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Resume 
Formålet med denne afhandling er at undersøge Consumer Brand Enagagement, Interactivity, Co-creation og 

Brand Experience, og hvordan disse har forbindelse til hinanden i forhold til at skabe et interaktivt brand. De fire 

koncepter er seperat ofte blevet studeret af forskere, og på trods af at de ofte bliver nævnt i forbindelse med 

hinanden, er der endnu ikke nogle forskere, som har kastet sig ud i at kombinere alle koncepter i et studie.   

Afhandlingen tager udgangspunkt i PANDORA, som case study, og undersøger via en netnographisk metode med 

inspiration fra en content analsyse, PANDORA’s forbrugere på online medier. Kilderne, som er brugt til at 

analysere koncepterne stammer dels fra sekundær data i form af teori og litteratur på områderne, og dels fra primær 

data i form af digtialt indhold på de undersøgte sider, samt interviews med forbrugere. Dataen analyseres gennem 

en hermeneutisk fortolkning. 

Analysen har vist at forbindelsen mellem consumer brand engagement, interactivity, co-creation og brand 

experience, ligger i samspillet mellem de fire koncepter. Interactivity er en vigtig factor i skabelsen af engagement 

og co-creation blandt forbrugerne, da online funktioner er med til at engagere forbrugerne, og dermed skaber de 

værdi sammen med brandet. Samtidig, er consumer brand engagement og co-creation supplerende til hinanden. 

Engagement sammen med co-creation vil bidrage til brand experience, da de er med til at gøre oplevelsen af 

brandet bedre for forbrugeren.  

Hos PANDORA ses det at forskellige online funktioner gør det muligt for forbrugerne at engage og co-create. Det 

sker blandt andet gennem de sociale medier, hvor PANDORA opfordrer forbrugerne engagement og co-creation 

ved hjælp af hashtags. På den måde skabes der indhold, som skaber værdi for både PANDORA og de andre 

forbrugere. PANDORA får bedre kendskab og indsigt i deres forbrugere, mens andre forbrugere påvirkes af 

indholdet. I sidste ende påvirker alt dette forbrugerenes oplevelse af brandet.   

Da ideen med at kombinere de fire koncepter stadig er ganske ny, mangler der flere studier på dette, for at 

understøtte ideen om deres sammenhæng, og hvordan de samspil udgør et interaktivt brand.   
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1. Introduction 

1.1 Problem field  

In today’s society, companies are continuously seeking for ways for the consumer to get deeply involved with a 

brand. Social media, in particular, has made it possible for consumers to interact and engage with a brand on a 

whole new level, leading to a closer connection between the customer and the brand. This close connection has 

led to the rise of the concept of consumer brand engagement (CBE). Companies are expected to involve the 

consumers into the brand through different media platforms in order to allow the consumers to engage with the 

brand and its activities. Meanwhile, companies wish to accommodate to this expectation as the consumers’ 

engagement and connection to the brand are highly valued, since it reflects on consumer-brand relationships, 

loyalty, and thus ongoing purchases (De Vries & Carlson, 2014).  

As such, CBE may be considered to have a strong connection with the concepts of interactivity, co-creation and 

brand experience. Consumers are more likely to want to engage in a particular brand when there is a sense of 

interaction going on between the consumers and the brand, rather than a one-way communication and connection. 

Social media platforms have indeed allowed for a two-way connection and communication between brand and 

consumers, since they are able to interact through these platforms, which may stimulate the consumers’ desire to 

engage with the brand. As such, the consumer is able to communicate with the brand which, on the other hand, is 

able to respond - a tendency which was merely impossible only a few years back when a brand’s communication 

to consumers was highly characterized by one-way communication, and consumers would have to make an effort 

in order to communicate back, and as such did not tend to engage in a brand and its activities. 

Similarly, new digital media and social media in particular has opened up for the possibility of co-creation and 

made it significantly easier for consumers to have an influence and impact on a brand than what it would have 

been without the option of two-way communication. Co-creation is another stimulant of engaging in the brand 

since the consumers to some degree are able to influence the brand and the brand is able to get an understanding 

of consumer’s ideas for the brand and possibly take these into consideration.  

Lastly, brand experience may affect the consumers to engage in the brand as it will leave an impact on the 

consumers leading them to want to become part of the overall experience by engaging.  

Taking the above concepts into consideration the questions arise of how these work in practice and how both 

brands and consumers are able to benefit from them. The ongoing digital development within social media gives 

rise to new challenges for brands to live up to consumers’ expectations. Hence, this thesis seeks to explore the 
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connection between these four pillars in order to get an understanding of the concept of CBE from a consumer 

perspective to comprehend how brands are able to utilize the concept to it advantage.  

1.2 Problem statement  

Based on the above section, the following problem statement has been developed:  

How and why do the consumers involve in Consumer Brand Engagement and Co-creation, and how is it manifested 

in PANDORA’s Interactivity and Brand Experience? 

In order to answer this problem statement, the thesis will take basis on a case study. The case study that will be 

applied for the thesis is the international jewelry company, PANDORA.  

Furthermore a set of sub-questions will be posed which are to work as aids in the attempt of answering the problem 

statement. These sub-questions are as follows:  

 What drives consumers in relation to CBE and co-creation? 

 How can interactivity affect and enhance CBE and co-creation?  

 How are the concepts of CBE, interactivity, co-creation and brand experience interrelated, and how do 

these contribute to the consumer-brand relationship? 

1.3 Relevance 

The topic of this thesis was chosen with a particular interest in exploring the nature of a passionate relationship 

that may arise between a consumer and a brand. The concept of CBE has existed in the marketing field for some 

time, and although, it is often linked to the additional concepts of interactivity, co-creation and brand experience 

in the literature, all of the concepts have not been studied as a combined component until very recently (Merrilees, 

2016). Thus, this thesis seeks to further explore this gap in literature by conducting a study that is based on all four 

concepts. The thesis studies these concepts in relation to PANDORA, as it is perceived that a global and successful 

jewelry brand provides a strong reason for consumers to become fully devoted to and passionate about the brand, 

leading to a special consumer-brand bond and relationship.   

1.4 Delimitation  

Scholars that have explored engagement have studied it in relation to several disciplines (L. Hollebeek, 2011a), 

e.g. psychology and sociology. Thus, in exploring the concept as a whole, other approaches may have been used 

to get a deeper and fuller understanding on how the concept develops within a subject. This, however, would 

require a deeper review of the previous theory which was chosen to be left out in order to focus deeper on the 
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perceived connection between the concepts of customer brand engagement, interactivity, co-creation and brand 

engagement  

The thesis seeks to understand CBE from a consumer perspective rather than a company and brand perspective. 

As such, this thesis does not touch upon theory and data collection of CBE from a brand view, at a deep level. The 

reason for the choice of exploring the consumer’s perspective rather than the brand’s is based on the perception 

that the consumer is focal in the behavioral component. Indeed, the brands will have the means to influence the 

consumer’s behavior in any way they can but the consumer still has the power of choosing to act on the influence 

or not. Therefore, it is perceived that the consumer essentially holds the power in CBE, making him/her the main 

focus and interest of this thesis.  

CBE can be viewed from both a positive and negative perspective. Consumers are able to engage in a negative 

manner, however this thesis focuses on the positive aspect, as it is the emotional bond between consumer and 

brand that is sought to be examined, and thus will only take negative content into consideration if it is relevant.  

The thesis takes an international perspective by collecting data in a global online setting. However, this may require 

deep understanding of cultural differences, especially towards how consumers differ from culture to culture, 

however this thesis does not explore the cultural differences of the global consumers, as it would be too extensive.  

1.5 Definitions of concepts 

In the following, the main concepts, which are explored in this thesis, will be presented in order to give the reader 

a clear overview of what each concept contains. Literature regarding each concept will be reviewed further in 

chapter two.  

1.5.1 CBE 
The first concept that will be examined in this thesis is consumer brand engagement (CBE), also known as brand 

engagement or customer/consumer engagement1. It is a relatively new term within the field of marketing (Brodie, 

Hollebeek, Juric, & Ilic, 2011; L. Hollebeek, 2011a; 2011b; van Doorn et al., 2010). As such, scholars have not 

yet agreed on a commonly used definition of the term. In this thesis, CBE will be viewed as a state of deep 

connection between a consumer and a brand, which is driven by a high level of passion, immersion and activation 

in the brand (L. Hollebeek, 2011b). Therefore, consumers are perceived to engage in a brand when they invest a 

considerable amount time and emotions into the brand. As such, the thesis will take point of departure in 

Hollebeek’s (2011b, p. 565) definition CBEas “The level of a customer’s cognitive, emotional and behavioral 

                                                           
1 This thesis will refer to the concept of engagement as Consumer brand engagement (CBE). As such, other titles of the 

concept such as brand engagement or consumer/customer engagement will be considered equivalent to CBE. 
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investment in specific brand interactions.” CBE may include interactions between customer and brand such as 

feedback and interactions between customer and customer such as word-of-mouth, blogging, iuser-generated 

content, recommendations or product reviews (Verhoef, Reinartz, & Krafft, 2010; van Doorn et al., 2010; Bijmolt 

et al., 2010; Vivek, Beatty, & Morgan, 2012; Gambetti, Graffigna, & Biraghi, 2012; Sashi, 2012).   

CBE is generally studied from a customer’s perspective, however some scholars emphasize the involvement of 

the company and brand in CBE (Gambetti & Graffigna, 2010; Gambetti et al., 2012; van Doorn et al., 2010; Wong 

& Merrilees, 2015). This perspective of CBE stresses the drive from both a customer and management perspective, 

which leads to two-way communication and interaction.  

1.5.2 Interactivity  
Interactivity is a central term to websites and web-based features (Ha & James, 1998; Song & Zinkhan, 2008; 

Ghose & Dou, 1998). However, as with CBE, interactivity has been defined in numerous ways according to the 

literature (Chou, 2003; Marcias, 2003; H. Voorveld, Neijens, & Smit, 2010). As such, the term has been defined 

in relation to several perspectives such as interpersonal communication, and technical (Rafaeli, 1988; Rafaeli & 

Sudweeks, 1997; Steuer, 1992). 

Interactivity may be considered as a main driver for engagement in communication and relationship between a 

brand and its consumers (Ha & James, 1998; Rafaeli & Sudweeks, 1997). Hence, in this thesis, interactivity will 

be perceived as a main factor in influencing customers to engage and develop a relationship to a brand. The thesis 

will mainly relate to Steuer’s (1992) definition of interactivity: “[…] the extent to which users can participate in 

modifying the form and content of a mediated environment in real time” (p. 84). Marcias (2003) also recognizes 

interactivity as a way of modifying, exchanging and obtaining content and its form through a medium. This 

definition may be difficult to apply to websites, as content are not made for consumers to modify (Ha & James, 

1998), however it correlates better to social media, as these platforms allow consumers to create user-generated 

content.  

1.5.3 Co-creation 
Co-creation involves the interaction between a brand and customers with the purpose of shaping the brand and its 

value to meet the needs of the consumers. As such, the concept is considered to be a two-way collaboration between 

brand and customers in value creation. It is characterized by a brand providing value to customers in terms of 

product and service offerings, and the customers in turn providing value back to the brand through a variety of 

actions such as word-of-mouth, feedback, user-generated content on social media, or customer-to-customer 

interactions (France, Merrilees, & Miller, 2015).  
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Ind et al. (2013) offers the definition of co-creation as: “an active, creative, and social process based on 

collaboration between organizations and participants that generates benefits for all and creates value for 

stakeholders” (p. 9). This definition is in line with how this thesis will approach the concept of co-creation.  

1.5.4 Brand experience  
Customers are increasingly looking to get unique brand experiences rather than simply purchasing a product or 

service. Thus, organizations are continuously attempting to offer their customers experiences that exceeds the 

functional features and benefits of a product or service, which are those of the traditional marketing approach 

(Schmitt, 2009; 1999a; 1999b; Pine & Gilmore, 1999; Merrilees, 2016). In this sense, one might argue that 

organizations are now trying to sell brand experiences rather than just products. These experiences should provide 

consumers with something unique in order to appeal to their senses and mind, indicating a shift from standard 

commoditization.  

The experiential response levels that are found in a consumer’s brand experience are sense, feel, think, act, and 

relate (Schmitt, 1999a; 1999b). These will be explained in further detail in the literature review of brand experience 

(section 2.4). Arguably, all brands may be considered as experienced goods, whether they fulfill a functional or 

hedonic need, as they to some extent always provide the consumer with one or more experiential response level 

(Merrilees & Miller, 2011).  

The notion of brand experience will in this thesis be considered in relation to the definition proposed by Brakus et 

al. (2009) as: “[…] sensations, feelings, cognitions, and behavioral responses evoked by brand-related stimuli that 

are part of a brand's design and identity, packaging, communications, and environments” (p. 52).  

1.6 Thesis structure  

For the purpose of making this thesis easy to grasp for the reader, the following section provides an overview of 

the structure of the thesis.  

The thesis is divided into three overall parts consisting of individual chapters, as indicated in the figure below. The 

first part contains the introduction and the theoretical and methodical foundations for this thesis. As such, this part, 

which is addressed as Research, consists of the first three chapters; Introduction, Theoretical framework & 

literature review and finally Methodology.  

Part two, the Body of the thesis, consists of the analysis of CBE, interactivity, co-creation and brand experience in 

relation to PANDORA via various digital platforms. Additionally, the part includes a discussion of the results 

drawn from the analysis in relation to an overall assessment of the combined concepts as an overall interactive 

brand. Hence, part two, addressed as Body, consists of chapter four, Analysis, and chapter five, Discussion.  
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Last part is addressed as Outcome and is made up of the conclusion of the thesis, which attempts to answer the 

problem statement based on the results of the analysis, and the discussion. Furthermore, this part takes a look into 

future possibilities of further research of the concept of CBE, interactivity, co-creation and brand experience based 

on this thesis. Therefore, Outcome consists of the final two chapters of the thesis; Conclusion and Future 

implications.  

             

Chapter 2: Theoretical framework and literature review  

Chapter 2 accounts for the chosen theories and scholarly articles that have been identified as relevant sources to 

each of the concepts of CBE, interactivity, co-creation and brand experience. As such, the section presents a 

thorough description of these works with the purpose of outlining the concepts. The section ends with an 

identification of the perceived gap in the literature involving scholars’ frequent associations of the concepts, which, 

nevertheless, have yet to be explored as a combination.  

Chapter 3: Methodology 

Chapter 3 presents the choice of scientific standpoint in this thesis leading to the consequences it has for the chosen 

method of collecting data, empirical findings, analysis, and results. As such, the scientific standpoint will be 

discussed in relation to the relevance for the thesis and research methods along with an account for the procedure 

of research and data collection. This entails a presentation of approaches to the analysis, together with a short 

presentation of interview participants.    

Research
1. Introduction

2. Theory & Literature

3. Methodology

Body
4. Analysis

5. Discussion

Outcome
6. Conclusion

7. Future implications

Figure 1: Overall parts of thesis structure 
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Chapter 4: Analysis  

This chapter provides an analysis of the collected data based on secondary sources, such as theory, literature and 

digital platforms such as PANDORA’s website, and primary data such as observations made on social media and 

conducted interviews with consumers. Each concept is analyzed separately in relation to PANDORA and its 

consumers. The purpose of the analysis is to interpret the collected data in order to be able to connect the data to 

the problem statement.  

Chapter 5: Discussion  

Chapter 5 concludes on the results of the analysis in the way that it combines each concept into an overall 

evaluation of PANDORA as an interactive brand. As such, the considerations of the analysis will be used to explain 

the new insights of connecting CBE, interactivity, co-creation, and brand experience as components of an 

interactive brand which strengthen the relations between a brand a the consumers. 

Chapter 6: Conclusion  

The conclusion aims to answer the problem statement by providing a sum-up of the findings and results of the 

thesis. As such, it will present the findings from each of the concepts in the analysis and outcome of the integration 

of these to an assessment of the overall interactive brand. It will present an explanation to how this thesis has 

contributed to its research field.   

Chapter 7: Future implications  

This chapter seeks to put the findings of the analysis into perspective of future contexts, meanings and 

consequences.  
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2. Theoretical framework and literature review 

In the following section, the literature of each of the four pillars, which are the basis of this thesis, will be 

thoroughly presented and discussed. The section offers a presentation of the theoretical frameworks that constitute 

the literature.  

2.1 Consumer Brand Engagement  
Consumer brand engagement (CBE) has gained considerable attention over the 

past recent years in both academic and practical context. Specifically, CBE has 

been studied in relation to branding, relationship marketing, and service-

dominant logic (Vivek et al., 2012; Brodie, Ilic, Juric, & Hollebeek, 2013). As 

such, scholars have over the past decade been concerned with developing 

theoretical and conceptual foundations of CBE in order to get a deeper 

understanding of the concept. Since the concept is still being explored by 

scholars, general consensus on a definition and measures lack behind (L. 

Hollebeek, 2011a; 2011b; Sashi, 2012), however a great deal of scholars agree 

Chapter 1:

Introduction

Chapter 2:

Theoretical framework and literature review

Chapter 3:

Methodology

Chapter 4:

Analysis

Chapter 5:

Discussion

Chapter 6:

Conclusion 

Chapter 7:

Future implications 

Figure 2: Overview of thesis chapters 

Figure 3. CBE model. 

Source: Hollebeek 

(2011a) (adapted) 



Kristine Hadberg Master Thesis  Cand.Merc.(kom) 

15 
 

on the multidimensionality of the concept, in spite of these may differ somewhat in terms (L. Hollebeek, 2011b). 

Nevertheless, the dimensions that seem to reappear are related to cognitive, emotional and behavioral (see figure 

3) (Brodie et al., 2011; Gambetti et al., 2012; L. Hollebeek, 2011a; 2011b; Patterson, Yu, & Ruyter, 2006) and at 

times, social (De Vries & Carlson, 2014; Gambetti et al., 2012; Vivek et al., 2012), and experiential aspects 

(Gambetti et al., 2012; Mollen & Wilson, 2010). 

 

Moreover, these dimensions are found to relate to a consumer’s immersion, passion and activation in a brand (L. 

Hollebeek, 2011b). Immersion is related to the consumer’s cognitive commitment and thought processing to the 

brand by relating to the level of concentration and attentiveness when encountering the brand. Passion is connected 

to the consumer’s emotional commitment in the sense that it relates to the affective and passionate feelings such 

as pride the consumer has in brand encounters. Finally, activation is linked to the behavioral aspect of CBE as the 

consumer’s amount of time, effort and energy spent in interactions with the brand (L. Hollebeek, 2011b; L. D. 

Hollebeek, Glynn, & Brodie, 2014). Other scholars have identified other dimensions of CBE which they classify 

as vigor, dedication, and absorption (Schaufeli, Martínez, Pinto, Salanova, & Bakker, 2002; Patterson et al., 2006; 

Vivek et al., 2012), however, these may be equivalent to the behavioral, emotional, and cognitive aspects (Brodie 

et al., 2013). Thus, vigor, which relates to the behavioral dimension, is connected to the consumer’s level of and 

willingness to invest energy, effort, and time in brand-related interactions and encounters while dedication, which 

relates to the emotional dimension, is associated with sense of belonging, significance, enthusiasm, inspiration, 

pride, and passion and finally absorption, which relates to the cognitive dimension, represents the level of 

concentration and engrossment (Schaufeli et al., 2002; Patterson et al., 2006). Patterson et al. (2006) add another 

category to these dimensions of CBE, which they classify as interaction, and are characterized by the various 

interactions, encounters and connections the consumer experiences with a brand including other consumers of the 

brand. The dimension of interaction may, as vigor, be equivalent to the behavioral dimension (Brodie et al., 2013).  

Overall, CBE is connected to the encounters and interactions a consumer experiences with a brand, as a subject 

engaging with an object (Bowden, 2009b; L. Hollebeek, 2011a; 2011b). In other words, it is characterized by a 

consumer’s level of presence in his or her relationship with a brand and the intensity of the consumer’s 

participation in and connection to brand-related context, in terms of cognitive, emotional or physical elements 

(Patterson et al., 2006; Vivek et al., 2012). As such, when consumers experience engagement in a brand, they are 

likely to immerse themselves in the brand and its activities through strong concentration and attention towards the 

brand. Furthermore, they will feel a sense of passion through strong affect and pride of using the brand while also 

being willing, perhaps eager to spend much time and effort on brand-related activities such as sharing brand-related 

content on social media and interacting with the brand (L. Hollebeek, 2011b). This indicates that CBE is an 
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ongoing state, rather than momentary (Schaufeli et al., 2002). Bowden (2009a; 2009b) views CBE as a 

psychological process that a consumer goes through to reach loyalty as opposed to other scholars who view the 

concept as a psychological state (Patterson et al., 2006; Mollen & Wilson, 2010; L. Hollebeek, 2011a; Brodie et 

al., 2011; Vivek et al., 2012). 

Brands may benefit from CBE as it may create strong relationships with consumers leading to retention, loyalty 

and eventually brand performance (Brodie et al., 2013; Bowden, 2009b; Verhoef et al., 2010; L. Hollebeek, 2011a; 

De Vries & Carlson, 2014; Vivek et al., 2012; van Doorn et al., 2010; Wong & Merrilees, 2015). Van Dorn et al., 

(2010) identifies a range of impacts that CBE can have on an organization; immediacy, intensity, breadth and 

longevity. As such, CBE may have an immediate or gradual effect on the brand while it may differ in the level of 

intensity in terms of changes it may cause. Furthermore, the breadth of impact refers to the reach of CBE. In this 

sense, CBE can affect both a narrow or broad number of people. Finally, the longevity of the impact can be either 

short for instance in word-of-mouth situations or long as in cases of online reviews for instance (van Doorn et al., 

2010).  

Hollebeek et al., (2014) develop a conceptual model of CBE which builds on the generic dimensions of cognitive, 

emotional and behavioral dimensions (see figure 4). The model suggests consumer involvement as an antecedent 

of CBE. The dimensions of CBE are in the model presented as cognitive processing, affection and activation, 

relating to the three generic dimensions cognitive, emotional and behavioral. Finally, the model proposes self-

brand connection and brand usage intent as two consequences of CBS (L. D. Hollebeek et al., 2014). 

 

 

As such, engagement is the outcome of repeated interactions with a brand, which stems from the consumer’s 

involvement and in turn, strengthens the consumer’s psychological, emotional and psychical involvement in the 

brand. The psychological process the consumer experiences in relation to the brand, creates a state of absorption, 

Figure 4. CBEmodel. Source: Hollebeek et al., 2014 
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dedication and passion towards the brand, leading him/her to develop strong emotions in the brand and eventually 

activation. This occurs, for instance, in terms of change in behavior, such as new purchases, taking part in brand 

activities, for example joining a members club, brand community or reacting to brand-related content on social 

media. This process then leads to self-brand connection in terms of the consumer identifying, associating oneself 

and connecting personally with the brand, and to brand usage intent in terms of preferring usage of a particular 

brand to other similar brands and willingness to use brand (L. D. Hollebeek et al., 2014). The notion of self-brand 

connection being consequence of CBE is likewise consistent with Sprott et al., (2009) study of CBE in relation to 

self-concept. The study examines how consumers view brands in relation to their own perceived self and found 

that consumers are likely to create links a brand they like (Sprott et al., 2009). As such, the emotional aspect of 

CBE is emphasized, as the consumer tends to bond with the brand and considers the brand to be part of him/herself. 

This creates a personal connection between the consumer and the brand, and a sense of identification of oneself 

with the brand. As such, the consumer’s attention, preference and loyalty to the brand are enhanced (Sprott et al., 

2009). Brodie et al., (2013) also recognize self-brand connection as a result of CBE.  

In addition to involvement as an antecedent of CBE, Bowden (2009a; 2009b) recognizes satisfaction, calculative 

and affective commitment and trust as antecedents of CBE. Calculative commitment refers to the consumer’s 

rational thinking of committing to a brand while affective commitment refers to the emotional angle of 

commitment to a brand (Sashi, 2012). More specifically, Bowden’s (2009a; 2009b) study shows that CBE is based 

on the consumer-brand relationship which may develop in an affective sense based on the consumer’s brand 

experience, leading to a strong emotional bond which eventually results in loyalty and positive word-of-mouth. 

As such, all of the mentioned antecedents of CBE i.e. satisfaction, involvement, calculative and affective 

commitment and trust, are significant factors that should be present, supplementing each other in order to create a 

strong emotional bond between the consumer and the brand and hence CBE. It may be useful to distinguish 

between new and existing consumers in relation to CBE, as antecedents of CBE may differ in importance 

depending on whether the brand is new or existing to the consumer. Affective commitment, involvement and trust, 

do however appear to be the most crucial factors in the formation of an emotional bond and strong consumer-

brand relationship, as these are what drive a consumer to become emotionally engaged in the brand. On the other 

hand, terms such as commitment, trust and emotional brand attachment may also be considered consequences of 

CBE (Brodie et al., 2013; Vivek et al., 2012), rather than antecedents as Bowden views them (2009a; 2009b). In 

fact, Vivek et al. (2012) develop a theoretical model of CBE in which they categorize these terms as consequences 

of CBE along with value, word-of-mouth, loyalty and brand community involvement as possible consequences of 

CBE (see figure 5). In this sense, it is thus useful to view CBE as a distinct concept which is related to a range of 

terms within the field of marketing that may be connected both as antecedents and as consequences.  
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The model shows that a consumer’s involvement and participation in a brand, its offerings and activities leads the 

consumer to actively engage with the brand, which in turn brings the consumer to add value to his or her 

engagement along with participation and involvement. Furthermore, the consumer’s engagement with the brand 

as a two-way interaction form generates trust in the consumer-brand relationship and affective commitment 

towards the brand. This, then makes the consumer more likely to share positive word-of-mouth statements among 

its social environment, become a loyal consumer to the brand, and perhaps engage in a brand community, thus 

reflecting in the consumer’s participation and involvement in the brand and its activities (Vivek et al., 2012).  

Brodie et al. (2011) also mention the connection between involvement and CBE along with participation; thus, 

this is an ongoing notion among scholars (Vivek et al., 2012). However, the extent of the connection between 

involvement and CBE does not seem to be clearly agreed on, nevertheless most authors do agree that they are two 

distinct concepts (Brodie et al., 2011; Mollen & Wilson, 2010). In fact, it may be that the concept of engagement 

goes beyond involvement (Mollen & Wilson, 2010; Sashi, 2012) and is beginning to replace the notions of 

involvement and participation in the literature (Brodie et al., 2011). One thing is certain though, CBE cannot exist 

without the consumer’s involvement and participation in brand activities, as it would be a passive behavior which 

does not correspond with engagement in general and more specifically with CBE. In contrast, CBE establishes an 

active relationship between the consumer and the brand (Mollen & Wilson, 2010). Correspondently, Gambetti et 

al., (2012) emphasizes consumers’ roles as active participants in brand-related content and values. As such, it is 

important to note that, although CBE contains multiple aspects in terms of cognitive, emotional, and behavioral 

Figure 5. Theoretical model of consumer brand engagement. Source: Vivek et al., (2012) 
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components, which all play a crucial role in the formation of CBE, the latter may be considered a main driver since 

participation, and thus, action is a necessary element in order to differentiate engaged consumers from those who 

are actually loyal customers in terms of repeat purchase without further participation invested in the brand (Van 

Doorn, 2011). In this sense, Van Doorn (2010) emphasizes the behavioral aspect and thus views CBE as behavioral 

manifestations. Arguably, though, it should also be stressed that cognitive and affective investment in the brand 

similarly distinguishes engaged consumers from others, and thus all three dimensions should be considered 

essential since they together serve as the foundation of CBE. In regards to this, it may be that consumers are more 

likely to engage in brands of high involvement, rather than those of low involvement. It is worth noting that loyal 

consumers, emotionally engaged in a brand, may reach a status of being fans of the brand and its offerings (Sashi, 

2012).  

In the literature, CBE is often studied in relation to the WEB 2.0 and social media (Brodie et al., 2013; Mollen & 

Wilson, 2010; Verhoef et al., 2010) due to their interactive nature (L. D. Hollebeek et al., 2014), which may ease 

the development of CBE, consequently developing a customer-brand relationship established by strong emotional 

bonds (Sashi, 2012). Furthermore, since scholars argue that CBE goes beyond purchase (Bijmolt et al., 2010; van 

Doorn et al., 2010; Verhoef et al., 2010; Vivek et al., 2012), these media platforms serve as excellent settings for 

consumers to interact beyond purchase as they are easily accessible to consumers (Sashi, 2012). Additionally, 

online media creates a networked society which enables consumers to interact amongst each other and with 

organizations and brands, for instance on social media, obliging organizations to approach Customer Management 

by a new perspective which involves an increased attention to non-transactional customer behaviors, and hence, 

CBE (Verhoef et al., 2010). As such, social media enable brands and consumers to easily interact and 

communicate, thus providing organizations with means to better understand how to better serve and meet the needs 

of the consumers. This allows consumers to engage with a brand and amongst each other in a simple manner and 

give rise to creating a relationship between a brand and its consumers (Sashi, 2012). 

In relation to the notion of a networked society, CBE is also considered to encompass global characteristics, as 

online platforms are accessible worldwide (van Doorn et al., 2010) meaning that consumers are able to influence 

others in their social network and even beyond in regards to attitudes, and perhaps purchase decisions (Sashi, 

2012). According to Sashi (2012), in order for CBE to occur, there must be a connection between the brand and 

the consumer, which results in interaction between the two parts. Social media in particular can help facilitate this 

connection and interaction since it is easy to establish contact between each other and to interact in real time on a 

global scale. This also creates the possibility for brand communities to develop, as fans are able to connect and 

interact with each other (Sashi, 2012). Additionally, by developing an on-going interaction with the consumers on 
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social media, and thus, accommodating their needs, brands can increase the satisfaction among the consumers, 

which is essential for CBE to occur. This will in turn lead to customer retention and create a long-term relationship 

between consumers and brand, built on calculative and affective commitment generating a strong emotional bond 

(Sashi, 2012).  

In addition to this, the previously mentioned impacts of CBE, immediacy, intensity, breadth and longevity, are 

likely to have a strong and powerful effect in online settings as they have the potential to reach a large number of 

consumers due to their high level of connectivity (van Doorn et al., 2010). As such, although CBE can appear in 

personal interactions, such as word-of-mouth, online settings provide consumers with channels which may 

enhance the impact of CBE (van Doorn et al., 2010), and thus, Mollen & Wilson (2010) identify a branch of CBE 

in online engagement which they define as “[…] a cognitive and affective commitment to an active relationship 

with the brand as personified by the website or other computer-mediated entities designed to communicate brand 

value […]” (p. 923). Hence, the online settings of a brand may be regarded as one of the means that creates a 

personal bond between a consumer and the brand, or at least as an enhancement of the relationship in the sense 

that these channels allow a more direct and approachable interaction. Furthermore, CBE in online channels have 

the potential to optimize consumer attitudes and behavior (Mollen & Wilson, 2010). Thus, the usage of social 

media as a purpose for interacting with consumer has become inventible for brands, if they wish to boost CBE 

among the consumers, and provide a platform for online brand communities where fans can interact both with the 

brand and amongst each other, thus influencing the overall amount of CBE, creating a mutual feeling of brand 

loyalty (De Vries & Carlson, 2014), and satisfaction among the fans (Sashi, 2012). Moreover, the brand’s choice 

of online channels will influence the impact of CBE among consumers, thus proving several channels online will 

reach a broader audience, and therefore enhance the effect and amount of CBE (van Doorn et al., 2010). As such, 

digital platforms provide very efficient methods for reaching consumers and creating CBE.   

2.2 Interactivity  

Interactivity may be viewed in terms of a natural attribute of face-to-face, two-way communication (Rafaeli, 1988). 

For instance, Ha and James (1998) regard interactivity in relation to a communicator’s and an audience’s 

responsiveness and willingness to facilitate one another’s communication needs, while Marcia (2003) characterize 

interactivity as a state or process of communicating. In this sense, interactivity requires mutual communication, 

and simultaneous and continuous exchange (Rafaeli, 1988; Rafaeli & Sudweeks, 1997). Over the past few decades, 

with the evolution of technology and new media, the concept has been extensively studied in relation to mediated 

communication through technology (Steuer, 1992). In this sense, interactivity has been researched in relation to 

the WEB 2.0 since it is considered to be determined by the technical structure of a medium, and as such becomes 
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a stimulus-driven variable (Steuer, 1992). Therefore, researchers have sought to determine how consumers can 

interact with and through a medium that bases the perspective of relating the concept to technology. As such, an 

interesting notion of interactivity is assessing how brands can apply the media in order to reach consumers in a 

way that stimulates two-way interaction between the consumers and the brand. Marcias (2003) identify two ways 

of interaction in an online setting: proving and receiving information such as surfing, and communicating with 

another individual such as chatting. As such, it is vital that the communication transmitted through an interactive 

medium is based on quality to ensure consumer satisfaction, as one might expect from face-to-face communication 

as well. Moreover, a brand’s website interactivity can help express its brand message to consumers (Barreda, 

Bilgihan, Nusair, & Okumus, 2016).  

Steuer (1992) emphasizes the link between interactivity and user-control in the sense that if the user is able to 

control the content to some extent, the content can become interactive. This may be difficult with some media, 

especially traditional media, as the consumer is a passive recipient of the message however, in new media, 

specifically WEB 2.0 and social media, the consumer is in possession of some amount of control, as these media 

allow him or her to influence the content through user-generated content, thus creating interactivity (Hill & Moran, 

2011). According to Steuer (1992), interactivity contains three dimensions: speed, range and mapping. Speed, 

which is a vital component of interactivity, refers to the rate of input, meaning the amount of time it takes for the 

user’s action to change the mediated environment. Media which operate in real time provides the highest value, as 

content is instantly added to the mediated environment (Steuer, 1992), indicating that, for instance, chat messaging 

works as one of most valuable functions of interactivity. Range refers to the number of possibilities that are 

available for the user to control. Steuer (1992) refer to this as number of attributes that can be manipulated in the 

medium, including the different variations each attribute contains. As such, it may be considered as what Ghose 

and Dou (1998) refer to as interactive functions, i.e. the functions that, for instance, a website contains for the user 

to make use of. Finally, mapping relates to the way a system maps the user’s changes in the mediated environment. 

In this sense, it is the way a user’s action appears in the mediated environment (Steuer, 1992). It may be useful to 

consider this dimension as the navigation of the mediated environment, for instance, in terms of the user being 

redirected to the desired location in the environment.  

Ghose and Dou (1998) studied interactivity in relation to the various functions which may be present in brand 

websites, indicating the multidimensional nature or the concept. They found that the more interactive functions a 

website offers, the more attractive it is to consumer. As such, if the dimension of range (Steuer, 1992) is broad, 

users of the website will most likely want to engage with the brand via the website. On the other hand, other studies 

found that too many interactive functions do not necessarily secure a high level of interactivity (Song & Zinkhan, 

2008), and may even decrease the attractiveness of the website to the users, as it may be overwhelming, especially 
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if they are not familiar with the functions. Regardless, the quality of a brand’s website may be enhanced if it 

contains a high degree of interactivity, making it more attractive to consumers which may build a relationship 

between brand and consumer (Ghose & Dou, 1998) and improve brand image (H. A. M. Voorveld, Noort, & Duijn, 

2013). Due to the continuous evolvement and development of technology, specifically new media such as WEB 

2.0 and social media, new interactive functions keep appearing which may suggest that the study of Ghose and 

Dou (1998) is outdated (H. Voorveld et al., 2010). Accordingly, Voorveld et al., (2010) developed an instrument 

for measuring interactivity in websites and expanded the list of interactive functions, originally identified by Ghose 

and Dou (1998).   

Ha and James (1998) identified other dimensions in relation to brand websites’ interactivity. They present five 

dimensions: playfulness, choice, connectedness, information collection, and reciprocal communication. It is 

important to note that interactivity should accommodate to both the brand’s and the consumer’s various 

communication needs (Marcias, 2003) which also applies to each of these dimensions (Ha & James, 1998).   

Playfulness: This dimension relates to the entertainment value and playful environment the medium provides, for 

instance in browsing around a website. This particular dimension may be perceived individually, in the sense that 

it may not relate to a consumer’s need to communicate with the brand, but rather the need to communicate with 

oneself. For instance, if a brand is able to satisfy a consumer’s need to communicate with oneself, for instance via 

an entertaining and playful website, the brand, thus, provide the consumer with an interactive function of high 

quality (Ha & James, 1998).   

Choice: This dimension refers to the amount of choice and navigation the medium provides. As such, it correlates 

to Steuer’s (1992) dimension of range of interactivity, in terms of amount and variation of attributes, and to Ghose 

and Dou’s (1998) classification of interactive functions.  

Connectedness: This dimension is related to a consumer’s “[…] feeling of being able to link to the outside world 

and to broaden one’s experience easily” (Ha & James, 1998 p. 462). It is correlated to Steuer’s (1992) dimension 

of mapping, as it encompasses the navigation of the mediated environment, allowing users to explore the different 

areas of for instance a website, making the user feel connected to both the environment and other users (Ha & 

James, 1998). Additionally, the way the platform allows consumers to interact with the content may serve as an 

experience of being virtually present. If a brand’s website provide users with a connected experience, the need for 

information is fulfilled which generates trust (Ha & James, 1998). In this sense, this dimension should be regarded 

as the presence of information available to consumer of for instance the brand and its product offerings (Chou, 

2003).   
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Information collection: This dimension should be considered from the brand’s perspective, in the way that the 

online medium allow it to collect and monitor data and information on the consumers, which enables the brand to 

customize its communication to the consumers in order to enhance the targeting (Ha & James, 1998). In this way, 

brands may utilize co-creation and CBE as means to collect valuable information on the consumers, which may 

improve its communication to consumers. Furthermore, social media can work as a tool for brands to find and 

reach their target audience, based on the data that is collected on the users.  

Reciprocal communication: Since communication is no longer one-way from brand to consumer, but rather a two-

way format of both brand and consumer that may be initiated from both parties, this dimension emphasizes the 

mutual and equal communication and responses between brand and consumer. This, in particular, allows brands 

to accommodate to and satisfy consumer needs, as the consumers are easily able to express their needs directly to 

the brand (Ha & James, 1998).  

Arguably, the dimensions of information collection and reciprocal communication may be considered with the 

highest level of interactivity in relation to communication, as they entail direct and two-way exchange between 

brand and consumer. The remaining three dimensions do not, on the other hand, require action from both parties, 

as recognized in the playfulness dimension. Consumers may get their communication need satisfied without direct 

influence from the brand (Ha & James, 1998). Ha and James (1998) refer to this as audience-oriented interactivity, 

since it is the consumer’s role which is vital in the process, and the brand is merely responsible for providing for 

the consumer’s needs.  

Scholars have distinguished between interactivity and perceived interactivity. For example, Song and Zinkhan 

(2008) studied determinants that enhance perceived interactivity, and found that the quality of content has a 

positive impact on the way consumers perceive a website’s interactivity and effectiveness. This proves that it is 

not necessarily the number of interactive functions which impacts the consumers’ satisfaction with a medium, it 

is rather dimensions such as personalized communication, message exchange, response time, and content including 

its quality which is effective in satisfying consumers and increasing their perceived interactivity (Song & Zinkhan, 

2008). Perceived interactivity should be viewed in terms of the consumer’s perspective of the extent to which he 

or she may be experiencing interactivity as a two-way, controlled and responsive communication when he or she 

is interacting with or through a computer-mediated platform such as a website or social media (Mollen & Wilson, 

2010). As such, according to Song and Zinkhan (2008), interactivity lies within the consumer and not the medium, 

nevertheless Voorveld et al., (2013) stress that the perceived interactivity becomes stronger when a message 

exchange is highly reciprocal. Moreover, a key aspect of high interactivity should be that it might improve the 

consumer’s understanding of the content that the medium provides (Marcias, 2003).  
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Additionally, Teo et al., (2003) suggest that a high level of interactivity on a brand’s website will enhance the 

satisfaction, effectiveness, efficiency, value, and overall attitude towards the website (see figure 6). The authors 

relate satisfaction to the consumer’s affective feelings, indicating that interactivity may influence a consumer’s 

emotional response. Effectiveness refers to the content and information a website provides, while efficiency relate 

to the availability and accessibility of the content and information. Combined these two affects the consumer’s 

perception of value and attitude of the website.  

 

 

Given the technological background for interactivity, some researchers distinguish a close relation between the 

concept and telepresence (Steuer, 1992; Song & Zinkhan, 2008; Mollen & Wilson, 2010). In fact, Steuer (1992) 

views interactivity as a determinant of telepresence. Similarly. Mollen and Wilson (2010) propose perceived 

interactivity as an antecedent of telepresence. In addition to this, they propose telepresence as an antecedent of 

engagement. Telepresence is considered as the consumer’s psychological state and experience of being present in 

a computer-mediated environment (Steuer, 1992; Mollen & Wilson, 2010). As such, a consumer’s cognitive and 

sensory stimulation is triggered into a state of immersion of continuous stimuli and experiences with the 

environment (Mollen & Wilson, 2010).  

2.3 Co-creation   
When reviewing the literature on co-creation, authors Prahalad and Ramaswamy are inevitable. They have 

published a range of publications on the topic, and are thus considered among the central authors of the subject. 

In much of their work, they emphasize the change that is occurring in the market in terms of consumers undergoing 

a shift from traditionally having a passive role in the market to now being active in their role as consumers 

(Prahalad & Ramaswamy, 2000; 2004b). Furthermore, consumer are considered as co-producers of value and 

brand experiences in this changing market, providing them with markedly more influence than previously 

Figure 6. Interactivity outcomes. Source: Teo et al., (2003)  
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(Wikström, 1996; Prahalad & Ramaswamy, 2000; Vargo & Lusch, 2004). This indicates that the market has 

become a collaborative place between organizations and customers, which in turn impacts the brand (Prahalad & 

Ramaswamy, 2004b). It is in particular the service-dominant logic in co-creation, which emphasizes that the 

consumer plays a significant part in value creation of a brand (Vargo & Lusch, 2004). As such, the changing 

market is a result of the proposition that it no longer centers on a good-dominant logic, but instead is concerned 

with a service-dominant logic (Vargo & Lusch, 2004). By referring to the traditional value creation foundation in 

the market in line with Porter’s (1985) value chain, in which an organization seeks to create value for customer 

based solely on the organization itself and without influence of the consumer, Prahalad and Ramaswamy (2004b) 

suggest that with co-creation, this is no longer the case. This is due to the fact that customers now have the means 

and the wish to interact and communicate in various ways with the organization, resulting in co-creation of value 

in the brand (Prahalad & Ramaswamy, 2004c). Customers have become increasingly more informed about brands 

and their activities, which indeed is the result of the increased transparency in organizational activities (Prahalad 

& Ramaswamy, 2004b) as a result of political and societal pressure. This entails that consumers now have the 

possibility of choosing to be either a passive or an active player in a brand’s business activities while also being 

able to rely solely on themselves and each other when it comes to finding information of a brand and its offerings 

and activities (Prahalad & Ramaswamy, 2004b).  

Furthermore, this change has resulted in a new type of relationship between the consumers and brands (Prahalad 

& Ramaswamy, 2004b). The consumers are closer to the brand and this may reflect upon the way the consumers 

perceive the brand and its offerings and in turn the motivation for engaging in the brand. As such, the perceived 

value is indeed becoming a question of more than just the products and services that a brand offers. According to 

Prahalad and Ramaswamy (2000; 2004b), customers are now looking to gain value in personalized experiences 

with the brand and no longer only occupied with the value they receive from products and services. This indicates 

that there is a clear link between co-creation and the brand experience that consumers expect from a brand.  

The Internet and especially social media are certainly main factors and drivers of this increased independence of 

consumers and proximity to the brand (Prahalad & Ramaswamy, 2000; Vargo & Lusch, 2004). The shared 

connectivity that lies in the nature of social media has given consumers the opportunity to be active in interacting 

and communicating with brands while also interacting with other consumers and relying on each other via brand 

communities without necessarily involving the brand in enquiries and activities which in turn has resulted in 

reduced control of the organization (Prahalad & Ramaswamy, 2000). These communities may as such have an 

apparent influence on co-creation internally, which in turn affects the brand identity (Payne, Storbacka, Frow, & 

Knox, 2009; Ind, Fuller, & Trevail, 2012). In terms of the consumer being an active player in the brand, the ease 

and rapidity that social media have brought to the way of interacting and communicating with a brand, has put 
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pressure on the brand to react better and more rapidly to customers’ needs and expectations in order to keep 

consumers satisfied. The main thing to notice is that organizations can benefit from consumers’ active part in the 

brand as an approach of achieving a new competencies and a competitive advantage in the marketplace through 

co-creation (Prahalad & Ramaswamy, 2000; 2004b). The emphasis here lies in the experience that consumers 

connect to a brand in the sense that it is the experience unique to each consumer that leads to a strong consumer-

brand relationship rather than it is the product offering in itself (Prahalad & Ramaswamy, 2004b). As such, 

Prahalad and Ramaswamy (2004b) state that “products can be commoditized but co-creation experiences cannot 

be.” This indicates that co-creation centers on consumers’ brand experiences rather than the products.  

Prahalad and Ramaswamy (2004b) identify four 

building blocks of interaction between the 

organization and consumers, which essentially 

facilitate co-creation. They identify these in their 

DART model as Dialog, Access, Risk-benefits and 

Transparency (Prahalad & Ramaswamy, 2004b). 

Figure 7 depicts the DART model. Dialog seems to be 

the most essential element in co-creation as it entails 

interactivity and engagement from both a consumer 

and organizational perspective, which points toward a 

sense of equality between the organization and the 

consumer. However, dialog is driven by access and transparency since the consumer is in need of being well-

informed and knowledgeable about the organization’s practices in order to enter an equal dialog between the two 

of any significance to both sides. Access and transparency is considered to derive from both an organizational 

perspective and a consumer community perspective with regard to the connectivity that in found in today’s society 

(Prahalad & Ramaswamy, 2004b). The central point in the co-creation of value is that both parties have the interest 

and willingness to enter a meaningful dialog that they can both benefit from (Prahalad & Ramaswamy, 2004b). 

The three building blocks of dialog, access and transparency lead to the remaining block of risk-benefits in terms 

of assessing behavioral outcomes and course of action for the customer in relation to purchase decisions. The 

DART model specifies a successful co-creation of value approach, which may result in a competitive advantage 

(Prahalad & Ramaswamy, 2004b).  

In the literature, scholars appear to disagree on the extent to which co-creation place fundamental focus on 

customers. On one hand, some scholars consider customers to be a significant focal point in co-creation and key 

to the concept as a whole (France et al., 2015), whereas other scholars view co-creation more as a joint 

Figure 7. DART model. Source: Prahalad & Ramaswamy, (2004a)  
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collaboration between the brand and the customer (Prahalad & Ramaswamy, 2004b). As such, the consumer’s role 

in co-creation may in fact be considered more crucial than initially specified, indicated that co-creation are based 

on the consumer’s initiative in terms of interacting and engaging in the brand (France et al., 2015). France et al., 

(2015) refer to direct and indirect co-creation in which direct co-creation is the direct interactions between the 

consumer and the brand, and indirect, on the other hand, happens without a direct consumer-brand interaction by 

for instance interacting with other consumers, family, friends or other networks. Therefore, examples of direct co-

creation include customer feedback and participation in brand activities such as competitions and examples of 

indirect co-creation include word-of-mouth and user-generated content on social media. In both direct and indirect 

co-creation, however, it is important to stress the connection to the brand (France et al., 2015). This is evident in 

the impact co-creational actions have whether it is directly linked to the brand in terms of its offerings and 

experiences or indirectly linked to the brand in terms of the perception of the brand among other customers (France 

et al., 2015).  

France et al. (2015) develop a conceptual model of co-creation in which they include brand engagement and 

interactivity as an impact on co-creation, which has not been introduced much otherwise in the literature on co-

creation although the concepts seem to connect (see figure 8). They argue that three factors lead to co-creation 

from the consumer’s perspective. These factors are: consumer’s level of engagement, brand self-congruity and 

category involvement. Furthermore, these three factors are in turn each influenced by a consumer’s participation 

in brand communities and the level of brand interactivity. Additionally, they suggest that when a consumer engages 

in co-creational behaviors, it leads to increased brand knowledge and increased brand value. Hence, according to 

The Customer Brand Co-creation Model, value is created through customer co-creation when a customer engages 

in a brand, identifies with the brand, and is involved with the product category which may be initiated and enhanced 

by the consumer’s participation in brand communities and the level of interactivity between the consumer and the 

brand (France et al., 2015). 
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Overall, it is important for an organization to understand how to manage and to benefit from the change in 

consumer and brand relationship where the consumer has become increasingly more interested and involved with 

the brand and its activities (France et al., 2015). Taking the reviewed literature in consideration, it should be noted 

that while the customer is considered a key aspect in co-creation, it is important to stress that it is continually in 

corporation with brand.  

2.4 Brand experience  
Brand experience is a central concept in the book, The Experience Economy, by Pine and Gilmore (1999) in which 

they identify an economic shift in the market to what they define, as the title of the book indicates, namely the 

Experience Economy, moving away from the previous Service Economy. According to the authors this shift 

requires organizations to recognize experiences as key to grow and remain competitive in the marketplace (Pine 

& Gilmore, 1999). Experiences should be considered as a distinct source of value that engages consumers on a 

personal level opposed to products and services. Pine and Gilmore argue that experiences happen when a consumer 

is engaged in a product or service. In relation to this, they stress that products are tangible, services intangible 

whereas experiences should be considered memorable (Pine & Gilmore, 1999). The essential thing for 

organizations to consider is how to create products that consumers can experience and in turn affect their senses.  

Pine and Gilmore (1999) develop a model that serves as an indication to how organizations may develop and 

improve brand experiences for their customers. This model is referred to as The Experience Realms and is depicted 

Figure 8. The Customer Brand Co-creation Model. Source: France et al., (2015) 
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in figure 9. There are two dimensions to a consumer’s brand experience: level of participation and level of 

connection or environmental relationship. Pine and Gilmore (1999) argue that a consumer can take either a passive 

or active part in participation, meaning that the consumer either has no influence on the experience, thus being 

passive, or is able to influence the experience him/herself, thus playing an active role in the experience. 

Furthermore, a consumer’s connection and relationship to the brand environment is reflected in whether he or she 

is simply paying attention to the experience, thus entering a level of absorption or if he or she, on the other hand, 

takes physically part in the experience, thus entering a state of immersion (Pine & Gilmore, 1999). The two-

dimensional levels make up the four categories of an experience. These are categorized as correspondingly: 

entertainment, educational, esthetic, and escapist. Arguably, the lines between each realm should be considered 

blurry in the sense that an experience may contain elements from each of the four realms. In fact, Pine and Gilmore 

(1999) emphasize that for a brand to deliver the most attractive and intense experience, it should ensure that the 

experience contains elements from each of the four realms, in what they refer as The Sweet Spot.  

   

 

Realm 1: Entertainment:  

This category contains experiences which may be referred to entertainment by consumers. Experiences in this 

category are passively absorbed meaning that the consumer participates passively in the experience and as such 

does not have any influence on it. Moreover, the experience is absorbed in the sense that the consumer’s connection 

Figure 9: The Experience Realms. Source: Pine and Gilmore (1999)   
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to the brand environment is characterized by a low to medium level of attention. As such, the consumer is not 

actively involved in the brand experience as an integrated part (Pine & Gilmore, 1999).  

Realm 2: Educational: 

In the educational category, the consumer is actively absorbing the brand experience. Hence, the consumer absorbs 

the experience with a low to medium level of attention; however, he or she takes an active role in terms of 

participation, and therefore has a personal affect and influence on the experience. This indicates that the 

consumer’s active engagement provide a learning experience which leads to acquiring knowledge and potentially 

new skills for the consumer, hence the label of the realm (Pine & Gilmore, 1999).    

Realm 3: Escapist:  

The escapist category is characterized by experiences in which the consumer is completely involved. The consumer 

is actively immersed in the brand experience by taking actively part in the level of participation and thus able to 

affect the experience, while also having reach a high level of attention in the brand environment by being 

physically involved in the experience. This realm is considered as the most intense in proving brand experiences 

of all the four realms, as it ensures that the consumers in fully focused and immersed in the experience in both 

mind and body (Pine & Gilmore, 1999).   

Realm 4: Esthetic: 

The last realm of the Experience Realms model is the category of esthetic. In this category, the consumer is 

immersed in the connection to the brand and its environment but does not take active part in the experience. The 

consumer is therefore passively immersed in the brand experience. This means that the consumer does not affect 

or influence the experience, nevertheless the consumer’s level of attention to the environment is considered to be 

high (Pine & Gilmore, 1999).  

In their approach to the model, Pine and Gilmore (1999) generally take departure in experiences that mainly 

involve entertainment, retail settings, events or similar (Brakus et al., 2009). Nonetheless, the model may 

essentially be applied to all kinds of brands in order to provide consumers with brand experiences that create value 

and enhances the act of simply purchasing a product or service, and in this sense accommodate to consumers’ 

demand for experiences.   

Brand experience has been studied by a number of other authors including Schmitt who has published a number 

of articles on the subject. Schmitt (1999b; 2009; Schmitt, Brakus, & Zarantonello, 2014; 2009) is predominately 

occupied with the transition from traditional to experiential marketing in which customers are increasingly seeking 
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value from attractive and exciting experiences that stimulate their senses and mind from brands as opposed to 

value from functional features and benefits of products and services. As such both Pine and Gilmore and Schmitt 

believe that the market is changing based on consumer needs and expectations (Pine & Gilmore, 1999; Schmitt, 

1999b; Brakus et al., 2009).    

Schmitt (2009) emphasizes that experiences can apply to all brands and all categories, and thus takes the notion of 

brand experiences a step further than how Pine and Gilmore (1999) occupy themselves with the concept. Together 

with his co-authors Brakus and Zarantonello, Schmitt (2009) develop a study in which they measure brand 

experience through an empirical test, based on the dimensions of sensory, affective, intellectual, and behavioral. 

These dimensions are essentially what make up an experience for a consumer when one or more dimensions are 

triggered as a response to a brand. The authors argue that a brand’s design and identity such as name and logo, 

along with packaging, marketing communications and environment make up the overall brand experience in terms 

of the consumer’s response to these brand stimuli. They distinguish between three types situations in which 

experiences occur which are related to products, shopping/service and consumption (Brakus et al., 2009).  

Brakus et al., (2009) emphasize that not all experiences are the same and consumers perceive the brand experiences 

differently as they are subjective in their responses. As such, the brand experience may be stronger and more 

intense to some consumers while other consumers do not have the same strong reaction to the experience. This 

also indicates that some experiences may be perceived as positive to some consumers whereas others will find 

them negative. Overall, it relies on the individual itself and the specific brand experience he or she is the subject 

to. It is important to stress that brand experiences occur whenever there is a direct or indirect interaction between 

the consumer and the brand and thus brand experiences are not solely related to consumption (Brakus et al., 2009). 

According to Brakus et al., (2009), some of the experience dimensions identified may be viewed in correspondence 

to the realms developed by Pine and Gilmore. Hence, it is useful to consider sensory to the esthetic realm, 

intellectual with educational, and finally emotional in relation to entertainment.  

Their research shows that brand experience is a distinct concept that does however relate to other brand concepts 

such as involvement, attachment and evaluation among others as they form the basis for the measurement of an 

experience. Furthermore, the results of the study show that brand experiences may lead to consumer satisfaction 

and loyalty, specifically if the experiences are positive (Brakus et al., 2009). Based on their study, Brakus et al., 

(2009) also find that brand experiences has a positive impact on brand personality in the sense that the brand 

experience a consumer has, may influence the consumer to start associating the brand with personality traits and 

human characteristics. This brand personality will in turn affect the consumer’s satisfaction and loyalty with the 

brand in a positive manner, just as the brand experience does. Overall, Brakus et al., (2009) argue that the brand 
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experience is stronger in terms of leading to buying behavior than brand personality since the response the 

consumer has in regards to sense stimulation and engagement will presumably encourage the consumer to seek 

out the experience again. Brand personality, on the other hand, is more likely to create a feeling of satisfaction in 

the consumer. Thus, brand experience leads to a behavioral action and affects satisfaction and loyalty through 

brand personality (Brakus et al., 2009).  

The shift from traditional marketing to experiential marketing, which Schmitt (1999a; 1999b) predominately 

explore in this book Experiential marketing, has four key characteristics; it is largely consumer-oriented and 

focuses on consumer experiences, it focuses on consumption as a holistic experience, it views consumers as both 

rational and emotional creatures, and finally the methods and tools applied in experiential marketing are eclectic.  

As such, the shift to experiential marketing, requires an organization to consider how its brands can provide 

experiences for the consumer that exceeds the traditional functional features and benefits of the product/service 

by approaching the notion of experience as something that affects all parts of the consumer’s process to purchasing 

the product, meaning how a product’s packaging and advertising may enhance the consumption and thus provide 

a positive overall experience for the consumer. Moreover, it is necessary for the organization to approach 

consumers as individuals that base their decisions on rational thinking but are also affected by emotional 

components. Finally, the organization should focus on applying a diverse set of methods and tools in its approach 

to market research rather than focusing on one type of marketing methodologies as traditional marketing tends to 

do (Schmitt, 1999a; 1999b).  

As previously mentioned, there are five different response levels, proposed by Schmitt (1999b; 1999a), which a 

brand can apply in the process of creating experiences for consumers. These types of experiences are identified 

as: Sense, Feel, Think, Act, and Relate. Schmitt refers to these as strategic experiential modules (SEMs) and 

indicate that they are triggered by, what he refers to as, experience providers (ExPros), which consist of a brand’s 

communications, visual identity, product presence, media among others. These types of experience providers 

correlate to the brand-related stimuli that Brakus et al., (2009) identify as a brand’s design, identity, packaging, 

communications and environments, which produce a consumer response to an experience.  

Sense:  

These are sensory experiences that correspond to those which Pine and Gilmore (1999) consider belonging to the 

esthetic realm. Hence, these type of experiences appeal to a consumer’s senses of sight, sound, touch, taste and 

smell and are provide the consumer with pleasure of aesthetics, beauty, excitement and satisfaction (Schmitt, 

1999a; 1999b).  
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Feel:  

These are experiences that relate to the aspect of feelings and affect towards a brand, and are therefore related to 

a consumer’s mood and emotions. As such, they correspond to the emotional dimension and the entertainment 

realm. These are affective experiences, which may be characterized as either mild or strong moods, and emotions 

that are evoked in the consumer. Thus, the consumer may simply experience a mild state of positivity when 

encountering a brand, or go through a stronger emotional process that includes feelings such as joy and pride 

(Schmitt, 1999a; 1999b).   

Think: 

This kind of experience is intellectual and is related to the educational realm. When consumers go through these 

types of experiences, their response is based on analytical and imaginative components such as elaborative and 

creative thinking. When a brand approaches these types of experiences, it is with the purpose of creating creative 

cognitive experiences for the consumers which appeals to their convergent and divergent thinking (Schmitt, 1999a; 

1999b).  

Act:  

These experiences relates to the consumer’s behavioral practices and actions. Arguably, the realm which 

corresponds to this kind of experiences, is the escapist as they are related to the physical body. Hence, these 

experiences are characterized as physical experiences which are to influence a consumer’s behaviors and actions 

for instance in terms of motivation for change and taking action in doing so (Schmitt, 1999a; 1999b).  

Relate:  

In this type of experience, it is the social aspect of the experience that is in focus and are thus characterized as 

social identity experiences. Essentially, the above experiences can to some extent be present in this category but 

it is worthy to note that these experiences do not just rely on a person’s own individual state of mind as they 

connect the consumer to a social society, thus going beyond him/herself. In this sense, brand communities 

represents a big part of relate experiences, since the consumer should find him/herself relating to a reference group 

with a shared passion for a brand and thus wish to be accepted by other consumers in this group (Schmitt, 1999a; 

1999b).  

Ideally, an experience should contain all of the above type of experiences in order to provide an extraordinary and 

holistic brand experience for the consumer. In most cases, at least two or more dimensions are present in an 

intertwined manner, which broadens the appeal of the experience (Schmitt, 1999a; 1999b).  
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2.5 Discussion of concepts  
The four concepts of CBE, interactivity, co-creation and brand experience that have been reviewed in the preceding 

sections may appear blurry in terms of recognizing the interconnectedness between them. This section addresses 

this challenge, and seeks to clarify and assess how these are connected, as they all serve as the basis for the pending 

analysis. It should of course be stressed that each of the concepts are distinct from each other, however this thesis 

posits that each of the concept are intertwined and closely linked.  

In their attempt to define CBE, Brodie et al., (2011) provide a valuable definition which incorporate interactivity, 

co-creation and brand experience, and thus represents all four concepts: “Customer engagement (CE) is a 

psychological state that occurs by virtue of interactive, cocreative customer experiences with a focal agent/object 

(e.g., a brand) in focal service relationships” (p. 260). Scholars have recognized that the notion of engagement is 

driven by interactivity, co-creation, and experience (Brodie et al., 2011; L. D. Hollebeek et al., 2014; Vargo & 

Lusch, 2004), thus indicating that a consumer will engage in and co-create with a brand and its activities, when he 

or she has had positive experiences with the brand, and when two-way communication is available through 

interactivity. As such, when brand interactivity is generated, consumers are able to co-create value with the brand 

(France et al., 2015), providing that consumers engage in the brand, since a brand “[…] cannot create anything of 

value without the engagement of individuals” (Prahalad & Ramaswamy, 2004a, p. 5). There is a focus on satisfying 

consumer needs in CBE via value co-creation, which will lead to consumers’ trust in the brand, and a competitive 

advantage for the brand (Sashi, 2012). Therefore, CBE is a significant element in co-creation (Bijmolt et al., 2010; 

Sashi, 2012; van Doorn et al., 2010), and may be identified as an antecedent, indicating that the value, which 

derives from co-creation, is a consequence of CBE (France et al., 2015; L. Hollebeek, 2011a). At the same time, 

co-creation may also be viewed as an outcome of CBE (Bijmolt et al., 2010). Both CBE and co-creation are reliant 

on the consumer’s decision to get involved and participate, which may be encouraged and fostered by the brand 

through interactivity, which in turn influences the overall brand experience (France et al., 2015). In this sense, 

interactivity is core to brand engagement (Brodie et al., 2011) as it gives opportunity and encourages consumers 

to engage (France et al., 2015), eventually influencing co-creation (L. D. Hollebeek et al., 2014; Sashi, 2012). At 

the same time, engagement is affected by a consumer’s brand experience (Brodie et al., 2011; Malthouse & Calder, 

2011; Vivek et al., 2012). In fact, it is the brand experience that influences the consumer to become engaged in a 

brand (Malthouse & Calder, 2011; Bowden, 2009b), indicating the close tie between experience and engagement. 

Hence, with a high level of interactivity and opportunities to co-create in an immersive brand experience, CBE 

will occur (Brodie et al., 2011; Malthouse & Calder, 2011; Ha & James, 1998). On the other hand, CBE may lead 

to a brand experience (L. Hollebeek, 2011a; L. Hollebeek, 2011b; Verhoef et al., 2010), suggesting that the 

concepts can go either way.   
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This should be considered in relation to the identified shift from commoditization to brands now making an effort 

of creating unique experiences for consumers (Pine & Gilmore, 1999). Brands want to create compelling 

experiences to consumers, in order to gain a competitive advantage, and consumers want to be part of these 

experiences by engaging and co-creating, which ensures that the experiences are continuing to satisfy the 

consumers. In addition, CBE in itself may be considered as an experience for the consumer as an experience occurs 

when a consumer is engaged (Pine & Gilmore, 1999). Hence, the consumers’ engagement and co-creation 

contribute to the consumers’ overall experience of the brand. In addition, social media increases the importance 

of creating unique experiences for consumers (Schmitt et al., 2014), since these platforms also contribute to the 

brand experience as well as interactivity, engagement and co-creation, allowing for two-way communication to 

occur between consumer and brand, and amongst consumers themselves, leading to the rise of brand communities. 

Brand interactivity is regarded as consumer engagement in a mediated environment and can provide valuable 

insights for brands on how to create compelling experiences for consumers (Lee, Park, & Wise, 2014). The 

interactivity on social media encourages and enhances engagement and co-creation among consumers. Moreover, 

it can be used as a tool to foster the relationship between a consumer and a brand, leading to increased value from 

user-generated content for both the brand and other consumers (Sashi, 2012). Similarly, a brand’s website 

functions as a tool to engage consumers (Jensen et al., 2014). The brand communities, which may be found in 

digital settings, are considered to further engagement and co-creation among consumer (France et al., 2015), thus 

it is important to note the on-going process of interactivity, engagement, co-creation and brand experience.  

Based on the above review, this thesis has developed a conceptual model integrating the concepts of CBE, 

interactivity, co-creation, and brand experience (see figure 10).  

 Figure 10: Conceptual model of concepts. Source: Own creation  
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The model depicts the relationship and connectedness between the four concepts that have been reviewed in the 

preceding sections. Interactivity, in term of two-way interaction between brand and consumer in a mediated 

environment, is considered an antecedent of CBE, as it provides the foundation for consumer engagement. 

Similarly, it also functions as the foundation for co-creation, hence an antecedent of co-creation. Again, the 

interactivity allows consumers to become co-creators of value through the interaction with the brand. At the same 

time, CBE and co-creation influences each other, in the sense that a consumer might engage in a brand in such a 

way that co-creation is formed, and vice versa. This is for instance evident in user-generated content. CBE has an 

impact on the consumer’s brand experience, just as the brand experience has an impact on the consumer’s 

engagement. In this sense, the cognitive, emotional, and physical response a consumer has towards a brand affects 

his or her overall brand experience, while the same responses including sensory of a brand experience will affect 

a consumer’s engagement level. The same notion can be derived from co-creation, by the value that has been co-

created by brand and consumers in collaboration will affect the consumers’ brand experience, while the brand 

experience affects the consumers’ co-creation level.  

3. Methodology 

This section will introduce a short presentation of the methodology for this thesis. It accounts for the procedures 

and techniques that were applied to collect and analyze the data for the purpose of answering the research question.  

3.1 Scientific standpoint  

As a starting point, the choice of scientific standpoint for this thesis will be accounted for, as it influences the 

methods chosen for collection of data and the way these are interpreted and analyzed. As such, the scientific 

standpoint is considered as the underlying rationale for employing the specific methods (Knudsen, 2009).  

3.1.1 Hermeneutics 
For the purpose of answering the research question of this thesis, the scientific standpoint applied was 

hermeneutics. This paradigm is related to the notion of interpretation and builds on the assumption that since the 

object of research, such as a text or action, is created by a subject, the interpreter must understand the subjective 

reasoning behind the object, in order to be able to interpret it (Andersen, 2009). Comprehension is developed 

through interpretation and empathy by the whole of an object bringing meaning to the different elements of the 

object, just as the different elements bring meaning to the whole, thus these parts cannot be understood without 

one another (Andersen & Koch, 2015). This bases the foundation of the hermeneutical circle, which provides the 

process of understanding. The hermeneutic circle implies that a subject has a pre-understanding of the object in 

advance, however through dialogue, interpretation arises, bringing new meaning to the subject’s pre-understanding 

in a new frame of understanding (Andersen, 2009). As such, the hermeneutic circle is the interaction between the 
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parts and the whole, and can only be understood by mutual contribution, indicating that the varying connection 

between the parts and the whole is what leads to comprehension, and the reason we are able to understand and 

interpret objects (Højberg, 2003). It is important to note that the interpreter plays an active role in the formation 

of meaning, hence the motion of the hermeneutical circle goes both from interpreter to object and back to the 

interpreter, creating an ongoing circular movement (Højberg, 2003).  

Hermeneutic analysis provides a useful way of understanding actions of participants as meaningful aspects, and 

understands the meanings of the actions (Højberg, 2003). Therefore, the hermeneutical approach is chosen for the 

pending analysis of the actions of engaged PANDORA consumers. It is reflected in the interpretation of the 

qualitative data, and objects of the analysis, consisting of online content such as statements, and social media post 

identified via a netnographic study, and interviews of engaged consumers.  

3.2 Research design and data collection  

This section presents the research design that was applied for the thesis, in terms of the procedures and techniques 

that were used for collecting and analyzing data. The research design consists of a combination of case study, and 

a netnographic study carried out on PANDORA’s website and various social media platforms in order to identify 

and analyze online data and interviews of identified engaged consumers. 

3.2.1 Case study  
The purpose of applying a case study to this thesis was to examine the concepts of CBE, interactivity, co-creation 

and brand experience in relation to how it is generated by consumers via digital platforms. Thus, this is in line 

with Yin’s (2003) definition of a case study as: “[…] an empirical inquiry that investigates a contemporary 

phenomenon within its real-life context […]” (p. 13). As such, the objective was to investigate the phenomenon of 

consumer engagement and co-creation with a brand through interactivity and the impact it had on their brand 

experience by applying PANDORA as the context for the study. The reason for choosing PANDORA lies in both 

its product offering and marketing communication, as these were perceived as providing a solid foundation for 

consumer’s reason to form an emotional attachment to the brand, and therefore become engaged consumers. A 

case study is characterized by investigating several variables of interest, relying on multiple sources of evidence, 

and benefitting from prior theoretical foundations as a guide of data collection and analysis (Yin, 2003). Therefore, 

this thesis followed these guidelines by examining the consumers’ actions in relation to the four concepts, using 

several digital platforms and interviewing engaged consumers to find evidence, based on theoretical foundations 

and literature of the concepts to guide the analysis.  



Kristine Hadberg Master Thesis  Cand.Merc.(kom) 

38 
 

3.2.2 Netnography  
Netnography is a fairly new study field which has been developed with the rise and increasing popularity of 

digitalization in order to understand the world of digital users (Kozinets, 2010)It is “[…] a specialized form of 

ethnography adapted to the unique computer-mediated contingencies of today’s social worlds” (Kozinets, 2010, 

p. 1). For this reason, a netnographic study serves as a useful and relevant method for this thesis, as it examines 

CBE, interactivity, and co-creation in online media settings. The literature review has illuminated the importance 

of online presence for brands, since the digital environment has led to the rise of networked societies which allow 

consumers to engage and co-create value with brands and other consumers through social (Verhoef et al., 2010). 

As such, the concepts of CBE and co-creation cohere with netnography. In addition, as interactivity often takes 

basis in online functions available to online users, it is relevant to apply a method with foundations in the digital 

settings. The thesis examines online consumer behavior on digital platforms that function as virtual brand 

communities, and therefore correlates to netnography’s focus area of investigating the interaction and 

communication of a collective group of people via the internet (Kozinets, 2010). At the same time, the online 

communication should involve a sense of emotion for instance in terms of trust or expressions of affiliation 

(Kozinets, 2010), which, as the literature review, has shown, has a strong and vital impact on CBE.  

Since netnography has been identified as a form of ethnography, it is useful to consider the characteristics of this 

type of study, as it will also apply to netnography. Firstly, it calls for hermeneutic interpretation as it involves 

examining the communications of people. Secondly, it is closely related to case studies, and lastly, relevant 

methods include interviews, among others (Kozinets, 2010). As such, the choice of netnography correlates with 

the scientific standpoint of this thesis, and the combination with a case study.   

In the early phase of the netnograhic study, the planning phase, the various online platforms attached to 

PANDORA were inspected to get an idea of the type of engagement appeared in each platform. The platforms that 

were inspected were PANDORA’s own website, PANDORA Club/Universe, a few apps, Facebook, YouTube, 

Pinterest and Instagram. Next step was to choose the specific platforms which would serve as basis for the study. 

Kozinets (2015) identifies the following factors in choosing the site: relevance, activity, interactivity, substance, 

heterogeneity, richness in data and experience. Thus, the inspected platforms were considered in relation to these 

factors, in order to find the platforms which measured up to each factor. The investigation led to the elimination 

of YouTube, Pinterest and some apps, for the study. For YouTube and Pinterest, the decision was based on the 

nature of the platforms. These were not perceived to convey consumer engagement in an ideal way, and as such, 

did not prove relevant to the problem statement, and were therefore excluded from the study. The apps that were 

excluded were based on the fact that they did not appear to be official apps from PANDORA, but were rather apps 

developed by external producers. Thus, the remaining platforms were Facebook, Instagram, PANDORA’s website, 
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the PANDORA Club/Universe and the official PANDORA app. Facebook and Instagram were highly relevant to 

the problem statement as it was easy to find consumer engagement on these platforms. Furthermore, they provided 

activity and interactivity with a flow of ongoing and regular communication among participants and the brand. 

Similarly, it was found that the platforms were substantial and heterogenic in terms of the amount of participants 

who all shared a relation to PANDORA. This made the platforms rich in data, and experiential, as they provided 

sensory, cognitive, emotional and behavioral stimulation. In order to receive updates from these platforms, 

PANDORA’s Facebook page was “liked,” while its Instagram account was “followed.” Still, it was necessary to 

actively visit these platforms, as only official updates and posts of PANDORA would appear on news feed. Thus, 

in order to understand and get deeper insight to the consumer activity and engagement on these sites, it was 

necessary to visit both sites on a regular basis and explore the content in further detail.  

The website, club/universe and app, however, were not as relevant to the problem statement, as they did not provide 

consumer engagement data, and therefore did not measure up to all of the factors. Nevertheless, they were chosen 

as part of the study, as they would provide useful information in analyzing the interactive functions PANDORA 

provides its consumers on own platforms. Both computer and mobile devices were used to access these platforms. 

The social media platforms were, in addition, accessed through a personal account.    

Next step involved choosing a method for collecting data. Besides retrieving content from the different platforms 

through observation, the method perceived to match the problem statement best was conducting interviews. This 

decision was based on the possibility of gaining a deeper insight and understanding of consumers’ engagement on 

the chosen platforms. The method for the interviews is further described in the next section.  

Due to the highly active and energetic atmosphere, in terms of continuous and constant communication, on the 

social media platforms, the study was not limited to a fixed period of retrieving data. This would make it too 

difficult to find again previous identified data, as it would require scrolling through and extensive amount of online 

content. Thus, the online observational study was conducted ongoing on different occasions, and concurrently with 

the data analysis, which is a characteristic of netnography (Kozinets, 2010).  

A complete netnographic study, would require active participation in the researched community by the 

netnographer, in terms of communication, interaction, and engagement with the members (Kozinets, 2010). 

However, this thesis applied a more passive observational method, since the objective was to understand the 

consumers’ engagement with PANDORA from an outside perspective, as a voyeur, rather than understanding it 

as an active and involved individual in the community. As such, a complete netnographic study was not followed 

to precision. Instead the thesis was inspired by elements of a content analysis, which allows for a more passive 

observational method without social contact (Kozinets, 2010). This thesis engaged in social contact through 
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interviews, thus not risking a shallow understanding of the community, which may be a limitation of content 

analysis (Kozinets, 2010). Furthermore, in collecting data from PANDORA’S own media, such as website and 

app, the content analysis approach was more suitable as these platforms do not consists of a community as such. 

3.2.4 Interviews 
As previously mentioned, conducting interviews with selected engaged consumers would provide valuable insights 

to the consumer’s subjective world in terms of actions of engagement and co-creation, providing a deeper and 

more detailed understanding of these actions than the data collected from the online platforms. As such, the 

qualitative research interview approach was considered to correspond to the problem statement in a constructive 

way. Kvale (1997) suggests that the purpose of an interview is to understand the world of the interviewee and 

interpret the meaning of his or her statements. This is known as the half-structured interview (Kvale, 1997). This 

harmonizes with the purpose of a netnographic study to understand the world of online users. This type of interview 

functions as a conversation based on structure, and with a specific purpose. Since the interviewer is guiding the 

conversation in relation to topic, and following up on the interviewee’s responses, the interviewer and the 

interviewee are not considered as equals in the conversation (Kvale, 1997).   

The purpose of the interviews were to enter a dialogue with consumers who were actively engaging in PANDORA, 

and considered themselves as fans of PANDORA, in order to understand their reasons for engaging, and what they 

gained from it. The interviews were based on specific situations, which is an aspect of the qualitative research 

interview (Kvale, 1997), thus, inquiring into the interviewee’s way of engaging and co-creating, use of interactive 

functions and their experiences with the brand. The approach of the interview was to have an open mind to the 

interviewees’ responses, which is also an important aspect of an interview (Kvale, 1997). The interviews were 

constructed with a question guide, in order to keep a semi-structure nature, which allowed for follow-up questions 

to the interviewees’ responses. In this sense, the interviews were focusing on particular subjects, another aspect of 

an interview (Kvale, 1997). 

The qualitative research interviews correspond to the hermeneutical approach as it centers around interpretation 

of meaning in relation to the overall topic and questions (Kvale, 1997). Thus, with a hermeneutical approach of 

the interviews, it is possible to comprehend the world of the engaged consumers, in terms of their statement and 

actions by interpretation. One problematic that may arise with the hermeneutical approach in the interview 

situation of comprehending the world of a subject, is whether the interpretation is influenced by interviewers own 

subjective world. Hence, the openness towards the answers is crucial for the interviewer, implying that it’s 

important to disregard own mindset and prejudices, that is what is already known from tradition and experience, 

through dialogue and critical approach to the interpretation (Andersen, 2009). Instead it is important that the 

interviewer attempts to put oneself in the interviewee’s place in order to understand his or her actions, although it 
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will never be possible to reach a complete objective approach as prejudices lie strong within people (Højberg, 

2003). 

A total of four interviews were conducted with interviewees all identified via Instagram. A number of possible 

candidates were approached for the purpose of doing an interview with them but their reply rate was low. In order 

to identify possible candidates who appeared to be actively involved and engaged in PANDORA, a list of criteria 

were developed, of which the candidates should fulfill at least three or more factors. The list of criteria contained 

the following:  

 Time and amount – candidate should have created more than one post within a short amount of time period 

 Positive attitude – candidate should have a positive attitude towards PANDORA illustrated by positive 

posts and comments  

 High engagement level – candidate should provide several reactions to PANDORA’s content illustrated 

by “likes” or the emoticons known as “love,” “wow,” or “haha.”  

 Ownership – candidate should own one or more of PANDORA’s products  

 Membership – candidate should be a member of the PANDORA club  

 Omnichannel – candidate should be actively involved with PANDORA on more than one media platforms, 

preferably Facebook and Instagram  

The final three criteria are not necessarily obtainable by observation of the candidate’s engagement behavior on 

the media platforms, and would thus require an initial contact with the candidate, in order to assess if the candidate 

fulfill these.  

An initial screening for possible candidates by observing consumer content, provided a list of individuals which 

required furthered investigation, in order to determine if these were suitable for an interview by fulfilling at least 

three criteria. Thus, it was necessary to dig deeper into these consumers’ engagement activities. As such, the list 

identified from the screening on Facebook was reduced from 31 individuals to 10 possible candidates for interview, 

while the list identified from Instagram was reduced from 33 individuals to 20 possible candidates. These, in total 

30, possible candidates were all approached via the respective media platforms, with an inquiry of doing an 

interview. Of these, seven candidates responded (six via Instagram and one via Facebook) with an interest in 

participating in an interview, of whom three lost interest during the process.  

As the remaining participants were from different parts of the world, face-to-face interviews were not possible, 

thus online interviews were used instead. Conducting online interviews may decrease the quality of the interviews, 

and be difficult to interpret, as some interactions may be restricted such as bodily gestures and cues (Kozinets, 
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2015). However, digital programs such as Skype provides helpful solutions of conducting a valid depth interview 

(Kozinets, 2015). Two of the interviews were conducted through Skype, which allowed for video calls, making it 

possible to view facial expressions. The remaining two candidates were, however, not interested in participating 

in the interview via Skype, thus these interviews were conducted by text-based response to the question guide, 

which was sent to the interviewees via their e-mails addresses. These text-based interviews could decrease the 

quality of the data, since they are based on thin and superficial interaction between interviewer and interviewee 

(Kozinets, 2015), thus limiting the possibility of posing follow-up questions and ensuring an in-depth interview. 

However, these interviews may still provide useful data, if the answers are written in details. Furthermore, text-

based interviews limit the possibility of language barriers, which are more likely to arise in verbal communication.  

It is questionable whether a total of four interviews is enough to gain valuable data and insights of consumer 

engagement, however, since a netnographic study can be based purely on data from observational methods 

(Kozinets, 2015), the interview component is still considered to contribute to the analysis, and provide valuable 

insights in spite of a low number of interviews. Nevertheless, it would have been preferable with more interviews, 

as it would most likely contribute to the validity of the analysis.  

When the two Skype interviews have been conducted, they were transcribed from the recordings into text. In order, 

to make the transcriptions easy to read for the reader, empty words such as “eh,” “ehm,” and “Mm-hm” were 

omitted; the same was applied for laughter. Furthermore, the nature of the verbal structure, was alternated for the 

written text, in order to avoid too many interruptions and irrelevant passages in the answers. Apart from this, the 

interviews were transcribed word by word with only minor corrections if the sentence would not make sense 

otherwise, hence grammatical and other linguistic mistakes occur. The interviews were transcribed with the use of 

an online tool “oTranscribe.” 

3.2.1 Interviewees 

In the following, a short presentation of each of the interviewees is provided: 

Mariee J. Sanchez: 

Mariee is a 21 year-old student from Mexico. She was identified via Instagram as an engaged consumer due a 

picture of a PANDORA bracelet with a heart charm and a PANDORA shopping bag, which she had posted on 

Instagram, using the hashtags #MyPANDORA, #PANDORA and #unforgettablemoments among others. Mariee 

fulfilled four of the six criteria: positive attitude, high engagement level, ownership, and omnichannel. The 

interview was conducted via skype and lasted approximately 33 minutes.  
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Daria Noximan:  

Daria is a Russian 31 year-old, co-owner and CEO of a wholesale company in the cosmetics industry. She was 

identified via Instagram due to a very dedicated Instagram account to PANDORA. Thus, she is a passionate 

PANDORA collector, which is very apparent on her Instagram account. Daria fulfilled all of the six criteria for a 

suitable interview candidate. The interview was conducted via Skype of two separate sessions due to lack of time 

to finish the initial interview. Combined the two interviews lasted approximately 54 minutes.  

Susanna Fredericks:  

Susanna is a 36 year-old mother of two from Australia. She was identified via Instagram due to an account highly 

dedicated to PANDORA. As such, she is also a passionate collector of PANDORA products. Susanna fulfilled 

four of the six criteria of being suitable for an interview: time and amount, positive attitude, ownership and 

membership. The interview was text-based, since she did not have Skype, and did not feel comfortable doing an 

interview through a Facebook call.  

Katie Teeters:   

Katie is a 24 year-old American law student. As the two previous interviewees, she too was identified via Instagram 

with a highly dedicated account, representing her status as a collector and fan of PANDORA products. She fulfilled 

all of the six criteria and was as such an ideal candidate for an interview. This interview was also text-based, as 

her schedule did not allow for much time for conducting an interview via Skype.  

4. Analysis 

This section provides an analysis of the collected data with the objective to answer the problem statement. The 

analytical approach was based partly on secondary sources in terms of the selected theory, literature, and partly on 

primary sources in terms of the collected data via the netnographic research of online media and interviews. As 

such, the analysis was conducted by a deductive approach in relation to the secondary sources, by drawing 

conclusions based on previous scholarly publications. The netnographic approach, on the other hand, involved an 

inductive approach in the analysis of the collected qualitative data (Kozinets, 2010), as a new case study provided 

new data which was used to generalize and combine the concepts of CBE, interactivity, co-creation, and brand 

engagement.  

The first part of the analysis provides and presentation of PANDORA. Next, each concept; CBE, interactivity, co-

creation, and brand experience are analyzed respectively in relation to PANDORA consumers and the brand itself.  
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4.1 Introduction of the PANDORA brand 
PANDORA was founded in 1982 by Per Enevoldsen and wife in Copenhagen, Denmark as a jeweler’s shop. In 

2000, the popular charm bracelet was introduced to the Danish market, and the brand started expanding 

internationally by 2003 (The PANDORA story. n.d.). Today, it operates in more than 100 countries (Markets. n.d.) 

with approximately 900 concept stores worldwide (The PANDORA story. n.d.). PANDORA’s mission statement 

is “[…] to celebrate women by offering them the opportunity for personal expression through our universe of high-

quality and contemporary jewellery at affordable prices” (Misson and vision. n.d.). Its vision “[…] is to become 

the world’s most loved jewellery brand” (Misson and vision. n.d.). The brand consider affordable luxury, 

contemporary design and personal storytelling as its core values (Misson and vision. n.d.).  

The PANDORA charm bracelet embraces the idea of personal storytelling by customization of a consumer’s own 

bracelet by assembling a variety of charms to the bracelet and, hence creating the consumer’s own piece of unique 

jewelry, bringing value to the consumer. Through its jewelry, PANDORA encourages to inspire women to express 

their individuality through “a personal collection of special moment” which represent them, and the unforgettable 

moments of their lives (The PANDORA story. n.d.). It is true that the individuality of customizing a bracelet is 

still very relevant, however with the immense popularity of the charm collections among consumers, the jewelry 

has in some sense lost a part of its uniqueness since a lot of women have the same it, however with the many 

possibilities of assembling a bracelet to match consumer’s own style, the brand still provide uniqueness as two 

bracelets will most likely never be complexly the same (Noximan, 2016). In addition, the uniqueness also comes 

from charms, as collector’s items from previous collections which are no longer sold via PANDORA, or the 

exclusive charms which only consist in low quantities (Noximan, 2016), or charms that are only available in certain 

markets (Sanchez, 2016). As such, PANDORA has managed to keep the unique which is associated with the brand, 

in spite of the growing popularity of its products.  

On Facebook, PANDORA has 9,486,350 likes (Facebook - PANDORA. n.d.). On Instagram, PANDORA has 2,4 

million followers (Instagram - the official PANDORA. n.d).  

4.2 How PANDORA’s consumer engage in the brand on social media  
Studies have shown that the consumers engagement level can be traced back to the company’s employees, who 

will influence the way consumers engage, if they are engaged in the brand themselves (Wong & Merrilees, 2015). 

Thus, if a brand encourages consumer engagement, it will result in enhanced engagement among the consumers. 

PANDORA approaches this by creating hashtags for social media, which are to encourage user-generated content. 

For instance, with the hashtag #TheLookOfYou, consumers are encouraged to post their pictures of their style and 

PANDORA jewelry. The hashtag was recently created by PANDORA as an Autumn campaign via the online 

magazine in the PANDORA Universe (PANDORA, e. n.d.) and social media, and has been on-going since the it 
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was introduced on Instagram in the beginning of September (PANDORA, 2016b). On Instagram, PANDORA 

explicitly encourage consumers to share their Autumn style; “Share you Autumn look with #TheLookOfYou […]” 

(PANDORA, 2016a).  

The campaign is done in collaboration with fashion stylists and bloggers, and consists of inputs form these in 

relation to the fashion trends of the autumn season (PANDORA, e. n.d.). In this way, the campaign provides 

inspiration for the consumers of this season’s trends, and allows them to discover how to match their jewelry to 

these trends (PANDORA, e. n.d.). On Facebook and Instagram, PANDORA uses the hashtag on a regular basis, 

posting pictures from the campaign and linking to the magazine for consumers to learn more. These posts often 

receive a vast amount of reactions from consumers in terms of likes and emoticons. For instance, a post from the 

3rd of October of a blogger received 1.4 thousand likes and emoticons on Facebook. It was also shared 24 times 

but only received two comments (Facebook - PANDORA. n.d.).  

 

On Instagram, consumers use the hashtag to post pictures of their own styles and jewelry. When entering the 

hashtag on Instagram, a total of 5.165 posts appear (PANDORA, 2016b). These are, however, not necessarily 

related to PANDORA, as Instagram users may have used to hashtag for other reasons. Furthermore, collectors of 

PANDORA products may not have picked up the use of the hashtag to a high degree, as most pictures, including 

PANDORA’s own, are set up in professional way with female models displaying fashion trends. These types of 

pictures are not popular and found interesting among collectors, as they prefer pictures which display the jewelry 

up close, in order to clearly see the styling and combination of the jewelry (Noximan, 2016; Teeters, 2016), which 

is often not possible on professional fashion pictures of models and bloggers. However, collectors are more 

inspired by pictures of the jewelry itself (Noximan, 2016; Teeters, 2016), and thus the campaign of PANDORA 

may not have a big impact on these, as it is not inspiring enough in relation to the jewelry.  
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This encouragement from PANDORA of consumers sharing pictures of their personal style via the 

#TheLookOfYou, is related to Verhoef’s et al., (2010) observation of strategies involving directing consumers 

towards a non-transactional behavior. Furthermore, PANDORA has utilized this strategy for club members via 

email newsletters, by encouraging them to enter in its competition on Instagram for the chance to win a limited 

edition Eiffel Tower charm in gold (PANDORA, b. 2016).  

 

Engagement does not just occur due to PANDORA’s own engagement. On social media for instance, consumers 

engage in PANDORA by their own initiative. This is especially observed with bloggers and Instagram accounts 

that are entirely or almost entirely dedicated to PANDORA, and its products. The initiators of these blogs and 

accounts are usually collectors that are so engaged in the brand, that they are categorized as fans. Amongst each 

other, they all follow and interact with each other for inspiration (Noximan, 2016), thus, forming a brand 

community based on their shared passion and affection for the brand. A popular blog is, for instance, Mora Pandora 

(Mora Pandora, n.d.), which provides inspiration of PANDORA’s charms, and even includes news of PANDORA 

and its activities. Similarly, there are a number of Instagram accounts dedicated to PANDORAs jewelry. Some of 

these are daria_cool_noxy and plethora_pandora who have been interviewed, and pandorobi, mypandoradiary, 

pandorinha.2015, and unnopandora to name a few. These consumers have become so embedded in their brand 

community that they might actually be more actively engaged in PANDORA amongst themselves than via 

PANDORA’s official sites. For instance, one interviewee indicated that she preferred visiting consumer-initiated 

PANDORA’s Autumn campaign #TheLookOfYou post on Instagram (PANDORA, 2016b) 
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sites for inspiration, rather than PANDORA’s since the consumers seem to understand each other’s preferences 

better than PANDORA, in regards to the way jewelry is portrayed in pictures (Teeters, 2016). In fact, it is possible 

to detect a sense of similarity among these collectors. Apart from the fact, that they all share one common interest: 

their affection, passion and devotion to PANDORA and its products, these collectors are all the same type in the 

way they are cognitively, emotionally and behaviorally stimulated by PANDORA (Noximan, 2016). This relates 

to Muniz & O’Guinn’s (2001) identification of core components of a community, in the way that the members 

feel connected to each other and different from others outside of the community. Of course, it should be stressed 

that these are individuals with different personalities and backgrounds but they all have a common trait, which 

connect them, in the way they immerse themselves and become enthusiastic about PANDORA and its products. 

This leads them to spend a vast amount of time and energy on brand-related activities, such as creating a blog and 

Instagram account dedicated to PANDORA. As such, it is possible to detect their absorption, dedication and vigor 

in relation to PANDORA, as it becomes apparent through their social media sites. At the same time, their self-

brand connection becomes apparent via these sites, as there is a clear indication of identification and connection 

between them and the brand, while their brand usage is also evident, as they are often posting pictures that portray 

their daily combination of PANDORA jewelry. This relates to the study of Hollebeek et al., (2014) in the way that 

the collector’s clear affection and activation toward PANDORA, positively affects their preferences of the brand, 

and thus, their brand usage, consequently leading to strong brand loyalty among the collectors. Therefore, in order 

to reach loyalty through brand usage, PANDORA should focus on attempting to enhance consumer’s engagement 

through affection and activation.    

 

CBE may lead to certain outcomes for the brand as well as the consumers (van Doorn et al., 2010). In relation to 

the consumer-initiated blogs and Instagram accounts, PANDORA may gain valuable insights of their consumers. 

These blogs and accounts provide PANDORA with an indication of both these consumers’ and others’ preferences. 

Especially, Instagram accounts can provide indicators of numerous existing or potential consumers, as these have 

followers who like and comment on the pictures. On blogs, comments are also possible for the readers, however 

PANDORA is not able to identify these readers as easily, as they can with followers on Instagram via their personal 

accounts. In any case, this online data can provide valuable insights for PANDORA, in order to better understand 

their existing and potential consumers, apart from the data the brand gains from its own platforms. As such, it 

would be useful for PANDORA to identify these consumers and their accounts, in order to monitor them on a 

regular basis.  

 

PANDORA is already to some extent involved with their consumers and engaged in user-generated content, in the 

sense that the brand may like or comment a consumer’s post, strengthening the consumer-employee and brand 
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relationship, which has been observed on its official Facebook page (Facebook - PANDORA .n.d.). In addition to 

this, the brand might repost consumers’ pictures (Noximan, 2016), however, this is happens most likely only with 

fashion bloggers or instagrammers, and can be assumed to be based on a collaboration between brand and 

blogger/instagrammer, in order to reach the fans and followers of these, and thus, expand PANDORA’s own fan 

base, and potentially acquire new consumers. In this way, a brand’s sponsorship of a blogger or instagrammer may 

be a useful strategy to generate online word-of-mouth. 

 

As Van Doorn et al., (2010) suggest, CBE is associated with some impacts. As such, the immediacy of CBE on 

PANDORA’s social media platforms is perceived as to be of high pace, and thus very immediate, since the nature 

of these sites allows for a fast pace, connecting people from all over the world. This implies that consumers are 

able to receive help via these sites very fast. It has been observed on Facebook that both PANDORA and users 

provide help, if a consumer needs it (Facebook - PANDORA. n.d.). For instance, some consumers are concerned 

with whether a certain website sells genuine or counterfeit PANDORA products, and both other consumers or 

PANDORA may answer. Another example includes consumers asking how to care for the products which again 

may be answered by both PANDORA or other consumers (Facebook - PANDORA. n.d.). The intensity of the 

impact, in terms of the level of change which may occur, is very varied. In some cases, a consumer may be inspired 

by a post leading to change in behavior and action, which results in a purchase and usage. At other times, a post 

may not lead to any change. Similarly, the breadth of the impact may also vary, as it can reach both a narrow or 

broad number of people. Based on the conducted interviews, however, it appears as if neither positive nor negative 

posts have much of an influence on consumers (Fredericks, 2016; Noximan, 2016; Sanchez, 2016; Teeters, 2016). 

Finally, the impact of the longevity is considered long-term, as online content in general remain accessible for a 

long time, however, the speed of social media may result in posts getting lost among all the content. Therefore, 

only popular posts, in terms of a large number of likes and comments, will have a strong impact of longevity. 

Moreover an impact of CBE lies in the interaction between PANDORA and consumers on social media, as it can 

help PANDORA find ways of serving its consumers better. Sashi (2012), indicates that social media communities 

may enhance a brand’s understanding of the ever-changing consumer need. As such, PANDORA can 

accommodate to consumers’ needs via social media by providing help when consumers ask for it, which may 

involve the brand asking the consumer to send an email to customer service for further help with a certain problem 

(Facebook - PANDORA. n.d.). In is crucial that PANDORA satisfies the consumers’ needs in order for CBE to 

occur.  

 

As the above has suggested, social media provides a platform where PANDORA’s consumers can form a brand 

community. Essentially, it is both the connection with the brand and with the community, which bring consumers 
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together (Kozinets, 2010). Thus, consumers like and follow the official Facebook page and Instagram account of 

PANDORA for the reason that they feel a connection to the brand, but the connection develops in the online 

community to a relationship with other consumers, and they will like and comment on each other’s posts, and even 

ask and provide help for each other in finding specific products, buying them and shipping them to one another 

(Noximan, 2016).   

4.3 The impact of interactivity  
As indicated earlier, interactivity influences CBE and provides the possibility of consumers forming a relationship 

to a brand. This appears in the different interactive components that are available to consumers. In relation to 

Steuer’s (1992) identified interactive media factors of speed, range and mapping, the online environment that 

PANDORA offers its consumers provides several contributions to these. In terms of speed, the social media 

platforms allow consumers to post content in real-time, thus the effect of the input rate is immediate, thus changing 

the mediated environment instantly. Range refers to the attributes and features, and the possibilities that these 

provide, and may therefore be considered what Ghose & Dou (1998) and Voorveld et al., (2010) refer to as 

interactive functions. Since PANDORA both have its internal media platforms, meaning the platforms it operates 

entirely itself, such as website, app, universe and club, and its external, meaning platforms that are not operated 

entirely by PANDORA, such as Facebook and Instagram, there are multiple interactive functions available to the 

consumers, and hence a broad range. On social media, the possibilities of interactivity consist of multiple functions. 

For instance, on Facebook consumers are able to create a post, like, comment and share PANDORA’s generated 

content, such as pictures or videos (Facebook - PANDORA. n.d.), while Instagram allows consumers to link to 

PANDORA by tagging the official PANDORA account to their own picture by adding @TheOfficialPandora, or 

using hashtags such as #myPANDORA or #TheLookOfYou (PANDORA, 2016a). On PANDORA’s own 

platforms, consumers are not able to actually change to the mediated environment, as they are on social media. 

Instead, functions on these platforms include ordering products online which is, in terms of interactive function, 

categorized as advertising/promotion/publicity (Ghose & Dou, 1998), search products, locate stores, in the 

category of personal-choice helper, and finally add their own photo to the #PANDORASTYLE gallery, 

categorized as entertainment, either by upload, taking a picture or linking to Facebook or Instagram (PANDORA, 

h. n.d.). The last function actually allows the consumers to add content to PANDORA’s website, which is not 

necessarily typical for a brand website. Finally, mapping, which can be linked to Ha & James’ (1998) 

connectedness, appears from the vast amount of hyperlinks in the website, making it easy for the consumers to 

navigate on the website. As such, it is easy and simple for the consumers to find what they are specifically looking 

for in the website, since it provides a clear overview of the different areas the consumer can visit (PANDORA, c. 

n.d.).  
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In relation to the interactive functions which are available to consumer through several platforms, it is relevant to 

consider the attractiveness of these in the minds of the consumers. Indeed, these platforms offer a vast amount of 

interactive functions, making it too extensive to mention and analyze them all. However, a few are definitely worth 

mentioning as the provide value to the consumers by meeting their needs of satisfaction, effectiveness and 

efficiency, and eventually leading to positive attitudes towards the various platforms. The PANDORA app 

provides a function, which allow consumers to find a gift. By selecting between a budget, type of jewelry, material 

and colors, the app will display a search result with a selection of products that belong to the selected criteria. As 

such, it becomes easy for the consumers to navigate around all of the product portfolio and collections, rather than 

having to browse through them all, in order to find a piece of jewelry, which match their criteria. In addition to 

this, with the app and the consumers’ club details, such as name and password, consumers are able to add jewelry 

to either their personal wish list or a my jewelry list. This is especially, satisfying for the collectors, as it allows 

them to keep track of their collection and what they still intend to purchase. The online version of the PANDORA 

club allows for a few more functions for the consumers. Consumer are able to design their jewelry, and save the 

designs by adding them to the wish list (PANDORA, g. n.d.), which is also an attractive and satisfying function to 

consumers (Teeters, 2016). Furthermore, as a club member, consumers can save their information in terms of ring 

and bracelet size, which they can then share (PANDORA, g. n.d.), among their friends and family, making it easy 

for these to purchase a gift in the correct size.  

 

Overall, PANDORA provides an entertaining and interactive online environment for the consumers, which 

improve the overall quality of the website, and adds value, leading to a positive attitude of the consumer. From the 

conducted interviews, it can be concluded that engaged consumers check the various PANDORA platforms on a 

regular basis (Fredericks, 2016; Noximan, 2016; Sanchez, 2016; Teeters, 2016), indicating that the platforms keep 

consumers intrigued, satisfied and loyal to the brand.  

 

In one area, where PANDORA’s website lacks behind is in terms of customer support. Ghose and Dou (1998) 

found that this particular function is essential to the quality of the website. However, on PANDORA’s website, 

the customer service does not seem apparent. There is no clear link to a customer service function, and thus, no 

phone number or email address to contact customer services, in need of assistance. As such, PANDORA could 

improve its website by adding a function that allows consumers to contact customer service directly. This could, 

for instance, be through a chat function, which would provide much value since it operates in real-time, or just a 

clear link to a phone number or email address that consumers can use if they experience any problems. Some 

consumers may instead use social media to contact PANDORA with any issues or concerns, however, they will 
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probably then be directed to a customer service email address, which would have been easier to contact from the 

beginning, if it appeared on the website. 

 

In the interactive function category of advertising, promotion and publicity, PANDORA’s website provides 

mulita-media shows in terms of promotional videos. These types of functions are often present in, for instance 

fashion brands (Merrilees, 2016), which may be considered closely related to jewelry brand, as they both satisfy a 

need with the consumer to express themselves through their look or style (Hadberg & Tofiq, 2014). The reason 

promotional videos provide value to consumers is because it allows consumers’ to become engaged through a 

sense of passion and multi-sensory stimulus (Merrilees, 2016). As such, PANDORA’s promotional videos provide 

a multi-sensory stimulus which is embedded in emotion, passion and esthetics. One video for instance, portray a 

group of female friends who are induvial in their own way but share a special connection with each other which 

bring them together (PANDORA, c). This video has a strong appeal to women, as it stimulates emotions related 

to friendship and love, reminding consumers of the special moments in their lives, which they have shared with 

their closest friend, in both good and bad times.  

 

In relation to Ha and James’ (1998) interactive dimensions, PANDORA’s play dimension is identified in the 

general browsing of the different collections, and jewelry categories that consumers can engage in. General 

browsing may provide consumers with entertainment value, as consumer are able to browse through products they 

like and become stimulated by them, leading to either purchase or wish for specific products. When consumers 

are using this function, they fulfill their own communication need rather than their need for communication with 

the brand, since they are able to engage in the function on their own (Ha & James, 1998). The same goes for the 

PANDORA magazine, the PANDORA universe and club which all provide entertaining and playful environments 

for the consumers, due to the interactive functions that they contain. This leads to the next dimension of choice 

which is related to the amount of functions that are available to the consumers. As already demonstrated, 

PANDORA offers consumers with a variety of interactive functions through the various platforms, such as online 

shopping on the website, and the social media functions of sharing content, liking and commenting, or using 

emoticons to share feelings, which is otherwise not possible in a non-verbal context. The connectedness, which is 

provided, is apparent on social media. On those platforms consumers can easily navigate around in the digital 

environment while staying connected to the outside world (Ha & James, 1998) through brand communities. On 

the website it is more difficult for PANDORA to provide connectedness to the consumers. The website is well set 

up in terms of allowing consumers to easily navigate around as previously mentioned, however it does not function 

as well in connecting the consumers to the outside world. As mentioned, this is where customer service lacks 
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behind. If PANDORA could provide a better customer service on the website, the experience of shopping online 

may be more similar to the experience of shopping in a physical store, as customer service will be able to provide 

help, as a staff personnel would in a physical store. However, it is important that the design of the online shop 

provides a superior experience for the consumers in terms of navigation and access, in order to make the online 

shopping experience close to the physical store experience. It is important that a brand provides an adequate 

amount of information, in terms of product and delivery, for consumers, in order to build trust with the consumers 

(Ha & James, 1998). This is especially crucial for PANDORA, as the customer service function does not exist. 

Consumers may easily find product information on material, metal, color, gemstone, sizes, price and a short 

description on the product. Furthermore, consumers may find information of delivery, product care and brand 

protection, thus, providing some customer service information, which most likely will result in trust. As mention 

in section 4.2, there are a variety of ways in which PANDORA may gain customer insights. This is related to the 

dimension of information collection, which refer to the brand’s information collection. As mentioned, especially 

social media provide valuable insight to customer needs. In addition, PANDORA may utilize specific tools and 

programs, which allow tracking and monitoring consumers on social media. Moreover, by encouraging consumers 

to share user-generated content, PANDORA increases the possibility for collection data of consumers, while it 

may be possible to identify them as individuals. This could prove to be insightful if the consumers are true loyal 

fans and collectors with a large amount of followers, since PANDORA will be able to reach out to these followers 

through a collaboration and sponsorship with the fans and collectors. By collection data and information about the 

consumers, PANDORA is able to target its communication directly to the consumers, which may lead to consumer 

engagement and co-creation, if it is encouraged by PANDORA. Social media platforms also help brands in 

identifying the target audience among the many users on the platforms, based on the information the consumers 

provide, and thus, PANDORA can post sponsored content in order to reach a large amount of online users. Finally, 

the last dimension involves reciprocal communication, which is based on two-way communication between brand 

and consumers. As stated earlier, this is encouraged though social media and hashtags, but also on the website, 

where consumers may add their PANDORA style to a gallery.  

 

In relation to perceived interactivity, PANDORA needs to consider the amount and quality of the interactive 

features. As it has been demonstrated in this section, PANDORA’s website contains interactive functions which 

are considered valuable to consumers, such as the design bracelet function and wish list (Teeters, ). Thus, it can 

be concluded that the perceived interactivity and effectiveness of the website is high among consumers, which 

should lead to satisfaction. Nevertheless, as it has also been demonstrated, a customer service function is lacking, 

and PANDORA should consider adding this to the website, in order to make help accessible and easy for 
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consumers if they need it, since it is important for consumers to have ways they can communicate with a brand, in 

order to be fully satisfied with the interactivity.   

 

4.4 PANDORA and its consumer’s co-creation  
PANDORA may benefit from encouraging consumes to engage in co-creation, as it will provide value for both 

the brand and the consumer. As mentioned in section 4.1, PANDORA pursues a strategy of encouraging consumers 

to participate in non-transactional behavior, by for instance sharing their user-generated content or entering 

PANDORA’s competition on social media for the chance to win a limited edition and collector’s item charm: the 

Eiffel Tower in gold.  

 

In addition to this, PANDORA uses the strategy to encourage co-creation with consumers, in relation to products. 

This is observed on Facebook, where PANDORA asks club members to provide input to which of two charms 

PANDORA should create for the collector’s item in 2017 (see picture below). This allows the brand club member 

feel exclusive and valued for their opinions, and may be one of the benefits of joining the club, and what consumers 

like about being in the club (Sanchez, 2016). Each year, PANDORA creates a club charm, which become 

collector’s items, when they are no longer in production. These charms are co-creational in the sense that they 

have been chosen among the club members, and they provide value for the consumers who have them because 

they will be hard to find, once the limited number of products has been reached, thus bringing uniqueness to the 

product. It may be most likely that consumers have ideas of jewelry they would like PANDORA to create, 

specifically charms, since these essentially represents special moments of the consumers’ lives and thus, an 

identification of the consumer with the bracelet may be detected. As such, consumers can think of the type of 

charms that would identify with them, and represent their personality, and their life story of unforgettable and 

special moments.  
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The Mora Pandora blog provides a feature of co-creational ideas, with a list of charms that she would like 

PANDORA to create. It is not possible to know if she would actually co-create directly with PANDORA for these 

charms, and provide PANDORA with ideas of charms that could be considered to be included in future collections. 

Since some scholars argue that co-creation is essentially based on both the brand and the consumer, with the 

consumer playing a main role nevertheless, Mora Pandora’s feature may only be completely categorized as co-

creation, if PANDORA is somehow involved in developing something, with the help and input from the consumer, 

creating value for all consumers and the brand itself. As such, the feature of Mora Pandora is not completely 

categorized as co-creation, however, it does provide aspects of co-creation and serves as a beginning to co-

creational behavior. In fact, it can be categorized as in-direct co-creation, since is it based on consumer-to-

consumer interactions. Interaction, between PANDORA and consumers, on the other hand, is categorized as direct 

co-creation. In general, receiving these type of input from consumers would be valuable for PANDORA, as it 

allows for continuous inspiration of creating collections which consumers adore and are eager to have.  

 

Since consumer-to-consumer interacts may categorize as in-direct co-creation, it is also possible to identify co-

creation amongst consumers themselves in the PANDORA brand community. These type of communities based 

on consumer-to-consumer interactions are often found among hedonic brands, as consumers tend to be more 

involved and passionate about hedonic brands, as opposed to functional brands (Merrilees, 2016). On social media 

platforms, such as Facebook and Instagram, PANDORA collectors and fans interact through forums, exclusively 

Pandora Co-creation. Source: Facebook – PANDORA (n.d.) 
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dedicated to the PANDORA brand, in which they help each other internally. These forums are customer-initiated 

and consists of a large number of members who interact on a daily basis (Noximan, 2016). As already mentioned, 

the members of the brand community have such a strong connection and shared passion for PANDORA that they 

help each other in several ways. For instance, one member might be searching for a specific charm, and the rest of 

community members will help search for it, and if it is found in a geographical area far from the searching member, 

the member who found it might help the fellow member by purchasing the charm and shipping it to her (Noximan, 

2016). This tends to happen only on special occasions, however. On a daily basis, the forums are more used for 

interacting with fellow community members and inspire each other. As such, the members will share pictures of 

the jewelry and the combinations of their charm bracelets that they are wearing that particular day. Furthermore, 

the forums are assisting and proving help and support for each other. This might be through reselling products to 

other members via the forums or asking and giving advice for ways of combining charms in a bracelet, it terms of 

what is stylish and matches best. As such, the forums are built on communication exclusively regarding 

PANDORA-related topics. The kind of communication that occurs in these forums, may provide emotional stimuli 

to the members, as positive comments to a picture will bring the member who posted it happiness and positive 

feeling, and confidence in themselves, in terms of their PANDORA style. As such, these forums are highly 

influential platforms for consumers, perhaps even more than PANDORA’s own platforms (Noximan, 2016). 

 

An interesting aspect of these forums, are the collectors who are very involved and engaged in the interactions. 

Members who interact more frequently, either by posting pictures, commenting on other’s pictures, or generally, 

simply post any type of content in these forums, become familiar to the rest of the members in the forums. In this 

sense, they may gain a higher status in the community to some extent, making them more a central part in the 

community (Noximan, 2016). These collectors are, however, most likely individuals who have had a prolonged 

and strong relationship with PANDORA. Presumably, they have been collectors for many years, or have at least 

been actively engaged in PANDORA, and its brand offers and activities over the course of many years. Therefore, 

among the community, they reach a status as authoritarian collector who is very knowledgeable about PANDORA 

in its current and past activities (Noximan, 2016). The same can be inferred for the collectors on Instagram who 

exclusively devote their accounts to PANDORA, or bloggers.  

 

As previously mentioned, collectors have a better understanding of how they prefer the jewelry to be displayed in 

pictures (Noximan, 2016; Teeters, 2016), thus on these forums, pictures are depicted in the preferred way, allowing 

other members to see what the jewelry looks like on the wrist or fingers. Furthermore, members are able to clearly 

see the jewelry, and its details, which may lead to another member to want the same piece of jewelry, and start 

searching for it, and intend to purchase it when found, as such influencing purchase behavior (Noximan, 2016). 
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Hence, through these forums, PANDORA’s product are pushed out to the members by word-of-mouth, which may 

influence more than PANDORA’s marketing (Noximan, 2016; Teeters, 2016). They all share a common interest 

and passion for PANDORA, specifically the charms, which develops into an addiction of the products (Noximan, 

2016). As such, they share and discuss PANDORA-related content every day, and interact as friends would, and 

they are connected every day (Noximan, 2016). In fact, one could argue that the members of these forums are not 

just addicts of the PANDORA products but also of these forums, as they are very frequently used (Noximan, 

2016). In fact, members of these forums may even use and engage in these more than PANDORA’s official 

platforms (Noximan, 2016). It is online forums of people who are spread all over the world, and have probably 

never met, yet a type of relationship bond arises, due to PANDORA, and it becomes a family community which 

brings satisfaction (Noximan, 2016). It can be assumed that they become each other’s closest confidants when it 

comes to sharing their passion for PANDORA products, as they all share this interest which keep them deeply 

rooted in the conversations that occur in these forums. Some member may actually develop a friendship through 

these forums, and they learn to know each other, and thus, understand what other members’ preferences are 

because they often share these (Noximan, 2016). In fact, it may be argued that these collectors have close to the 

same preferences because they are so similar in their passion for PANDORA. An example of this is found in the 

collectors’ perception of the more recent collections of PANDORA charms. There seem to be a tendency among 

collectors of not being fully satisfied with the designs of these new charms, that is has in fact become an on-going 

joke among them that is must be a designer from a competitive brand, creating the new designs in order to destroy 

the PANDORA brand (Noximan, 2016). As such, PANDORA could indeed benefit from co-creation with the 

collectors in relation to the charms of the newer collections, as it may affect its brand performance, if collectors 

are no longer satisfied with the products. It has led the collectors to search for older charms, which are no longer 

available in the PANDORA stores, only in outlet stores, and thus, discontinued from production, which lower the 

prices of the charms. Collectors are hoping that PANDORA will go back to the previous designs, and engaging in 

co-creation between brand and collectors, could result in PANDORA bringing back the old and more preferred 

designs. Presumably, collectors are among PANDORA’s most important consumers, as they are exceptionally 

loyal to the brand, and will keep purchasing products to enrich their collections, and it would be problematic if 

they stop purchasing products from the new collections. As such, PANDORA need to focus on consumer retention, 

which co-creation could be useful for.  

 

Through the PANDORA club, the brand provide value through exclusive newsletters, entitling members to be 

among the first to view new collection and styles, and through local in-store events. These types of events are 

valuable ways to engage in co-creation, as it could provide ways for PANDORA to specifically get insights and 

understanding of consumer’s needs. In this way, the brand and the consumers can create value together (Noximan, 
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2016). However, these in-store events are not entirely exclusive, as they are open for any member of the club, 

which is easy to become by simply signing up with an email address. Collectors and true fans, which have been 

argued to be among PANDORA’s most important consumers, are not necessarily impressed with these events 

(Noximan, 2016). Events could typically be in the category of store openings or pre-sale events, which are valuable 

to consumer, but not necessarily very exclusive. Collectors might be more interested in local events just for 

collectors, as these consumers may actually be the best in creating co-creational value, due to their deep 

knowledge, understanding, and connection with the brand. This is also due to the fact that consumers may not 

provide much feedback to a brand which could result in co-created value, in spite of the endless possibilities of 

doing so, since the market has become more attentive to consumers’ needs in terms of service and experiences. As 

such, if a consumer experiences unsatisfying service with the personnel in a store, it should be simple for the 

consumer to provide feedback to PANDORA, in order to improve the service of the particular store. This is 

especially relevant since there are a number of franchise stores worldwide (Noximan, 2016), and these stores need 

to live up to PANDORA’s standards of customer service, in order to keep consumers satisfied. One way consumer 

might provide feedback about poor service is via social media. This can have a stronger effect on PANDORA as 

other consumers will be able to see it. Although, as it has been stated in this analysis, negative posts do not 

necessarily impact other consumers (Fredericks, 2016; Noximan, 2016; Sanchez, 2016; Teeters, 2016). Thus, it 

can be presumed that consumers are only influenced by poor service when they have experienced it themselves. It 

would be helpful to co-create value if PANDORA encouraged consumers to share their experience with them, 

especially if they experienced any problems or poor service. This again leads back to the suggestion of proving 

consumers with a simple way of contacting PANDORA’s customer service via the website. This would also imply 

that the possibility of co-creating value would cohere with the DART model (Prahalad & Ramaswamy, 2004a), as 

it enables dialog, access and transparency for the consumers. In addition, it is important for consumer to have the 

possibility to contact the brand directly in case of problems (Noximan, 2016). Since it has been observed that 

PANDORA do re-direct consumers to customer service when they contact PANDORA on social media regarding 

issues of, for instance, products or services, it is assumed that co-creation value do happen when these issues are 

solved. For instance, if the a piece of jewelry easily breaks for a number of people, PANDORA should improve 

the product to avoid it from happening again. In this sense, the consumers provided useful information to 

PANDORA, have participated in the process of creating value for other consumers and the brand, as the product 

will be improved, and other consumers will not experience the same problem.  
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4.5 The PANDORA Experience  
The brand experience of PANDORA stems from both the online and physical experience. It should be noted that 

the physical experience may influence the online experience and vice versa. By providing personal experiences 

for consumers, PANDORA can ensure that consumers become involved and engaged with the brand.   

 

In relation to Pine and Gilmore’s (1999) Experience Realms model, PANDORA provides entertainment through 

campaigns, pictures, online magazine, catalog or video stories through its various platforms. In addition, the 

experience is extended via social media and consumers’ own user-generated content. When consumers’ experience 

these, they are part of a passive engagement and participation, and their attention to the content is simply absorbed. 

As such, it is their affective response which are triggered through their senses. In this way, the campaigns, pictures, 

online magazine, videos or user-generated content provide emotional response and feelings, in accordance with 

Schmitt’s (1999a; 1999b) response level, such as happiness, nostalgia, joy and pride (Noximan, 2016; Teeters, 

2016). In addition, jewelry brand often make use of campaigns with romantic and emotional settings, as jewelry 

is often related to romanticism, in terms of for instance engagement and wedding rings. Other campaigns are 

related to family and friendship (PANDORA, a. n.d.). PANDORA appeal to the feelings of the consumers via its 

unforgettable moments slogan and TV and social media campaigns. By appealing to strong feelings, among the 

consumers, PANDORA is able to gain loyal consumers who ascribe emotional associations to the brand. This 

relates to the way that consumers want to create something unique with their jewelry, and build their story with it 

(Sanchez, 2016) which bring intense emotions to the consumers. The consumers which to develop their jewelry, 

and thus continuous purchasing can be expected, and loyalty will follow. Thus, the concept of allowing consumers 

to assemble their own jewelry adapted to them and their style, making them feel unique, and as such consumer 

Consumer-to-consumer interaction. Source: Facebook – PANDORA (n.d.) 
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retention and loyalty is deeply rooted in PANDORA’s products. Similarly, since each charm in supposed to 

represent a special moment, these will trigger strong emotions in the consumer when wearing them. Furthermore, 

when consumers keep experiencing positive connections with PANDORA, they will keep being engaged and 

devoted to the brand.  

 

In relation to the educational dimension, which relates to the consumers’ intellectual response in terms of learning, 

PANDORA some experiences. An online guide of how to care for the products is available to consumers via the 

website (PANDORA, f. n.d.), and some educational information of the materials and gemstone used in the products 

(PANDORA, d. n.d.). This experience is characterized by consumers simply absorbing their attention to the 

content, while the are actively engaged in the learning process by obtaining knowledge and developing themselves 

through active learning.  In relations to the response level of think (Schmitt, 1999a; Schmitt, 1999b), the function 

of designing a jewelry, which is available online via the PANDORA club (PANDORA, g. n.d.), is considered to 

trigger a creative response in the consumer, thus, related to thinking. Consumers need to consider what jewelry to 

wear, and how to combine it when creating their own unique style. In addition, the campaign for club members to 

choose between two different styles for the club charm of 2017, results in consumers thinking intensely about their 

preferences, appealing to consumers’ creative mind and in the end, co-creation occurs. This type of response is 

related to convergent thinking (Schmitt, 1999a; Schmitt, 1999b), since PANDORA provide a few options for the 

consumer to consider, and as such, PANDORA applies a directional approach, leading the consumers to follow its 

direction. On the other hand, divergent think campaigns (Schmitt, 1999a; Schmitt, 1999b) are campaigns that 

encourage the consumers to share their own content with PANDORA, as seen with the current #TheLookOfYou 

campaign (Facebook - PANDORA. n.d.). This is considered the associative approach from the brand (Schmitt, 

1999a; Schmitt, 1999b), as PANDORA inspires consumers to provide content that they associate with the brand, 

and in the end the consumer itself may be associated with the brand in terms of self-brand connection.  

 

The escapist realm, relates to consumers’ behavioral experiences. This occurs whenever the consumers wear their 

PANDORA products, which is presumably every day among true fans and collectors (Teeters, 2016). Thus, the 

experience lies in wearing the brand and building one’s story through the combinations of charms on the bracelet 

relating to PANDORA’s unforgettable moments slogan, or simply creating one’s own style with wearing the 

jewelry. Exclusivity, may also provide an enhanced experience for the consumers (Pine & Gilmore, 1999). 

PANDORA provides this with limited edition charms, that are collector’s items, and thus, very special to 

consumers. In addition, these types of experiences occurs when consumers are engaged on social media by sharing 

their pictures of their jewelry, and interacting with other consumers which adds value. Thus, the consumers become 

fully involved through active participation while they are fully immersed in the experience. In relation to the 
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response level of act (Schmitt, 1999a; Schmitt, 1999b), the function of creating and designing own jewelry for the 

club members, also applies here. This function influences consumers’ behavior as they will use this tool to co-

create value. In addition, PANDORA may influence consumer behavior by reposting collectors’ contents, as these 

have a greater impact on the consumers (Noximan, 2016), as they are more natural and identifiable. In this way, 

the collectors’ inspire the consumer’s in terms of style. Furthermore, the #TheLookOfYou campaign is related to 

the act response, as consumers are encouraged to post their own pictures of their styles and jewelry, which may 

influence other consumers’ purchase behavior.  

 

Finally, the last realm of esthetic relates to the sensory responses in the consumers. It may be characterized by 

simply “being there.” With PANDORA, this is mostly related to the jewelry itself and certainly the store designs. 

In the stores, consumers are able to see, touch and try the different products which provides the optimal experience, 

as the consumers will know exactly what they are getting. Ordering online, can be a somewhat more risky for the 

consumers, since they do not know the exact quality of the product. This can especially be an issue considering 

that jewelry are high-involvement products, as they are often costly, and have deep sentimental and emotional 

value for the consumer. Thus, in order for a jewelry brand to be able to succeed in providing an online shop for 

consumers, it is important to build up trust and maintain this with the consumers in order to reach satisfaction. 

However, the online environment in terms of website and social media still contribute to this experience, as 

consumers are able to see pictures and videos of the products which provide esthetics and beauty that awaken 

excitement and satisfaction within the consumer. In this way, the recent autumn campaign may awaken this type 

of experience for consumers, as it consists of appealing videos and pictures with a touch of esthetics and beauty 

to it. An issue may be, however, that the professional pictures of PANDORA may not look the same in real life. 

Therefore, it can again be argued that the content provided by other consumers contribute more to this experience 

on social media, than for instance the PANDORA catalog or magazine, as consumers can get a better view and 

idea of the what the products actually look like in real life (Noximan, 2016; Teeters, 2016). When consumers are 

experiencing this realm, they are passively participating but fully immersed in the experience. The sense reaction 

level (Schmitt, 1999a; 1999b), lies in PANDORA’s visual identity which results in consumer attitudes and 

associations. The competitive jewelry brand to PANDORA, Tiffany & Co. has mastered this by being associated 

with a specific color that is Tiffany Blue (Hadberg & Tofiq, 2014). Thus, it is important for PANDORA to develop 

a strong visual identity. PANDORA’s visual identity is considered to stem from the boxes and shopping bags that 

the jewelry come in. Some of these are special to consumers, thus if a purchased jewelry does not come in these 

special boxes and bags, it may disappoint some consumers (Sanchez, 2016). Another element lies in hashtags and 

slogans. Since the beginning of PANDORA’s establishment, the brand has emphasized that it is for all women, 
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and should, thus, be considered affordable luxury. However, over the course of its rising popularity, the prices has 

increased markedly, resulting in a decrease in experience (Fredericks, 2016; Noximan, 2016; Teeters, 2016).  

 

The last response level, relate (Schmitt, 1999a; 1999b), lies in the strong reference-group feeling and connection 

that consumers have. As it has been indicated, especially among community members who are part of online 

forums related only to PANDORA, feels a strong connection towards each other and to the brand. In these 

communities, consumers bond over their shared passion for PANDORA and its products, leading them to interact, 

inspire and help each other. Social media allows these community members to become connected and rely on each 

other. PANDORA provide these responses through their marketing and promotional campaigns, which are related 

to kinship, as earlier described. Typically, these types of campaigns are related to special holidays, such as 

mother’s day or the social media campaign of the special bonds between a child and their mother (PANDORA, i). 

Similarly, consumers who are deeply passionate about PANDORA are likely to share their affection of the 

products with family members or friends. As such, consumers may start creating a bracelet for a family member 

or a friend that they can give as a gift on a special occasion, and this will be a shared passion between them.  

 

In general, it can be argued that the most important dimensions of an experience for hedonic brands, specifically 

jewelry brand, are the dimensions of sensory and emotion (Merrilees, 2016). This is due to emotional responses 

being so closely related to products such as jewelry, as stated above, and because stimulus of the senses reinforce 

the emotional response. As such, PANDORA’s products may stimulate the senses of a consumer, when seeing, 

touching and trying them on, resulting in an emotional response such as happiness, and perhaps pride and joy after 

a purchase.   

 

A final observation of PANDORA’s brand experience is related to the customer service, which some consumers 

have perceived to lack in franchise stores (Noximan, 2016; Teeters, 2016). The personnel is not perceived to be 

adequately knowledgeable about the brand and its products, which is an issue when products are of high-

involvement. Thus, PANDORA should consider providing continuous training of the personnel in these stores, as 

the brand experience may otherwise decrease for consumers.  

1. Discussion  

This section presents a discussion of the above analysis, resulting in an overall evaluation of PANDORA in relation 

to the four concepts; CBE, interactivity, co-creation, and brand experience. As such, the aim of the section is to 

discuss how these concepts in relation to PANDORA can integrate into a holistic interactive brand.  
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Based on the literature review, this thesis has revealed that CBE, interactivity, co-creation, and brand experience, 

even though being distinct concepts, are often perceived as connected, however, have yet to be examined 

extensively, in relation to their connection, rather than separately. It has only just emerged very recently in a 

conceptual study (Merrilees, 2016). As such, this current gap has been recognized by this thesis, and attempted to 

be closed by conducting a study, integrating all concepts into a holistic interactive brand.  

By analyzing each concept of CBE, interactivity, co-creation and brand experience separately in relation to 

PANDORA and its consumers, it is possible to understand how these concepts apply in a practical context. Then 

by identifying the connections between these concepts, it is possible to integrate the findings of the analysis in an 

evaluation of the overall interactive brand, proving a holistic view of it. Following the conceptual model of the 

four concepts applied in this thesis, it can be concluded that interactivity leads to both CBE and co-creation. This 

lies in the fact that interactive functions are what enables interactivity between a brand and its consumers. As such 

various interactive functions make it possible for consumers to engage in brand activities and co-create value, as 

it is easy for the consumer to communicate with the brand. Thus, as the analysis has shown, PANDORA 

encourages CBE and co-creation through various interactive functions. This is most evident on social media, where 

campaigns are designed to generate user content with the use of hashtags, and interactive functions which allow 

consumers to respond the PANDORA’s contents, such as commenting, liking and sharing. The interactive 

environment on PANDORA’s platforms are playful and entertaining to consumers, which leads to CBE through 

multi-sensory stimuli awakening a sense of passion and dedication the brand. The way that the consumers are 

connected to both the brand and other consumers with the same passion and dedication to the brand, provide a 

valuable strength to the formation of both CBE and co-creation. It may be difficult to distinguish completely what 

categorizes CBE ad co-creation, and the two concepts are very closely related, and may actually supplement each 

other. As, such some engagement behaviors may also categorize as co-creational behaviors, while co-creational 

behaviors will always indicate engagement from the consumer. User-generated content and word-of-mouth are 

both categorized as co-creation because they provide value to both the brand and consumers. However, when 

consumers provide these things, they are also engaging in the brand. In this sense, the two may, in fact, always 

follow each other. However, in order to fully grasp the concept of co-creation, is would require a deeper knowledge 

into the way PANDORA benefits from it. It is clear, user-generated content provides value to the brand, as it gives 

insights to the consumer, enabling PANDORA to continuously satisfy its consumers and keeping them engaged 

in the brand. The same goes for word-of-mouth, which add value for PANDORA, in terms of positive attitudes 

towards the brand. However, co-created valued goes deeper than that. Essentially, any activity of a brand can be 

improved based on consumer inputs, whether it is related to improving a product, the website or a social media 
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profile. Thus, to truly understand co-creation between a brand and its consumers, it would be necessary to conduct 

a study in collaboration with a company.  

The engagement and co-creation are also evident in brand communities. As the analysis has shown, PANDORA’s 

brand community may be based in two different groups. On one hand, there are the general consumers of 

PANDORA who engage by following the brand on social media. Thus these consumers become aware of the 

content that PANDORA provides, perhaps like it, comment on it and share it among their own social network. 

These may of course also engage in consumer-to-consumer interactions in the same way, and PANDORA are able 

to monitor the interactions and engagement of these consumer. On the other hand, there are the more passionate 

and dedicated fans who collect PANDORA products, and are, thus, very loyal consumers. These, however, form 

their own brand community, which is not necessarily directly connected the PANDORA. The consumers are 

deeply embedded in these communities, and everything in the community is related to PANDORA but exclusively 

from a consumer perspective. Thus, these consumers seem to have a better understanding of each other’s need in 

relation to PANDORA, and as such, are more influenced by each other than PANDORA. This type of brand 

community may be characterized as a networked society with its own culture, traditions and norms (Kozinets, 

2010). In order to fully understand this type of brand community, and the engagement that goes on in it, it would 

be necessary to conduct a complete netnograhic study in this group. Even so, a netnographer will only really be 

able to understand and interpret the culture and meaning of the community, if he becomes an involved and engaged 

member himself. This would then allow the researcher to comprehend the consumer engagement and indirect co-

creation of these communities.  

As it has been suggested, both CBE and co-creation relates to brand experience, which in turn, relates back to 

these. As such, if a consumer is highly engaged in a brand, and participating in co-creation it will enhance the 

consumer’s overall brand experience. At the same time, positive brand experiences might be what leads a consumer 

to engage and co-create with a brand. Brand experiences are deeply connected to emotional, intellectual, behavioral 

and sensory appeals, as such in order to provide a unique brand experience, PANDORA should rely on these in 

order to deliver a superior experience to consumers, in order for CBE and co-creation to occur, leading to loyalty 

and satisfaction among the consumers. In this way, the four concepts may be viewed as an on-going process which 

will always occur if a brand provides an interactive environment that allows consumers to engage and co-create, 

enhancing their brand experience, leading them to continuously become engaged and participate in co-creation. 

The analysis showed that PANDORA’s performs successfully as an interactive brand that via interactivity, enables 

CBE and co-creation, enhancing the brand experience. Holistically, the brand performs well within each of the 

four concepts, which essentially form an interactive brand. PANDORA offers interactive functions for consumers, 
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which allow them to engage and co-create. This is for instance observed with the possibility to design bracelets, 

and save the designs. When consumers use these engage in these functions, their brand experience enhances, 

leading to satisfaction and passion in the brand.  

2. Conclusion  

This thesis has examined the concepts of CBE, interactivity, co-creation, and brand experience as combined forces 

that together make up an interactive brand. These concepts are essentially distinct, however, they have often been 

recognized and interconnected, in literature. As such, scholars have often related at least two of the concepts in 

their literature reviews, however, they have never actually integrated all the concepts in their study. Only very 

recently, has one scholar Bill Merrilees (2016) initiated this in a conceptual article, examining the integration of 

these to a holistic brand. As such, there is still a gap in literature, in terms of lack of extensive research and studies 

that approaches these concepts empirically. As such, the aim of this thesis was to contribute to the studies of 

integrating CBE, interactivity, co-creation, and brand experience by analyzing each of the four concepts separately, 

and finally integrating these concepts into a holistic interactive brand evaluation in the discussion. 

This holistic brand is considered as a top performing and successful brand, which is essential the objective of every 

brand, and what every brand strive to have. However, it cannot be done without the aid of consumers, as this status 

is not achievable without the assistance of engaging consumers, as interaction between brand and consumers is a 

focal point. As such, there should be an explicit connection between brand and consumer.  

Social media, indeed, facilitates this interaction between brand and consumers, since consumers and brands are 

able to interact, engage and assist each other, in a way that enables brands to understand consumer needs directly 

from them. Thus, brands will be able to accommodate to the consumers’ needs, and thereby develop satisfaction 

and loyalty among consumers.  

Based on a netnographic study, this thesis has analyzed the engagement and co-creation behaviors of PANDORA’s 

consumers, and the interactivity of PANDORA’s online platforms, and finally the brand experience that 

PANDORA offers consumers. The aim of the analysis was to answer the problem statement, which was presented 

in the introduction of this thesis. As such, the problem statement, which was sought to be answered was:  

How and why do the consumers involve in Consumer Brand Engagement and Co-creation, and how is it manifested 

in PANDORA’s Interactivity and Brand Experience? 

The analysis has demonstrated that the interactive functions of PANDORA’s online environment, in terms of 

website, universe, club, and app, along with their social media platforms on Facebook and Instagram, provide 
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interactive functions which enable customers to engage in the brand. CBE and co-creation is formed when 

consumers are encouraged to share their user-generated content with the brand either via social media or the 

website. Specific campaigns are often what drives the encouragement, and the reason consumers share content. 

The current campaign #TheLookOfYou encourages consumers to share their style with PANDORA, and thus other 

consumers in the brand community. Engagement also arises from consumer initiatives in which passionate 

consumers share user-generated content, such as pictures of their own jewelry creations which is a shared passion 

among these consumers. This accounts for in-direct co-creation as it creates value by influencing other consumers, 

at times more than official content of PANDORA does. Direct co-creation occurs when PANDORA are also 

involved in the value creation, together with the consumers. This is demonstrated by the collaboration between 

PANDORA and the club members of selecting the club charm of 2017. Both CBE and co-creation may benefit 

PANDORA in the sense that they will gain valuable insights of the consumers which enables it to understand and 

accommodate to their needs, leading to satisfaction and loyalty among the consumers. Finally, CBE and co-

creation enhances the consumer’s brand experience, as they are stimulated in a way, which makes them want to 

continue to engage and co-create. 

3. Future implications  

In order to fully understand and grasp the connection between CBE, interactivity, co-creation, and brand 

experience, in it necessary to conduct many more studies of the subject. As such, one case-study based on 

netnographic research in the context of PANDORA and its consumers, as this thesis has provided, is not adequate 

in providing empirical evidence supporting that an interactive brand is made up by each of the four concepts. 

Therefore, an extensive amount of research should be done, exploring this suggestion. The combination of the four 

concepts are still in the beginning phase of becoming a recognized research field, with only one article to initiate 

the interest among scholars, and this thesis has merely provided one analysis based on both theoretical and 

empirical findings. Thus, additional research in the area is needed. Furthermore, it is necessary to study both the 

brand and the consumers at a deeper level, in relation to these concepts, in order to get more encompassing findings 

of the topics. As such, researching the concepts in collaboration with the case company would have provided better 

findings, just as a more complete netnographic study would have contributed to a more substantial understanding 

of the consumers embedded in the brand community.  
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Appendices  

Interview question guide:  
 

Can you please introduce yourself briefly such as name, age, occupation and nationality? 

What can you tell me about Pandora?  

What is your opinion of the brand? 

How would you describe your connection to the brand? 

Do you have a personal attachment to the brand?  Is this related to the products or social media? 

What emotions do Pandora awake in you, if any? 

What do you like about the brand? 

Do you dislike anything about the brand? 

How did you discover the brand? 

What is it specifically about the brand that appeals to you? 

Can you tell me a specific memory/moment in your life that involves Pandora? 

How do you express your connection to the brand in your surroundings? 

Do you follow Pandora on social media?  What platforms? 

Are you aware of all the platforms that Pandora is present on? 

When was the last time you visited one of Pandora’s social media platforms? Incl. the website? 

What do you use the social media platforms for? 

Do Pandora’s social media platforms live up to your expectations? In terms of Pandora’s and other users’ 

activity on these sites? 

How do you engage on these platforms?  

How often do you actively/inactively engage on the platforms?  

Do you like/comment/share on Pandora’s platforms on a daily basis? How often would you say you do this?  

Do negative posts from other users influence you and your perception of Pandora in any way?  How about 

positive posts? 

Do you share Pandora-related content on your own wall? What makes the difference if you share it on 

Pandora’s platforms or your own profile? 

Who do you want to share your affection of Pandora with?  
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Are you a member of the Pandora club? 

What you like about being a member? 

Do you consider yourself a loyal customer of Pandora? How and why? 

Does Pandora’s social media platforms have any influence on your loyalty of the brand? 

Is it important for you that you have a way of communicating and interacting with brands that you like? 

Do you feel that you are part of a community via Pandora’s social media sites?  If yes, what does it mean to 

you to be part this community, and what do you specifically use it for and gain from it? 

Do you provide feedback to Pandora in any way? E.g. your experiences 

How about providing recommendations to Pandora of this you would like the brand to do? 

Do you recommend or talk about Pandora to your family/friends/others? 

Can you describe your experiences of visiting Pandora’s stores and social media platforms? 

How often do you visit the stores? 

How often do you purchase Pandora products? 

Do you mostly purchase the products yourself or do you receive them as gifts mostly?  
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Interview 1: 

Mariee J. Sanchez – Instagram: eriscoplay 

 

2:44 I: Can you please introduce yourself briefly such as name, age, occupation and nationality? 

2:52 M: Okay, well my name is Mariee, I am 21 years old. I am from Mexico, and I’m studying, currently.   

3:05 I: And what can you tell me about PANDORA? Like what comes to mind? 

3:11 M: Well I think the first, the word that comes to my mind when I hear the word PANDORA and when I think 

about the brand is memories 

3:24 I: Memories… And why do you think of that? What is it about memories that make you think that? 

3:30 M: Well… because I think that it’s a brand, that it’s not like Tiffany’s and so – that they are like selling a 

target to like soon-to-be-married couples or like women or men with like a high social economic position. It's like 

more like a "let's bond together". They sell like a lot of charms that they say are for mom and daughter, sisters, 

and I think that's the beautiful thing about PANDORA. It's not expensive as hell. I mean the jewelry they make is 

really beautiful and they don't like just centering one target, like men purchasing for his woman or women super 

rich, or... you know?! 

4:22 I: So what you like about it is that it's for more a broader audience?  

4:32 M: Yes, it's like more open.  

4:35 I: That kind of goes into my next question actually, you've kind of already answered it, which is: What is 

your opinion on the brand? So you would say that that is that it's more open to more people than for instance 

Tiffany's is? 

4:53 M: Yes, like Tiffany's or Cartier, they [PANDORA]... it's more like friendly, I don't know if that makes like 

any sense - it's more like... it's like friendly, it's not like just a serious target, it's like "oh, let's have fun - let's fun 

together, let's make memories."  

5:10 I: And so how would you describe your connection to the PANDORA, actually? 

5:18 M: Actually, this PANDORA gift, the bracelet and the charm, it was my first like gift - I just turned 21 on 25 

of July, and it was a boyfriend's gift. I really really really really wanted a PANDORA charm, and a bracelet because 

I had a cousin, she's been building her own bracelet and I fell so in love because she is writing her own story on 

that bracelet, and I wanted to write my own story on a bracelet, so when he gave me that gift I was like super 

chocked, and I was excited because I knew, I could write my story on a bracelet.  

6:00 I: So, this is what you planned to do with it, you wanna build on upon it and build your story with it? 

6:07 M: Yes, I wanna travel a lot, and I know that PANDORA has these different charms in every part of the world 

that can only be bought on that certain country, and that's what I wanna do.  

6:21 I: So in relation to this do you think, well I think you already answered this a little bit because you said that 

your boyfriend gave you this PANDORA bracelet but my question is, if you have a personal attachment to the 

brand?  

6:43 M: I think I have like a free spirit so... the fact that PANDORA has, as I told you before these little charms, 

it gives me like an opportunity to, you know, gain a little bit of every country of the world and have it on my wrist, 

that's like what excites me about this brand and what I love about the charms.  

7:09 I: Okay, so the attachment that you feel to the brand is related to the products? 

7:18 M: Yes, to like the products the opportunity to take a little piece of every place I go with me.  
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7:29 I: So, would you say that it's more the products rather than the social media aspect of it, like following them 

on Facebook and stuff like this? 

7:40 M: Yes, it's more about the products I get - more than the social media. 

7:48 I: What emotions does it awake in you, the products? 

7:56 M: It excites me a lot, it makes me happy, and it makes like my heart warm, and want to get out and buy a 

lot of charms, and to build a bunch of bracelets. And they have like a little crown that is that a ring... I think, it's a 

ring, and I want to give that to me when I finish my career because I want it to be like a gift from me to me, that 

says "we did it - we made it and we're now about to conquer the world" 

8:29 I: That's nice. Is there anything you don't like about the brand - is there anything you dislike about the brand? 

8:39 M: Well, here in Mexico when they give it to you - the bracelet - when they gave it to my boyfriend, they 

didn't give it in like the little box - beautiful and white and belt [ribbon]. They gave it like in a... boring, plain card 

box. And I was like... kind of disappointed about that. So that's... I don't know if it's like a strategy or ... because 

here... it's here in Mexico and the store is like "meh, I don't mind" 

9:15 I: Yeah, do you think it's... it's like that every time in Mexico? Do you think everyone gets it in this? 

9:24 M: My cousin get it the same way. The only thing that changed is like the bag they gave it to you. My cousin's 

is like an envelope and mine is just like a plain shopping bag.  

9:42 I: Okay. It doesn't say PANDORA and these things on it?  

9:47 M: Yes, it says PANDORA.  

9:48 I: Okay. But it's not it's not fancy or anything? 

9:53 M: Nah, it's not fancy. It's cute because on the inside of the bag it says "Thank you" and I think that it's like 

a cute detail. But other than that.... 

10:05 I: Okay. But you said that it didn't come in the box that you liked... like the nice PANDORA ones. How do 

you know about this box? If you didn't get it from... and your cousin didn't get it - how did you know about this 

box? 

10:26 M: I was a lot on Pinterest ... a lot.  

10:30 I: Okay, so that was from Pinterest that you've been seeing these nice boxes? 

10:37 M: Yes, and I actually searched them in eBay and they sell it like... the little box, they sell it individually.  

10:51 I: Okay, well you've kind of also answered my next question but it's how did you discover the brand? I am 

guessing that was through your cousin or did you even know about it before? 

11:03 M: I didn't know it. I actually knew it when I first saw the bracelet of my cousin... And then it was the first 

time she travelled to New York... Her husband gave it to her before travelling and when she came back, she came 

with the little charm of New York and she told me the story about this little charms that they can find only in 

certain parts of the world and that's how I get to know the brand.  

11:33 I: So, but you knew it a little bit before? 

11:40 M: Yeah, a little bit. Actually I have seen the ring crown... I saw it before I saw the bracelet of my cousin 

but I didn't know it was from PANDORA.  

11:50 I: Okay. Can you state what specifically about the brand that appeals to you? 

12:03 M: I think what appeals to me the most, it's like... they have like this system where you can buy rings and 

you can like buy a... three and they can like do unique design for you. And I think that's really cool because you 

can choose whatever you wish for rings and they can tell you "no this doesn't fit with this style, you should try 

this." And I think that's like very personal and very cool.  
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12:40 I: So the thing that you can personalize your jewelry, that's what appeals to you?  

12:45 M: Yes.  

12:46 I: Okay. Again, you've already also mentioned this. My next question is whether you can give me a specific 

memory or moment in your life that involves PANDORA, so if you can maybe tell me a little bit more about when 

you saw the bracelet from your cousin, and also the moment when your boyfriend actually gave you the bracelet? 

Just like briefly give me those memories - how you think about them? 

13:20 M: Well... The moment I saw my bracelet when my boyfriend gave it to me, we were actually on the road 

of a mall and he takes off my wrist a bracelet... I already know... it's a bracelet of lung cancer that I have. My aunt 

passed away because of that so I have this bracelet in memory of her. So, he take it away and he said he apologize 

of my aunt because it was special, and it was important and then he gave the bag to me, and it was like freaking 

out, I was crying, I was so happy. I couldn't believe it, I actually thought it was a ring. When I opened the little 

bag, I saw the bracelet there with the little charm - it's a heart, a pink heart. It was just around the bracelet, and I 

was like so happy, couldn't believe it because it was my 21st birthday and it was like super exciting to turn 21... 

and when he gave that gift to me I was like... I feel like a princess. I still haven't forgot, I felt like a princess.  

14:31 I: So it was a romantic moment for you? 

14:35 M: Yes, it was a super romantic moment. 

14:41 I: How would you express connection to the brand in your surroundings? 

14:56 M: I think I could express it with love... and with happiness.  And with… I don't know like a lot of positive 

feelings. Feelings like joy and love, and like memories and family.  

15:14 I: And so is this something you would openly say to people? Would you walk around talking so that these 

emotions show from you and your surroundings can see that you have these emotions, or do you more hide it, 

would you say? 

15:38 M: No, I actually like to talk about - my boyfriend is a really special part of my life - he has been like 5 

years now. And he has given me a lot of special gifts but I think this is the most like special, so whenever I talk 

about the way he gave it to me, and whenever I wear my bracelet, it's just like, it shows that I am like smiling from 

ear to ear and whenever I tell people the story, I like get overwhelmed and get a little bit bad and it just shows.  

16:13 I: The next question is more about the social media. Do you follow PANDORA on any of their social media 

platforms?  

16:27 M: Yes, I follow them Pinterest, Instagram, Facebook and I really don't use a lot of Twitter but I follow 

them there too.  

16:35 I: Okay. How about YouTube, do you ever go watch some of their videos on YouTube?  

16:43 M: No, actually, I didn't know they had a YouTube channel.  

16:47 I: Yeah, they do actually. Are you aware of all the platforms that PANDORA is present on but so, you know 

all of these ones that you stated but not YouTube, I guess?  

17:00 M: No, I didn't know.  

17:01 I: When was the last time you visited one of these social media platforms, including the website, actually?  

17:12 M: It was about like two hours ago. It was just like I was on Instagram, and I just like stalked them.  

17:28 I: What do you use the social media platforms for, actually, when you go to PANDORA? Is there anything 

specific that you are searching for?  

17:42 M: On Instagram, on PANDORA, I actually like the combinations they make, the photography, mostly... 

Like all these elements, that they put the rings, the earrings, their charms, even their necklaces - I like the 
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photography of PANDORA on Instagram. On Twitter and Facebook, it's like more like "nah". But on Instagram, 

I think it's like more appealing for me.  

18:10 I: Okay, because you like to see the inspiration that they show in their photos? 

18:18 M: Yes.  

18:18 Okay. What about competitions, would you go to social media to enter their competitions? 

18:25 M: Well... I don't know if Tiffany call it like a competition, like seriously, but I really like the publicity 

campaigns Tiffany does. I feel it's like super romantic and super, I don't know, it gives me like a fuzzy feeling 

because they did like these little animations... especially in Christmas… and they are like so sweet and so adorable, 

and I really love like, they put like these little boxes with the wallpaper everywhere. That's what I like.  

19:06 I: But now you mentioned Tiffany - were you supposed to mention Tiffany or was it PANDORA?  

19:10 M: PANDORA. Sorry.  

19:15 I: So would you say that what they do on these social platforms live up to what you expect them to do on 

the social platforms? Or are you lacking something? 

19:27 M: I think they do it like great because they know their target. And that's like super important... to know 

what to publish and when. So I think like they are really active and they're doing like a great job. 

19:47 I: And so what about other users' activity? Is that also something that you… pay attention to? 

19:53 M: Actually yes. Sometimes I like enter to the hashtag my PANDORA [#myPANDORA] and I like to see 

what other women or men or whatever, they are doing with their PANDORAs. 

20:04 I: So, in any other ways than besides the pictures that you upload yourself, how do you engage on these 

platforms? Is it inactively or do you actively comment or like and stuff like this? 

20:22 M: I just like the pictures, I normally don't comment.  

20:27 I: Okay, but you do like?  

20:29 M: Yes, I do - I do it a lot.  

20:32 I: Do you often like? 

20:35 M: Yes, actually sometimes, it's like a reflex - whenever I see the PANDORA logo or their name I just like, 

like it instantly. Even though I don't see the pictures.  

20:47 I: So it's actually on a daily basis then? Or how often would you like something? 

20:59 M: A daily basis. Because I am all the time on Instagram.  

21:03 I: Okay. On Facebook, there are some negative posts from other users, does that influence you in any way 

or your perception of PANDORA? It doesn't affect me at all. It's like everyone has their opinions and I haven't had 

like a bad experience with PANDORA. 

21:33 I: So do you even read these or do you just skip ahead if you see some? 

21:39 M: No, I just skip them ahead. If I ever see like the first word is like negative, I be just like "oh, come on".  

21:46 I: Okay. But what about positive posts? Would they influence you in any way? 

21:55 M: Not at all. I actually don't read a lot of comments on the social media. Because sometimes it's like they 

don't have like nothing interesting to say. And I like to make my own opinions, and sometimes I know if I read 

something, it can influence me so I don't like to read it there.  

22:14 I: When you share something that is PANDORA related, would you share it on your own wall or would you 

share it on their platforms? Or both?  

22:32 M: Hmm, my own wall.  

22:36 I: But you don't share anything particular to their wall or profile or platforms?  
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22:42 M: I actually just shared the one my boyfriend gave me - the gift. It was like the only time, I tagged them 

on Instagram. 

22:53 I: Okay, but you did it by tagging, not by posting it specifically on their wall? 

22:58 M: mm-mm [no]. 

22:58 I: Okay. And so if you were to post something on their platforms, what would make the difference? Of you 

doing it on your own, or what made you actually tag them on it?  

23:18 M: I don't know - that's a good question. I don't know, I wanted to like express that I was so grateful to 

receive like that little gift, and if they have seen it, they will be like "oh that's nice." 

23:36 I: Who would you actually want to share your affection of PANDORA with? Anyone specific? Or just the 

whole world or...? 

23:55 M: I actually would like, like to buy my best friend a bracelet, so we could, you know like, fill it together 

with all the sister charms, that's like super cute and whenever we're at the end of school, there are charms I would 

like to give her.  

24:19 I: Yeah, that's nice. Are you a member of the PANDORA club? 

24:28 M: I don't know if I'm like a part of the club but I get like all their notifications on my mail.  

24:42 I: Then you are a member. What do like being a member, actually? 

24:47 M: Actually, they like send you previews on their charms, new earrings, new rings... And they sometimes... 

I haven't experienced it but they let the PANDORA members club choose the next like autumn charm, winter 

charm, summer charm...  

25:11 I: Yeah. And so that's what you like about being a member? 

25:15 M: Yes, like the previews and the exclusives. 

25:19 I: Do you consider yourself… I know this is a new bracelet that you received but do you still consider 

yourself a loyal customer of PANDORA?  

25:33 M: Yes, I will buy them everything they have. 

25:45 I: Do you think that the social media platforms of PANDORA have any influence on your loyalty or is it 

just the products? 

25:57 M: I think the social media is like very important because if it hadn't been because of the social media, I 

wouldn't have known that they the little crown ring, it's from PANDORA. So that like engaged me and that's when 

I found out about the bracelet, then about my cousin and the bracelet and then the whole story.  

26:21 I: Would you say that it's important for you to have a way of communicating and interacting with the brand 

that you like? As you do on social media, for instance, or is it not so necessary for you? 

26:41 M: I think it's important for them to be like… kind of talk to us and also to them, because we can let them 

know like if they are doing a great job or if it's simply not being like a hit. So I think yes, that it's important, the 

social media.  

27:01 I: Yeah. But you haven't used it so much yourself?  

27:05 M: No.  

27:06 I: But do you think that you would maybe in the future, maybe once your charm is more developed or...? 

27:14 M: Yes, I think whenever I've bought like something like a charm or whatever, I think I will let them know 

and post it on their wall, or maybe on Instagram again.. or Twitter.  

27:27 I: Also, I wanted to know if you feel part of a community via these social media sites?  
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27:40 M: I don't know, that's like tough because it... I don't feel like a special connection with the brand but on 

social media, I don't feel like this like warm feeling with any brand. So it's like "mhm." 

27:58 I: Okay, so it's more with the product that you have that you feel a connection with? It's more related to the 

product itself, rather than the social media? 

28:13 M: Yes.  

28:15 I: So that's the kind of feedback that you would give to PANDORA? That's when you buy your bracelet, or 

you buy a charm and then you show them by pictures - that's the only way that you would provide them feedback, 

you think? 

28:35 M: I don't know, maybe I could like send them a review personally from mail.  

28:42 I: You also mentioned earlier that being a member of the club you get to actually choose, or some people 

did get to choose what the autumn charm was supposed to be, and things like that. So, do you think that you could 

have any recommendations? Would you like to give some recommendations about things that you would like them 

to do? Could you imagine yourself doing it at some point?  

29:23 M: Oh yes, that would be amazing because we're the customers so the fact that we can tell them what we 

want and what we like, it's like, there are not so many brands that do that so, you feel like they listen to you. 

29:41 I: Okay. And you like that, that they listen to you as a customer?  

29:54 M: Yes.  

29:55 I: So would you recommend PANDORA, you've already mentioned that you would like to buy a bracelet 

for your best friend... But other than that would you recommend PANDORA to any friends, family or anyone else, 

or do you like talk about it in general? 

30:14 M: I would recommend it like for my mom or maybe my grandmother... you know, family members and 

even friends. To let them know that they can do something really special with the brand, and even not just because 

of the bracelet. They have beautiful earring, and they have beautiful sets of necklace and earrings, so it's like a 

great gift option. 

30:44 I: And so have you ever been to one of PANDORA stores, actually yourself?  

 

... Connection cut off ...  

 

32:09 I: Have you ever been in a PANDORA store yourself?  

32:18 M: No, actually I haven't.  

32:20 I: But then my question is then: how would you describe your experience of visiting the social media 

platforms? If you can describe it. 

32:34 M: I don't know it's like, I wanna go to a store but where I live there aren't any stores nearby - they are like, 

I have to travel outside my state to go to a PANDORA shop.  

33:04 I: Okay. Do you think that in the future, would you wanna buy the products mostly yourself or do you think 

you're gonna receive them more as a gift? 

33:25 M: I would like to buy them for me but they have like a special meaning if they are gifts. But I won't mind 

if I need to buy something for me.  

33:39 I: So you think that you will have both?  

33:43 M: Yes.   
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Interview 2:  
Daria Noximan – Instagram: daria_cool_noxy  

3:57 I: Just here for the start, if you can just introduce yourself briefly such as name, age, occupation and 

nationality? 

4:02 D: So my name is Daria Noximan and I am a CEO of a company in Russia and present, also an owner, but 

15% owner of the company here in Russia. So, I am basically a nationality Russian, and I represent the interest of 

the company for Austria, so I'm the link between the two countries Austria and Russia.  

4:30 I: Okay, so you're leaving for a business trip?  

4:33 D: Business trip and like private, so it's just two home cities, you know. St. Petersburg and Salzburg. But 

basically I have an education as a lawyer. And of course I had a lot of practice, still can do some cases but now 

I'm in a business, so I run the business for 10 years. Yeah, 10 years already, and I am 31 years old.  

4:59 I: Okay, and what is the company? What do you do in your company?  

5:04 D: In my company, I am a CEO, so I manage it. 

5:10 I: What is company? 

5:10 D: It's a cosmetic business from Austria. It's made in Austria and then I ship these goods through a company 

brand “Hot,” and so I ship it to Russia, Byelorussia, Kazakhstan… So these areas. And then I'm whole sale trader, 

there is one brand and that's a cosmetic brand, yeah.  

5:34 I: Okay, yeah. That's interesting.  

5:35 D: Yeah, so that's what I do.  

5:39 I: What can you tell me about PANDORA? What comes to mind? 

5:46 D: So, I can tell you that I am a collector, not just like that I own five charms and that's all. And my story was 

started in December 2012, so it's around four years now. And for the first, my opinion about PANDORA at around 

2007/8 was not so interesting on that, and then when it started to be more popular, I was thinking "oh, okay - it 

can be cool idea," you know - one day can be to have it. And then I become of it as a present - a bracelet with 

some charms. And I think, I was for one year, I was "okay, whatever PANDORA, I don't care so much," and I was 

thinking "okay, it's also a cool idea when people start to give me as a present - one by one charm." And I think, I 

was silent for one year - I didn't buy something for me - for myself. And after one year, I saw a catalog, then I start 

to be very curious about one charm. And so my craziness, addiction and collection starts, when I bought for myself 

by myself the first charm. So that's the beginning. So now it's more crazy... Could tell more, but maybe it will 

come later with the questions from you. So December 2012, I started.  

7:09 I: Yes. How did you - you talked to me about this popularity, that's how you got interested in it, how did you 

become aware that is was becoming popular? 

7:25 D: So that was a good question for myself. And by myself, that's was what I thinking to find out the key of 

why I'm addicted or to stop this addiction. I cannot really answer why because sometimes I am so in love, you 

know, and I wanna continue buying buying buying, and then I stop it again. But I think yes, that's what I figured 

out -  when I start to choose by myself, and I understood that it's a little bit different meaning. Not totally that you 

can become it as a present for your birthdays, Christmas where people choose it. That you can choose and get and 

own your style and when I bought a first charm, then I "okay, then I don't like any more presents because people 

can buy for me something wrong, and then I need to wear it, so now I am on other side, I'm a collector who choose 
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by - I prefer it by myself, choose it and then follow this. Why I started the addiction, of course social media, for 

sure. When you don't visit some websites or you don't go to Facebook groups or Instagram, wherever - there's a 

lot of platforms, then it's not really pushing you. But people has, when you are on addiction, comparing, and it's 

very easy to push you with some pictures, then you see "aw, it looks lovely, it looks cool," and then you wanna 

buy it also. So social media really push, as I can tell you.  

8:57 I: Yeah, but would you say then from social media - is it other users you go to more or is it PANDORA's own 

pictures that they post then?  

9:06 D: No, I don't like what it is PANDORA by itself can do, I like only some videos, about the Essence 

collections - it's for me more interesting to watch it, I like it more video stories, but pictures by itself what is the 

official PANDORA has, it's okay - makes me "yeah, okay - no." Other people who is a collector, and that you can 

know, maybe there is some - Uno, she is a great collector from Korea, there is some ladies who has really varied 

retail charms, and when you see this, you wanna buy it because you can see it, the picture in a catalog don't give 

you this view. But when you can imagine it, or how this charm can look in a real bracelet, or combination, then it 

can be pushy.  

9:53 I: So it's the personal attachment that people have to the brand that inspire you? 

10:00 D: Yeah because we are all together who collect, and some more varied now, where of course we're in touch 

all together, all over the world. And when someone become this or this charm, or I don't know, somebody knows 

that someone's searching, then we find it and other people - not everybody - also can buy all these charms. It's also 

a bit pricey some of them - especially gold and so you become some fans who just like to watch it because they 

couldn't... there is no audience to see this. 

10:37 I: If you had to put some words on the connection that you have to the brand, how would you do that - how 

would you describe it?  

10:45 D: Oh, what it means? More specific, can you clear it more this question?  

10:49 I: Yeah, what is it that attracts you to brand? Is it just that you like the charm, they look nice, or is something 

deeper for you, actually - does it have more meaning for you?  

11:07 D: It was in the beginning, you know, I was collecting all these meaning charms, I don't know - some family 

charm or the daughter I have - it was really a story but then it was not easy to follow it, so it's story but I don't like 

how it really looks from view, and then now it's no connection to some stories, it's just some charms which is for 

my opinion - I actually do it as a funny - everyone knows my coffee cups. Or by colors, so for example today I 

have pink and red, or I will choose for one bracelet pink and red. So tomorrow I will have some blue colors, I will 

choose some blue colors to put some others with blue to create it more to the style, you know, to match it to the 

style.  

11:58 I:  Yeah, okay so it's the style? 

11:59 D: Yeah, yeah for me it's now more style than the story. Before it was it was a story but it's all the time 

changing.  

12:07 I: Okay, and so would you say also that it is related to what emotions you have with PANDORA - is it not 

so emotional anymore because it's not your story, or is it still?  

12:21 D: No, it's still emotional, it's still addiction, a huge one.  

12:27 I: And so what emotions do you think that PANDORA gives you?  

12:28 D: What kind of emotions?! Satisfaction, because… How to say? It's coming also from the psychology - 

what's happened now with the PANDORA. A lot of people are disappointed in new collections - it's more sparkly, 
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and I don't know, it's not so old PANDORA, as it was before. And now, the biggest malls now, starts the varied 

retired charms. For example, I was in Austria, for one and a half week ago, and I found out a dealer, in Salzburg - 

I don't know why I didn't visit it before for two years. I don't know why, but I found out and then I saw, you know, 

some varied, and then know a lot of people hunger for this - it's a cool charms, really nice made, old and nice. 

Bought a lot but these people, this dealer, he don't realize he can make more money on this price now because 

everybody wanna have it – old. It's not possible anymore to get. And of course, when you get something that is 

retired, it's not on sale, but you found it, you become satisfaction. So it gives more things, but it's psychologist, so 

that's connection. Probably, it's a psycho-type, so I think all people who is big collectors, we're a little bit on the 

same psycho-type.  

14:00 I: Okay. You might have already have touched this a little bit but it's just for you to say again - what is it 

exactly you like about the brand? 

14:12 D: What is exactly - a lot of people have it, so you cannot tell "oh, I am so so so unique." Now, every single 

person can have it but for me, that I can find now this charms which for people who just start - they cannot find it 

anymore, for example. And still, I can build on my own creation, with my own colors. To copy it in 100%, you 

cannot see it - you can see it's a PANDORA on someone but it's too different. So it is, a lot of people have it but 

not 100%. 

14:56 I: Yeah. Is there anything that you dislike about the brand, actually?  

15:04 D: Well, that's what I told you, you know - new collections, it's a bit crazy for me.  So, I am now more 

focused on old collections, still to find it - outlets or in the dealer who have still stock it and then send it out from 

the shop - because normal official PANDORA, they have this rule - when they discontinue the charm, they send 

it out to the outlet, so you cannot go to a PANDORA shop and find it, I don't know, what was discontinued for 

one year ago. And yeah, so I am now more focused on old charms collection, they seem more beauty and attractive 

for me. New collection, I am a little bit disappointed, so I hope they will change their mind in the next collections. 

Okay, some few things I do like in autumn collection but we have a joke between us all who is collectors - we told 

"it must be a competitor send a designer to PANDORA to kill PANDORA." Because we cannot explain why, you 

know, no words. We're sad, we're all sad. Summer collections, what happened?! Yes, so we tried to find out but 

then we are now for more old stuff - to get. And pray that they will change their mind.  

16:43 I: So - can you tell me sort of a specific memory or moment in your life that involves PANDORA?  

16:56 D: That was my husband give me the first PANDORA, so it started this collection and it was great. But 

that's all...  

17:11 I: Was that your first bracelet from PANDORA? 

17:14 D: Yeah, with the charms, it was. For sure, it's radical different to what I collect now. It was a silver charms, 

with the letters, our letters that are now something blue but I still collected this for the memories. I'm not really 

often use it, because, you know, the woman style and the man style - the choice, it's different - can be. But that's 

how I start, that's all.  

17:47 I: Yeah. And so how do you express the connection you have to the brand in your surroundings? Like the 

people around you? Is it, you know, I've seen that you on Facebook [correction Instagram] show a lot of pictures 

- but are there any others ways that you do it, sort of, you know - you wear them a lot but you also talk a lot about 

it to other people and so on? 

18:16 D: Yeah, sure. We have more platforms where we have forum - PANDORA forum. There is a thousand 

people. So we'll discuss and then when we wanna find some charms, we discuss it or we say "hey, have a nice day 
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today - I have this." So we share this addiction. You do it really often. You share a lot - I have a bracelet nearly 

every day. It depends also when I have a business meeting, sometimes I wear more Essence - more elegant. When 

it's normal, and now that I am at the airport, I have my normal bracelet. So yeah, we do, we're in the contact with 

the social people. We can - not to be friends in the real life. But all we're connected every day.  

19:06 I: Okay, and are these like closed society or is it open for everyone, or is it's just you who are collectors that 

are in this? 

19:15 D: No, it's for everyone - it depends what kind of language you choose. There is a lot of people, who is 

connected, for example, I started to be a friend with a Korean lady - she has a great...  not one shop has this 

collection... no one... as she. She has - white gold - that's how I saw the white gold - now, it's in my brain "okay, 

how I can get this white gold bracelet from Australia," you see. So when I didn't see her and her social media, so 

I never know "okay, that was in Australia for some years this combination," but now I know. So now it's in my 

brain - now I search eBay because via eBay, you can get something from Australia. Yeah, and then you think 

about that - what is your next  shopping will be - what you will buy next.  

20:02 I: But these people you find then on social media?  

20:04 D: Yeah.  

20:06 I: Is it like Facebook or what? Where would you find them, actually? 

20:10 D: Instagram, Facebook. These things. 

20:13 I: Yeah, okay. This is probably a question that is a bit stupid but do you follow PANDORA on social media? 

20:27 D: Yeah - not stupid - they put the like not so long time ago, then I become a, I don't know, 1200 likes. So 

people follow and they watch what PANDORA by itself choose - put the likes, and then they automatically put 

also. So yeah, I do follow, and I watch some pictures - who is doing by other people, not them by itself. But they 

sometimes repost the pictures from bloggers and so then I check this bloggers also to watch it "oh, cool, nice 

pictures," yeah - I do follow.  

21:07 I: Okay, so what platforms do you actually follow them on specifically?  

21:20 D: Instagram, and but also signed in for their official webpage- for the news but mostly Instagram. And 

yeah, so -something else for watching too.  

21:34 I: So you're not following on Facebook, actually?  

21:35 D: Facebook, no - I am not really huge big fan of the Facebook,  so I'm there for the PANDORA groups, 

but not on news from their Facebook - it's for me. But mostly European people, they like more Facebook - so we 

have our own [Russian social media platform] in Russia.  

22:00 I: So on this platform, PANDORA is not officially there, correct?  

22:04 D: No, they're officially there. They are all over the world on all the platforms which you can now - so they 

register everywhere.  

22:12 I: Okay, so you follow them on that platform as well? 

22:17 D: Mm-hm [yes]. 

22:19 I: And so when was the last time you actually visited one of these social platforms, including the website? 

22:27 D: Today. It's starts from the beginning, so when you have this addiction, you watch it wherever - you talk 

with girls, you watch what can be news or wherever. So we're on these platforms, we're like more friends - group, 

it's a huge big - 5000 and 10000 people - more. So yeah.  

22:47 I: Interesting. So this is like something you just do it in the morning, regularly - just to check? 

22:54 D: Yeah. It's the same when you read news, you start from your news, you watch some "Okay, I want to go 
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now there, okay - now it's ups and down," and then between the day, you post some pictures again. But it's daily - 

I check daily - every day.  

23:08 I: Okay. And so, you've been talking a lot about these social media platforms, and also with the other people. 

So what is it that you do in there - is it post pictures or something else?  

23:19 D: Yeah, I do post pictures or, for example "okay ladies, I just find out something - there is, I don't know, 

in this shop some varieties" - we help each other also. There you can post what you’re hunting - want it really or 

you can resell when you don't like it, or you can ask for advice and tell "okay ladies, what do you think, how I 

combined it?" - for example, or when you're not sure - there is some ladies are not sure, they ask “help, what do 

you think will be fitting to this bracelet?" So it's.. it's a communication but everything about PANDORA from all 

their sites, which you can imagine. 

24:00 I: Yeah, but do you also talk specifically to PANDORA - like, I know you can on Facebook, and they can 

answer you? 

24:09 D: No, me not - I don't talk to them. Because sometimes the education of the sales people in the shop - you 

can know more than they. That's a point - because sometimes you come, and ask them, and you know all the names 

or you know all the collections, and say "okay, can you find out this  Murano?" and then you tell "let's view," and 

then they're watching you like "what is that?" and then you're "okay, fine." "Can you show me..." - yeah, I will 

find it by myself. 

24:49 I: Okay.  What about competitions? Like that PANDORA have on social media - do you enter those or not?  

24:55 D: No but I'm just the winner of the competition from an internet shop called "Perlen Odense" and I become 

a crazy varied charm so it's unbelievable lucky. I think the whole social media now is so jealous to me, and ready 

to kill me - why I had to get it. Yeah, because it's a crazy charm, and so I did that but I was shopping by them and 

was active to promote them also. And, for example, there is another brand - I just become this bracelet, then I 

posted it on Russian social media, and then the girls start to order it so, you know, it was pushing so. For me it was 

as thanks also -  I put them on the hashtag so I'm doing that - so it's the only one. But I never try to visit PANDORA 

competition - I don't know why, actually.  

25:59 I: Would you consider doing it or you don't want to? 

26:02 D: No it can be able try but I was not so sure in myself, and my collection comparing to other people who 

was on this competitions, you know. So I was thinking "okay, my pictures is not so interesting for them." So yeah, 

how to say - give up without tried - it's bad but okay. 

26:20 I: But  these  social media platforms that PANDORA has, do they live up to your expectations of what you 

want in these platforms?  

26:34 D: As I told you, I don't really like when it's more alive pictures- so I prefer other people - to watch on their 

accounts. So PANDORA is more, how they do this more professional pictures, and sometimes it's not so touching, 

as it's touching when it can be some other people can do it.  

26:54 I: Okay.  And so besides posting pictures, do you engage in other way yourself - do you comment a lot on 

other people's pictures? 

27:04 D: Yeah, we are all friends together – connected, so we watch,  we  comment each other or like support or 

whatever, talk - that's sure. So if people comment my pictures, same I do for them because for me it's also 

interesting - for me there is some authoritarian collectors, or you can ask something more professional, say : "hey, 

do you know this charm, when it was?" For example, I just was buying the charm - silver one but it's very  rare - 

it's retired and it was in 2007 catalog, so I didn't have this catalog exactly, so I didn't know the story, when it was 
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started, so one lady was helping me, and she told me, sent it, then "okay, cool - I have it now," so I know when it 

was started.  

27:56 I: Yeah.  But what about PANDORA's official posts, do you also comment and like those, or share them? 

28:04 D: Some, yes, some Essence collection, I do like how they  create pictures. Or mostly, which I told before 

on these pictures which  they repost from their bloggers - famous bloggers.  

28:21 I: But it's not what you do on a daily basis - it's more user's that you connect with on a daily basis?  

28:31 D: No, I don't. I think not every day but I don't know, on some days, yeah - one time in some days, I check 

on the official PANDORA. Because they don't put daily so much, so they are not every day post something. And 

it's for me enough like one time in four days to check it out, watch it - oh, then I see one picture new. And I watch 

it "oh okay," and then go. But other people more collectors, I watch, we watch us every day.  

29:01 I: And so, if there are any negative posts from other users, do that influence you opinion PANDORA in any 

way? 

29:14 D: No, I don't know, it's sometimes, you know, now I cannot remember but sometimes people, you know, 

it's  internet so cannot expect that everybody's so nice to you - especially, on a kind of group platforms, or they 

can tell sometimes not so nice but it was for a long time now. Everybody can tell, or there are bit with the jealousy 

-  sometimes you can feel that “okay whatever,” - you go through that, you say "whatever, that's their own, so. It's 

like their deal - they can watch or not.  

30:01 I: But what about the positive posts - how do they influence you, if they do? 

30:08 D: They're nice so it's  pushing you to do more, and then you see that what is doing is also cool, and you are 

on  right way so. For yourself, it gives  happiness - gives you some endorphins - positive feeling, become your 

mood up. Yeah, for sure when people give you more. So when I was the winner, I was  dancing in the office - 

crazy, then it was discussion on all platforms - they was asking me "what you have done" and so on, so I told "I 

don't know, I was just active" - so we told "yeah, lucky bracelet – lucky you." 

30:56 I: With the PANDORA-related content, do you... I've seen that you share it on your own profile but do you 

also share it on PANDORA's official profiles or platforms?  

31:14 D: No. By them, you know they mostly - it's a showcase by their own, and when they like, they can repost 

or put you likes, so it's not that you can post by them something, it's mostly they choose, and they follow their own  

thing. So you can wait and be happy "oh, they repost my picture - now it will be other followers and likes. But not 

everybody can do it.  

31:46 I: Okay.  And so, you're a member of the PANDORA club, correct? 

31:54 D: Yeah. 

31:54 I: And what do you like about being a member? 

31:58 D: No, but as here, you become some news. Some special offers. That's all - that's give you information. 

But not something special. So I don't collect this  club charms because it's in silver, so when they could make it in 

gold, it can be more interesting.  

32:19 I: And who do you...  No sorry...  Do you consider yourself a loyal customer of PANDORA?  

32:30 D: Kristine I'm very sorry, I must run. If you want we can continue in three hours, I think. 

32:41 I: Yeah, okay. I have a few more questions so it will be good if you call me back when you can.  

 

INTERVIEW ON PAUSE  
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0:49 D: I've been thinking about when I was flying, you know. And I become some more ideas to give you, and 

actually I have forgot that I was on TV for around three years ago. I was giving interview, it was live TV so I was 

talking also about PANDORA actually. And it was the topic about the investment - that's also the key. So give me 

your questions, and then I will re-deal what I was writing down when I was flying. 

1:29 I: What about this TV you just mentioned - was it for the Russian TV or...? 

1:36 D: Yeah, it was a local TV, and I was invited as a guest, and if you want I can give you a link, but it's not in 

English, so you cannot understand it but we can see that there was these boxes. It's on YouTube now. 

2:00 I: Yeah, it sounds interesting.  

2:04 D: So, the opinion was on this TV's program, that it's better to invest in some gold and silver charms because 

in the future, it can bring you an investment because you can resell on the same price what you bought, but even 

more - so that's what you can see now on the market. So that also point of view of why people buy it. And now, if 

you know, there is a charm available only in 500 pieces - you know that - Eiffel Tower. So, what do you - the 

prices on the shop is now 599,- Euros but on eBay, it's already 3500,- Euros. I can give you that in one year. I'm a 

lucky one person who have number 002 - it's the best. Because 001, PANDORA keep for themselves, it will be 

never on sale, so when I can get the second one, I was thinking about, you know to invest, then in one year, I can 

easily double, tribble the money, what I have invest. And sometimes, it happens that, for example, two years ago 

when you bought some charms, you use it, and you don't like it more, but the market ask you more, so it's more 

than better. No other brand or just a normal, I don't know, cheap one brand, would you invest 50 years, - you use 

it and then put it to the waste. Here, when you invest on it to one charm but smart 50 years, it can give you in some 

years, three times more. You did a good a choice when you're smart and really a collector who can do it. But it's 

for a future generations - it's gold and silver.  

4:02 I: Yeah. Well, my last question before we got cut off, was do you consider yourself a loyal customer of 

PANDORA?  

4:15 D: What it means loyal customer?  

4:16 I: It means that… This is kind of a given since you're a collector but I just need it for you to actually say it. 

But what it means is that you are customer who will keep coming back to PANDORA and to buy their charms.  

4:33 D: Yeah, yeah. Sure. So I do. I start, of four years in this and I will see for the future collection, okay - one, 

two things I still like - buy it and hopefully better design in some ways. But yeah, you can call me a collector so 

we are all who's collecting in know more and we're kind of fans. So we're not only. I can give you a funny story. 

We might thought "oh, PANDORA's fine and great stuff" - why - because when you buy one bracelet and then 

you buy only 20 charms then it's done. And then, I was watching everything, and say "no, that's not." Then he told: 

"Oi, I made a big mistake," - I said “yeah.” It's never enough, you know so. It's not a 20 charm only. Cause you 

need a second bracelet and when it's addiction, then it's addiction.  

5:34 I: Yeah. Then it could go on. But if it's up to you - do you plan to buy from each collection - is that what you 

do so far? 

5:41 D. Yeah, I have from each collection and now. Where before when you open a catalog you wanna have 10 

or 15 so now from the last collection, bracelets, I have one bracelet or another one so when autumn will come and 

so I wanna have like a gold bangle - finally, so everybody was so waiting for the gold bangle, they bring it on the 

market. So that's expect, and buy more charms but for the winter collection also, but I will fight to stay till it can 

be only there, some more limit things, it's more interesting for me now.  
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6:19 I: Do you, since you're a collector and you care a lot about the style, so you mix and match the different 

collections in one bracelet or? 

6:30 D: Sure. Good things. From different collection - different match and even, you can match also varied 

together. Or you can match leather, and Essence also or just a normal bracelet, it's a different creations. It's depend 

on your own style and creation, I can tell.  

6:54 I: You mentioned that you look in the catalogs and stuff, but so you're looking through these catalogs and 

you're seeing "oh, I want this, I want this" but what about the social media platforms, does that also affect what 

you wanna buy and what you'd like? 

7:15 D: Yeah, that's affect better - really better. Yeah because in the catalog what they have it's not a real picture 

sometimes so or a real item, it's just a design. And  sometimes - it's the same with the clothes when you go through 

some clothes catalog, and you cannot imagine, how it's on the model, or when you imagine and see how it's on 

somebody looking. There gives you a better picture of you, so  for sure from the social media when we watch and 

say "oh, it's a real one?" - yeah, and you show - it looks better than in catalog. And then it's pushing you to buy. 

Sure, social media is, I don't know 80 % and the catalog 20. Or you go direct to the shop, and then you watch and 

take it in your hands and then decide.  

8:00 I: Yeah. But so, you said it's other users on the social platforms that influence you?  

8:07 D: Yeah, for sure when I get something, for example this Eiffel Tower, I think it's only two person in Russia 

now who can have it. And all the ladies, they saw from me also, so when you post it, it's real and alive - it's push 

a lot.  

8:25 I: Okay.  And so, you told me that you didn't actually communicate so much yourself to  PANDORA but is 

it important for you anyway that you have a way to actually communicate with them? If you wanted to.   

8:41 D: You know for me it could be great, and pass an idea - there is a person Unno - UnnoPANDORA - she is 

a Korean one, I told you? 

8:53 I: Yeah, you talked to me about her.  

8:54 D: So we communicate together and it can be she will come to Moscow - for me, in my brain, it can be an 

idea to make a meeting kind of. So when the official PANDORA, like stores, could do some more events, just for 

this kind of bigger collectors and fans who's really fans. That could be fine and interesting, because you can create 

more. But I never was on these shows, helpful with more other things to do - business. Yeah, but when it could be 

more interesting and local for example when they do something with their end-consumer, I think that's the best of 

the way.   

9:39 I: Yeah. And so you've talked to me also about this on social media, where you are all these collectors who 

are talking together, so does that make you feel part of a community via these social media sites?  

9:54 D: Yeah, we are a community, that's true. So we help each other whatever it will be. And, for example, one 

person just going to, I don't know, some shop, and there is a lot of stuff and people can buy but you help or people 

to buy this thing, then you bring and ship it, so it's kind of family, you know - it's big community family.  

10:16 I: And so what does it mean to you to be part this community actually? 

10:22 D: How to say - in one way so we help each other - I help to someone, someone help to me, and that's 

interesting actually to answer what it gives. It's a good question. It's, I don't know, satisfaction, that's all. It's all 

about endorphins, I think - makes you happy and crazy, and it's something like mission impossible to get it. If you 

do it and get it, that brings satisfaction.  
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10:59 I: If you had an experience that you wanted to talk to PANDORA about, like provide some feedback, maybe 

about the sales person that you told me that sometimes they didn't know as much as you did. Would you ever like 

give that feedback to PANDORA? Or do you just leave it alone? 

11:22 D: No, for sure I understand this salespeople who - for example, I was in the shop and... for three weeks, 

and the sales staff was not even, saw it on the bracelet - it can be new staff who came and they're not fans - they 

don't know from really 5 - 7 - 10 years ago all the collections and for them it's normal not to know it.  But there is 

sometimes some stuff, and I think it's local more mistakes because, it's a franchise all over the word. It's mostly 

franchise so they give these right to some countries, and then it's management mistakes. But we can tell but whether 

it be a change?!  

12:17 I: But could you consider actually letting PANDORA - the brand know, not at the store, and management 

level but actually writing to the headquarter through social media? 

12:30 D: To the headquarter for me, no problem - I had a problem with the Trollbeads, you know this brand - it's 

also from Denmark.  

12:36 I: Yes.  

12:36 D: So when it was a huge scandal, so it was direct to calling them actually, I think three or four times, 

pushing them. So for me, it's no problem to connect direct.  

12:47 I: Okay. But you haven't done it with PANDORA? 

12:50 D: No. No. 

12:50 I: What about - you've also been talking a little bit about, for instance, that now a lot of you collectors are 

unsatisfied with the new collection. Could you see yourself actually telling PANDORA about this - your 

dissatisfaction and maybe providing recommendations for them what to do in the future collections - and what you 

would like them to do? 

13:18 D: Yeah - when it will be a chance and the right person to tell it and then it's very interesting to ask what's 

going on with the collection. Because it's mostly, I don't know, kiddy, you know, more stone, I don't know, there's 

no style. It's really start to be less less less.  

13:41 I: Okay. So this is not something that you actively have told them but you would consider doing if you had 

the chance?  

13:54 D: Yeah, if I have chance and have a correct address e-mail, yeah. So person who work in, yeah - for sure.  

14:02 I: And so you told me also that you talk about  PANDORA with all of these other collectors but what about 

your family and friends, do you talk about PANDORA often and do you recommend it to other people?  

14:14 D: My uncle has addiction because of me now. So my uncle, so I had a talk, so and he bought some bracelets 

for his wife. She has less addiction than him. 

14:29 I: That's funny actually.  

14:31 D: Yeah, so and sometimes I take my box with me and I come to my grandmother, it's his mother. So we 

see, we both share or I order for him but he's mostly with the men’s - men choice in style. And he follow these 

ideas to give to the Essence. First ring he gave, so he bought this charm - become a kid, I gave this charm for about 

congratulate with the boy, it's a boy. He's almost all this way with the meanings. Yeah - he's addicted. And I can 

tell you, my two nieces - their mother also has bracelets from me. One is - she become it when she was one month. 

I collected for some years also for her but it's a lot of varied so when she will grow up, she will be 18, I think. And 

she will have a cool bracelet, I think.  
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15:30 I: That's a nice idea. So yeah, it's again you've also mentioned a little bit about your experience when you've 

talked to the sales people in the stores but besides that, can you describe the experiences that you have when you 

visit PANDORA's stores?  

15:55 D: It's,  how to say, what is the experience about the sales people, how they are about what?  

16:06 I: Yeah, but just when you go there, do you think that they have good service, do you think that the decoration 

is nice, or you know, just the whole experience when you go into the store, how you feel about it? 

16:26 D: The stores are fine. It's okay. About the sales staff - they are also okay but I tell you, there is not a lot of 

- from them I saw all over the world, who's really… It was only one lady, and I can tell a cool experience about 

that, I was so happy - I was in Stockholm, for around two years ago and she thought it was the first shop not 

starting from Denmark. It came from Denmark, the brand. But they was start in Stockholm in center of the city, 

so I was there and there was a lady - I think she was the main manager there, so I was lucky with a 50 % discount 

and I see she's a big fan of the PANDORA but this kind of people, it's very nice to talk. Because we are fans, we 

make cool deals. Was so happy altogether, so it was nice cause it's not often happens - unfortunately. So mostly I 

come, it's a nice shop - I know what I need, I tell them, they pack it and I go.  

17:35 I: Okay. And how often do you visit the stores? 

17:39 D: Oh, often - so I was for two weeks ago. And so tomorrow I go. Because I booked some charms already 

by e-mail by one dealer in Salzburg.  

17:53 I: But every time you go to the store, it's to get something that you already know what you're getting?  

17:57 D: No, sometimes it's just I'm searching for special retired collections by dealers. 

18:07 I: Do you buy each time you're in the store or do you actually sometimes leave the store without buying 

anything?  

18:14 D: Yeah, I can leave without when there is nothing what I'm searching, then I leave without.  

18:18 I: Okay. And so how often do you actually, roughly, if you can think about it - how often do you purchase  

PANDORA products?  

18:31 D: What do you mean, how often I think, ?  

18:33 I:  No, it's if you can - I know it's a hard question - how often do you do it because maybe it differs a little 

bit but just overall, would you say, how often do you buy a product from PANDORA? 

18:47 D: Ah, yeah so it depends yeah. So I have my wish list and sometimes it's more and more and never end,  - 

never. Because when you wish something and you really searching for this. You find it, I buy it, and when it's a 

cool price, cool deal, sure automatically. After that, "oh I have a new one wish, yeah I forgot it," so I am again, it's 

never ending stories. You buy one wish, it's coming more to this. But I also, "oh yeah, I remember, I wanna have 

this also" - again. Yeah, all the time. 

19:26 I: But so would you say that you for instance buy once a month? 

19:31 D: Yeah, once a month. The last two weeks, I bought more. 

19:35 I: Okay. So sometimes a little bit more. But I think you already  mentioned this but I just wanna make sure 

that I got it correctly - it's that you said that in the beginning, you were more getting it as a gift but now that you 

are more buying for yourself, is that correct? 

19:57 Yeah, yes. The idea - I was so principle, so I was thinking "Okay, why not, to have it" and I was think "okay, 

it must because that's how they promote their reclam [publicity]. Okay it must be present. Leave it a present, make 

it special, so I thinking "Okay, it must be this way" and so when I got this first bracelet, and it was one year, I was 

thinking "okay, it must be present" but you know how often you can get it,  - when it's a present - years. Yeah so, 
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that was not working for a long time. Then I was like "no patience." And then I start to buy by myself and since 

now, I tell my [husband/family] but I choose, and you go then they tell you, what exactly you don't choose for 

yourself, by yourself.  

20:47 I: Yeah. Okay. But you still get PANDORA's gifts when it's special occasions I guess?  

20:54 D: Yeah, I get or I give. Yeah, all my friends around, my girlfriend also, she knows I'm addicted. And I'm 

trying to bring her on this addiction. She must. So it's  I give, so I also buy presents often or I become it.  

21:15 I: Yeah, okay - well that was actually my last question.  
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Interview 3 (text-based): 
Interview question guide:  

 

Can you please introduce yourself briefly such as name, age, occupation and nationality? 

My name is Susanna, I'm 36 and live in Australia.   

What can you tell me about Pandora?  

It is a jewellery brand whose key selling point is building your own unique jewellery based on your 

individual experiences. 

What is your opinion of the brand? 

Pretty jewellery but overpriced.  

How would you describe your connection to the brand? 

I like designing bracelets and styling them together.  

Do you have a personal attachment to the brand?  Is this related to the products or social media? 

No, I don't think I have a personal attachment to the brand - I just find their jewellery nice to style. 

What emotions do Pandora awake in you, if any? 

My creative side as well as my sentimental side in that I like to get charms that remind me of 

moments/events and people in my life.  

What do you like about the brand? 

It's pretty and mostly well made.  

Do you dislike anything about the brand? 

Overpriced.  

How did you discover the brand? 

Walking in a shopping centre and seeing it in a store window.  

What is it specifically about the brand that appeals to you? 

It's pretty and fun to style.  

Can you tell me a specific memory/moment in your life that involves Pandora? 

My husband proposed to me with the now retired wedding cake charm. 

How do you express your connection to the brand in your surroundings? 

I wear it.  
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Do you follow Pandora on social media?  What platforms? 

Yes- Instagram. 

Are you aware of all the platforms that Pandora is present on? 

I only know of them on Facebook and Instagram.  

When was the last time you visited one of Pandora’s social media platforms? Incl. the website? 

Earlier this week.  

What do you use the social media platforms for? 

A mix of styling pandora jewelry and daily occurrences with my daughter. 

Do Pandora’s social media platforms live up to your expectations? In terms of Pandora’s and other users’ 

activity on these sites? 

They are ok and could do with improvements. 

How do you engage on these platforms?  

A few times a day.  

How often do you actively/inactively engage on the platforms?  

A few times a day.  

Do you like/comment/share on Pandora’s platforms on a daily basis? How often would you say you do this?  

No.  

Do negative posts from other users influence you and your perception of Pandora in any way?  How about 

positive posts? 

No. 

Do you share Pandora-related content on your own wall? What makes the difference if you share it on Pandora’s 

platforms or your own profile? 

No  

Who do you want to share your affection of Pandora with?  

Whoever is infeeewdfed.  

Are you a member of the Pandora club? 

Yes  

What you like about being a member? 

App saves charms I already have so I can keep track and mpg double up.  
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Do you consider yourself a loyal customer of Pandora? How and why? 

Yes- because I buy so much and have for so long   

Does Pandora’s social media platforms have any influence on your loyalty of the brand? 

No. 

Is it important for you that you have a way of communicating and interacting with brands that you like? 

I like being kept in the loop but don't feel the need to actually communicate with them outside of this.  

Do you feel that you are part of a community via Pandora’s social media sites?  If yes, what does it mean to 

you to be part this community, and what do you specifically use it for and gain from it? 

Not really. I feel like being on IG is more of a community than what has been created by Pandora's social 

media sites.  

Do you provide feedback to Pandora in any way? E.g. your experiences 

No.  

How about providing recommendations to Pandora of this you would like the brand to do? 

No.  

Do you recommend or talk about Pandora to your family/friends/others? 

Yes.  

Can you describe your experiences of visiting Pandora’s stores and social media platforms? 

I don't use their social media platforms often. I tend to get more information from Mora Pandora.  

How often do you visit the stores? 

Once or twice each quarter.  

How often do you purchase Pandora products? 

Once or twice each quarter when the new products are released.  

Do you mostly purchase the products yourself or do you receive them as gifts mostly?  

Both. 

 

  



Kristine Hadberg Master Thesis  Cand.Merc.(kom) 

98 
 

Interview 4 (text-based): 

Spørgeguide interview:  

 

Can you please introduce yourself briefly such as name, age, occupation and nationality? 

My name is Katie Teeters. I am 24, and I am a law student. I am an American.  

What can you tell me about Pandora?  

I can tell you a lot. Lol. I have been collecting Pandora since I was in high school at the age of 16, and before 

it was popular. I am now 24, and the brand seems to have really exploded. Surprisingly enough, I have been 

very interested in their business practices, because as a consumer they have certainly affected me. At first 

Pandora, was only in boutiques around me, and not many people new about it. As Pandora’s popularity 

grew so did the rules that it input on the boutiques that sold it. In response, less boutiques sold it and 

Pandora was then able to open franchise stores instead. Of course, as a consumer there are positives and 

negatives to this. Franchise stores have everything, which is a plus, but it also means I’m not getting the 

same type of service, and it is more limited what I can buy online, since things such as Pandora rose products 

are only sold at Pandora franchise stores. However, another plus is the opening of some outlet stores, which 

sell Pandora retired products for a decreased price, which is wonderful.  

What is your opinion of the brand? 

I love the brand. I would say I have become a slight fanatic, which my Instagram can certainly attest to.  

How would you describe your connection to the brand? 

I am a fan of the brand. I have been for a number of years. I started collecting when I was 16, and I often get 

Pandora when something good has happened in my life (ex: graduating college, going off to law school, etc.) 

Do you have a personal attachment to the brand?  Is this related to the products or social media? 

The only personal attachment I have to the brand is how much I like it. I enjoy playing with my Pandora, and 

designing new bracelets. I recently started an Instagram account that is almost entirely devoted to Pandora. 

The Instagram enables me to share my designs with others that actually appreciate them. I can design a 

Pandora bracelet, but when I wear it to school nobody is going to really notice, however on Instagram there 

are women that are going to compliment it or at least like the post. Therefore, Instagram really adds an extra 

layer of enjoyment to designing my Pandora bracelets. It has also been a really good stress reliever and 

creative outlet during law school.  

What emotions do Pandora awake in you, if any? 

Happiness, creativity, nostalgia.  

What do you like about the brand? 

I have always been a jewelry person, and always been interested in charm bracelets. However, regular 

charm bracelets you can’t change the design of, and they often have dangly charms that make noise as you 
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move around. Pandora is great, because it is a charm bracelet that I can design on a daily bracelet. I enjoy 

getting to be creative with it. There are endless possibilities.  

Pandora also does a very good job of keeping me hooked. It is not just selling products, but marketing them 

in a way that no other company has fully succeeded in doing. I am more excited about the Pandora magazine 

coming out online than I am of my Glamour, Allure, or National Geographic arriving in the mail. Pandora fully 

utilizes Instagram and Pinterest, which keeps me interested. The Pandora club also enables me to design 

bracelets, and decide what charms I want in the future.  

Do you dislike anything about the brand? 

Like I mentioned earlier I have not been completely satisfied with the switch to Franchise stores. The women 

there are not often as helpful, and it has curtailed what Pandora I can get at boutiques or online. The price 

has also gone up astronomically, which is a downside.  

How did you discover the brand? 

In a boutique near where I lived. My mom and sister-in-law got me a bracelet and two charms when my 

nephew was born as an ‘Aunt’ gift.  

What is it specifically about the brand that appeals to you? 

Definitely the seemingly endless possibilities of options I have in designing my bracelets.  

Can you tell me a specific memory/moment in your life that involves Pandora? 

I could tell you a lot of memories. One of my favorite charms, my mom gave me after I decided to go to 

University of Houston. I had been offered a Tier One Scholarship, which was a full ride including housing, 

study abroad money, and undergraduate research money. My mom gave me a carriage symbolizing my 

dreams coming true. A little bit cheesy, I know, but life is much better when it is a bit cheesy   

How do you express your connection to the brand in your surroundings? 

I wear Pandora almost every day. I recently bought a Pandora jewelry box on ebay. I have a travel Pandora 

jewelry box. I use shopping bags to decorate my utility room, which includes many Pandora bags.  

Do you follow Pandora on social media?  What platforms? 

Yes! Instagram, Pinterest, Facebook.  

Are you aware of all the platforms that Pandora is present on? 

I believe so.  

When was the last time you visited one of Pandora’s social media platforms? Incl. the website? 

This morning.  

What do you use the social media platforms for? 
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I enjoy looking at Pandora’s designs, looking at new jewelry, and looking at retired jewelry. I also share my 

own designs on Instagram.  

Do Pandora’s social media platforms live up to your expectations? In terms of Pandora’s and other users’ 

activity on these sites? 

I really enjoy Pandora’s pinterest account, but I don’t think that it updates it often enough. I like Pandora’s 

Instagram, but I think it does too many pictures with women wearing Pandora, versus close ups of the 

jewelry. I’m not buying Pandora because some model is wearing it, but because of how the jewelry itself 

looks, so I like close ups of the jewelry instead.  

Other users on instragram have a better understanding of this, so I enjoy Instagram accounts like 

Pandorobi’s, Reyah12’s, myPandoradiary’s, and several others more than Pandora’s.  

How do you engage on these platforms?  

I look at other people’s designs, and upload my own. 

How often do you actively/inactively engage on the platforms?  

I would say that I actively engage in Instagram at least every other day. I look at instragram on a daily basis.  

Do you like/comment/share on Pandora’s platforms on a daily basis? How often would you say you do this?  

I don’t necessarily like/comment/share on Pandora’s platforms on a daily basis. I probably do so once a 

week.  

Do negative posts from other users influence you and your perception of Pandora in any way?  How about 

positive posts? 

Not really. I haven’t seen anything so terrible or so incredible to influence me.  

Do you share Pandora-related content on your own wall? What makes the difference if you share it on 

Pandora’s platforms or your own profile? 

I don’t share Pandora content on my own wall. It is always my own designs that I share. I share posts to 

Pandora’s platforms. I share it to Pandora so other Pandora interested beings can see my designs.  

Who do you want to share your affection of Pandora with?  

Other Pandora fans.  

Are you a member of the Pandora club? 

Yes.  

What you like about being a member? 

I like being able to design bracelets online, and save my designs. I like being able to save a wish list.  

Do you consider yourself a loyal customer of Pandora? How and why? 
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Yes. I buy Pandora quite a bit throughout the year. I have a Pandora Instagram account devoted to it, and all 

of my family and friends know that it is the easiest and best gift to buy me.  

Does Pandora’s social media platforms have any influence on your loyalty of the brand? 

I think that Pandora’s social medial has certainly grown my fanaticism of the brand. It has increased my 

desire to have brand items that don’t even include the jewelry itself, such as jewelry boxes, pens, and 

umbrellas.  

Is it important for you that you have a way of communicating and interacting with brands that you like? 

Yes.  

Do you feel that you are part of a community via Pandora’s social media sites?  If yes, what does it mean to 

you to be part this community, and what do you specifically use it for and gain from it? 

Yes. I use the community to get feedback on my designs, and to see designs and charms from others. I use it 

as a creative outlet.  

Do you provide feedback to Pandora in any way? e.g. your experiences 

Not often.  

How about providing recommendations to Pandora of this you would like the brand to do? 

Do you recommend or talk about Pandora to your family/friends/others? 

Yes.  

Can you describe your experiences of visiting Pandora’s stores and social media platforms? 

I enjoy visiting Pandora stores, and social medial platforms. I have been a little less happy with some of the 

franchise stores.  

How often do you visit the stores? 

Once a month.  

How often do you purchase Pandora products? 

Once a month.   

Do you mostly purchase the products yourself or do you receive them as gifts mostly?   

I often receive Pandora as gifts.  

 

 

 


