	of	3.6).	 In	FG1,	all	participants	agreed	on	the	

fact	that	they	perceive	the	information	they	can	find	on	these	independent	sites	more	helpful	than	

information	 they	 can	 get	 directly	 from	 a	 brand’s	 page	 as	 they	 can	 read	 other	 users’	 independent	

reviews	of	the	products.	This	opinion	is	also	reflected	by	the	online	survey:	a	brand’s	website/	social	

media	 page	 was	 ranked	 the	 second	 least	 influential	 when	 buying	 technology	 (mean	 of	 2.4).	 All	

participants	 of	 FG1	 like	 online	 lifestyle	 magazines	 such	 as	 Soundvenue	 and	 VICE	 since	 these	 are	

combining	several	topics.	This	makes	it	easier	for	them	to	get	inspiration	of	what	to	buy,	as	they	do	

not	have	to	visit	all	the	different	company	pages/websites.	Further	they	also	find	these	pages	more	

trustworthy,	 since	 they	 are	 not	 “biased	 (Andreas,	 FG2)”.	 This	 is	 in	 line	 with	 the	 New	 Media	

phenomenon	of	digital	consumer	articulation	(Hennig-Thurau	et	al.,	2010).		

	

The	 Millennials	 seek	 advice	 elsewhere	 than	 from	 the	 company.	 Their	 purchase	 decisions	 when	

buying	 technology	are	strongly	 influenced	by	 their	 friends,	 family	and	eWoM.	Does	 this	mean	 that	

employee	expertise	and	service	are	not	important	to	them	anymore?	

	

Expertise	is	a	requirement	rather	than	a	benefit	

At	first	sight,	it	seems	like	service	in	form	of	good	advice	in	a	store	is	not	important	anymore	to	the	

Millennials,	 as	 “young	people	are	more	or	 less	used	 to	 look	 [for	 advice]	 on	 the	 Internet	 (Interview,	

Svend	Erik)”.	Camilla	and	Kasper	agree,	that	this	form	of	service	 is	not	 important	for	them	because	

they	search	for	what	they	want	to	buy	on	the	 Internet	beforehand	(FG1,	FG2).	This	 is	supported	 in	

the	online	survey	where	the	expert	at	the	store	is	only	the	third	most	important	influencer	out	of	five	

(mean	of	2.9)	(Figure	21,	p.	83).		

	

However,	 this	does	not	mean	 that	 the	experts	 at	 the	 store	are	not	 important.	 For	 example,	 Jakob	

(FG1)	 once	 got	 an	 advice	 from	 a	 Hi-Fi	 Klubben	 employee	 who	 did	 not	 know	 anything	 about	 the	

product	 he	 wanted	 to	 buy.	 Instead	 he	 tried	 to	 sell	 him	 another	 product.	 Jakob	 remembers	 this	

experience	in	a	very	negative	way.	He	added:	“most	customers	have	already	read	about	the	products	
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from	home	so	 the	employees	get	 really	easily	busted	 if	 they	 tell	 something	wrong	or	 if	 they	do	not	

know	about	the	products	(FG1)”.		

	

Further,	 Caroline	 stated	 that	 when	 “people	 take	 service	 to	 the	 next	 level,	 it	 can	 become	 super	

annoying	(Caroline,	FG1)”.		

	

This	signifies	that	Millennials	actually	expect	employees	at	a	retail	store	to	know	about	the	products	

they	sell	and	to	be	able	to	provide	advice.	Nevertheless,	they	do	not	see	good	service	in	the	form	of	

expertise	as	“unique	(Andreas,	FG2)”	anymore,	but	as	a	requirement.	Bad	service	is	worse	than	good	

service	is	good.		

	

If	service	has	become	a	requirement	rather	than	a	surplus,	what	attributes	of	a	retailer	are	impacting	

the	Millennials’	buying	decision?	

6.3.3.	The	Millennials	want	quality,	value-for-money	and	good	WoM	

	
Figure	22:	Based	on	survey	results	
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Quality	is	the	most	important	brand	characteristic	to	the	Millennials	

When	 the	 respondents	 in	 the	 online	 survey	were	 asked	 to	 select	 three	 things	 they	 considered	 as	

most	important	for	a	technology	retail	brand	to	possess,	84.4%	of	them	chose	quality,	making	it	the	

most	important	attribute	(Figure	22,	p.	85).		

In	both	focus	groups,	quality	was	a	central	theme	as	well,	as	all	of	the	participants	agreed	that	quality	

is	 important	 to	 them.	 Bolette	 (FG1)	 highlighted,	 that	 especially	 for	 high-involvement	 products,	

quality	is	important.	Camilla	(FG2)	stated	that	she	would	rather	“pay	a	little	bit	more	in	order	to	have	

good	quality”.	But	what	does	good	quality	mean	to	the	Millennials?		

	

Camilla	explained,	that	when	she	buys	technology	she	wants	it	to	“last	for	at	 least	some	years,	 it	 is	

not	something	that	 I	want	to	buy	every	year	or	every	second	year	 (FG2)”.	This	“no	buy-and-throw-

away”	movement	 is	 related	to	Minna’s	observation:	“there	 is	a	 trend	that	younger	people	want	 to	

buy	 things	 that	 have	 value	 for	 a	 longer	 time,	 something	 that	 you	 can	 keep	 and	 reuse	 (expert	

interview).”		

	

Value-for-money	is	the	second	most	important	brand	characteristic	to	the	Millennials	

The	 second	most	 important	 attribute	 for	 a	 retail	 brand	when	purchasing	 technology	 is	“value-for-

money”,	chosen	by	71.3%	of	all	survey	respondents	(Figure	22,	p.	85).	An	explanation	what	this	term	

means	to	Millennials	can	best	be	expressed	in	Camilla’s	words:	The	Millennials	“just	want	to	get	the	

best	quality	for	the	cheapest	price	possible	(FG2)”.		

	

As	mentioned	 above,	 the	Millennials	 value	 quality	 above	 everything.	 But	 they	 are	 also	 very	 price	

conscious.	Andreas	explains,	that	“the	market	is	too	transparent	today”,	hence	he	would	always	try	

to	find	the	product	at	a	cheaper	offer	online.	For	Jakob,	the	“price	matters	most	in	the	end	(FG1)”	as	

well.	

	

Good	WoM	

As	mentioned	before,	positive	WoM	seems	to	be	of	high	 importance	when	considering	what	 retail	

brand	 to	 buy	 in	 the	 category	 of	 technology.	 50.8%	 of	 the	 survey	 respondents	 chose	 “read/heard	

good	things	about	the	brand	(family,	 friends,	reviews,	blogs,	Trustpilot,	etc.)”	as	being	one	of	three	

most	important	attributes	for	a	brand	to	posses	(Figure	22,	p.	85).		
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Quality,	value-for-money,	and	good	WoM	are	the	most	important	characteristics	for	a	retail	brand	to	

posses	when	the	Millennials	are	purchasing	technology.	But	do	the	Millennials	perceive	Hi-Fi	Klubben	

as	a	brand	that	is	living	up	to	these	criteria?		

	

6.4.	RQ4:	How	do	the	Millennials	perceive	Hi-Fi	Klubben	as	a	brand?	

6.4.1.	Hi-Fi	Klubben	is	not	top	of	mind		

	
Figure	23:	Based	on	survey	results	

Figure	22	shows	Hi-Fi	Klubben’s	brand	awareness	among	the	survey	respondents.		

Considering	Hi-Fi	Klubben’s	brand	recall,	18%	of	the	survey	respondents	had	the	brand	top	of	mind	

when	thinking	about	where	to	buy	technology	(speakers,	TVs,	stereo).	Even	though	it	 is	the	second	

best	 recall	 rate	 among	 all	 competitors	 (Fona	 is	 out),	 Elgiganten	was	 performing	 extensively	 better	

with	a	recall	rate	of	53.7%.	This	is	supported	by	the	focus	groups	where	e.g.	Camilla	(FG2)	stated	that	

“I	don’t	think	about	Hi-Fi	Klubben	when	I	have	to	buy	a	new	speaker.	 I	think	 it’s	because	they	don’t	

advertise	as	much	as	the	other	competitors”.	Therefore,	the	authors	conclude	that	Hi-Fi	Klubben	has	

not	made	as	strong	of	an	impression	to	the	Millennials	as	Elgiganten.		
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Further,	 the	 recall	 rate	 among	 the	 Millennials	 is	 lower	 than	 the	 recall	 rate	 of	 all	 age	 groups,	

determined	by	Hi-Fi	Klubben	at	23%,	which	 indicates	a	gap	between	Hi-Fi	Klubben’s	brand	and	the	

Millennials	(Segmentation	Study,	2015).		

	

Hi-Fi	Klubben	has	a	brand	 recognition	 rate	of	92%.	 This	places	 the	 retailer	at	 the	4th	place	out	of	

seven.		

However,	13.7%	of	the	survey	respondents	did	not	have	any	associations	with	Hi-Fi	Klubben	(Figure	

24,	p.	89),	which	leads	to	the	assumption	that	a	part	of	the	Millennials	only	recognise	the	retailer	by	

name.	 Further,	 91%	 of	 the	 13.7%	 have	 never	 been	 Hi-Fi	 Klubben	 customers,	 which	make	 it	 seem	

essential	to	Hi-Fi	Klubben	to	make	it	more	clear	to	the	Millennials	what	kind	of	retailer	it	is	and	what	

it	stands	for.		

Supporting	 this	 insight,	 the	 focus	 group	 participants	 indicated	 that	 there	 is	 a	 problem	 in	 the	

communication	between	Hi-Fi	Klubben	and	 themselves.	Bolette	does	not	 feel	 like	 the	 retailer	“has	

reached	out	to	her	(FG1)”,	she	does	not	even	know	exactly	what	Hi-Fi	Klubben	is	selling.	In	general,	

the	focus	group	participants	were	unaware	of	most	of	Hi-Fi	Klubben’s	additional	services	as	well	as	

the	customer	club	(FG1,	FG2).		

	

Hi-Fi	 Klubben	 has	 the	 second	 highest	 brand	 recall	 on	 the	 market	 and	 a	 high	 recognition	 rate.	

However,	 13.5%	 of	 the	 survey	 respondents	 do	 not	 have	 any	 associations	 with	 Hi-Fi	 Klubben	 and	

further,	 twice	 as	 many	 (26%)	 have	 never	 been	 Hi-Fi	 Klubben	 customers.	 Can	 it	 be	 due	 to	 the	

associations	the	Millennials	have	about	Hi-Fi	Klubben?		

	

6.4.2.	Hi-Fi	Klubben:	quality	and	expensive	products	

In	 order	 to	 understand	 the	Millennials’	 brand	 knowledge	 of	 Hi-Fi	 Klubben,	 the	 authors	 asked	 the	

survey	respondents	to	name	three	things	they	associate	with	the	retailer.	1,304	associations	were	

collected	from	571	survey	respondents.	These	were	divided	in	26	clusters	of	overall	categories.	The	

exact	number	of	associations	within	each	cluster	can	be	found	in	Appendix	16.			

Further,	 to	 get	 a	more	 detailed	 analysis	 of	 the	 associations,	 the	 authors	 crosschecked	 them	with	

respondents	who	have	either	been	or	not	been	a	customer	at	Hi-Fi	Klubben.	Appendix	17	shows	all	

1,304	 associations,	 whereas	 the	 ones	marked	with	 green	 indicates	 associations	 from	 respondents	

who	have	been	customers	in	Hi-Fi	Klubben	and	the	red	ones	indicates	respondents	who	have	not.		
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Figure	24:	Based	on	survey	results	

	

Quality	

The	strongest	association	the	survey	respondents	have	with	Hi-Fi	Klubben	is	by	far	“quality”.	In	fact,	

48.3%	of	all	survey	respondents	associate	Hi-Fi	Klubben	with	“quality”	(Figure	24),	which	was	also	the	

strongest	 association	 among	 focus	 group	 participants.	 Andreas	 stated	 that	 he	 feels	 “like	 they	 are	

selective	about	their	products	(FG2)”.	He	further	perceived	it	positively,	that	Hi-Fi	Klubben	does	not	

only	 focus	 on	 big,	 well-known	 brands,	 but	 also	 choose	 “some	 small	 Danish	 brands	 as	 long	 as	 the	

quality	is	there	(FG2)”.	This	impression	reflects	Hi-Fi	Klubben’s	focus	on	quality	products.		

As	quality	is	the	most	important	decision	criterion	for	the	Millennials	when	buying	technology	(Figure	

22,	p.	85),	this	association	with	Hi-Fi	Klubben	can	be	seen	as	very	positive	for	the	retailer.		

	

Expensive	

As	explained	before,	the	Millennials	do	not	only	want	quality;	they	want	quality	at	the	cheapest	price	

possible	 -	 value-for-money.	 Even	 though	Hi-Fi	 Klubben	has	 “value-for-money”	 as	 one	of	 their	 core	

values	(The	Hi-Fi	Klubben	Book)	only	1.9%	of	the	survey	respondents	associated	Hi-Fi	Klubben	with	

value-for-money	(Figure	24).			
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A	possible	reason	why	the	Millennials	do	not	perceive	Hi-Fi	Klubben	to	offer	value-for-money	can	be	

due	 to	 their	perception	of	Hi-Fi	Klubben’s	price:	35.4%	of	 the	 survey	 respondents	are	 labelling	 the	

retailer	as	expensive	making	it	the	second	biggest	cluster	of	associations.	Mads,	Andreas	and	Jakob	

share	this	perception	in	the	focus	groups	(FG1,	FG2).	Mads	explained	that	he	perceives	Hi-Fi	Klubben	

to	 offer	 good	 quality,	 but	 he	 has	 never	 actually	 been	 to	 a	 store	 because	 he	 always	 chooses	

competitors	he	perceives	as	cheaper	(FG2).		

	

Hi-Fi	 Klubben	 is	 monitoring	 its	 competitors’	 price	 levels	 and	 following	 a	 “direct-to-you”	 business	

model,	which	is	ensuring	competitive	prices	for	its	customers	and	is	hence	not	more	expensive	than	

other	retailers.	Therefore	it	is	negative	for	the	retailer	to	be	perceived	as	expensive	by	an	important	

part	of	the	Millennials.			

As	 the	 lack	 of	 frequent	 discounts	 can	 influence	 the	 consumer’s	 price	 perception	 of	 a	 retailer	

(Ailawandi	&	Keller,	2004,	p.	334)	the	high	price	perception	could	be	explained	by	the	fact	that	Hi-Fi	

Klubben	is	giving	very	few	discounts.		

Further,	consumers	may	use	non-price	related	cues	 like	service	offerings	and	quality	 levels	 to	 form	

their	price	perceptions	(ibid.).	The	quality,	service	and	expertise	perception	of	Hi-Fi	Klubben	is	very	

high	among	survey	respondents	(Figure	24),	which	could	therefore	influence	their	price	perception.		

	

Additionally,	 9%	 of	 the	 online	 survey	 respondents	 are	 associating	 the	 Hi-Fi	 Klubben	 brand	 with	

“design”,	 “high	 end”,	 “luxury”	 and	 “snobs”	 (design/lifestyle),	 which	 further	 could	 reflect	 the	 high	

price	perception.		

	

Product/	Category	knowledge	

26.8%	 of	 all	 survey	 respondents	 had	 product	 or	 category	 related	 associations	 with	 Hi-Fi	 Klubben	

(Figure	 24).	 This	 leads	 the	 authors	 to	 conclude	 that	 a	 big	 part	 of	 the	Millennials	 in	 Denmark	 are	

aware	of	what	Hi-Fi	Klubben	is	selling,	which	can	be	seen	as	a	strength.		

However,	as	argued	in	the	theory	chapter,	consumers	are	not	only	consuming	products	and	services	

for	their	functional	value,	but	rather	for	their	symbolic	value.	They	are	consuming	concepts	in	order	

to	get	closer	to	their	ideal	position	-	self-actualization	(Ariely	&	Norton,	2009,	p.	476).	Thus,	the	fact	

that	 product	 related	 associations	 about	 Hi-Fi	 Klubben	 are	 some	 of	 the	most	 common	 among	 the	

Millennials	instead	of	symbolic	benefit	associations	can	be	seen	as	a	weakness.		
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Experts/	Knowledge		

23.1%	of	all	survey	respondents	associated	Hi-Fi	Klubben	with	“experts/knowledge”	making	it	the	4th	

biggest	 cluster	 of	 associations.	 The	 fact	 that	 Hi-Fi	 Klubben	 is	 associated	 with	 these	 values	 is	 not	

surprising,	as	the	retailer	perceives	its	employees	as	the	backbone	of	the	whole	organization	and	is	

investing	extensively	in	employee	education.	In	FG2,	Andreas	and	Camilla	agree	that	Hi-Fi	Klubben’s	

employees	are	“very	knowledgeable	 (Andreas)”	 and	 feel	 like	“they	are	more	experts	on	 their	 fields	

than	their	competitors	(Camilla)”.		

However,	as	argued	before	in	this	chapter	service	in	the	form	of	knowledge	and	expertise	is	not	seen	

as	“unique”	anymore	but	rather	as	a	requirement.	Hence,	Hi-Fi	Klubben	is	fulfilling	this	requirement.	

Nevertheless,	knowledge	and	expertise	is	not	enough	as	a	value	driver	for	the	Millennials.		

	

Service	

13.7%	 of	 the	 survey	 respondents	 refer	 to	 the	 retailer’s	 service,	 making	 it	 the	 fifth	 strongest	

association.	This	 is	not	surprising,	as	Hi-Fi	Klubben	has	service	as	one	of	 their	core	values.	Services	

include	 e.g.	 extended	 warranty,	 home-installation,	 and	 follow	 up	 emails/calls.	 Nevertheless,	 the	

Millennials	 only	 rate	 “service”	 as	 the	 fifth	 most	 important	 attribute	 when	 choosing	 from	 which	

retailer	to	buy	technology	(Figure	22,	p.	85).	This	supports	the	theory	saying	that	it	is	not	enough	to	

wrap	services	around	the	products	anymore	(Pine	&	Gilmore,	2011,	p.	ix).		

	

Hi-Fi	Klubben	is	“alternative/	nerdy”	

Further,	 13.3%	 of	 the	 respondents	 were	 referring	 to	 Hi-Fi	 Klubben	 as	 being	 “alternative/	 nerdy”	

(Figure	24).			

For	a	generation	 that	 sees	expert	knowledge	as	a	clear	benefit,	 this	could	be	positive	as	nerds	are	

usually	 associated	with	expertise.	However,	 as	 explained	before,	 expertise	 is	 rather	 a	 requirement	

than	a	benefit	for	the	Millennials.	As	stated	in	the	theory,	consumers	seek	to	build	relationships	with	

brands	 in	order	 to	build	and	 support	 their	 identity	 (Heding	et	al.,	2009,	p.	157).	Being	“alternative	

(not	mainstream)”	was	the	fourth	least	chosen	personality	attribute	by	the	respondents	when	asked	

what	 they	 would	 like	 to	 be	 associated	 with	 and	 hence	 not	 an	 important	 personal	 quality	 for	 the	

Millennials	(Figure	26,	p.	97).	However,	Annebeth	stated	in	FG2,	that	she	perceives	Hi-Fi	Klubben	as	

“nerds	in	a	good	way	-	people	that	are	very	into	it”.		

This	 leads	the	authors	to	the	conclusion	that	being	seen	as	“alternative/	nerdy”	is	not	necessarily	a	

bad	thing	but	it	is	also	not	giving	additional	value	to	the	brand	for	the	majority	of	the	Millennials.	
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Hi-Fi	Klubben	is	“outdated”	

An	important	factor	that	could	explain	the	Millennials’	lack	of	excitement	for	Hi-Fi	Klubben	might	be	

the	 fact	 that	 they	perceive	 the	 retailer	as	“outdated”,	“oldschool”	 and	“boring”.	Kasper	 states:	“To	

me,	Hi-Fi	Klubben	is	very	conservative:	the	logo	and	everything	is	grey,	they	have	light	grey	carpets	in	

the	stores,	the	walls	are	white	and	the	products	are	just	standing	there	(FG1)”.	In	the	survey,	5.1%	of	

the	respondents	related	to	Hi-Fi	Klubben	being	old	school	and	outdated	(Figure	24).	

Mikkel,	 Hi-Fi	 Klubben’s	 CMO	 explains,	 that	 the	 retailer	 is	 trying	 to	 only	 have	 one	 tonality	 in	 its	

advertising,	a	universal	marketing	approach	that	should	appeal	to	everybody:	they	do	not	want	to	be	

perceived	as	“oldschool”	but	as	“oldcool”	(expert	interview).	However,	based	on	the	insights	gained	

from	the	online	survey	and	the	focus	groups,	the	authors	come	to	the	conclusion	that	this	approach	

does	not	appeal	to	the	Millennials,	as	they	do	not	perceive	Hi-Fi	Klubben	as	cool.	Rather,	they	see	it	

as	 a	 store	 their	parents	would	go	 to,	which	 is	matching	 the	 fact	 that	 the	majority	of	 sales	of	Hi-Fi	

Klubben	 is	 made	 by	 older	 generations	 than	 the	 Millennials.	 Several	 survey	 respondents	 even	

specifically	associated	Hi-Fi	Klubben	with	“dad-store”,	“old	people”,	and	“min	far”	(Appendix	17).		

In	relation	to	being	associated	with	“outdated”,	2.5%	of	the	respondents	and	two	participants	of	FG1	

associate	Hi-Fi	Klubben	with	“Langt	fra	Las	Vegas”,	which	is	a	TV	show	from	2001.	The	connection	is	

due	to	one	of	the	main	characters	being	a	member	of	Hi-Fi	Klubben.		

	

However,	 4%	 of	 all	 survey	 respondents	 associate	 Hi-Fi	 Klubben	 with	 “modern”.	 Hi-Fi	 Klubben	

following	consumer	electronic	trends	and	having	modern	products	could	explain	this.		

The	 authors	 interpret	 the	 associations	 about	 Hi-Fi	 Klubben	 being	 “outdated”	 to	 refer	 to	 the	 Hi-Fi	

Klubben	brand,	whereas	“modern”	refers	to	the	retailer’s	product	assortment.		
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6.4.3.	Gap	between	Hi-Fi	Klubben,	Hi-Fi	Klubben’s	brand	and	the	Millennials	

	
Figure	25:	Own	construction	

	

Figure	25	is	based	on	the	previous	analysis	and	shows	the	gap	between	1)	what	the	Millennials	want	

a	brand	to	possess	when	buying	technology,	2)	what	the	Millennials	feel	Hi-Fi	Klubben	give	them	and	

3)	Hi-Fi	Klubben’s	four	core	values.		

• Quality	is	the	only	one	of	Hi-Fi	Klubben’s	values,	which	they	both	share	with	the	Millennials	

and	also	has	managed	to	communicate	to	the	Millennials.	All	three	parts	are	aligned.		

• Expertise	 and	 knowledge,	 two	 of	 Hi-Fi	 Klubben’s	 core	 values,	 are	 reflected	 in	 the	

associations	the	Millennials	have	with	the	retailer,	but	do	not	create	additional	brand	value	

as	the	Millennials	perceive	them	as	a	requirement	rather	than	a	benefit.		

• Value-for-money	 is	 one	 of	 Hi-Fi	 Klubben’s	 core	 values	 and	 the	 second	 most	 important	

decision	 criterion	 for	 the	 Millennials	 when	 purchasing	 technology.	 However,	 they	 do	 not	

associate	 Hi-Fi	 Klubben	 with	 value-for-money,	 instead,	 they	 perceive	 Hi-Fi	 Klubben	 as	

expensive.	 Therefore,	 there	 seems	 to	 be	 a	 gap	 between	 what	 Hi-Fi	 Klubben	 can	 give	 the	
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Millennials	 (value-for-money)	 and	 what	 the	 Millennials	 think	 Hi-Fi	 Klubben	 gives	 them	

(expensive).		

• Good	 WoM	 is	 an	 important	 criterion	 for	 the	 Millennials	 but	 Hi-Fi	 Klubben	 does	 not	

necessarily	 reflect	 that	 for	 the	Millennials,	 as	 it	 is	 perceived	 as	 “old	 school”	 and	 “boring”.	

Providing	 the	Millennials	 a	 unique	 reason	 to	 tell	 their	 friends	 about	 Hi-Fi	 Klubben	 creates	

WoM.	 However,	 the	 authors	 can	 observe	 a	 tendency	 for	 the	 Millennials’	 strongest	

associations	with	Hi-Fi	Klubben	to	be	more	functional	than	emotional.		

Hi-Fi	Klubben	 is	 indicating	with	 its	mission	 “moving	people	 through	great	 sound”	 that	 they	

aim	to	provide	psychological	value	to	its	consumers.	However,	to	the	authors	it	is	hard	to	see	

how	exactly	Hi-Fi	Klubben	 is	executing	their	mission,	as	 the	associations	collected	from	the	

survey	 respondents	 provide	 little	 evidence	 for	 symbolic	 benefits	 being	 provided	 by	 the	

retailer.	Therefore,	there	is	a	gap	between	Hi-Fi	Klubben	and	the	Millennials	in	the	sense	that	

the	Millennials	do	not	get	what	they	want	(WoM).		

	

Based	 on	 the	 above	 analysis,	 the	 authors	 therefore	 conclude	 that	 there	 are	 two	major	 gaps	 that	

prevent	Hi-Fi	Klubben	from	“getting	through”	to	the	Millennials.	

1.) The	high	price	perception	“scares	them	away”.	

2.) Hi-Fi	 Klubben	 does	 not	 provide	 a	 reason	 for	 psychological	 consumption	 through	 symbolic	

benefits	that	match	the	Millennials	needs	and	therefore	also	lacks	good	WoM.		

	

Hi-Fi	 Klubben	 is	 fulfilling	 the	 Millennials’	 need	 for	 quality.	 Further,	 they	 are	 associated	 with	

knowledge/expertise	and	service.	But	that	is	not	enough	to	satisfy	the	Millennials.	They	want	value-

for-money	 but	 do	 not	 think	 Hi-Fi	 Klubben	 is	 providing	 this	 attribute.	 Further,	 Hi-Fi	 Klubben	 is	 not	

successful	 in	providing	them	with	symbolic	and	experiential	benefits	that	satisfy	their	psychological	

needs.	By	focusing	more	on	this	kind	of	brand	value	they	could	create	better	WoM	and	thereby	fulfil	

this	 important	attribute	 the	Millennials	are	searching	 for	 in	a	 retailer.	How	can	Hi-Fi	Klubben	close	

the	gaps	between	its	brand	and	the	Millennials?	
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6.5.	 RQ5:	 How	 can	 Hi-Fi	 Klubben	 encourage	 the	 Millennials	 to	

participate	in	the	co-creation	of	brand	value?	

After	reviewing	the	theory	the	authors	concluded	that	 in	order	to	be	relevant	to	the	Millennials,	 in	

the	 age	 of	 New	 Media,	 brands	 need	 to	 include	 them	 in	 the	 value-creation	 by	 giving	 them	

transformational	experiences	through	either	meaningful	brand	relationships	or	brand	communities.	

Thereby,	a	brand	can	create	meaning	satisfying	psychological	and	self-actualization	needs,	which	 is	

increasing	its	value	to	the	Millennials.		

6.5.1.	How	to	build	a	relationship	with	the	Millennials	

In	order	to	create	a	personal	connection	to	customers,	social	media	is	a	very	important	platform.		

Simon	Popik	believes	that	“if	you	want	to	reach	Millennials,	[social	media]	is	where	they	spend	their	

time	and	that	is	where	you	connect	with	them	(expert	interview)”.	In	addition,	Minna	Philipson	stated	

that	 “[social	 media]	 is	 a	 very	 important	 channel,	 more	 than	 anything,	 to	 build	 relationships	 with	

consumers	(expert	interview)”.	

The	 possible	 dialogue	 with	 consumers	 on	 social	 media	 allows	 companies	 to	 really	 listen	 to	 the	

consumers	 in	 order	 to	 find	 out	 what	 they	 really	 want.	 Minna	 Philipson	 and	 Simon	 Popik	 both	

perceive	this	as	very	important	(expert	interviews).		

Further,	 Mikkel	 thinks	 that	 social	 media	 allows	 brands	 to	 “have	 a	 very	 human	 voice	 (expert	

interview)”.	 This	 seems	 to	 be	 consistent	 with	 the	 Millennials’	 impression.	 For	 example,	 Andreas	

stated	“it	 is	really	 important	for	brands	to	be	on	social	media,	because	 it	makes	them	human.	They	

somehow	have	a	personality	(FG2)”.	

	

Based	 on	 the	 above	 and	 the	 theoretical	 foundation	 the	 following	 will	 have	 its	 main	 focus	 on	

touchpoints	within	 the	 online	 channel,	 specifically	 on	Hi-Fi	 Klubben’s	 already	 existing	 social	media	

pages	 on	 Facebook	 and	 Instagram.	 Further,	 as	 the	 theory	 also	 implied,	 all	 touchpoints	 from	 all	

channels	 have	 to	 be	 aligned.	 This	 is	 also	 recognized	 by	Mikkel,	 CMO	of	Hi-Fi	 Klubben,	who	 stated	

that,	“the	younger	generation	does	not	distinguish	between	online	and	offline	(Creuna,	2013)”.	Thus,	

offline	and	online	channels	are	deeply	interrelated	and	the	following	analysis	will	therefore	also	take	

relevant	offline	touchpoints	into	account.	

	

However,	it	seems	like	online	paid	media	is	inefficient	to	reach	the	Millennials.	Supporting	the	trends	

described	 in	 the	 theory	chapter	 (Grimes,	2012)	a	big	part	of	 the	 focus	group	participants	was	very	
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negative	towards	paid	media.	Kasper	mentioned	“targeted,	paid	advertising	on	Facebook	can	be	too	

much”	(FG1).	All	participants	of	FG1	perceive	paid	media	as	“annoying”,	“because	you	just	search	for	

some	Nike	shoes	once	and	then	they	pop	up	on	your	feed	for	weeks	(Jakob)”.		

Simon	Popik	also	perceives	targeted	ads	on	social	media	as	inefficient	when	reaching	the	Millennials,	

which	is	why	“Uber	generally	doesn’t	use	paid	marketing”	(expert	interview).		

Apart	 from	 their	 owned	 media	 marketing	 on	 social	 media	 (which	 is	 only	 on	 Facebook),	 Hi-Fi	

Klubben’s	 online	 marketing	 is	 mainly	 built	 on	 paid	 media	 (Google	 AdWords	 and	 buying	 visibility	

online)	 (expert	 interview,	Mikkel	Braae-Andersen).	The	authors	 therefore	conclude	that	 in	order	 to	

have	 a	 better	 relationship	 with	 the	 Millennials,	 Hi-Fi	 Klubben	 has	 to	 shift	 the	 focus	 of	 its	 online	

strategy	on	creating	more	owned	and	earned	media.	The	following	analysis	will	hence	focus	on	these	

two	types	of	media.		

	

In	order	to	create	meaningful	relationships	between	brand	and	consumer,	the	brand	should	possess	

human-like	personality	traits	that	match	the	consumer’s	(Fournier,	1988,	p.	345).	Further,	the	brand	

must	participate	actively	in	a	dyadic	exchange,	meaning	that	the	brand	value	is	co-created	between	

company	and	consumer	(ibid.).		

	

In	 order	 to	 be	 perceived	 as	 a	 viable	 relationship	 partner,	 a	 company	 should	 reflect	 a	 personality	

consistent	 throughout	 all	 touchpoints.	 But	 which	 personality	 traits	 are	 important	 for	 brands	 to	

possess	in	order	for	the	Millennials	to	like	them	and	how	can	the	brands	reflect	these?	

	

Personality	traits	valued	by	the	Millennials	

A	 reason	 that	 consumers	 seek	 to	 build	 relationships	 is	 to	 help	 them	 form	 their	 own	 identity	 and	

thereby	 realize	 themselves	 (Heding	 et	 al.,	 2009,	 p.	 157).	 Therefore	 retailers	 such	 as	 Hi-Fi	 Klubben	

should	 mirror	 the	 Millennials’	 personalities,	 so	 that	 the	 consumers	 will	 consume	 regulatory	 “fit”	

(Ariely	&	Norton,	2009,	p.	483).			

In	the	focus	groups,	the	three	most	popular	attributes	to	describe	how	the	participants	want	to	see	

themselves	 were	 “trustworthy”,	 “funny”,	 and	 “loyal”,	 which	 was	 supported	 by	 the	 online	 survey	

where	 these	 were	 chosen	 by	 respectively	 39%,	 38%	 and	 37%	 of	 the	 respondents	 to	 be	 the	most	

important	 characteristics	 (Figure	 26,	 p.	 97).	 Further,	 38%	 of	 the	 respondents	 would	 like	 to	 see	

themselves	 as	 “social”.	 These	 characteristics	 all	 have	 a	 social	 aspect	 and	 indicate	 that	 it	 is	 more	

important	to	the	Millennials	to	be	part	of	a	group	and	accepted	by	this	group	than	sticking	out	of	the	
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mass.	Three	of	the	least	chosen	characteristics	in	the	online	survey	were	“alternative”,	“trendsetter”	

and	“popular”,	all	characteristics	that	set	people	apart	from	others.	

	
Figure	26:	Based	on	survey	results	

“Trustworthy”	&	“loyal”	

The	Millennials	 place	 a	 high	 importance	 in	 being	 perceived	 as	 “trustworthy”	 and	 “loyal”.	 Further,	

21%	 of	 the	 survey	 respondents	 chose	 “trustworthiness”	 as	 an	 important	 decision	 criterion	 when	

purchasing	 technology	 (Figure	 22,	 p.	 85),	 supporting	 the	 assumption	 that	 the	 Millennials	 are	

expecting	companies	to	reflect	their	own	desired	personality.		

Since	trust	and	loyalty	is	developed	when	two	relationship	partners	are	interacting	with	each	other	

over	a	longer	period,	this	can	mean	that	they	are	looking	for	consistent	relationships	that	last	over	

time.		

This	 implies	that	 in	order	to	gain	the	Millennials’	 loyalty,	retailers	have	to	be	 loyal	to	them	as	well:	

they	 have	 to	 engage	 in	 the	Millennials’	 life	 not	 only	 once	 but	 on	 a	 regular	 basis	 giving	 them	 the	

opportunity	 to	 consume	 fluency	 (Ariely	&	Norton,	 2009,	 p.	 482).	 For	 example,	 Jacob	 indicated	 his	

good	 relationship	with	 Apple	when	 explaining	 that	 “Apple	 in	 New	 York	 has	 something	 “going	 on”	

every	Sunday	(FG1)”,	so	he	knew	he	could	always	go	there	and	take	a	part.		

Hi-Fi	 Klubben	 is	 already	 hosting	 events,	 but	 the	 authors	 have	 the	 impression	 that	 there	 is	 no	 real	

consistency	 and	 regularity	 in	 these	 events.	 They	 have	both	 signed	up	 for	 the	 customer	 club	when	

starting	to	write	this	thesis	but	have	never	gotten	an	invite	to	an	event.	A	suggestion	to	Hi-Fi	Klubben	

is	therefore	to	host	events	on	a	regular	basis	 -	e.g.	every	first	Monday	of	the	month	-,	so	that	the	
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Millennials	feel	they	can	count	on	Hi-Fi	Klubben’s	events	as	a	regular	opportunity	to	connect	with	the	

retailer.		

	

Being	“loyal”	and	“trustworthy”	is	closely	related	to	the	fact	that	the	Millennials	expect	brands	that	

have	a	 social	media	page	 to	be	active	and	 respond.	 Jakob	perceives	 it	 as	 “annoying	 if	a	big	brand	

keeps	popping	up	with	advertising	but	 is	 not	 there	 to	 interact	with	 you	 (FG1)”.	 Kasper	 agreed	and	

added,	that	“if	companies	post	stuff	on	social	media,	they	should	also	be	on	social	media”	meaning	

that	they	are	answering	consumers	who	contact	them	(FG1).	Minna	perceives	 it	as	 important	 for	a	

brand	on	social	media	to	“have	the	resource	to	talk	to	people	-	 if	you	are	there	you	need	to	answer	

and	give	feedback	and	by	that,	you	are	creating	brand	loyalty	(expert	interview).”	

On	 Facebook,	 Hi-Fi	 Klubben	 lives	 up	 to	 these	 standards:	 Facebook	 is	 indicating	 on	Hi-Fi	 Klubben’s	

page	that	the	response	time	is	no	longer	than	a	couple	of	hours	(Facebook,	2016).	This	can	be	due	to	

the	fact	that	Hi-Fi	Klubben	 is	allowing	all	 their	employees	to	comment	and	answer	their	customers	

(expert	interview,	Mikkel	Braae-Andersen).		

	

Further,	as	the	theory	is	suggesting	(Frich	&	Thomsen,	2015,	p.	30),	Jakob	stated	that	it	is	“important	

that	all	the	touchpoints	are	aligned	and	give	the	same	impression”	(FG1).	To	him,	it	“is	giving	a	bad	

impression	 if	 [a	 company]	 has	 a	 really	 good	 Facebook	 page,	 but	 their	 own	website	 is	 bad”	 (FG1).	

Kasper	 added	 that	 he	 perceives	 it	 as	 “unprofessional	 (FG1)”	 and	 therefore	 untrustworthy,	 if	 a	

company	is	not	presenting	itself	in	a	consistent	way	on	different	touchpoints.		

Mikkel	 stated	 that	Hi-Fi	Klubben	 is	 a	“tiny	bit”	 active	on	 Instagram	 (expert	 interview).	The	authors	

were	 trying	 to	 find	 the	 official	 Hi-Fi	 Klubben	 account	 (@hifiklubbendanmark),	 but	 there	 are	 only	

three	posts,	which	are	 from	2014.	However,	 there	are	 several	other	accounts	 from	 individual	Hi-Fi	

Klubben	 stores	 that	 are	 more	 active	 (e.g.	 @hifiklubbenaaboulevard,	 @hifiklubbenlyngby).	 The	

authors	perceive	it	as	inconsistent	that	Hi-Fi	Klubben	is	having	one	main	Facebook	page	with	around	

50,000	 followers,	 but	 an	 inactive	main	 Instagram	 account.	 Instead	 of	 having	 a	 separate	 Instagram	

account	for	a	few	stores,	Hi-fi	Klubben	should	revive	its	main	account	by	either	-	just	as	on	Facebook	

-	allowing	all	employees	to	post	in	their	name	or	putting	somebody	in	charge	of	posting	content	on	a	

regular	basis.	This	would	give	a	more	consistent	impression	to	Hi-Fi	Klubben’s	customers.		
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“Funny”	

38%	 percent	 of	 the	 online	 survey	 respondents	 would	 like	 to	 see	 themselves	 as	 funny	 and	 thus,	

retailers	should	carry	this	personality	trait.	Further,	they	should	also	give	the	Millennials	fun	brand	

experiences.	But	what	do	the	Millennials	perceive	as	fun?		

	

Caroline	explains	that	if	you	are	a	funny	person,	“people	have	a	better	time	hanging	out	with	you	and	

there	is	a	positive	vibe,	which	makes	the	experience	a	lot	better	(FG1)”.	She	perceives	good	humour	

to	be	important:	if	people	do	not	have	humour	they	are	boring	and	“being	boring	is	not	good	(FG1)”.	

In	 both	 focus	 groups,	 participants	 stated	 that	 they	 are	 more	 likely	 to	 like/follow	 a	 brand	 on	 e.g.	

Facebook	if	it	has	fun	commercials.		

	

In	FG2,	all	participants	think	it	 is	fun	if	a	company	is	producing	content	where	“ordinary	people	are	

getting	involved	(Mads,	FG2)”,	because	it	makes	it	more	relatable.	Andreas	was	further	referring	to	

an	ad	where	Budweiser	is	staging	the	“night	of	a	random	guy’s	life”.	He	believes	that	this	is	a	great	ad	

because	“it	gives	you	the	feeling	that	 it	might	as	well	be	you”.	This	supports	the	theory	saying	that	

consumers	are	more	 inclined	to	consume	products	and	services	 that	are	 familiar	 to	 them	(fluency)	

(Ariely	&	Norton,	2009,	p.	482).		

	

Additionally,	Mads	 gave	 the	example	of	Heineken,	who	produced	an	 ad	of	 a	 couple	 showing	 their	

new	 apartment	 to	 their	 friends	 and	 the	man	 is	 having	 a	 “beer	 closet”.	Mads	 perceives	 it	 as	 “very	

unexpected	 and	 therefore	 really	 fun	 to	watch”	 (FG2).	 Further,	 Andreas	 explained,	 that	 he	 is	more	

likely	to	follow	a	brand	if	it	is	providing	something	that	is	“out	of	the	ordinary	(FG2)”.		

This	is	in	line	with	Simon’s	perception,	that	in	order	to	catch	the	Millennials	interest,	“content	must	

be	surprising	and	companies	shouldn’t	 take	 themselves	 too	serious”	 (expert	 interview).	He	believes	

that	“emotional	factors	play	an	important	role	for	a	campaign	to	be	successful”	(ibid.).		

This	is	backing	the	theory	saying	that	people	get	pleasure	from	experiencing	something	unexpected	

(curiosity)	(Kubovy,	1999,	p.	13).	

	

Even	 though	one	of	Hi-Fi	 Klubben’s	 core	 values	 is	 “humour”,	only	 three	 respondents	 in	 the	online	

survey	 associated	 Hi-Fi	 Klubben	 with	 “fun”	 or	 “humorous”.	 Kasper	 and	 Jakob	 agreed	 that	 “Hi-Fi	

Klubben	sounds	super	serious	and	boring	 (FG1)”	and	they	do	not	associate	 the	name	with	 “a	place	

that	is	fun”	and	where	they	would	want	to	spend	time	(FG1).		
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In	 this	 sense,	 it	 seems	 like	 Hi-Fi	 Klubben	 should	 really	 work	 on	 improving	 their	 image	 among	 the	

Millennials	to	be	perceived	fun	by	being	humorous,	relatable,	and	out	of	the	ordinary.		

	

“Social”	

Millennials	want	to	be	social.	This	 is	 reflected	by	the	online	survey,	where	38%	of	the	respondents	

chose	 “social”	 as	 an	 important	 characteristic,	 as	 well	 as	 the	 focus	 groups	 where	 every	 single	

participant	referred	to	“hanging	out	with	my	friends”	as	an	important	part	of	their	everyday	life.		

Further,	as	explained	before,	the	Millennials	perceive	experiences	as	better	when	they	are	with	their	

friends.	Therefore,	it	might	not	be	enough	for	a	retail	brand	to	provide	“fun”	brand	experiences,	but	

these	experiences	also	have	to	allow	the	Millennials	to	be	social	with	their	friends.		

	

Another	 insight	 that	 supports	 the	 importance	of	 friends	 to	 the	Millennials	 is	 given	by	Kasper,	who	

stated	 that	 e.g.	 on	 social	media,	 he	 only	wants	 to	 have	 his	 real	 friends	 as	 virtual	 friends	 and	 not	

people	“he	never	sees”	(FG1).	The	social	aspect	is	further	reflected	in	the	aforementioned	ways	the	

Millennials	engage	in	social	media:	the	main	purpose	of	being	online	is	to	communicate	and	connect	

with	their	friends.	Related	to	this	insight,	Minna	states	that	people	use	social	media	not	so	much	to	

get	brand	content	but	rather	to	stay	in	contact	with	people	that	are	close	to	them	(expert	interview).	

Therefore,	 brands	 need	 to	 “create	 content	 that	 is	 relevant	 [to	 the	 Millennials]”	 on	 social	 media	

(expert	 interview,	 Simon	Popik).	 In	Minna’s	 perception,	 users	 only	 “follow	a	 few	brands	 and	 quite	

often	 it	 is	a	personal	relationship	[they	have	with	these	brands]	so	the	content	should	be	very	 local	

and	very	personal”	(expert	interview).	The	insights	from	the	focus	groups	supported	this,	where	e.g.	

Caroline	stated	that	she	only	likes/follows	brands	on	social	media	that	she	can	relate	to	and	that	are	

relevant	to	her	(FG1).	This	is	in	line	with	Annebeth	believing	that	she	only	follows	brands	that	she	has	

“some	sort	of	 relationship	with”	 (FG2).	Mads	agreed	and	added	that	he	 is	“pretty	selective	when	 it	

comes	to	liking	brands	on	social	media”	(FG2).		

	

The	retailer	can	help	the	Millennials	to	identify	with	and	better	remember	their	brand	by	theming	all	

its	 touchpoints	 after	 the	 aforementioned	 personality	 attributes.	 However,	 retailers	 should	 also	

participate	in	an	active	dialogue	with	the	Millennials	in	order	to	create	meaningful	relationships.	But	

how	can	retailers	engage	this	generation	to	actively	participate	in	building	the	brand?		
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Co-Creation	of	value	

The	 following	 analysis	 will	 focus	 on	 how	 a	 brand	 should	 engage	 with	 the	 Millennials	 in	 a	 dyadic	

exchange	in	order	to	co-create	brand	value.	The	insights	gained	up	until	now	will	be	used.	

	

The	 authors	 identified	 four	different	ways	of	 co-creation	 relevant	 to	 the	Millennials,	which	will	 be	

discussed	in	the	following.	Co-creation	in	the	form	of		

1. Online	educational	experiences	

2. Online	content	creation	

3. Experiences	outside	the	store	

4. In-store	experiences	

	

Co-creation	through	online	educational	experiences	

Being	 on	 social	 media	 does	 not	 only	 include	 reacting	 on	 user	 requests	 (e.g.	 when	 a	 user	 asks	 a	

question	 on	 the	 brand’s	 Facebook	 page).	 Social	 media	 also	 allows	 companies	 to	 get	 to	 know	 its	

customers	better	by	actively	encourage	the	users	to	tell	their	opinions.		

This	is	related	to	Minna’s	perception,	that	the	most	important	thing	companies	have	to	do	in	order	to	

be	relevant	to	the	Millennials	is	to	“listen	to	them,	include	them	and	enable	them	to	do	things	instead	

of	telling	them	what	to	do”	(expert	interview).		

	

A	way	Hi-Fi	Klubben	could	give	the	Millennials	a	voice	was	discussed	in	FG2:	the	retailer	could	make	

a	poll	 for	what	kind	of	events	 it	 should	host.	This	creates	value	 for	 the	company	because	 it	knows	

better	what	 its	customers	are	 looking	 for.	Further	 it	creates	value	 for	 the	consumers	because	 they	

feel	 like	 they	 have	 a	 voice	 and	 can	 get	 exactly	what	 they	want	 if	 the	 retailer	 is	 acting	 upon	 their	

suggestions	 (mass-customization)	 (Pine	&	Gilmore,	2011).	All	participants	of	FG2	agreed,	 that	 they	

would	participate	in	a	poll	where	they	could	vote	for	events	Hi-Fi	Klubben	could	host.		

	

Another	 example	 that	 relates	 to	 this	 form	 of	 co-creation	 is	 Pandora’s	 personality	 quiz,	 where	

customers	can	find	out	what	“the	essence”	of	them	is	(Pandora.net).	Based	on	the	quiz,	Pandora	is	

suggesting	bracelet	charms.	Hence,	through	mass	customization,	value	is	co-created.	All	participants	

in	FG2	found	Pandora’s	quiz	a	“fun”	and	”personal”	way	to	engage	them.		

In	general,	the	Millennials	perceive	it	as	positive	if	information	is	customized	to	their	needs.	Bolette	

thinks	customized	interaction	with	a	brand	makes	her	feel	“more	special	 (FG1)”.	Andreas	as	well	as	
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Jakob	(FG1)	would	gladly	provide	a	company	with	information	about	themselves	if	that	is	helping	to	

them	to	provide	“better,	more	personalized	experiences	(Andreas,	FG2)”.		

Further,	the	survey	respondents	were	asked	how	much	they	agree	with	the	statement	“I	would	share	

information	 about	 myself	 with	 a	 company	 in	 order	 to	 get	 a	 customised	 and	 more	 personal	

experience”,	 where	 1=	 completely	 disagree	 and	 5=	 completely	 agree.	 With	 a	 mean	 of	 3.2	 this	

statement	was	partially	supported	by	the	respondents	(Figure	27).		

	

	
Figure	27:	Based	on	survey	results	

Therefore,	 Hi-Fi	 Klubben	 should	 stage	 educational	 experiences	 where	 Hi-Fi	 Klubben	 and	 the	

Millennials	 are	 interactive	 learners	 on	 social	 media:	 Hi-Fi	 Klubben	 should	 educate	 the	Millennials	

about	 what	 they	 have	 to	 offer	 to	 them	 and	 then	 get	 educated	 through	 their	 reactions	 and	

suggestions.		

	

Co-creation	of	online	content		

Social	media	is	providing	the	Millennials	with	plenty	of	inspiration	of	what	they	can	do	with	their	life.	

They	 are	 comparing	 themselves	 to	 others,	 which	 is	 influencing	 their	 goals	 and	 thereby	 actions.	

Hence,	eWoM	for	a	 company	 is	a	 very	 strong	 influencer	of	 consumer	behaviour	and	Hi-Fi	Klubben	

should	therefore	encourage	the	Millennials	to	engage	in	co-creation	of	content	on	social	media.	The	

Millennials	are	very	selective	when	posting	and	sharing	content	on	social	media.		

Therefore,	Hi-Fi	Klubben	should	try	to	establish	a	dyadic	relationship	with	the	Millennials,	which	can	

lead	to	a	triadic	relationship	between	Hi-Fi	Klubben,	the	Millennials	and	their	peers.		



102 

	

In	 order	 to	 get	 an	 idea	of	whether	 the	Millennials	 are	open	 to	 co-create	online	 content	 the	 focus	

group	 participants	 were	 presented	 to	 the	 already	 explained	 Bose	 advertisement	 (Adweek.com,	

2016).	 In	 contrast	 to	 the	 literature	 based	on	North	American	Millennials,	most	 of	 the	 focus	 group	

participants	 would	 “definitely	 not”	 participate	 in	 this	 form	 of	 online	 co-creation.	 Six	 participants	

stated	 that	 they	 would	 not	 participate,	 as	 they	 fear	 judgement	 from	 their	 friends.	 Annebeth,	 for	

example,	 thinks	 it	would	be	“embarrassing”	 for	her	 (FG2).	 In	FG1,	all	participants	agreed	that	“it	 is	

not	cool	to	participate	in	stuff	like	that	(Kasper)”.		

However,	 besides	 Kasper,	 all	 focus	 group	 participants	 liked	 the	 style	 of	 advertising,	 but	 only	 as	

entertainment	 (entertaining	 experience).	 Only	 two	 focus	 group	 participants	 could	 imagine	 to	

participate	in	this	kind	of	advertising	(escapist	experience)	but	only	if	they	feel	passionate	about	the	

cause	(Andreas	and	Camilla,	FG2).		

	

Online	 competitions	 created	 by	 brands	where	 users	 have	 to	 post	 a	 personal	 story	 or	 a	 picture	 to	

participate	were	discussed	in	the	focus	groups,	specifically	competitions	where	members	could	win	a	

vacation.	 Four	 of	 the	 focus	 group	 members	 specifically	 said	 that	 they	 would	 rather	 pay	 for	 the	

vacation	 themselves	 than	 participating	 in	 the	 competition.	 They	 do	 not	 want	 to	 share	 something	

personal	 as	 the	 embarrassment	would	 not	 be	worth	 for	 the	 small	 chance	 of	winning.	 However,	 if	

competitions	were	anonymous	to	their	social	network	they	would	participate.		

	

It	 does	 not	 seem	 like	 there	 is	 a	 big	 overlap	 between	 the	Millennials’	 offline	world	 and	what	 they	

share	 in	 their	 online	world.	 In	 fact	 the	Millennials	 only	 post/share	 their	 experiences	 or	 something	

they	are	passionate	about.	But	do	the	Millennials	share	the	passion	for	music	with	Hi-Fi	Klubben?	

	

Hi-Fi	 Klubben	 defines	 the	 company	 and	 all	 its	 employees	 as	 passionate	 music	 lovers	 (The	 Hi-Fi	

Klubben	 Book).	 Thus,	 if	 the	Millennials	 feel	 the	 same	 passion	 towards	music	 they	might	 be	more	

likely	to	share	and	post	content	with	Hi-Fi	Klubben.		

In	 both	 focus	 groups,	 participants	 were	 agreeing	 that	 music	 is	 an	 important	 part	 of	 their	 life.	

However,	they	are	all	mostly	listening	to	it	while	they	are	doing	something	else,	making	listening	to	

music	a	secondary	activity.	E.g.	Mads	classified	himself	as	a	“passive	music	 listener	 (FG2)”,	as	he	 is	

sometimes	just	putting	it	on	to	have	something	buzzing	in	the	background	(FG2).		
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Even	 though	 the	 focus	 group	 participants	 enjoy	 listening	 to	 music,	 none	 of	 them	 seemed	 to	 be	

passionate	music	lovers.	For	example,	Camilla	said,	“I	don’t	really	know	a	lot	about	music”.	She	is	not	

actively	searching	for	new	music	but	just	listens	to	whatever	Spotify	or	her	friends	suggest	(FG2).		

	

Further,	all	of	 the	 focus	group	participants	are	streaming	music,	which	also	 indicates	 that	 they	are	

mainstream	music	consumers:	They	are	not	buying	Hi-Fi	but	instead	speakers	that	can	stream	music	

either	over	their	phones	(Spotify)	or	streaming	systems	such	as	Sonos.		

	

As	passionate	music	lovers,	Hi-Fi	Klubben	is	striving	to	give	its	consumers	a	“goose	bump	effect”	by	

“moving	people	through	great	sound”(The	Hi-Fi	Klubben	Book).		

However,	 all	 participants	 in	 FG2	besides	Mads	are	mostly	only	 getting	moved	by	 the	 sound	of	 the	

music	if	it	is	in	relation	to	a	visual	(movie)	or	some	lyrics.	When	they	were	talking	about	whether	or	

not	and	when	they	get	goose	bumps	from	listening	to	music	Annebeth	said,	“There	has	to	be	a	visual	

part	 (FG2)”.	 Further	Camilla	 said	 that	 in	order	 for	her	 to	 get	 goose	bumps	 from	 listening	 to	music	

“the	lyrics	are	most	important;	that	is	what	moves	me	(FG2)”.	

	

The	above	 indicates	that	the	Millennials	do	not	share	Hi-Fi	Klubben’s	passion	for	music	and	sound.	

This	insight	is	supported	by	Hi-Fi	Klubben’s	own	segmentation	study	(2015)	that	shows	that	only	2%	

of	the	Danish	population	are	Millennials	who	are	passionate	music	lovers/	“audiophile”.		

	

It	does	not	seem	like	the	Millennials	share	Hi-Fi	Klubben’s	passion	for	music	and	sound.	Instead,	the	

Millennials	 are	 rather	mainstream	music	 listeners	 than	 passionate	music	 lovers.	 This	 leads	 to	 the	

assumption	that	they	are	not	likely	to	participate	in	co-creation	of	content	that	is	solely	on	the	base	

of	the	passion	for	music.	Instead,	it	seems	like	the	best	way	to	encourage	them	is	to	establish	offline	

experiences,	which	then	can	be	shared	on	social	media.	But	what	kind	of	experiences?		

	

Co-creation	through	offline	experiences	in	the	form	of	events		

The	Millennials	have	FOMO	and	do	not	want	to	miss	out	on	anything.	They	actually	want	to	try	it	all	

and	 are	 open-minded	 to	 new	 things.	 Thus,	 it	 seems	 very	 relevant	 to	 Hi-Fi	 Klubben	 to	 create	

relationships	with	the	Millennials	by	engaging	them	in	offline	experiences.		

However,	 as	 mentioned	 before,	 the	 Millennials	 value	 experiences	 with	 their	 friends	 the	 most.	

Therefore,	 Hi-Fi	 Klubben	 should	 stage	 experiences	 that	 include	 the	Millennials	 and	 their	 friends,	
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leading	not	only	 to	 a	dyadic	but	 also	 a	 triadic	 exchange	of	 value.	 These	experiences	 can	be	 in	 the	

form	of	events	hosted	by	Hi-Fi	Klubben	alone	or	in	collaboration	with	somebody	else.	

	

As	mentioned	before,	Hi-Fi	Klubben	 is	 already	hosting	events	 for	members	of	 their	 customer	 club.	

Besides	 a	 few	 concerts,	most	 of	 the	 in-store	 events	 are	 very	product	 related.	Mikkel	 explains	 that	

they	e.g.	host	events	about	“how	do	I	get	great	sound	on	my	TV”	or	“[...]	a	new	product	from	B&W”	

(expert	 interview).	However,	 the	Millennials	are	not	passionate	about	sound	products	nor	are	they	

searching	for	advice	from	the	retailer’s	employees.	Hence,	Hi-Fi	Klubben’s	events	are	not	matching	to	

the	Millennials’	 interests	and	needs.	 Instead	of	giving	 the	Millennials	an	educational	experience	by	

lecturing	about	products,	Hi-Fi	Klubben	should	customize	its	events	to	the	Millennials.		

	

The	 Millennials	 want	 to	 share	 experiences	 with	 their	 friends.	 Further,	 Facebook	 can,	 as	 already	

mentioned,	be	useful	to	get	suggestions	for	specific	events	by	communicating	with	the	Millennials.		

Additionally,	 Facebook	 is	 “really	 good	 for	 planning,	 because	 you	 can	 easily	 create	 an	 event	 and	

everybody	will	get	a	reminder”	(Mads,	FG2).	Therefore,	creating	Hi-Fi	Klubben	events	on	Facebook	is	

a	 simple	 way	 to	 align	 online	 and	 offline	 touchpoints.	 Further,	 eWoM	 is	 created	 when	 users	 are	

attending	events	on	Facebook,	as	it	gets	published	on	their	friends’	News	Feeds.		

	

In	the	focus	groups,	the	authors	were	collecting	specific	suggestions	for	events	Hi-Fi	Klubben	could	

host.	Suggestions	more	participants	agreed	upon	were:	

• Hi-Fi	Klubben	could	host	a	 screening	of	e.g.	Game	of	Thrones,	 transforming	 their	 store	

into	“movie	theatre”	(FG1	and	FG2).		

• Hi-Fi	 Klubben	 could	 host	 very	 intimate	 concerts	 with	 artists	 chosen	 by	 the	Millennials	

(FG2).		

	

Further,	all	participants	in	FG2	agreed	that	“buying	technology	products	is	not	a	part	of	my	everyday	

life	 (Annebeth,	FG2)”.	Hence	 it	 is	harder	 for	 the	Millennials	 to	build	a	 relationship	with	 retailers	of	

technology,	 as	 they	 are	 not	 regularly	 visiting	 their	 stores.	 Annebeth	 suggested	 that	 Hi-Fi	 Klubben	

should	“take	the	store	outside”	 (FG2).	Therefore,	 the	authors	perceived	 it	 relevant	 to	 find	out	how	

exactly	the	retailer	can	become	more	integrated	in	the	Millennials	life	through	providing	experiences	

in	the	form	of	events	outside	the	store.		
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A	 way	 to	 provide	 experiences	 for	 the	 Millennials	 outside	 the	 store	 is	 to	 collaborate	 with	 other	

organisations.		

Minna	is	explaining	that	Pandora	is	having	collaborations	and	is	sponsoring	a	lot	of	events	in	order	to	

create	additional	value	to	its	brand	(expert	interview).	She	stated:	“It	is	about	finding	things	that	are	

a	 great	 match	 to	 what	 you	 do.	 Find	 other	 brands,	 events	 and	 companies	 that	 have	 a	 similar	

positioning	 and	 similar	 values.”	 (expert	 interview).	 Further,	 she	 stated	 that	 a	 collaboration	 or	

sponsorship	has	to	be	aligned	with	the	consumers	who	the	company	is	targeting	(ibid.).		

	

Annebeth	 and	 Camilla	 suggested	 that	 Hi-Fi	 Klubben	 could	 sponsor	 Distortion	 or	 other	 open-air	

events	in	summer	(FG2).	They	believe	that	“free	events	during	summertime	are	very	popular	(FG2)”.	

It	 would	 not	 take	 more	 from	 Hi-Fi	 Klubben	 than	 to	 provide	 equipment	 and	 a	 DJ	 to	 make	 the	

Millennials	notice	the	brand	in	a	positive	way	(FG2).	Andreas	thinks	that	this	 is	also	a	good	way	for	

Hi-Fi	 Klubben	 to	 create	 content	 for	 their	 social	media	profiles:	“Just	 sponsor	 a	 stage	at	Distortion,	

make	 a	 video	 and	 take	 some	 pictures,	 put	 them	 on	 your	 Facebook	 page	 and	 people	 will	 tag	

themselves	 automatically	 (FG2)”.	 This	 is	 related	 to	 the	 concept	 of	memorabilia	 mentioned	 in	 the	

theory	chapter:	it	is	important	to	provide	“proof”	of	the	experience	for	the	Millennials	online,	which	

helps	them	to	keep	their	memories	and	connects	them	with	the	Hi-Fi	Klubben	brand	(Pine	&	Gilmore,	

2011,	p.	85).		

	

As	 mentioned	 before,	 the	 Millennials	 are	 only	 sharing	 special	 experiences	 on	 their	 social	 media	

profiles.	On	Instagram,	there	are	about	220.000	posts	that	have	been	hashtagged	with	“#distortion”	

which	 leads	to	the	assumption	that	this	 is	an	event	people	feel	worth	sharing.	 If	Hi-Fi	Klubben	was	

sponsoring	a	stage,	they	could	also	create	a	hashtag,	providing	the	Millennials	with	“a	way	to	connect	

to	other	people	that	have	the	same	experience	(expert	interview,	Minna	Philipson)”.	Minna	perceives	

that	 hashtags	 are	 an	 “opportunity	 for	 the	 brand	 to	 be	 a	 connector	 between	 different	 consumers”	

(expert	 interview).	 Hence,	 through	 hashtags,	 brands	 can	 build	 a	 triadic	 relationship	 with	 the	

Millennials.			

	

The	above	examples	of	collaboration	can	be	classified	as	escapist	experiences,	where	the	participants	

go	and	do	-	they	are	going	to	the	events	and	become	a	part	of	the	experience.	
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Besides	experiences	in	the	form	of	event	outside	the	store,	it	can	be	seen	as	relevant	to	focus	on	the	

in-store	experience	as	well,	since	the	Millennials	are	still	visiting	physical	stores.	But	what	kind	of	in-

store	experience	do	the	Millennials	want?	

	

In-store	experiences	

Hi-Fi	 Klubben	 is	 relying	 a	 lot	 on	 the	 customer	 experience	 in	 the	 stores,	 which	 are	 defined	 by	

educational	experiences	in	the	form	of	giving	advice	to	the	customers.	However,	82.7%	of	the	survey	

respondents	search	for	advice	online	and	not	 in	the	store	(Figure	20,	p.	82)	and	thus	Hi-Fi	Klubben	

should	 do	 something	more	 in	 order	 to	 create	 value	 to	 the	Millennials	 when	 they	 are	 visiting	 the	

stores.		

All	participants	of	FG1	expressed	that	they	do	not	like	chains	that	design	all	their	stores	in	the	same	

way.	Caroline	stated,	that	it	is	“so	boring	if	you	know	exactly	what	you	walk	into	(FG1)”.	Kasper	would	

like	if	brands	had	a	different	‘theme’	in	each	store,	e.g.	matching	the	neighbourhood	they	are	located	

in	 (FG1).	As	mentioned	before	Jakob,	Kasper,	and	a	few	survey	respondents	specifically	referred	 to	

Hi-Fi	Klubben’s	store	environment	as	boring.		

	

Hence,	 the	 authors	 conclude	 that	 Hi-Fi	 Klubben	 should	 try	 and	 match	 the	 aforementioned	

personality	attributes	to	the	in-store	experience.		

In	general,	in	order	to	be	more	‘fun’,	retailers	could	‘theme’	their	stores	after	topics	that	are	relevant	

to	the	Millennials	 (Pine	&	Gilmore,	2011,	p.	67).	They	could	have	a	part	of	 the	store	that	 is	always	

changing	with	the	consumer	trends,	while	the	rest	of	the	store	stays	the	same.	These	changing	parts	

should	 include	 an	 assortment	 of	 products	 matching	 the	 theme,	 but	 also	 include	 more	 esthetic	

experiences,	 making	 the	 customers	 wanting	 to	 stay	 longer	 in	 the	 store,	 as	 well	 as	 more	 active	

elements	(escapist	experiences)	in	order	to	generate	co-creation	of	value.		

Further,	these	parts	of	the	stores	should	tell	a	story	to	the	customers	about	when	and	how	to	use	the	

presented	 products.	 They	 should	 take	 them	 to	 an	 imaginary	 world	 where	 they	 can	 picture	

themselves	using	the	product.	Thereby,	the	retailer	could	give	the	Millennials	a	concept	to	consume,	

because	 it	 is	no	 longer	 just	about	the	product	 itself	but	about	the	experiences	the	consumer	could	

have	with	it	(consuming	expectations).		

These	 kinds	 of	 in-store	 events	would	have	 a	 factor	 of	 surprise	 and	unexpectedness	 since	 they	 are	

changing,	 which	 are	 also	 factors	 the	 Millennials	 perceive	 as	 ‘fun’	 experiences.	 Examples	 for	 Hi-Fi	

Klubben	could	be:	
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• 	A	 summer-theme	 where	 Hi-Fi	 Klubben	 is	 introducing	 “speakers	 you	 can	 bring	 to	 the	

beach”	 (instead	 of	 “our	 selection	 of	 portable	 speakers”),	 where	 the	 retailer	 creates	 a	

“beachy”	chill-out	area	by	decorating	a	room	with	palm	trees	and	show	videos	of	surfers	

etc.	on	the	screens.	Further,	customers	could	get	some	free	(sponsored)	 ice	cream	and	

participate	 in	 a	 competition	 like	 “who	 takes	 the	 most	 fun	 picture	 at	 Hi-Fi	 Klubben’s	

beach”.	

• A	 football-theme	 during	 major	 football	 events	 like	 the	 Eurocup:	 Hi-Fi	 Klubben	 should	

introduce	 a	 “fan-zone”,	 where	 the	 games	 are	 shown	 and	 the	 customers	 can	 get	 the	

inspiration	“what	is	the	best	TV	to	watch	a	football	match	on?”	(Instead	of	“our	selection	

of	TV’s”).	The	retailer	could	further	host	a	betting	competition	and	provide	games	such	

as	table	football.		

	

Besides	‘fun’,	the	personality	attributes	 ‘trustworthy’	and	 ‘loyal’	should	be	followed	through	in	the	

stores.	Hi-Fi	Klubben	should	try	to	establish	a	dyadic	relationship	with	the	Hi-Fi	Klubben	brand	and	

the	Millennials	 through	 a	 personal	 relationship	 between	 the	 generation	 and	 the	 employees.	 E.g.	

making	sure	that	the	person	who	the	customer	 is	 interacting	with/	buying	from	in	the	store	 is	also	

the	 person	who	 follows	 up	 through	 follow-up	 emails	 and	 calls.	 The	 contact	 person	 between	 Hi-Fi	

Klubben	and	the	customer	should	be	the	same	person	at	all	times	and	thereby	creating	a	consistent,	

and	more	personal,	relationship,	which	will	gain	trust	and	loyalty.		

	

Offline	 experiences	 are	 relevant	 when	 creating	 a	 relationship	 with	 the	 Millennials	 and	 a	 brand.	

However,	 these	 events	 should	 include	 not	 only	 the	 Millennials	 but	 also	 their	 friends	 in	 order	 to	

engage	the	Millennials	to	participate.	This	makes	the	experiences	both	dyadic	and	triadic.	Does	this	

offer	an	opportunity	to	establish	a	community	around	the	Hi-Fi	Klubben	brand?		

		

6.5.1.	How	to	establish	a	community	around	a	retail	brand	

WoM	 is	 very	 valuable	 to	 a	 company	 -	 especially	 when	 trying	 to	 reach	 the	 Millennials,	 who	 are	

influenced	mostly	by	their	friends	and	online	reviews.	WoM	is	closely	related	to	brand	communities.	

Brand	communities	can	be	seen	as	the	next	level	after	WoM,	and	as	Minna	said	“[Brand	communities	

are]	 incredibly	 valuable	 because	 they	 are	 a	 direct	 link	 to	 consumers,	 and	 an	 opportunity	 to	 create	

consumer	value”	(expert	interview).		
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A	common	insight	from	the	expert	interviews	was	that	it	is	a	tough	challenge	to	engage	customers	to	

communicate	with	each	other	around	a	brand	-	which	is	what	a	brand	community	is	about.		

As	 Minna	 Philipson	 said,	 “Pandora	 [...]	 can	 still	 get	 a	 lot	 better	 [in	 enabling	 dialogue	 between	

customers]”(expert	 interview).	This	 is	 in	her	opinion	a	problem	a	 lot	of	companies	face,	as	she	said	

that	“If	I	was	going	to	pull	up	some	best	practice	examples	I	would	still	be	a	little	bit	hesitant	(ibid.).”		

However,	she	explained	that	companies	could	try	to	engage	consumers	better	 if	 they	know	exactly	

what	 they	want	 to	 talk	about.	 To	get	 these	 insights	a	 customer	 club,	 a	 Facebook	page	etc.	 can	be	

useful.	 Further,	 these	 platforms	 can	 function	 as	 a	 space	 where	 customers	 can	 communicate	 with	

each	other.		

	

Just	as	Pandora,	Hi-Fi	Klubben	is	having	a	customer	club,	which	it	is	referring	to	as	the	“Hi-Fi	Klubben	

community”	 and	 is	 including	 around	 800,000	 (280,000	 in	 DK)	 members.	 But	 are	 these	 members	

communicating	with	each	other	around	the	Hi-Fi	Klubben	brand?		

Mikkel	explained	that	most	of	Hi-Fi	Klubben’s	members	sign	up	when	they	are	buying	a	product,	“in	

order	to	get	service	emails	and	an	extended	warranty	(expert	 interview)”.	This	 is	already	 indicating,	

that	 the	 members	 are	 not	 necessarily	 signing	 up	 because	 they	 are	 enthusiastic	 about	 the	 Hi-Fi	

Klubben	brand,	but	more	for	practical	service	features.		

Further,	 Hi-Fi	 Klubben’s	 customer	 club	 does	 not	 provide	 a	 platform	 of	 exchange	 between	

“community”	members.	Mikkel	 explained	 that	 the	 brand’s	website	 used	 to	 have	 an	 online	 forum.	

However,	it	was	always	only	the	same	two	“nerds”	interacting,	and	thus	the	forum	was	not	worth	to	

be	 kept	 alive	 (expert	 interview).	 Instead,	 he	 perceives	 Facebook	 to	 be	 a	 good	option	 for	 enabling	

customer-to-customer	communication.	Contrarily	to	Mikkel’s	perception,	it	does	not	seem	like	there	

is	any	dialogue	between	customers	on	Hi-Fi	Klubben’s	Facebook	page	either:	 the	Facebook	page	 is	

mainly	a	platform	for	dialogue	between	the	retailer	and	its	customers	(dyadic	exchange).	

	

Denys	explained	that	he	is	such	a	loyal	fan	of	FCK	because	of	his	“love	of	football	and	passion	for	a	

local	team”	(In-Depth	Interview).	As	already	mentioned,	the	broad	majority	of	the	Millennials	do	not	

share	 the	 same	 passion	 for	 music	 and	 sound	 as	 Hi-Fi	 Klubben.	 As	 Andreas	 explained,	 “you	 need	

people	with	common	interests	for	a	community	and	I	do	not	consider	myself	interested	enough	in	Hi-

Fi	Klubben	to	want	to	connect	to	other	people	buying	from	there”	(FG2).		

Even	Denys,	who	states	that	“FCK	is	absolutely	a	part	of	his	everyday	life”	-	which	is	not	the	case	for	

Hi-Fi	Klubben	and	the	Millennials	-	is	only	a	passive	member	in	the	official	FCK	fan	club	and	instead	
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interacting	with	 his	 friends	 about	 the	 brand	 on	 private	 forums	 (In-Depth	 Interview).	 However,	 he	

feels	somehow	connected	to	all	FCK	fans,	because	“they	share	the	same	passion”	(ibid.)	

	

The	authors	do	not	believe	that	the	Hi-Fi	Klubben	brand	itself	has	the	potential	to	create	a	successful	

and	 strong	 community	 around	 its	brand	with	 the	Millennials,	 as	 there	 is	 no	 shared	passion,	which	

could	 lead	 to	 a	 sense	 of	 we-ness	 between	 potential	 community	 members.	 However,	 they	 see	 a	

potential	 for	 Hi-Fi	 Klubben	 to	 “tap	 into	 pre-existing	 communities	 (expert	 interview,	 Simon	 Popik)”.	

Simon	as	well	as	Minna	were	expressing	their	belief,	 that	companies	should	not	 focus	on	changing	

the	 customers’	 passions	 by	 “telling	 them	what	 to	 do,	 but	 instead	 enabling	 them	 to	 do	what	 they	

already	 do	 best	 and	 thereby	 co-create	 value	 (expert	 interview,	 Minna	 Philipson)”.	 Their	 insights	

support	the	shift	in	value-creation	from	seeing	consumers	from	operand	to	operant	resources	(Merz	

et	al.,	2009).	In	Stride’s	case	that	means	facilitating	the	connection	between	the	Millennials	who	are	

already	a	part	of	an	existing	sneaker	community	(expert	interview).	Minna	was	expressing	that	very	

successful	companies	such	as	Facebook,	Uber	and	Airbnb	do	not	own	any	products,	but	enable	the	

customers	to	connect	instead	(expert	interview).		

	

But	what	could	this	mean	for	Hi-Fi	Klubben	whose	product	is	a	physical	good	and	not	a	pure	service?	

The	 authors	 believe	 that	 the	 retailer	 could	 be	 successful	 in	 collaborating	 with	 already	 existing	

communities	and	thereby	creating	a	triadic	relationship	between	brands	and	consumers.	In	order	to	

find	relevant	communities,	they	should	understand	the	social	context	of	music	consumption	taking	

into	account	when	the	Millennials	are	listening	to	music,	e.g.	when	working	out	or	when	at	a	festival,	

in	order	to	make	the	experience	better	for	them.	In	order	to	explain	the	idea	behind	this	concept,	the	

authors	have	created	examples:	

• Hi-Fi	 Klubben	 could	 enable	members	 of	 a	 running	 community	 (e.g.	 NBRO	 Running)	 to	

have	 a	 better	 training	 experience	 by	 sponsoring	 headphones	 and	 thereby	 finding	

“common	ground”	with	these	members	as	they	are	supporting	them	in	doing	something	

they	 are	 passionate	 about.	 The	 Hi-Fi	 Klubben	 brand	 will	 not	 be	 the	 center	 of	 this	

community,	but	it	can	take	part	in	shared	consumption	experiences	(all	listening	to	music	

with	Hi-Fi	Klubben	headphones	when	running	together)	and	thereby	become	a	topic	of	

conversation.		

• Hi-Fi	Klubben	could	enable	members	of	a	festival	community	(e.g.	Camps	in	Roskilde)	to	

have	a	better	camp	experiences	by	providing	them	with	speakers.	They	could	even	e.g.	

collaborate	with	Roskilde	Festival	who	is	already	hosting	a	competition	for	“Camp	of	the	
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Year	(Roskilde-Festival.dk)”	and	help	enable	these	camp	community	members	to	have	an	

even	better	festival	experience	and	thereby	get	closer	to	self-actualization.		

Hence,	Hi-Fi	Klubben	would	not	be	creating	a	brand	community	but	tapping	into	social	communities	

which	can	help	to	create	positive	WoM,	as	members	who	have	had	a	better	experience	through	Hi-Fi	

Klubben	are	likely	to	communicate	this	experience	to	others.		
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Chapter	7:	Conclusions	&	Implications		

	

This	chapter	includes	the	final	conclusions	on	this	study	as	well	as	implications	for	the	case	company,	

Hi-Fi	Klubben.	Further,	 two	frameworks	have	been	developed	 in	order	to	guide	other	retailers	 that	

are	facing	a	gap	between	the	Millennials	and	their	brand.	

7.1.	Conclusions		

The	research	statement	this	thesis	has	been	trying	to	answer	is:		

	

WHY	are	retailers	such	as	Hi-Fi	Klubben	facing	a	gap	between	the	Millennials	and	their	brand	and	

HOW	can	they	engage	in	New	Media	and	design	transformational	experiences	in	order	to	become	

relevant	to	this	generation?	

	

The	 purpose	 of	 this	 study	 was	 to	 find	 out	 what	 is	 causing	 the	 gap	 between	 the	 Millennials	 and	

retailers	 who	 are	 relying	 on	 their	 physical	 stores,	 and	 how	 these	 can	 overcome	 the	 challenge	 to	

connect	with	the	generation	of	Millennials.		

	

The	 authors’	 research	 determined	 quality	 to	 be	 the	 most	 important	 criterion	 for	 the	 Millennials	

when	choosing	which	retail	brand	to	purchase	technology	from.	However,	quality	is	a	rather	product	

related	 attribute	 and	 hence	 not	 a	 strong	 differentiation	 factor	 for	 a	 retailer	 selling	 the	 same	

manufacturer	brands	as	its	competitors.		

Further,	value-for-money	was	found	to	be	the	second	most	 important	criterion.	Based	on	the	data	

collected	for	this	thesis,	the	authors	interpreted	this	term	as	“a	product	with	the	best	quality	for	the	

cheapest	 price”.	 This	 lead	 to	 the	 conclusion,	 that	 if	 a	 retailer’s	 prices	 are	 not	 perceived	 as	

competitive,	it	has	a	disadvantage	in	attracting	the	Millennials	as	customers.		

	

Therefore,	 the	 authors	 concluded	 that	 retailers	 cannot	 distinguish	 themselves	 by	 having	 quality	

products	and	offering	value-for-money	since	these	factors	are	product	related	and	thus	all	retailers	

can	match	these	criteria.			
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Further,	 the	 authors	 found	 ‘good	 WoM’	 to	 be	 the	 third	 strongest	 decision	 criterion	 for	 the	

Millennials	when	choosing	a	retailer	of	technology.	Good	WoM	is	created	on	the	base	of	favourable	

brand	associations	in	the	minds	of	the	consumers.	However,	as	the	rise	of	New	Media	has	lead	to	the	

creation	of	endless	new	touchpoints	between	brand	and	consumer,	 the	brand	value	creation	 is	no	

longer	in	control	of	the	retailers.	The	retailers	can	therefore	only	try	to	positively	influence	the	brand	

value	creation	 in	 the	mind	of	 the	Millennials,	by	understanding	what	 expectations	and	needs	 they	

have,	where	to	reach	them	and	how	to	“get	through”	to	them.	

	

WHAT	expectations	and	needs	do	the	Millennials	have?	

The	 research	 proved	 that	 New	 Media	 is	 affecting	 the	 Millennials’	 pre-purchase	 behaviour:	 their	

shopping	habits	are	to	a	high	extent	influenced	by	the	opportunities	to	gain	knowledge	about	brands	

and	products	online.	In	fact	they	are	more	likely	to	gain	product	knowledge/	advice	online	than	in	a	

physical	store.	Since	New	Media	 is	giving	them	the	same	knowledge	as	a	retailer’s	employee	could	

give	 them,	 the	 authors	 argued	 that	 expertise	 and	 service	 are	 not	 creating	 additional	 value	 to	 the	

Millennials.	Instead,	they	merely	see	expertise	as	a	requirement.	This	has	created	a	gap	between	this	

generation	and	retailers	who	are	seeking	to	create	a	competitive	advantage	through	great	customer	

service,	expertise,	and	knowledge.	

	

Thus,	meeting	the	need	of	safety	by	wrapping	services	around	the	core	goods	is	no	longer	enough	to	

create	 favourable	 brand	 associations	 in	 the	 mind	 of	 the	 Millennials.	 Instead,	 retailers	 must	 also	

satisfy	 higher	 needs,	 specifically	 the	 need	 for	 self-realization.	 In	 order	 to	 fulfil	 these	 needs,	 they	

should	 stage	 transformational	 experiences	 meaning	 they	 ‘change’	 or	 ‘improve’	 the	 consumers	

through	the	brand	experience.		

	

The	Millennials	form	a	large	generation,	including	different	age	groups	as	well	as	people	with	various	

interests.	 Therefore,	 it	was	not	possible	 for	 the	authors	 to	determine	how	exactly	every	 individual	

wants	 to	 realize	him/herself.	However,	 the	 research	 gained	 the	 insight	 that	 the	Millennials	 define	

and	 improve	 themselves	 through	 experiences,	 as	 with	 every	 unique	 experience,	 they	 become	

“richer”	and	better	as	a	person	(and	therefore	transform	themselves).	Further,	the	research	showed	

that	the	Millennials	have	a	very	strong	need	for	being	social.	A	further	insight	was	that	experiences	

are	 more	 valuable	 to	 the	 Millennials	 if	 they	 can	 share	 them	 with	 their	 friends.	 This	 lead	 to	 the	

conclusion,	that	social	needs	and	self-realization	needs	are	strongly	connected	for	this	generation.		
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Hence,	the	authors	concluded	that	in	order	for	retailers	to	eliminate	the	gap	between	the	Millennials	

and	 their	 brand,	 they	 must	 support	 the	 Millennials	 in	 their	 self-realization	 journey	 through	

experiences	with	their	friends.		

	

WHERE	can	retailers	best	reach	the	Millennials?	

The	 research	 showed	 that	 the	 Millennials	 are	 more	 influenced	 by	WoM	 and	 their	 peers	 than	 by	

company-consumer	 touchpoints.	 This	underlines	 the	 theory,	 that	 value-creation	 in	 the	age	of	New	

Media	is	outside	the	control	of	the	companies.	Thus	it	is	important	for	retailers	to	understand	where	

these	consumer-consumer	touchpoints	are	in	order	to	be	able	to	become	a	part	of	the	conversation	

and	get	a	more	detailed	insight	into	what	specific	kind	of	experiences	the	Millennials	need.	

	

The	Millennials	are	constantly	active	on	social	media	in	order	to	not	miss	out	on	anything	important.	

A	 retailer	 that	 is	 relying	mainly	 on	 offline	 channels	 and	 is	 not	 active	 on	 social	media	 is	 therefore	

extending	 the	 gap	 between	 the	 Millennials	 and	 its	 brand,	 as	 it	 is	 missing	 out	 on	 an	 important	

opportunity	to	be	closer	to	this	generation.		

The	research	lead	to	the	insight,	that	Facebook	is	the	most	used	platform	on	social	media,	followed	

by	 Snapchat	 and	 Instagram.	 Further,	 it	 was	 found	 that	 Facebook	 is	 mostly	 used	 for	 private	

communication	and	for	getting	information.		

	

The	research	further	lead	to	the	insight,	that	the	act	of	buying	technology	is	not	a	regular,	everyday	

activity	to	the	Millennials.	Thus,	retailers	in	this	industry	have	to	make	an	extra	effort	to	connect	to	

them	 outside	 the	 physical	 stores.	 Hence,	 the	 conversation	 with	 the	 Millennials	 on	 social	 media	

should	include	finding	out	which	offline	touchpoints	are	relevant	to	them.		

However,	the	common	perception	that	the	Millennials	are	not	visiting	physical	stores	anymore	was	

proven	wrong.	 The	majority	 of	 the	Danish	Millennials	 is	 still	most	 likely	 to	 buy	 technology	 from	 a	

physical	store.	Hence,	the	authors	concluded	that	physical	stores	are	still	important	touchpoints.		

	

HOW	can	retailers	best	approach	the	Millennials?	

It	is	essential	for	retailers	who	want	to	be	successful	with	this	generation	to	build	a	concept	around	

their	 brand,	 and	 thereby	 providing	 the	 Millennials	 with	 a	 unique	 reason	 to	 choose	 them	 over	

competitors.	 In	 order	 to	 successfully	 build	 relationships	 with	 the	 Millennials	 a	 concept	 around	 a	

brand	 should	 mirror	 a	 brand	 personality	 that	 is	 matching	 personality	 attributes	 valued	 by	 the	

Millennials	 as	 this	 will	 help	 the	 generation	 to	 consume	 regulatory	 fit.	 The	 authors	 identified	 four	
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personality	 attributes	 important	 to	 the	 Millennials:	 trustworthy,	 loyal,	 funny,	 and	 social.	 These	

attributes	are	elaborated	below:	

• Funny:	A	retailer	should	provide	humorous,	relatable,	surprising	and	out	of	the	ordinary	

content	in	order	to	be	perceived	as	funny	among	the	Millennials.	

• Trustworthy	&	loyal:	The	Millennials	are	looking	for	consistent	relationships	that	last	over	

time;	they	want	to	consume	fluency.	For	retailers,	this	means	that	they	have	to	take	an	

active	part	in	the	Millennials’	life	and	interact	with	them.	E.g.	if	you	are	on	Facebook,	be	

interactive!	

• Social:	 Being	 social	 is	 one	 of	 the	most	 important	 things	 in	 the	 lives	 of	 the	Millennials.	

Therefore,	a	retailer	should	allow	the	Millennials	to	be	social	with	their	friends	and	act	as	

a	friend	itself:	this	means	that	the	content	created	must	be	relevant,	local	and	personal;	

as	close	to	the	Millennials	as	possible.		

	

Further,	 the	 authors	 argued	 that	 simply	 theming	 all	 touchpoints	 is	 not	 enough	 to	 favourably	

influence	the	brand	associations	in	the	minds	of	the	Millennials.	Additionally,	retailers	should	engage	

the	Millennials	 in	 the	value-creation	of	 the	brand	 through	building	personal	 (dyadic)	 relationships	

with	 the	 Millennials.	 However,	 as	 already	 mentioned	 the	 need	 for	 self-realization	 is	 strongly	

connected	to	the	social	need.	This	 lead	the	authors	to	the	conclusion	that,	besides	focusing	on	the	

personal	relationships,	retailers	should	aim	to	connect	the	Millennials	with	each	other	around	their	

brand	as	well	(triadic	relationships).		

	

Triadic	 relationships	 can	 benefit	 a	 brand	 since	 they	 are	 likely	 to	 generate	 positive	 WoM.	 More	

specifically,	eWoM	 is	 very	 valuable	 to	 retailers	when	 trying	 to	 reach	 the	Millennials.	 The	 research	

showed	that	the	Millennials	are	influenced	to	a	high	extent	by	eWoM	in	the	form	of	online	reviews	

and	magazines.	 Further,	 the	 research	 showed	 that	 their	 goals	 and	 needs	 are	 shaped	 to	 a	 certain	

extent	by	what	their	friends	share	on	social	media	(consuming	goals).		

It	 is	 impossible	 for	a	 retailer	 to	control	 the	brand	experiences	 in	 the	 form	of	eWoM.	Nevertheless,	

the	retailer	can	try	to	give	the	Millennials	brand	experiences	they	want	to	share	with	their	peers	and	

thereby	 help	 generating	 positive	 eWoM.	However,	 the	 research	 found	 that	 companies	 should	 not	

expect	 the	Millennials	 to	 post	 or	 share	 everything.	 In	 fact,	 the	Millennials	 are	 only	 sharing	 special	

offline	experiences	or	something	they	are	passionate	about.		
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The	authors	identified	four	different	ways	how	retailers	can	co-create	value	with	the	Millennials:		

• Through	 online	 educational	 experiences,	 retailers	 can	 actively	 encourage	 the	 users	 of	

social	media	 sites	 to	 tell	 their	opinions.	 Thereby,	 they	 can	give	 the	Millennials	 a	 voice,	

leading	to	better	understanding	their	needs	and	being	able	to	provide	meaningful	value	

through	 the	 customization	 of	 experiences	 (ranging	 from	 e.g.	 customization	 of	

information	material	to	customization	of	events).	In	fact,	the	research	indicated	that	the	

Millennials	are	willing	 to	share	 information	with	a	company	 in	order	 to	get	customized	

experiences,	which	helps	retailers	to	build	a	relationship	with	them	(dyadic).	

• Further,	the	research	showed	that	the	Millennials	are	not	likely	to	participate	actively	in	

the	online	co-creation	of	content	that	is	shared	with	their	peers.	However,	they	are	open	

for	 participating	 in	 anonymous	 co-creation	 relevant	 to	 them,	 e.g.	 anonymous	

competitions	(dyadic).		

• The	Millennials	are	more	likely	to	be	passive	observers	on	social	media,	but	are	sharing	

special	experiences	and	things	they	are	passionate	about.	They	are	 looking	 for	special	

experiences	 that	 are	 making	 them	 richer	 as	 a	 person	 and	 feel	 like	 the	 most	 valuable	

experiences	are	with	their	 friends.	Therefore,	the	authors	 identified	offline	experiences	

as	 an	 important	 way	 to	 encourage	 triadic	 relationships	 between	 the	Millennials,	 their	

friends	and	 the	brand.	The	 research	 identified	collaborations	with	and	sponsorships	of	

organizations	already	accepted	by	the	Millennials	as	 relevant	options	to	provide	offline	

experiences	outside	the	store.		

• Lastly,	the	authors	identified	a	gap	between	the	Millennials	and	retailers	in	terms	of	in-

store	 experience.	 Instead	 of	 providing	 educational	 experiences	 through	 giving	 advice,	

retailers	 should	 focus	on	 including	more	 surprising	elements	 in	 the	 stores	 and	actively	

engaging	 the	 Millennials	 in	 escapist	 experiences.	 They	 should	 give	 the	 Millennials	 a	

concept	 to	consume:	 instead	of	educating	 them	about	a	product	category,	 they	should	

tell	a	story	about	a	specific	situation	to	use	a	certain	type	of	product.	This	could	be	done	

through	theming	a	part	of	the	store	after	relevant	topics	to	the	Millennials	and	engaging	

them	in	activities	matching	the	theme.		

	

The	 most	 desirable	 form	 of	 relationship	 between	 brand	 and	 consumers	 is	 brand	 communities.	

However,	the	authors	concluded	that	creating	a	brand	community	is	a	tough	challenge	for	most	retail	

brands	 and	 is	 only	 working	 when	 consumers	 are	 very	 passionate	 about	 a	 brand.	 Nevertheless,	

retailers	 can	 identify	 pre-existing	 social	 communities	 to	 “tap”	 into.	 These	 communities	 are	 likely	
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centred	 on	 something	 the	Millennials	 are	 passionate	 about,	 and	 a	 way	 they	 come	 closer	 to	 self-

realization.	 If	 a	 retailer	 enables	 these	 communities	 to	 have	 a	 better	 experience	 in	 what	 they	 are	

already	 doing	 (e.g.	 better	 running	 experience	 because	 Hi-Fi	 Klubben	 sponsored	 headphones),	 it	 is	

indirectly	helping	the	community	members	to	transform	themselves	which	 is	creating	value	for	the	

Millennials	and	therefore	also	for	the	retail	brand.	

7.2.	Implications	for	Hi-Fi	Klubben	

The	authors	will	in	the	following	present	specific	implications	for	Hi-Fi	Klubben	in	order	to	eliminate	

the	gap	between	them	and	the	Millennials.	These	implications	are	based	on	the	above	conclusions	as	

well	as	the	associations	the	Millennials	have	about	Hi-Fi	Klubben	presented	in	Chapter	6:	Analysis	of	

Conducted	Research.		

	

Eliminate	“expensive”	associations	

Hi-Fi	Klubben	is	offering	quality	and	value-for-money,	which	is	what	the	Millennials	want.	However,	

only	the	quality	value	has	reached	the	Millennials	and	therefore,	in	order	to	not	lose	customers,	they	

should	 communicate	 their	 value-for-money	principle	out	better.	 The	 retailer	 should	do	 that	where	

the	Millennials	are:	on	social	media.	However	 this	 is	not	effectively	done	with	paid	advertising	but	

instead	 with	 owned	 advertisements	 that	 fit	 the	 personality	 trait	 the	 Millennials	 value:	 fun,	

trustworthy,	loyal,	and	social.		

	

Be	where	the	Millennials	are	in	order	to	increase	brand	recall	

Hi-Fi	 Klubben	 has	 an	 extensively	 lower	 recall	 rate	 than	 its	 strongest	 competitor.	 Therefore,	 the	

retailer	 needs	 to	 expose	 its	 brand	more	 to	 the	Millennials	 in	 order	 for	 them	 to	have	 the	brand	 in	

mind	 when	 buying	 technology.	 This	 means	 that	 the	 retailer	 needs	 to	 intensify	 their	 social	 media	

activities	and	further	meet	the	Millennials	outside	the	stores	(e.g.	at	Distortion,	Roskilde,	Concerts,	

other	open	air	music	events).		

	

Try	to	generate	good	WoM	among	the	Millennials		

Hi-Fi	 Klubben	 is	 perceived	 as	 old	 school	 and	 boring	 by	 the	 Millennials.	 In	 order	 to	 change	 this	

perception,	 the	 retailer	 should	 match	 the	 Millennials’	 personality	 attributes	 (fun,	 social,	 loyal,	

trustworthy)	in	order	to	build	relationships.	Further,	it	should	engage	in	dyadic	relationships	with	the	

Millennials	 and	 try	 to	 encourage	 triadic	 relationships.	 Possible	ways	 for	Hi-Fi	 Klubben	 to	 co-create	

value	with	the	Millennials	have	already	been	explained	in	Chapter	6:	Analysis	of	Conducted	Research.				
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7.3.	Frameworks	for	general	use		

Figure	 28	 is	 giving	 an	 overview	 of	 how	 retailers	 should	 try	 to	 eliminate	 the	 gap	 between	 the	

Millennials	and	their	brands.	

	
Figure	28:	How	retailers	become	relevant	to	the	Millennials	(own	construction)	
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Figure	 29	 is	 illustrating	 how	 retailers	 should	 guide	 transformational	 experiences	 with	 the	 help	 of	

social	media	and	the	impact	of	staging	these	experiences	on	the	brand	value-creation	as	well	as	the	

relationship	with	the	Millennials.	

	

	
Figure	29:	How	to	guide	transformations	with	the	help	of	New	Media	(own	construction)	

 
WHY	are	retailers	such	as	Hi-Fi	Klubben	facing	a	gap	between	the	Millennials	and	their	brand	and	

HOW	can	they	engage	in	New	Media	and	design	transformational	experiences	in	order	to	become	

relevant	to	this	generation?	

	

There	is	a	gap	between	retail	brands	such	as	Hi-Fi	Klubben	and	the	Millennials	as	the	retailers’	focus	

on	 service	 and	 expertise	 is	 not	 enough	 anymore.	 Further,	 Millennials	 are	 spending	 an	 important	

amount	 of	 time	 online	 and	 are	 highly	 influenced	 by	 eWOM.	 This	 creates	 an	 endless	 amount	 of	

touchpoints	they	have	with	a	retailer’s	brand,	which	can	only	be	influenced	but	not	controlled	by	the	

retailer.	 
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However,	 the	assumption	 that	 in	order	 to	become	relevant	 to	 the	Millennials,	New	Media	 is	more	

important	 than	 any	 other	 channel	 has	 only	 been	 partially	 supported	 by	 this	 thesis’	 research.	 The	

online	 channel	 is	 important	 in	 order	 to	 communicate	with	 the	Millennials.	 But	 as	 they	 are	 rather	

passive	 observers	 on	New	Media,	 the	 only	way	 to	 truly	 satisfy	 their	 need	 for	 self-realization	 is	 to	

stage	offline	experiences.	Without	the	offline	channel,	guiding	a	transformation	is	not	possible.	The	

research	 found	 that	 for	Millennials,	 self-realization	 is	 closely	 linked	 to	 their	 social	 needs,	meaning	

that	one	important	element	of	relevant	experiences	is	enabling	them	to	be	social	with	their	friends.	

However,	the	exact	way	to	transform	oneself	is	individual.	Hence,	New	Media	can	be	used	as	a	tool	

to	find	out	what	kind	of	more	specific	experiences	are	of	value	to	individual	Millennials.	By	listening	

to	 this	 generation’s	 suggestions,	 retailers	 can	 then	 mass-customize	 offline	 transformational	

experiences	 for	 the	 Millennials.	 Without	 the	 online	 channel,	 designing	 a	 transformation	 is	 not	

possible. 

As	visualized	in	Figure	29,	only	by	creating	a	synergy	between	online	and	offline	channels	and	seeing	

the	Millennials	as	active	(operant)	resources	in	the	brand	value	creation,	retailers	can	design	(online),	

guide	 (offline)	 and	 follow	 up	 (online)	 on	 the	 Millennials’	 transformations	 and	 thereby	 create	

relationships	 with	 them.	 As	 a	 result,	 retailers	 can	 become	 more	 relevant	 to	 this	 generation	 and	

positively	influence	their	brand	associations	in	the	Millennials’	mind.	 
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Chapter	8:	Discussion	&	Further	Research		

	

This	 study	aimed	 to	explain	 the	gaps	between	 the	Millennials	and	 retail	brands	 relying	on	physical	

stores.	Further,	it	aimed	to	propose	solutions	how	to	eliminate	these	gaps.		

	

The	 proposed	 frameworks	 (Figure	 28	 and	 29)	 are	 trying	 to	 generalize	 the	 authors’	 findings	 for	 all	

retailers.	However,	the	authors	admit	that	as	the	research	was	based	on	a	single	case	study,	focusing	

on	the	case	of	Hi-Fi	Klubben	and	the	category	of	technology,	the	frameworks	might	not	be	applicable	

for	all	retailers.	Therefore,	other	researchers	should	try	to	shed	light	on	the	topic	by	using	alternative	

research	methods,	e.g.	multiple	case	studies.		

Further,	other	researchers	should	repeat	the	study	in	order	to	validate	it.	This	is	especially	important	

since	 the	 authors	 used	 a	 subjective	 interpretation,	 meaning	 that	 other	 researchers	 could	 have	

interpreted	the	data	in	a	different	way.		

	

Additionally,	 it	 must	 be	 recognized	 that	 due	 to	 the	 mainly	 exploratory	 nature	 of	 this	 study,	 the	

authors	collected	a	very	complex	amount	of	data	that	 lead	them	to	various	aspects	relevant	to	the	

research	 topic.	 This	 made	 it	 difficult	 to	 go	 in	 detail	 with	 every	 single	 aspect.	 Therefore	 further	

research	 could	 pick	 up	on	only	 one	of	 the	 aspects	 that	 emerged	 in	 order	 to	 get	 a	more	 profound	

understanding	 of	 this	 aspect,	 e.g.	 the	 connection	 between	 the	Millennials’	 social	 needs	 and	 self-

actualization	needs.		

	

Finally,	the	authors	chose	an	abductive	research	approach,	which	is	not	completed	before	the	testing	

of	the	developed	frameworks.		
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