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I.	Abstract	

The experience economy is considered to represent a new economic society, wherein consumers can 

obtain the highest form of value from consuming holistic brand experiences (HBEs). Therefore this 

Master Thesis investigates primary experience companies’ segmentation opportunities for targeting 

global segments based on the consumers’ degree of global and glocal cultural identities, and the effects 

of brand communities for positively influencing this. This study was done, through a deductive 

approach with a thorough investigating of existing literature within the fields of experience economy 

and holistic experiential branding, while focusing on consumers perceptions of the convergence or 

glocalization process through the rising globalization debate. Thereby, this research defines the cultural 

identity through a preference towards Standardized- or Adapted Brand Communication Mediums, and 

analyzes whether different global brand identity segments differ in their respective degrees hereof. 

Additionally, this research is interested in the perception of the brand identity segments on the 

importance of brand communities, and whether these can influence the cultural identity of the 

consumer segments. In order to analyze this, the thesis based its research on the analysis of the 

National Basketball Association’s (NBA) corporate brand. Specifically, a Content Analysis of the 

NBA’s online and offline brand communication mediums was performed, in order to define the 

underlying brand strategy for each medium in terms of being standardized or adapted to the local 

market. These results were combined with an Online Survey, asking the NBA’s consumer base about 

their preferences in regards to the usage of these mediums, as well a their perception of importance 

towards the brand community. The findings highlight a preference of the hardcore consumer segment 

for Standardized Brand Communication Mediums, thus indicating a higher degree of global cultural 

identity. Additionally, this hardcore segment also perceives brand communities as more important than 

the casual consumer segment, while brand communities have been found to positively influence the 

cultural identity formation of consumers. Further, it was found that the hardcore consumer segment 

prefers using mediums characterized as being important for brand community interrelationships. At the 

same time, their evolution shows that these consumers have increased their preference for the 

Standardized Brand Communication Mediums over time, while moving from the casual- to the 

hardcore consumer segment. However, these findings need to be interpreted with caution, as no 

generalizations to the entire population or other primary experience companies can be made. 	  
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1.	Introduction		

Following the agricultural-, industrial-, and service-dominated economy, the experience economy has 

been argued to represent the newest ‘economic society’ (Sundbo, 2009), whereas staging consumer 

experience is highlighted to be the main determination of value creation (Pine & Gilmore, 1998; 

Sundbo, 2009; Tsai, 2005). Therefore, it has been argued that companies need to adapt their corporate 

strategy from selling goods and/or services, towards staging experiences, or at least augment their 

products and/or services through the use of experiences. Thereby, companies are argued to focus on 

increasing consumer participation, as well as connection towards the experience, allowing them to gain 

competitive advantages and increase consumer willingness to pay (Schmitt, 1999; Pine & Gilmore, 

1998).  

In addition to the rise of the experience economy, consumers have gained more power, through the 

importance of branding and specifically the Service-Dominant logic (S-D logic). This is the case, as 

brand communication has developed from a one-way communication, from the brand to its consumers, 

to a two-way communication between the brand and its consumers, as well as in-between consumers. 

This changing branding paradigm highlights an evolution of consumers’ role within the value creation 

process. Firstly, the consumer is argued to identify more with a certain brand, due to the ability to 

engage in communication with the brand, and its consumer base. Secondly, the S-D logic also 

highlights the importance of brand communities, as these have been found to be important components 

of value creation for consumers, through the social and relational ties in-between these communities 

(Vargo & Lusch, 2004; Tynan & McKechnie, 2009; Mühlbacher & Hemetsberger, 2008; Schmitt, 

1999). 

The evolution towards the S-D logic becomes increasingly important, through the effects of 

globalization on consumers worldwide. This is the case, as various authors argue about different 

consequences of globalization on cultures, ranging from a homogenization to a divergence perspective. 

The interpretation of the role of globalization on culture affects the perceived gained values from 

global brands, as it affects consumers’ brand identity formation, as well as their cultural identity. 

Additionally, within a globalized world, brand communities are not limited towards a local market, and 
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consequently become global, thereby affecting the interrelationship in-between various consumers 

originating from different cultures (Levitt, 1983; Ritzer, 2003; Vargo & Lusch, 2004; Strizhakova, 

Coulter, & Price, 2011, 2012; Ghantous, 2008).  

The interrelationship between the experience economy, S-D logic branding and the cultural influences 

of globalization, becomes apparent within the global brand of the National Basketball Association 

(NBA). This is the case, as the NBA represents an experience company staging experiences as their 

main consumer value-creation efforts, as well as being available on a global scale covering 215 

countries (NBA, 2012). Further, the brand has adopted a S-D logic, by focusing on a two-way 

communication with its consumers, as well as in between consumers, through the use Social Media, in 

addition to allowing and fostering global brand community interrelationships. These strategic decisions 

allowed the NBA brand to gain 1 billion global Social Media followers (National Basketball 

Association, 2016). Additionally, the NBA has adapted their global strategy according to the perceived 

consequences of globalization on cultures, by integrating into foreign cultures by aligning these to the 

NBA culture and its global consumer base (Jackson & Andrews, 1999; Falcous & Maguire, 2006; 

Huang, 2013).  

However, over the last couple of years, the NBA brand seems to have changed their global strategy, by 

decreasing the focus on the adaptation of its brand within international markets. This is curious, 

especially as it seems that this change in strategy has been initiated from an outside-in perspective, 

wherein the brand strategy is being adapted based on the changing preferences of its consumers. NBA 

consumers have been found to increasingly favour a global brand strategy, where the brand and its 

underlying brand identity, is being communicated in a standardized way worldwide. For example, 

through the NBA’s League Pass, which shows every game live and on demand, the brand experience is 

standardized by allowing each consumer from all around the world to perceive the experience in a 

similar manner (NBA League Pass, 2017). Additionally, the NBA seems to have recognized this 

changing consumer preferences, due to an experienced ‘shitstorm’ on Social Media. Through which 

global consumers showed their disappointment of being not allowed to visit the brand’s global website, 

as they were forced to go to the locally adapted websites from the consumer’s home market (Neter, 

2016). 
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Due to the potential preferences of the NBA’s global consumers in terms of gaining a globally-shared 

experience, compared to an adapted experience specifically for their home market, this thesis is 

interested in analyzing the interrelationships between the consequences of following a S-D logic within 

the globalization debate, while focusing on the particular characteristics of the experience economy. 

Based on this potential preference towards global experiences, the following research was initiated by a 

general wonder of whether companies within the experience economy can segment global consumers 

worldwide based on their personal interpretation of the consequences of globalization on local cultures, 

while focusing on how these companies can reach these various global segments through the 

consumer’s increased role in determining brand meaning through the S-D logic.  

Therefore this thesis is structured accordingly. First, an extensive literature review is conducted, in 

order to get a thorough understanding of the theory relevant for the discussion of segmentation within 

global holistic brand experiences. Second, the research design will be introduced, including the 

problem statement as well as the underlying research questions and hypothesis, the internal limitation 

of the research design, the introduction of the case brand, as well as the used methods. Third, the 

conducted analysis, as well as the findings will be highlighted. Fourth, this thesis will highlight the 

reliability and validity of the findings. Fifth, the findings will be discussed. Lastly, a conclusion to the 

research questions will be drawn, including the overall limitations of these, as well as introduction of 

potential further research on the topic.  
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2.	Literature	Review	

To introduce the topic of global segmentation within the experience economy, and in order to 

investigate the various interlinked topics that this paper will combine, it starts by providing an 

overview of existing academic literature covering these issues. Therefore, this thesis starts by 

introducing the general characteristics of the experience economy, while focusing on the branding 

within this type of economy, specifically concentrating on the Service-Dominant logic (S-D logic). 

Followed up by an introduction to holistic brand experiences (HBE), including the important role of 

social and relational values, while highlighting the importance of an experience brand’s online and 

offline communication medium usage within their Integrated Marketing Communications (IMC) 

strategy. This will be important within international branding of these experiences, as the interpretation 

of the values depend on the personal viewpoints of consumers worldwide. Therefore this paper will 

focus on the different perceptions of globalization on culture, as culture is perceived to influence the 

interpretation of gained values. Lastly, this section will highlight various strategies, focusing on the 

standardization and adaptation debate, in order to reach different global segments based on similar 

interpretations of values, through their brand and cultural identity. 

 

2.1	Experience	Economy	–	A	New	Economic	Society	

Pine & Gilmore (1998) were the first to introduce the experience economy, which they characterize as 

a new emerging economic area. They argue that the experience economy represents a separate and new 

type of business, characterized with its own dynamics in which staging experiences will become the 

next big battlefield for companies. Thereby, it represents the next economic transformation process, 

leading into the development of the next ‘economic society’ (Sundbo, 2009), characterized by the move 

from the agricultural, to the industrial, to the service, and now to the experience economy. Within this 

transformation, companies have historically moved from extracting commodities, to making goods, to 

delivering service, to staging experiences in today’s world (Pine & Gilmore, 1998; Sundbo, 2009; Tsai, 

2005). 
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The main emphasis of the experience economy is that companies need to change their focus on 

delivering products and/or services, as experiences have become the main consumer demand (Tsai, 

2005). This is argued to positively influence these companies, as offering experiences allows them to 

charge premium prices, while also allowing to differentiate their offering from competitors (Pine & 

Gilmore, 1998; Schmitt, 1999). Pine & Gilmore (1998) argue that companies generally move 

incrementally from one economic stage to the next. Additionally, they argue that experiences 

represents a new sector in itself, while also characterizing a more general element, which can be added 

to services and goods, and which can be implemented into all business sectors (Pine & Gilmore, 1998; 

Sundbo, 2009). Consequently, Sundbo (2009) divides the experience sector into primary and secondary 

experiences, as they characterize an experience as either being a particular experience product, or to be 

an additional element to traditional goods and services of a company, such as design, advertising or 

storytelling (Sundbo, 2009). Thereby, companies, focusing on primary experiences, want to create an 

experience as their main value offering, while secondary experiences are being used by agricultural, 

manufacturing and service firms in order to augment their products/services or their marketing strategy. 

Based on the various use of experiences, this thesis will refer to these companies as primary-, and 

secondary experience companies (Sundbo, 2009).  

Pine & Gilmore (1998) introduced a framework characterizing experiences, named ‘The Four Realms 

of an Experience’. This framework is divided into two dimensions, namely customer participation and 

connection. Customer participation is divided into passive participation, wherein consumers passively 

consume an experience, and active participation, in which customers play an important role in the 

performance of the experience. An example hereof, can be found in the sport industry, characterized as 

one of the main primary experience industries, in which fans contribute to the visual and aural 

experience of others at live events (Pine & Gilmore, 1998). On the other hand, the dimension of 

connection distinguishes between different degrees to which consumers unite to the experience, namely 

absorption and immersion. Through these two dimensions, this framework identifies four different 

types of experiences, namely Entertainment, Educational, Esthetic, and Escapist (Graph 1) (Pine & 

Gilmore, 1998). They argue that companies should strive for integrating all these four aspects into their 

experience offering, and thus creating a differentiated experience (Pine & Gilmore, 1998; Morrison & 

Crane, 2007). Additionally, the richest experiences that a company can offer, evolve around a ‘sweet 
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spot’ between delivering all these different types of experiences, as this is argued to lead to higher 

customer satisfaction and loyalty (Morrison & Crane, 2007). 

 
Graph 1: The Four Reams of an Experience (Pine & Gilmore, 1998)  

  

 

2.2	The	Experience	Economy	and	Branding	

The underlying premise of the experience economy is value creation, as Pine & Gilmore (1998) 

described, ‘staging experiences’ as the highest economic value that companies can provide to their 

consumers. Even though Pine & Gilmore (1998) get credit for introducing the concept of the 

experience economy, it was actually Holbrook & Hirschman (1982), who highlighted a new 

understanding of an evolving consumer behavior, based on a changing value perception of consumers 
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(Holbrook & Hirschman, 1982; Tynan & McKechnie, 2009). They showed that consumers are not only 

interested in the functional value of brands, but that their interest focuses mainly on the experiential 

values that they derive from these experiences. Additionally, they argued that focusing on experiential 

values would represent a new point of view in order to understand consumer behavior (Holbrook & 

Hirschman, 1982; Tynan & McKechnie, 2009). 

Since then, academics and practitioners have focused on the important role of customer experiences 

and the importance of experiential marketing (Tynan & McKechnie, 2009). The link between the 

experience economy and experiential marketing arises, as both are based on the concept of ‘value 

creation’. This link has been introduced from the early conceptualization of the experience economy, 

as Pine & Gilmore (1998) argue that experiences provide consumers with a higher value, and that 

marketing is at least as important within the experience economy, as it used to for goods and services 

(Pine & Gilmore, 1998). However, Poulsson & Kale (2004) argue that there is no systematic definition 

of an experience within marketing terms, due to the different interpretations of the word. As a result, 

the term of experience is variously used in different contexts, ranging from discussing the process 

itself, the active participation in activities, the underlying emotion it creates through consumer’s 

unconscious evaluation of brand value, as well as the desired consumption outcome (Poulsson & Kale, 

2004; Tynan & McKechnie, 2009). However, by using the S-D logic, the connection between 

experience and marketing, and more specifically branding, becomes more straightforward. This is the 

case, as the S-D logic is important for analyzing the experience economy, as both are based on the 

same premise, namely creating value for consumers (Tynan & McKechnie, 2009). 

2.2.1	The	Service-Dominant	Logic	

The Service-Dominant logic (S-D logic) was introduced by Vargo & Lusch (2004), who argue that in 

the 21st century’s marketplace, marketing and in particular branding, has moved from a goods-

dominant logic, in which tangible output and discrete transactions were central, to a service-dominant 

view, in which intangibility, exchange processes, and relationships are the main driver of value 

creation. They argue that the increased focus on the customer-brand relationship, by focusing on the 

interactivity, integration, customization, and co-production of value, is the main characteristic of the S-
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D logic (Vargo & Lusch, 2004). Companies should strive to maximize consumer involvement in the 

customization process, by focusing on a two-way communication with consumers and the co-creation 

of value with consumers, as the customer is always perceived as a co-producer of the experience, and 

thereby consumers are always involved in the production of value (Vargo & Lusch, 2004; Tynan & 

McKechnie, 2009). Hence, the S-D logic offers a “marketing-grounded understanding of value and 

exchange” (Vargo & Lusch, 2006, p. 281). 

Through the perception of branding based on the S-D logic, it becomes clear that branding lies at the 

core of the experience economy, as delivering experiences requires an increasing need for 

differentiation on the marketplace, the demand for a two-way communication between customers and 

the brand, as experiences require a higher level of active participation of consumers, turning them into 

co-creator, while using strong and positive impressions in order to communicate to consumers (Tynan 

& McKechnie, 2009). Thereby, companies should focus on having a dialogue with customers, provide 

transparency in order to allow a continuous interaction, use new technologies for accessing 

information, and allowing information to be shared (Prahalad & Ramaswamy, 2004), while gaining in-

depth knowledge about consumers, their values and their willingness to participate in the co-creation 

process (Tynan & McKechnie, 2009). 

2.2.2	Differences	Between	Experiential	Branding	and	Service	Branding	

Even though the S-D logic originally arose from the service industry, most literature indicate that 

branding within the experience economy, or experiential branding, is different than service branding in 

some regards. These differences will be introduced within the next sections (Pine & Gilmore, 1998; 

Tsai, 2005; Schmitt, 1999; Sundbo, 2009; Morrison & Crane, 2007; Beltagui, Candi, & Riedel, 2012; 

Tynan & McKechnie, 2009). 

2.2.2.1	Disappearing	Distinction	Between	Production	and	Consumption	

The main difference between the experience and service industry is that within the service industry, 

marketers’ focus on the simultaneous production and consumption of services, while this distinction 
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disappears within the experience economy (Tsai, 2005). This difference arises from the greater level of 

intangibility of experiences (Pine and Gilmore, 1998), which requires a more supply-determined focus 

(Sundbo, 2009). While service marketers use experiences to augment the consumption related values of 

their services (Pine and Gilmore, 1998), and to solve specific customer problems (Sundbo, 2009), 

experience companies should use the analogy of the theater to build and stage experiences. This model 

argues that experience companies should use their services as the stage for their experience, while 

using their products as stage properties, and thereby increase customer involvement and connection in 

terms of emotional, physical, intellectual and spiritual values (Pine & Gilmore, 1998; Voss, 2004). For 

example, Pine & Gilmore (1998) argue that experiential branding requires designing memorable and 

personal experiences through engaging consumers on a deeper personal level, as consumers are 

characterized to have a closer personal relationship to the experience brand through an increased role of 

the consumer as an active participant and co-creator of the experience (Pine & Gilmore, 1998; Sundbo, 

2009; Tsai, 2005). Therefore, it is argued that experience companies need to provide consumers with a 

‘mental journey’ (Sundbo, 2009) by focusing on designing a personal brand experience based on the 

sweet spot of the four realms of experiences (Pine & Gilmore, 1998; Morrison & Crane, 2007). 

2.2.2.2	Staging	Personal	Experiences	

The emphasis of experiential branding on designing personal experiences “derives from the interaction 

between the staged event … and the individual’s state of mind” (Pine & Gilmore, 1998, p. 99), and 

therefore experiential branding compared to service branding, should always allow consumers to 

become an active participant within the staged experience (Morrison & Crane, 2007). Morrison & 

Crane (2007) argue that through an increased interaction between the experience brand and the 

consumer, consumers sense more control over the brand-relationship. This would positively affect the 

interpretations of the emotional value arising from the staged experience (Morrison & Crane, 2007). 

Additionally, active participation has been argued to increase consumer awareness and knowledge 

about a company’s brand (Voss, 2004). However, by focusing on staging a personal experience, 

consumers become the only interpreter of the perceived experiential value, which is always co-created 

by consumers, and which can be interpreted by different people in various ways. This personal 

interpretation of value arises as experiences are perceived individually in the mind of consumers. This 
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means that experience companies can stage the experience, while consumers perceive the staged 

experience in their own way. Thereby, experiences are divided into two different elements, namely the 

staged and the perceived experience (Sundbo, 2009; Tynan & McKechnie, 2009; Beltagui, Candi, & 

Riedel, 2012). Thus, companies need to focus on staging the experience by focusing on the functional 

and emotional design, rather than the actual experience itself (Graph 2) (Beltagui, Candi, & Riedel, 

2012). 

 
Graph 2: Staged and Perceived Experience (adapted from Beltagui, Candi, & Riedel, 2012) 

2.2.2.3	Higher	Emotional	Consumer-Brand	Interrelationship	

Another distinction between experience and service branding regards the different emotional levels 

within the consumer-brand interrelationship. (Pine & Gilmore 1998; Voss, 2004; Morrison & Crane, 

2007; Sahin, Zehir, & Kitapçı, 2011). Branding literature indicates the importance of the emotional 

relationship between consumers and brands in order to create strong brands, as “a brand is a cluster of 

functional and emotional values” (De Chernatony, Cottam, & Segal-Horn, 2006, p. 819). This is 

particularly important for companies focusing on experiential branding, as research has recently 

confirmed that modern consumers do not simply buy products or service, but that they actually buy 
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emotional experiences (Morrison and Crane, 2007). Hence, confirming Holbrook & Hirschman’s 

(1982) statement that consumer behavior changes through the consumption of experiences (Holbrook 

& Hirschman, 1982; Tynan & McKechnie, 2009). Furthermore, advances in cognitive psychology and 

neuroscience highlight that consumers are not purely rational, as these findings highlight that humans 

are highly driven by emotions. Additionally, it has been found that emotions are affecting humans 

unconsciously, or mindlessly, and impact the decision-making process (Winkielman & Berridge, 2004; 

Dijksterhuis et al., 2005). 

The increased emotional bond between consumers and brands has been argued to have beneficial effect 

through an increased consumer-brand involvement, increased brand loyalty, increased brand 

satisfaction, more word-of-mouth (WOM), while increasing profits through an increased repetition of 

the experience consumption (Pine & Gilmore 1998; Voss, 2004; Morrison & Crane, 2007; Sahin, 

Zehir, & Kitapçı, 2011). In addition, Morrison & Crane (2007) argue that brand experiences positively 

affect consumer loyalty, as these experiences allow the formation of emotional connection between the 

consumer and the brand through an engaging, compelling, and consistent context, which is the 

environment in which an experience is consumed. This context can be divided into a physical and 

relational one (Morrison & Crane, 2007; Sahin, Zehir, & Kitapçı, 2011). Furthermore, Sahin, Zehir, & 

Kitapçı (2011) argue that in order to form such relationships, companies need to use the brand 

experience as their main value creation vehicle, while providing experiences with brand knowledge or 

brand meaning, as brand meaning is becoming an increasingly crucial factor for developing 

experiences and consumer-brand relationships (Sahin, Zehir, & Kitapçı, 2011). 

2.2.2.4	Social	and	Relational	Values	

Lastly, experiential branding differs from service branding in terms of the magnitude of its focus on 

creating social and relational values for, with, and in-between its consumers. Fournier (1998) identified 

that consumers derive relational value through sharing an experience with a brand, with which they are 

highly involved. Additionally, Tynan & McKechnie (2009), argue that social values play an important 

role within the experience economy as well, deriving from the interplay between consumers of a brand 

with other consumers, as they perceive additional value through a “collective consumption experience” 



	 17 

(Tynan & McKechnie, 2009, p. 506). Therefore, consumers perceive higher value through the social 

and relational consumption patters with other people, and the brand itself (Tynan & McKechnie, 2009; 

Mascarenhas, Kesavan, & Bernachhi, 2006; Fournier, 1998). This has also been highlighted by 

neuroscientific research, which states that humans are emotionally influenced through social and 

relational ties to other people, as they perceive additional hedonic value through these (Fehr & 

Camerer, 2007).  

2.2.3	Adapting	from	Service	Branding	to	Experiential	Branding	

The previously discussed differences between experiential- and service branding, in terms of the 

disappearing distinction between production and consumption, higher focus on staging personal 

experiences, developing higher emotional consumer-brand relationship, as well as a greater focus on 

relational and social values, highlight that experiential branding activities need to be adapted from 

service branding activities, even though both are influenced by the S-D logic and share some common 

characteristics. 

First of all, experiential brands need to be aware that due to the personal interpretation of an 

experience, companies can only stage the brand experience and offer a value proposition, while the 

consumer determines the level of value gained and the degree of participation in co-creation activities 

(Vargo & Lusch, 2004). Therefore, experiences need to have a certain personal relevance for the target 

consumer. However, as consumers perceive value, not solely in terms of personal value, but through 

social and relational values as well, companies need to create a value proposition based on different 

type of values, including personal, relational, and social (Tynan & McKechnie, 2009). Therefore, 

companies should create a total value proposition including all partners within their network, and focus 

on co-creation through implementing a holistic brand experience (HBE). Thereby seeking to identify 

certain attitudes and values, which are common across a larger audience, even though the audience 

might be diverse in terms of demographics or lifestyle (Tsai, 2005). 

Creating a HBE is important, especially when considering the theory of experience embodiment. 

Herein it is argued that consumers analyze an experience on two different levels, namely on a 
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conscious and on an unconscious level (Schmitt, 1999; Tsai, 2005). Each experience is analyzed based 

on these two levels, and these experiences are often perceived as a certain skill-set, which can be used 

in everyday life situations. Therefore, individual experiences are heterogeneous, and individuals will 

react differently to the same brand experience. Providing consumers with HBEs in order to represent 

the brand based on the different conscious and unconscious feelings, attitudes and values. This should 

lead to a HBE, which is in line with consumers’ most desired brand perceptions, within a set of 

different segments (Tsai, 2005). Hence, companies should make sure to incorporate tangible, emotional 

and commonality meaning in the HBE, as all of these generate various impacts on consumers 

(Mascarenhas, Kesavan, & Bernachhi, 2006). Specifically, certain brand-related stimuli, like brand-

identifying colors, shapes, background design elements, slogans, mascots and brand characteristics, 

impact consumers’ unconscious response (Brakus, Schmitt, & Zarantonello, 2009). 

Additionally, the theory of situated action helps to explain the importance of a HBE. This theory argues 

that experiences are always intrinsically linked with the context in which they occur. Therefore, 

customer experiences are always linked to certain social, cultural and physical/virtual contexts 

(Beltagui, Candi, & Riedel, 2012; Schmitt, 1999). In this regard, Holbrook and Hirschman (1982) 

argue that companies should focus on the important role of emotions within consumer consumption, as 

emotions are context-specific. This individual perception of emotions makes individuals perceive the 

same experience differently, based on the context in which they consume it (Holbrook & Hirschman, 

1982). The context can be divided into two separate elements. On the one hand, the context can 

describe the environment in which an experience occurs. On the other hand, as consumers within the 

experience consumption are interacting with each other, the atmosphere of the consumer interaction 

also conveys certain brand meanings and values to the consumer (Holbrook & Hirschman, 1982; 

Morrison & Crane, 2007). 
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2.3	Holistic	Brand	Experiences	

Providing holistic brand experiences (HBE) has been found to be important within the experience 

economy, due to the fact that experiences are interpreted individually based on the holistic experience. 

This means that the pre-, during-, and after stage of the experience consumption becomes essential for 

the perceived gained values. Additionally, these values need to be broad enough to positively affect a 

larger consumer group sharing similar value systems, allowing them to interpret experiences similarly 

across segments. Focusing on HBE is perceived as important as well, due to the fact that primary 

experience companies can communicate these values differently to various consumer segments, 

through the application of an Integrated Marketing Communications (IMC) strategy. 

2.3.1	Aligning	Consumer	Perceptions		

As consumers perceive experiences on a personal level, and because the brand experience characterizes 

consumer’s perception of the brand, consciously, and unconsciously, and at every touch point, 

companies are unable to standardize the perceived HBE for all target consumers. Therefore, most of the 

literature within experiential marketing agrees that companies should adopt a holistic or total consumer 

experience, to align the perceived brand experience by focusing on the delivery of the same brand 

identity through each touch point with the consumer base (Carbone, 1998; Pine & Gilmore, 1998; 

Schmitt, 1999; Sahin, Zehir, & Kitapçı, 2011; Mascarenhas, Kesavan, & Bernachhi, 2006; Tsai, 2005; 

Beltagui, Candi, & Riedel, 2012). Carbone (1998) was the first to recognize that companies should 

deliver consumer experiences through HBE. Tsai (2005) argues that companies should facilitate the 

development of a HBE, in order to maintain a competitive advantage. Additionally, HBE has been 

argued to represent an intangible asset, which positively increases a brand’s equity by increasing 

customer loyalty, WOM, and lifetime customer value (Mascarenhas, Kesavan, & Bernachhi, 2006). 

Brand equity is important within the context of the experience economy due to two reasons. First, 

experiences require the active participation of the consumer, which results in higher consumer 

awareness and knowledge of the brand. Second, experiences provide opportunities for consumers to be 

emotionally involved, leading to a greater perception level of the experience. This positively influences 

the value of brand equity, as a higher emotional relationship between consumers and brands are long 
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lasting, and less likely to be broken by competitors (Voss, 2004).  

Thereby, companies should focus on aligning the experience before, during and after the actual 

experience consumption, as the combination of these define the perceived quality of the HBE 

(Holbrook & Hirschman, 1982; Tynan & McKechnie, 2009; Morrison & Crane, 2007; Beltagui, Candi, 

& Riedel, 2012; Voss, 2004). This is the case, as the actual experience consumption, as well as the 

brand communications have the ability to create or affect a HBE for consumers, as a brand experiences 

can occur through every direct- and indirect-, as well as every expected- and unexpected interaction 

(Klaus & Maklan, 2007). This highlights that HBE occur when consumers search, shop, and consume 

brands (Sahin, Zehir, & Kitapçı, 2011). By identifying all the activities of a consumer’s journey, it is 

argued that companies can intentionally design these interactions in order to increase the perceived 

value of the HBE (Sundbo, 2009). Essentially, marketers should especially focus on designing the 

experience after the actual experience consumption, as this creates anticipation and repeat purchase 

effects, leading towards a reinforcing circle of the HBE (Beltagui, Candi, & Riedel, 2012). 

2.3.2	Designing	Holistic	Brand	Experiences	

Schmitt (1999) argues that a HBE should be an intermix of five experience modules, namely sense 

(sensory experiences), feel (affective experiences), think (cognitive experiences), act (physical 

experiences, behaviors and lifestyles), and relate (social-identity experiences resulting  from relating to 

a reference group or culture). Schmitt (1999) argues that these five experiences represent strategic 

experiential modules, which companies can use in order create different types of consumer 

experiences, by combining these modules. In addition the combination of these modules will determine 

the level of perceived memorable and rewarding HBE (Schmitt, 1999). Specifically the two modules of 

‘act’ and ‘relate’ seem to be of particular interest, as in today’s world consumers take functional 

features and benefits, product quality and positive brand image as a given, while branding and 

communication campaigns, which deliver a desirable HBE can have a differentiating effect. Schmitt 

(1999) argues that companies can enrich the staged experience by focusing on the social and relational 

spheres of HBEs and thereby take into account customer’s broader space of meaning creation. This is 

specifically important within the linkage of experiential branding and the S-D logic, arguing that 
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intangible exchange processes and relationships are the highest value creation methods (Vargo & 

Lusch, 2004). In this regard, the module of act allows companies to enrich customer’s lives by 

providing them with an experience highlighting alternative lifestyles and specific brand-related 

behavior. Thereby this module represents a primary experience company’s use of the HBE in order to 

increase the perceived brand identity of consumers. This positively affects consumer loyalty, as it is 

argued that loyalty increases when consumers perceive higher and more diverse values in brands, 

which represent a person’s underlying goals that he/she hopes to achieve through maintaining a long-

term relationship with a certain experience brand used to express their individual identity. Further, 

loyal consumers have been found to have a higher willingness for paying a premium price for a specific 

brand (Mascarenhas, Kesavan, & Bernachhi, 2006).  

Meanwhile, the module of relate expands beyond the consumer’s individual feelings, as it relates to 

something “outside their private state” (Schmitt, 1999, p. 62). By including this module within the 

HBE, primary experience companies are argued to increase the perceived experience value through 

positively affecting human’s unconscious social identity. Neuroscientific research highlights that 

humans have a natural social instinct of being perceived positively by others, especially from people of 

one’s own culture, or subculture (Fehr & Camerer, 2007). Thereby, the integration of the relate module 

within HBEs are argued to add the perceived values through the relational and social values derived 

from the interaction of the brand and individual consumers, as well as in between consumers 

(Mascarenhas, Kesavan, & Bernachhi, 2006). 

A HBE approach should lead to a “totally positive, engaging, enduring, and socially fulfilling physical 

and emotional customer experience across all major levels of one’s consumption chain and one that is 

brought about by a distinct market offering that calls for active interaction between consumers and 

providers“ (Mascarenhas, Kesavan, & Bernachhi, 2006, p. 399). According to this definition, HBE can 

be triggered through two components. First, by introducing a new market offering that generates a high 

consumer/company involvement in all the distinct stages of the customer experience, by mixing 

physical and emotional elements into the brand experience. Secondly, HBE can also be used in order to 

create an augmentation of the product or service, through the interaction and involvement between the 

brand and the consumers (Mascarenhas, Kesavan, & Bernachhi, 2006). 
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2.3.3	Integrated	Marketing	Communications	for	Holistic	Brand	Experiences		

The importance of offering HBE through new market offerings and/or augmentations has been 

increased through the rise in technology, and more specifically information-communication 

technology. First of all, new technologies as the Internet and mobile phones, allowed companies to 

offer consumers entire new experiences, while being able to mass-produce these through increased 

production efficiency (Pine & Gilmore, 1998; Sundbo, 2009). Additionally, new information-

communication technology, in particular the rise of the Internet, has allowed augmenting consumer 

experiences by integrating the offline and online communication into a more HBE (Tynan & 

McKechnie, 2009). As the S-D logic argues that consumers’ perceived value arising from HBE is co-

created with all partners of a company’s network, IMC strategy becomes important, in order to align 

the online and offline brand communications (Tynan & McKechnie, 2009; Rakic & Rakic, 2014).  

IMC as strategic communications involves mixing different communication mediums for building a 

consistent brand identity. This allows companies to communicate similar marketing messages to 

multiple target audiences by using different communication mediums in order to communicate a 

specific staged brand identity, preferred by a particular consumer segment. IMC as strategic 

communications has been increasingly linked to the interrelationship between online and offline brand 

communication mediums. It is argued that, in order to increase the effectiveness of communication 

with consumers, primary experience companies need to communicate via different mediums, while 

aligning these to create a coherent HBE. Specifically, the Internet has witnessed an increased 

recognition by companies for staging experiences, as it allows consumers to gain additional value 

through entirely new online experiences. By using the Internet, experience companies have gained an 

additional possibility to create and augment HBE, by combining the mediated and lived experiences. 

This is the case, as it has been argued that the consumer’s HBE can be described as the combination of 

the mediated and lived experiences. On one hand, the mediated experience surrounds the experience 

through media-generated and WOM messages, while on the other hand, the lived experience results 

from direct encounters and personal activities with a brand and its consumer base (Tsai, 2005; Rakic & 

Rakic, 2014). In the context of the Internet, companies have gained the possibility to combine the 

mediated experiences of the virtual world, with the lived experience of the physical world in order to 
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increase the perceived HBE. To manage the mediated impressions, it is argued that companies should 

use various mediums and interpersonal communications in order to stress out the tangible and 

intangible attributes of the brand identity, while direct encounters with consumers should be managed 

by using the immediate lived experience, while using the contexts of the brand  (Tynan & McKechnie, 

2009; Tsai, 2005). 

2.3.3.1	Creating	Consistent	Brand	Identity		

To further look into how companies can communicate a consistent brand identity through the use of 

IMC. Rakic & Rakic (2014) suggest that companies and brands should focus on integrating their 

marketing communications online and offline in order to show consistency in terms of brand message 

and brand meaning, influencing the perceived brand identity, represented through Schmitt’s (1999) act 

module. 

Firstly, in order to create consistent brand identity and add value to the HBE, a mix of online and 

traditional offline communication mediums should be used. Hence brands should focus on using both 

online communication mediums such as Social Media, Web Pages etc., while mixing it with traditional 

mediums like TV Broadcasting and Events (Rakic & Rakic, 2014; Schmitt, 1999). By using both kinds 

of media, primary experience companies gain the possibility of communicating with consumers 

similarly, on various communication mediums. This enables brands to create a ‘halo effect’, in which 

the effect of the branding efforts from the multi-channel becomes greater than the sum of the individual 

efforts would have been (Kwon & Lennon, 2009). The reason being that multi-channel communication 

can enhance the consumers’ perception of the HBE. Secondly, several types of marketing promotion 

should be incorporated, meaning that companies should use traditional promotion such as sales 

promotions, while combining it with mobile and Internet communication and online/offline WOM 

(Rakic & Rakic, 2014). Thirdly, brands should focus in particular on how the communication with 

consumers evolves. Traditionally brand communication has been a monologue from the brand to the 

consumers, yet technology and the demand for HBE have empowered the consumer into being able to 

create dynamic communication by engaging into direct discourse with a brand, as well as with other 

consumers (Rakic & Rakic, 2014; Schmitt, 1999; Sahin, Zehir, & Kitapçı, 2011; Mascarenhas, 
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Kesavan, & Bernachhi, 2006; Tsai, 2005). Fourthly, in addition to previously mentioned the dynamic 

communication, it is important who initiates the communication. This is the case, as the discourse can 

either be initiated by the brand itself or by its consumers, while it can be beneficial for the brand to 

allow consumers to co-create brand meaning, especially within offering HBE (Rakic & Rakic, 2014; 

Mühlbacher & Hemetsberger, 2008). Fifthly, the brand should concentrate on creating consistent brand 

identity through ‘content creation’. Similarly to the initiation of discourse, content can either be created 

by the brand itself as marketing content, as well as being created by consumers as user-generated 

content and WOM (Rakic & Rakic, 2014; McGovern, 2009), while both are represent additional value-

adding activities taking part within the mediated experiences of consumers (Tsai, 2005; Tynan & 

McKechnie, 2009). Hence the branding strategy should focus on using the strengths of both online and 

offline brand strategies. Creating a HBE through using IMC can create a positive halo effect and make 

sure that the consumers’ expectations are met. Specifically, experience companies can increase the 

loyalty and purchasing intentions of consumers, as well as increasing the likelihood of the consumer 

joining a brand community, and thereby increase the active participation in co-creation activities 

(Kwon & Lennon, 2009; Quinton, 2013). 

2.3.3.2	Online	and	Offline	Brand	Communities	

The importance of brand communities arise through the emergence and conceptualization of the ‘brand 

community paradigm’ (Quinton, 2013), perceived as an extension of the relational paradigm, in which 

the consumers are argued to be co-creators of meaning and gaining an increasing influence over brands 

(Prahalad & Ramaswamy, 2004; Hatch & Schultz, 2010; Quinton, 2013). The brand communities are 

based on a specialized and non-geographically bound set of social associations amongst admirers of a 

brand (Muniz & O’Guinn, 2001). They allow the consumers to feel part of a global culture, based on a 

shared set of global values attached to the brand meaning of the brand in question (Strizhakova, 

Coulter, & Price, 2011; Muniz & O’Guinn, 2001). In addition identifying with a brand increases the 

likelihood of joining a brand community, and increases the involvement with the brand. This active 

engagement can positively affect consumer’s perceived HBE, as through the co-creation creation 

activities within these communities, the brand meaning is amplified, leading to a higher perception of 

the HBE through the additional gained social and relational values, represented through Schmitt’s 
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(1999) relate module  (Quinton, 2013; Hemetsberger & Mühlbacher, 2008; Schmitt, 1999; Strizhakova, 

Coulter, & Price, 2011). This is the case, as the brand community can add value to a HBE through all 

different touch points within pre-, during-, and after consumption of the experience, which in turn can 

positively influence the gained values of other consumers participating in the community, and its 

underlying co-creation activities (Quinton, 2013; Beltagui, Candi, & Riedel, 2012; Schmitt, 1999). 

In order to encourage brand community building, the experience brand needs to make sure to 

consistently communicate its brand identity, as described in the previous section. Through a consistent 

online and offline brand strategy, it has been argued that an experience brand can foster its community, 

as well as increase loyalty and purchasing intentions of its members (Kwon & Lennon, 2009; Pfahl et 

al., 2012). The technological emergence of the Internet and Social Media has allowed the brand 

communities to grow even stronger, through the increased generation of WOM and dynamic 

communication, which in turn has led to an increased co-creation of brand identity and meaning 

(Quinton, 2013). While the same technological advances have allowed brands to use the Internet and 

Social Media to initiate communication, use a mix of communication mediums, and increase 

engagement with consumers (Rakic & Rakic, 2014). Simmons (2007) argues that there are four major 

ways of using the Internet as a brand communication tool, including understanding the consumers, 

marketing communications, interactivity and content. However, he highlights that enabling 

communication and interactivity is crucial for using the Internet as an efficient tool and gaining the 

benefits hereof. Therefore, it is argued that primary experience companies should specifically focus on 

using Internet communication mediums in order to increase brand community interrelationships  

(Simmons, 2007; McGovern, 2009).  

However, as using an intermediary IMC strategy is based on both online and offline communication 

mediums, it has been argued that the gained consumer values can be increased, while facilitating the 

integration of these consumers into global brand communities. Hence, the brand can create a halo effect 

by using several online and offline communication mediums, as well as allowing content and 

interactions to be consumer-generated. This in turn increases the likelihood that more consumers 

actively participate in brand communities, while creating values for others during the pre-, during-, and 

after stages of the experience, leading to the overall increased perceived value of the HBE (Rakic & 
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Rakic, 2014; Quinton, 2013; Prahalad & Ramaswamy, 2004; Strizhakova, Coulter, & Price, 2011; 

Muniz & O’Guinn, 2001). 

 

2.4	International	Holistic	Brand	Experiences	

Within the debate of providing consumers with HBE, a new dimensions become increasingly 

important, namely international branding. This is the case, as globalization has allowed HBE to become 

globally available, while having been argued to affect consumers’ perceptions of global brands. This is 

specifically true for the postmodern consumers who interpret the brand’s staged values depending on 

their perception on the effects of globalization on their local culture. Therefore this research will start 

by introducing the globalization debate, based on the convergence, divergence, and glocalization 

perceptions as well as the underlying consequences of these on consumer’s cultural identity, in order to 

highlight the possibility of segmenting these consumers based on their respective degree of cultural 

identity. 

2.4.1	Global	Holistic	Brand	Experiences	

A rise in technology did not only expand companies’ abilities to design and implement HBEs, by 

focusing on the personal perception of experiences during the pre-, during- and after consumption 

stage. New technology also allowed the experience economy to become holistic, by staging HBEs 

globally. Thereby companies were able to deliver a global experience to a range of different 

international markets and countries. For example, the use of information-communication technology 

tools, specifically the Internet and mobile phones, are often characterized to increase the mass-

production of experiences, while increasing the global reach of experiences (Pine & Gilmore, 1998; 

Sundbo, 2009). 

Generally, globalization refers to the increased intensity through which countries, companies, as well as 

individuals interconnect with each other on a global basis (Arnett, 2002). According to Friedman 
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(1999), globalization is not a new phenomenon, but has witnessed a drastic acceleration of its intensity 

over time. He argues that with the introduction of new and more powerful technologies worldwide, 

which he perceives as the driving force of globalization (Friedman, 1999). For the experience 

economy, for example, new cable and satellite systems, firstly allowed the broadcasting of experiences 

outside its home country, while the introduction of the Internet and mobile phones have dramatically 

accelerated the global dimension of the experience economy (Huang & Hong, 2015; Sundbo, 2009).  

 

Globalization is defined as “the compression of the world and the intensification of consciousness of 

the world as a whole” (Ritzer, 2003, p. 192). On one hand, globalization as the compression of the 

world, allows companies to stage holistic experiences globally through the introduction of better and 

more cost-efficient communication technology, as described in the previous section (Ritzer, 2003). On 

the other hand, globalization as the increased consciousness of the world as a whole, highlights the 

social change derived from a worldwide interconnection of people, leading to a changing consumer 

behavior worldwide (Ritzer, 2003; Malefyt, 2009; Ghantous, 2008). This changing consumer behavior, 

can also be linked to the rise in technology. Levitt (1983), already postulated that technology can have 

a great impact on human preferences. Furthermore, technology has been argued to represent a social 

system in itself, through its ability to create social relationships with others, based on a shared ideology 

of the underlying and shared technology (Malefyt, 2009). This highlights that new technology has 

individual value for consumers, through empowering consumers with the technology that they prefer to 

use, as well as social and relational value, as technology allows to connect diverse people from various 

cultures (Malefyt, 2009). 

Integrating the impact of technology on culture worldwide, as well as global culture in general, is 

important within the discussion of global HBEs, as it has been argued that these experiences are 

interpreted individually. In addition consumers perceive additional values, arising from social and 

relational values, through the collective consumption of experiences (Tynan & McKechnie, 2009; 

Morrison & Crane, 2007). Therefore focusing on the effects of culture within the globalization debate 

is important as the perceived global HBE is influenced through the interpretation of the social and 

relational values on a global basis through different international consumer segments. Hence, the next 

section will introduce a recap of the debate within the impact of globalization on culture, in order to 
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highlight the existence of various international segments in terms of their cultural identity. This is 

deemed important, as the cultural identity of a consumer is argued to influence the personal 

interpretation of a company’s staged experience.  

2.4.2	Impact	of	Globalization	on	Cultures	

Within the globalization literature, the notion and its impact on culture is indicatively important, as 

culture represents the main determinant of consumer’s “attitudes, behaviours and lifestyles” 

(Cleveland & Laroche, 2007, p. 250). More specifically, culture can be defined as a set of technologies, 

symbols, and norms that differentiates one group from another, and which individuals within a culture 

share to different degrees (Merz, He, & Alden, 2008). Regarding the impact of globalization on culture, 

researchers have introduced different perceptions of consumer’s attitudes and behaviors regarding 

globalization, ranging from convergence, to divergence, and lastly to hybridization of culture. 

2.4.2.1	Convergence	of	Cultures	

Firstly, many researchers argue that globalization will lead to a convergence of cultures. This 

homogenization view is the most common belief about the consequences of globalization on cultures. 

According to this perception individual cultures will over time homogenize into a new world culture, as 

local cultures will converge towards a set of similar cultural characteristics and practices, and thereby 

form a global culture that is present around the world (Holton, 2000; Levitt, 1983; Ghantous, 2008). 

This new global consumer culture arises from the same exposition to marketing activities of 

multinational companies, as well as the increasingly use of English as modern global language, and can 

be defined as a “shared sets of consumption-related symbols (product categories, brands, consumption 

activities, and so forth) that are meaningful to segment members” (Alden, Steenkamp, & Batra,. 1999, 

p.75). This highlights that members of this global consumer culture are not grounded to their national, 

religious, or historical background, but that they share consumption and behavioral patterns. Within 

this new consumer culture, brands, and specifically global brands, have become important symbols for 

consumers, and more importantly, global brands have become the main aim through which consumers 

participate in this global world (Alden, Steenkamp, & Batra, 1999; Strizhakova, Coulter, & Price, 
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2011). Thereby, the consumers of these global brands represent a new deterritorialized global consumer 

culture, who consume specific global brands in order to gain additional values, from the feeling of 

belongingness to a specific global segment (Cleveland & Laroche, 2007; Ghantous, 2008). 

Globalization convergence is achieved through standardization, through which companies seek to 

homogenize different cultures by forming a global culture and thereby realizing cost savings and 

economies of scale (Levitt, 1983; Ritzer, 2003). By following a global standardization strategy, 

companies additionally benefit from a consistent brand image across domestic and foreign countries 

(Ghantous, 2008).  Sundbo (2009) argues this importance of standardization through the theory of 

postmodern society, which states that individuals are not limited to certain class values, or behavioral 

patterns, as they change their values and behaviors from time to time, including their consumption 

behavior. Sundbo (2009) argues that within this postmodern society, experiences have become a very 

important factor within the changing consumption patterns, as the global demand for experiences can 

be explained through the development of certain factors. Namely that postmodern cultures seek social 

status, want more meaning and less boredom in life, and focus on the highest psychological mean of 

Maslow’s pyramid of needs, particularly self-realization (Sundbo, 2009). This global postmodern 

culture can represent a source of added value for consumers, as consumers from the global culture use 

specific experiences as a mean for achieving social status. Further, these consumers use experiences 

brands in order to belong to a specific reference group, while differentiating from others on a global 

basis. Therefore, experiences can be perceived as a global cultural symbol, characterizing a higher-

status of a person, compared to others who do not, or cannot partake in the experience on a global level 

(Sundbo, 2009). 

2.4.2.2	Divergence	of	Cultures	

Secondly, some researchers have predicted a more local divergence of culture, as a consequence of the 

arising globalization debate. This heterogenization perspective implies the importance of a person’s 

local culture, and state that local brands will have the highest effect on the perceived value on 

consumers, compared to standardized global brands (Ritzer, 2003). Local brands are perceived to 

facilitate the relationship building with consumers (Ghantous, 2008) as the divergence perspective 
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argues that culture is not easy to standardize and therefore globalization would not lead to global 

cultural similarities (Ritzer, 2003). Yet, many authors argue that the perception of the local is a “fluid 

and relational space” (Jackson & Andrews, 1999, p. 32) originating only in relation to the global. 

Thus, one can only understand the local and the global in relation to each other (Ritzer, 2003; Andrews 

& Ritzer, 2007). This highlights that globalization is constituted of different processes, with different 

degrees, intensities and spatial locations, leading to so-called ‘disjunctures’. These refer to the diverse 

sets of consequences that result when global forces meet local contexts (Jackson & Andrews, 2007). 

These disjunctures of the effect of globalization on culture, can be best understood through the 

glocalization of culture, discussed in the next section.  

2.4.2.3	Glocalization	of	Cultures	

Lastly, researchers within the globalization debate argue for the development of a glocal, or hybrid, 

consumer culture, characterized through a fragmentation state, whereas different cultures co-exist 

together (Ghantous, 2008). The term glocalization helps to explain the disjuncture between the local 

and the global depending on specific cultural circumstances (Jackson & Andrews, 2007; Giulianotti & 

Robertson, 2004). It derives from the Japanese word ‘dochakuka’, meaning a tailoring of global brands 

in order to suit a specific cultural taste, characterized through an interrelationship between convergence 

and divergence of world cultures (Chiba, 2015). This glocalization perception argues that different 

cultures will create a glocalized culture by borrowing and integrating elements from a range of 

different cultures (Holton, 2000). For example, Arjun Appadurai (1990) claims that as certain foreign 

cultural elements “are brought into new societies they tend to become indigenized in one or another 

way” (p. 295). Thereby, glocalization is a dynamic social process, which captures the interrelationship 

between the local, and the global, referred to as the ‘duality of globality’. This duality highlights that 

the glocalization process is a dichotomous process, integrating both convergence and divergence of 

cultures, while leading to an adaptation of the local culture (Andrews & Ritzer, 2007; Chiba, 2015; 

Giulianotti & Robertson, 2004). 
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Glocalization also allows companies to target the fragmented consumer cultures, as it combines the 

global and the local through local adaptation. Particularly, by adapting the global experiences to the 

specific local preferences through integrating local and global elements. Generally, glocalization is 

concerned with the creation of experiences that are intended to serve the global market, but which are 

customized for a local culture, in order to suit that particular local culture best (Levitt, 1983; Ritzer 

2003; Ghantous, 2008). This is based on the idea that global standardization, especially the brand’s 

marketing program, may not be as appropriate for international marketing, as consumers interpret a 

brand’s actions based on their specific cultural identity (Ghantous, 2008). Therefore, the glocalization 

literature argues that companies should focus on a glocal marketing program, as consumers look to 

integrate the global consumer culture in their everyday lives, but do so through their local culture 

(Strizhakova, Coulter, & Price, 2012; Ghantous, 2008). For instance, they can do so by adapting the 

brand communications to the languages of the local, in order to integrate global brands to the glocal 

context (Andrews & Ritzer, 2007). Unfortunately, these glocal types of experiences are harder to mass-

produce, as they are often limited to a specific geographic area, while not having the ability to gain 

economies of scale through standardization. As a consequence, offering glocal experiences is less 

attractive for companies than standardized ones (Ritzer, 2003). However, for consumers, glocalization 

represents a very important construct, as it increases their possibility for building their postmodern 

identities by combining global and local meaning of brands (Koller, 2007). 

This glocalization perception also raises questions about the local divergence interpretation. This is the 

case, as the cultural divergence perspective is said to ignore the ‘grobalization’ effects, which Ritzer 

(2003) defined as the “imposition of the global on the local” (p. 189). The grobalization effects 

demonstrate that globalization cannot be described as a uniform and continuous process, which 

influences local cultures to the same extent (Jackson and Andrews, 1999). These grobalization effects 

claim that certain global processes have overwhelmed the local cultures worldwide, thereby becoming 

so intermixed with each other that no “pure or authentic culture” (Holton, 2000, p. 150) exists 

anymore, which fully distinguishes itself from others (Holton, 2000; Andrews & Ritzer, 2007). By 

focusing on this, the key within the globalization debate shifts from the tension between the local and 

the global to that between the glocal and the global, as most of what we think of in terms of local, has 

become glocal through the globalization process (Andrews & Ritzer, 2007). Due to the presence of 
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these grobalization effects, this research will continue to focus solely on the convergence and 

glocalization aspect, as the divergence debate has become less important due to the previously 

mentioned grobalization effects.  

2.4.3	Impact	of	Globalization	on	Consumer’s	Cultural	Identity	Formation	

The various consequences of globalization on cultures, is important for designing HBE within the 

international sphere, as these impact the cultural identity formation process of consumers worldwide. 

This is the case, as culture represents the fundamental construct for the identity formation process, by 

delivering knowledge, beliefs, and values that are important for a specific cultural group (Kipnis, 

Broderick, & Demangeot, 2013). Therefore, cultural identity can be defined as “a broad range of 

beliefs and behaviors one shares with members of one’s community” or culture (Jensen, 2003, p. 90). 

These cultural identity formation processes are not limited to one’s national culture or local 

community, as increased intercultural contact can affect this process, through the common and shared 

knowledge, beliefs, and values, which are found in various cultures or communities worldwide (Kipnis, 

Broderick, & Demangeot, 2013). Additionally, these cultural identities have been found to be evolving 

over time, and have been linked to the rise of globalization. New communication technologies, in 

particular the Internet, allow consumers to continually adapt their cultural identity through an increased 

global interactions, leading to the formation of social relations worldwide, and thereby interconnecting 

various cultures or communities (Kipnis, Broderick, & Demangeot, 2013; Strizhakova, Coulter, & 

Price, 2012; Malefyt, 2009). 

The impact of globalization on the cultural identity formation process is, however, not homogeneous 

worldwide. A convergence or hybridization of cultures view of the effects of globalization leads to 

different cultural identity formation processes, resulting in different personal interpretations of 

consumer’s HBEs (Kipnis, Broderick, & Demangeot, 2013). Therefore the next sections focus more 

specifically on the effects of globalization convergence, and glocalization on the cultural identity 

formation process. 
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2.4.3.1	Global	Cultural	Identity	

The global postmodern society is characterized by an increased global culture based on the 

consumption of global brands. These global brands have become important parts of the personal 

identity formation, as they allow postmodern consumers to feel part of a global community, through 

consuming the same global brand (Strizhakova, Coulter, & Price, 2011). This is the case, as global 

brands provide these consumers with additional values, in particular social and relational values, 

derived from being part of a global community (Pereira, de Jesus Henriques Correia, & Schutz, 2014). 

Thereby, global brands have the possibility to be used as a “passport to global citizenship” 

(Strizhakova, Coulter, & Price, 2011, p. 342), whereas one’s cultural identity is formed mainly through 

global values instead of national or local ones (Strizhakova, Coulter, & Price, 2011). 

Additionally, global brands contribute to the cultural identity formation process of postmodern 

consumers, as these consumers use brands in order to discover, adopt, or reject new cultural aspects of 

their identity (Kipnis, Broderick, & Demangeot, 2013). This depends on the personal interpretation of 

brand meaning, which is characterized as a dynamic process through which consumers give meaning to 

the brands that they consume (Kipnis, Broderick, & Demangeot, 2013). This process is similar to the 

personal interpretations of HBE, and therefore primary experience companies can design, or stage a 

specific brand meaning. They can do so by using globally shared values and combine these with 

general and omnipresent political- and social events in the global environment (Kipnis, Broderick, & 

Demangeot, 2013). 

Thereby, global experience brands have the power of creating a feeling of global togetherness through 

a shared global value system (Strizhakova, Coulter, & Price, 2011). Moreover, as consumers seek 

global brand whose cultural meaning corresponds to their own aspired self (Malefyt, 2009), these 

brands need to modify their brand identity to correspond with globally shared values, and thereby 

increase the likelihood that a HBE will be interpreted similarly all over the world (Lindstrom, 2001). 

It is argued that global brands can increase consumer’s identification with the brand by communicating 

brand meaning that focuses on the delivery of specific value systems, which are important for the 
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cultural identity formation of consumers worldwide (Strizhakova, Coulter, & Price, 2011). Specifically, 

personality and community values have been found to be important triggers for a cultural identity 

construction, as these are used in order to communicate one’s belongings to a specific group. This is 

specifically true for young consumer targets, in both emerging and developed markets, who identify 

with a brand and its underlying community despite social, cultural, or historical differences in the 

respective local markets. Thus, global brands positively influence the openness of consumers about 

various global cultures (Strizhakova, Coulter, & Price, 2011). 

This global cultural identity formation is important, as it has been shown that consumers, who use 

brands to a greater extent for their cultural identity formation are also showing higher brand loyalty 

(Strizhakova, Coulter, & Price, 2011). Additionally, this global cultural identity formation allows 

global brands to unite people from all around the world through an “imagined global identity that they 

share with likeminded people” (Kipnis, Broderick, & Demangeot, 2013, p. 234). 

2.3.3.2	Glocal	Cultural	Identity		

Global brand have the ability to influence the cultural identity of consumers, by providing them with 

globally shared values, which allows them to feel part of a global community through the personal self-

identification with the brand in question. However, through the glocalization effect on culture, the 

degree to which consumers feel part of this global consumer segment differentiates from person to 

person. Consumers who feel part of their local, as well as the global culture, will perceive less 

importance towards the communication through global values alone. This is the case as through the 

globalization process, consumers consider global brands, and their respective community, based on mix 

of local and global cultural meaning system. Consequently, different levels of cultural identities arise, 

characterized as glocal cultural identities, compared to the previously mentioned global cultural 

identity (Strizhakova, Coulter, & Price, 2012; Kipnis, Broderick, & Demangeot, 2013; Arnould & 

Thompson, 2007). These glocal cultural identities highlight that consumers can co-exist as global 

citizens, while being part of their local country-based culture as well (Strizhakova, Coulter, & Price, 

2011). Strizhakova, Coulter, & Price (2011) argue that the glocal cultural identity arises due to 

consumers’ mix of local and global cultural identities. They argue that globalization convergence and 
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divergence co-exist and affect each other, because global brands are perceived as an important way in 

order to create global and glocal cultural identities. These glocal cultural identity consumers share 

similarities with the global cultural identity group, but show differences in regards to the evaluation of 

the global compared to the local values, which is stressed by a global brand’s identity (Strizhakova, 

Coulter, & Price, 2011).  

The different degrees of global compared to glocal cultural identity of consumers worldwide, through 

the perceived consequences about globalization convergence or glocalization, are argued to be 

important within international branding, as these different types of consumers can represent different 

global segments. This is the case, as these cultural identity segments share various global values to 

different degrees, leading them to interpret a company’s HBE in a similar manner worldwide 

(Strizhakova, Coulter, & Price, 2011; Morrison & Crane, 2007; Ritzer, 2003).  

 

2.5	Global	Segmentation	Within	Holistic	Brand	Experiences	

Global “segmentation is particularly important in the success of an emotional experience branding 

effort” (Morrison & Crane, 2007, p. 417), as the marketing communication efforts of an experience 

brand needs to reach the people with similar global value systems (Morrison & Crane, 2007). This is 

particular important within the experience economy, in which primary experience companies should 

base their HBE on the individual interpretations of an experience, as the perceived HBE includes the 

brand communications. These will affect the interpretations of the company’s value proposition, as the 

personal interpretation of these communications depends on whether the HBE stress global-, compared 

to local values. This is the case, as these different value systems are interpreted differently depending 

on the degree of global compared to glocal cultural identity (Strizhakova, Coulter, & Price, 2011; 

Morrison & Crane, 2007). 
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2.5.1	Cultural	Identity	Segmentation	

In order to segment internationally, primary experience companies can focus on the global- or glocal 

cultural identity formation process of their consumers. This is the case, as these different groups are 

characterized by different levels of involvement with global and/or glocal brands, leading them to use 

glocal and global brands in various degrees to define their cultural self-identity. This leads to various 

segments sharing the same global values to different degrees, due to the respective individual 

perception of importance about their local/national culture within a globalized world. Thus, 

segmentation has been argued to be important in order to identify the lifestyles and values of specific 

global segments, in order to align marketing communications to the consumer’s respective cultural 

identity process (Malefyt, 2009; Koller, 2007). 

Strizhakova, Coulter, & Price (2012) highlight the existence of four different identification segments, 

namely the globally-engaged, glocally-engaged, nationally-engaged as well as unengaged. Out of the 

four segments, the globally- and glocally-engaged segments, have been shown to be of particular 

interest for global brands. These are argued to be open to the consumption of global brands, while 

being engaged in the marketplace, and using global and local brands to signal their own self-identity, 

through using these brands as the main characterization of oneself (Strizhakova, Coulter, & Price, 

2012). Within these cultural identity segments, the young adult market seems particularly interesting 

for global experience companies, as these have been argued to be open for trying out new brands, while 

being conscious of their self-identity and being exposed to global media to a greater extent 

(Strizhakova, Coulter, & Price, 2012). 

Thereby, these cultural identity segments, consisting of globally and glocally engaged consumer 

segments represents two distinct brand interest groups. The focus on brand interest groups is aligned 

with the increased importance of branding within the experience economy, and more specifically the 

rise of the S-D logic. This is the case, as the focus has switched from one-way communication, where 

the company controls the entire brand, to a more dynamic communication, in which the brand is 

created through discourse between the brand manifestations, brand meaning and the brand interest 

groups (Mühlbacher & Hemetsberger, 2008). These brand interest groups include interrelated 
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stakeholders or societal groups that are interested in the brand and therefore engage in discourse and 

influence the brand meaning to a different extent (Mühlbacher & Hemetsberger, 2008). Along with the 

emergence of the experience economy, the thought of the dynamic branding allows these brand interest 

groups to be major players. This becomes even more important, when one considers that different 

brand interest groups have been found to represent brand communities, which have the possibility to 

positively and/or negatively influence the brand meaning through co-creation, while affecting the 

perceived HBE of other consumers (Mühlbacher & Hemetsberger, 2008). 

2.5.2	Corporate	Brand	Strategies	for	Reaching	Cultural	Identity	Segments		

The following section will introduce different international corporate branding strategies, allowing 

primary experience companies to reach their global audience. Furthermore, this section focuses on the 

interrelationships between the global and glocal cultural identity segments and their respective 

preferences towards these strategies. This interrelationship is perceived as important, due to the 

personal interpretations of HBEs, linked to one’s own cultural identity. This is the case, as the 

perceived consumer HBE includes the brand’s communication, which makes a primary experience’s 

international brand strategy part of the staged HBE (Pine & Gilmore, 1998; Morrison & Crane, 2007; 

Sundbo, 2009; Tynan & McKechnie, 2009; Beltagui, Candi, & Riedel, 2012; Tsai, 2005). 

Generally, Levitt (1983) argues that within the globalization debate, the main difference in strategies 

arise between multinational and global companies. Multinational companies are characterized by 

operating in different countries, while adjusting their brands based on each country, while the global 

company operates in various countries in a more consistent way. Thereby, global companies exploit the 

similarities between countries in order to create a competitive advantage, while the multinational 

company focus on differences between countries (Levitt, 1983; Svensson, 2001). 

According to this definition, global corporations are argued to follow a standardized global brand 

strategy, while multinational companies focus more on adapted glocal brand strategies. The global 

strategy is closely related to the company’s corporate brand strategy, and guides the overall business 

activities by changing a company’s structures and procedures (Svensson, 2001). Thus, a global brand 



	 38 

strategy represents the use of a successful formula in a company’s home market, and the reproduction 

of its principles outside its borders. However, a global brand strategy is always to a certain extent 

locally adapted, as literature highlights the importance of not debating whether or not to standardize, 

but more to which extent marketing messages and campaigns should be adapted in various local 

markets. For example, it is argued that global companies should standardize the staged HBE, by 

combining value-added activities in each market, integrate competitive moves across different 

countries, while providing a standardized global marketing campaign (Svensson, 2001; Strizhakova, 

Coulter, & Price, 2012; Tynan & McKechnie, 2009; Morrison & Crane, 2007). Within standardized 

global brand campaigns, global companies are also argued to deliver the same content of their 

campaigns or marketing messages to their consumer, while minor adaption to the local market need to 

be made (Svensson, 2001; McGovern, 2009). 

Multinational companies on the other hand, are argued to use an adapted glocal strategy, which shares 

the aspirations of a global strategy, while being characterized through the implementation of local 

company departments, and focusing on adapting the original brand strategy to the specific local market, 

with its specific characteristics and circumstances. Thereby, multinational companies adapt their 

marketing activities and communications specifically to the taste and wants of the local market 

(Svensson, 2001). Particularly, adaptation towards the degree of local language, graphics and design 

need to be incorporated (Halliburton & Ziegfeld, 2009). This is also the case for the adaptation of 

marketing content to local characteristics (Svensson, 2001). 

Nonetheless, it has also been argued that primary experience companies should use an IMC strategy by 

using different brand communication mediums  for reaching various global segments in order to align a 

brand’s identity with the target consumers’ cultural identities, and their underlying global or glocal 

value preferences (Malefyt, 2009). Therefore, primary experience companies should focus on their 

global target segments’ attitudes towards the perceived convergence or glocalization of culture debate. 

Given that different cultural identity segments interpret the effects of globalization in different ways, 

and because brands represent a certain cultural resource, it is argued that primary experience companies 

should communicate differently towards these segments, in terms of standardized and adapted brand 

strategies (Molleda & Roberts, 2008; Strizhakova, Coulter, & Price, 2012). 
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Tailoring brand communications strategies in regards to standardized or adapted, in order to reach 

different cultural identity segments become increasingly important, due to the rise in importance of 

online mediums. This is the case, as the global nature of the Internet allows consumers worldwide to 

visit all available websites. Moreover, it allows global brands to communicate individually and 

personally to consumers (Malefyt, 2009). In addition, as the Internet has been argued to be able to form 

a multicultural and global online brand community, wherein consumers’ interpretation of the HBE is 

affected, the Internet is perceived as important in designing of the staged holistic experience 

(Halliburton & Ziegfeld, 2009). 

Within the online sphere, the literature argues that a standardized online brand strategy should be 

integrated and reflect the overall brand strategy, and thereby positively affect the staged global brand 

identity (Halliburton and Ziegfeld, 2009). Thereby, companies should standardize the design, graphics, 

content, and features, while adapting to the local language of the target segment is disputed. For 

example, a study highlighted that website visitors stayed twice as long on a website when the content 

was in their native language (Halliburton & Ziegfeld, 2009). A glocal online brand strategy on the other 

hand, should adapt everything to the local environment, whereas not only language, but also graphics, 

symbols, colors, features, and the design. Additionally, following a glocal brand strategy on the 

Internet also requires companies to develop several local websites for each target country. Lastly, a 

glocal online strategy represents a mix between standardization and local adaptations, by focusing on 

creating a global brand identity, while adapting specific features to the local preferences (Halliburton & 

Ziegfeld, 2009). 

Additionally, as a standardized brand strategy represents lower branding efforts and costs, as well as 

help aligning the global brand identity worldwide, companies can focus on the specific segment 

highlighting a preference for standardized brand communications (Levitt, 1983; Malefyt, 2009; 

Molleda & Roberts, 2008; Strizhakova, Coulter, & Price, 2012). This becomes important as the cultural 

identity formation of global consumers is said to be an evolving and ongoing process (Andrews & 

Ritzer, 2007; Chiba, 2015; Giulianotti & Robertson, 2004). Thereby, consumers can not only be 

segmented through the level of their cultural identity formation based on using different standardized 

and adapted brand strategies for these segments. These cultural identities can also evolve with time, as 
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the cultural identity formation of global consumers depend on the use of global brands for defining 

one's self-identity. Thus, the development of the cultural identity formation is dependent on the 

consumers’ own brand identity formation process. This process can be described through Funk and 

James’ (2001) theory of the Psychological Continuum Model, introduced in the following section. 

2.5.3	The	Psychological	Continuum	Model	for	Cultural	Identity	Segmentation		

The previously mentioned cultural identity segments are influenced through the degree to which these 

identify with a brand, as the perception of global compared to glocal value systems arise from their 

respective preference towards global or glocal brand consumption. Therefore, Funk and James’ (2001) 

model becomes important, as it highlights a continuum model defining various degrees of consumers’ 

identity formation process. However, this model is based on the sport industry and on sport fans 

perception of the ‘sport consumptive object’. Yet, as the sport industry is argued to represent one of the 

major primary experience industries worldwide (Pine & Gilmore, 1998; Sundbo, 2009), this research 

will interpret the sport consumptive object as the HBE, while perceiving sport fans, simply as 

consumers, in order to integrate the sports literature with literature focusing on branding within the 

experience economy. Funk & James’ (2001) Psychological Continuum Model (PCM) framework 

divides brand identity formation into four major stages on a vertical continuum, depending on the 

psychological connection to the brand.  

The first stage of the PCM is the ‘awareness’ stage, in which a person first becomes aware of a brand, 

without a specific preference for the brand in question. The awareness can arise from several different 

sources and during different times of a consumer’s life. Children can gain awareness through their 

parents’ purchases, as for example it has been shown that fathers play a large role in introducing their 

children to sport brands (James, 2001). Adults can gain awareness after a trip or a move to a different 

geographical area, or through the introduction of a new brand emerge in their social circles (Funk & 

James, 2001). Research has also shown that TV and other communication mediums has played a major 

role of increasing the awareness of brands and so have the brand-generated marketing efforts (Funk & 

James, 2001; James, 2001). Consumers in the awareness stage are less committed than in later stages of 

the PCM, and have been classified as temporary or local consumers, in which the consumer is either 
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constrained by time or geography. For example, if a consumer knows that a brand exists, but shows no 

interest, it is evident that they are in the awareness stage without having moved to the next stage of the 

PCM (Funk & James, 2001; Hunt, Bristol, & Bashaw, 1999).  

 

 
Graph 3: The Psychological Continuum Model (Funk & James, 2001) 

The next stage of ‘attraction’, where the consumer becomes attracted to a certain brand and will obtain 

an increasing interest in getting to know the brand. This brand interest along with an understanding of 

the brand meaning allow the consumers to increase identification with the brand. Further this attraction 

can stem from factors relating to the experience economy in that a mix of the four realms can attract the 

consumers (Pine & Gilmore, 1999; Funk & James, 2001; Mahony, Madrigal, & Howard, 2000). In 

addition psychological effects can influence whether an individual becomes attracted to a brand, such 

as the search for acceptance. Therefore individuals at the attraction stage will start to support the brand, 

by either purchasing or following and engaging with the brand, in order to ‘fit in’ and show support for 

the brand and its community (Murrell & Dietz, 1992; Funk & James, 2001). Additionally, a brand is 
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argued to be able to increase consumers’ attraction towards the brand by using situational features such 

as promotions, discounts and special events. Yet it is important to note that individuals in the 

psychological attraction stage to a brand are less connected and the relationship is not durable, 

compared to the higher stages of the PCM (Funk & James, 2001). 

Consumers in the attraction stage of the PCM can have begun to identify more with the brand 

compared to consumers in the awareness stage, while both share similar characteristics. This is the 

case, as Tapp & Clowes (2002) researched the effects of brand identification on purchasing habits, and 

found that consumers within the awareness and attraction stages can both be classified as ‘casuals’. 

Tapp and Clowes (2002) defined carefree casuals, as the ones who do not identify themselves as 

consumers of a brand. This group does not use the brand as a part of their self-identification, meaning 

that they are still in the awareness stage of the PCM (Tapp & Clowes, 2002; Funk & James, 2001). The 

more devoted consumers were identified as the committed casuals, which relate to the consumers who 

identify themselves as consumers of the brand, and thereby have reached the attraction stage of the 

PCM. Yet, as both of these consumer groups see the brand as less important for their self-identification, 

they are less likely to engage in an HBE in terms of their involvement and connection with the 

experience brand (Tapp & Clowes, 2002; Hunt, Bristol, & Bashaw, 1999; Funk & James, 2001; Pine 

and Gilmore, 1998) 

Third, is the stage of ‘attachment’ when the psychological connection between the consumer and the 

brand is being solidified. The strength of this association becomes more visible through tangible and 

intangible factors. Reaching the stage of attachment puts more focus on the intrinsic and intangible 

factors, meaning that the brand becomes an important factor in the individual’s life, while identifying 

with the brand in question (Funk & James, 2001; Hunt, Bristol, & Bashaw, 1999). These consumers are 

devoted to the brand in mind and are not limited by time or geography. This consumer group will most 

likely have started as a casual consumer, but their motivations and identification have increased, and 

will therefore break the time and place constraints. Thereby, these consumers will remain loyal, even if 

the factor that captivated their intention originally is removed or if the geographical setting changes 

(Hunt, Bristol, & Bashaw, 1999). Consumers that have reached this stage are defined as regulars, who 

have a tendency to spend more on the HBE. Even though the brand in question is not the most 
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significant priority in their lives, they do place it closer to the core of their self-identification process 

(Tapp & Clowes, 2002). 

The last stage of the PCM is the ‘allegiance’ stage, in which the consumer has become committed and 

loyal, and the allegiance towards the brand creates consistent brand related behavior. At this stage, the 

individual has proved to be loyal to the brand over time and to be very resilient to changes. Further, the 

individual will have tendencies to process information regarding the brand based on their already 

positive perception hereof (Funk & James, 2001). Many consumers that reach this stage can be 

identified as fanatics, who perceive the brand to be crucial for their self-identification process (Hunt, 

Bristol, & Bashaw, 1999). Thereby, this group is much more likely to spend more for participating in 

the HBEs (Tapp & Clowes, 2002; Funk & James, 2001). 

The brand identity groups of allegiance and attachment share many of the same characteristics, such as 

using the brands for their self-identification process, and being loyal to the brand. In addition, both 

groups have a tendency to spend more and are more willing to actively participate in HBEs. Thereby 

these stages have been argued to represent a more hardcore consumer segment, compared to the casual 

segments introduced through the stages of awareness and attraction. Thus, having consumers reach a 

higher stage of the PCM and thereby increase their brand identity from one stage of the model to the 

next, proved to be essential for providing HBE (Funk & James, 2001; Tapp and Clowes, 2002).   
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3.	Research	Design	

The following research design will introduce the problem statement, leading towards the formulation of 

the overall research question, which will followed by sub-research questions and the underlying 

hypotheses that will be analyzed. Then the case company will be introduced, who’s consumer base is 

analyzed within this investigation. Afterwards, this section will introduce the philosophical 

considerations, as well as the methods used in order to perform the desired investigation.  

 

3.1	Problem	Statement	

The literature review highlights that experiences are being interpreted by consumers individually, 

requiring companies within the experience economy to provide them with memorable and specifically 

personal experiences, making every consumer an active co-producer of value (Pine & Gilmore, 1998; 

Sundbo, 2009; Tsai, 2005). As these personal brand experiences are interpreted differently by various 

consumers, due to the different interpretations of the perceived experience (Sundbo, 2009; Tynan & 

McKechnie, 2009; Beltagui, Candi, & Riedel, 2012), primary experience companies should offer their 

consumers holistic experiences in order to appeal to various segments. Thereby primary experience 

companies should provide them with a mental journey (Sundbo, 2009), due to the conscious and 

unconscious perception of HBEs at every touch point, including the pre-, during- and after 

consumption stage. This is the case, as consumers of HBEs incorporate every direct and indirect, as 

well as expected and unexpected, interaction with a brand in the personal interpretation of the HBE. 

This highlights the importance of the mediated experience of consumers, derived through their 

interaction with a brand’s marketing communication messages on various mediums, as this influences 

the lived experiences (Carbone, 1998; Pine & Gilmore, 1998; Schmitt, 1999; Sahin, Zehir, & Kitapçı, 

2011; Mascarenhas, Kesavan, & Bernachhi, 2006; Tsai, 2005; Beltagui, Candi, & Riedel, 2012; Klaus 

& Maklan, 2007). 
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Additionally, as consumers within the experience economy are argued to always represent a co-creator 

of value, providing HBEs requires a two-way communication between the brand and the consumer, as 

well as communication in-between consumers, thereby creating value for individual consumers 

themselves, as well as for others (Vargo & Lusch, 2004; Pine & Gilmore, 1998; Tynan & McKechnie, 

2009). The importance of a two-way communication within the experience economy, arises as the 

perceived holistic experience is highly depended on the personal interpretation of brand meaning, 

highlighted by the emphasis of the S-D logic in experiential branding, (Kipnis, Broderick, & 

Demangeot, 2014). Therefore, the literature argues that primary experience companies should focus on 

creating brand meaning through using universally available, global values, present in different cultural 

ideologies in the global environment (Kipnis, Broderick, & Demangeot, 2014; Strizhakova, Coulter, & 

Price, 2011). 

These globally and universally shared values, affect the cultural identity formation process of 

consumers worldwide, as this process depends on the personal interpretation of the importance of 

global, compared to glocal values. This is important, as companies can only stage holistic experiences, 

while the consumers will be the determinant of the perception of the value proposition, which affects 

the consumers’ level of involvement within the experience and the degree of brand identity (Pine & 

Gilmore, 1998; Vargo & Lusch, 2004). Therefore, consumers will seek to consume brands whose 

underlying values, corresponds to their own aspired cultural identity (Malefyt, 2009). It is argued that 

through a shared global or glocal consumer identity, global brands can unite people from all over the 

world by developing HBEs based on global or glocal values, which can lead to a cultural identity 

segments, where one shares the same global/glocal value system with like-minded people (Kipnis, 

Broderick, & Demangeot, 2014). This is becoming essential, especially within the postmodern 

consumer culture, where consumers focus on self-realization, and thereby want more meaning in life 

through being part of a global consumer culture (Sundbo, 2009). This difference of preference of 

global, compared to glocal values, is important, as it influences a company’s possibility within 

international segmentation, which is argued to be important for emotional branding. This is the case, as 

marketing efforts need to reach segments with similar value systems (Morrison & Crane, 2007).  
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As a result there is an increasing global segment sharing a global value system, through globalization’s 

ability to intensify the consciousness of consumers all over the world (Ritzer, 2003), which has been 

shown to impact consumers’ attitudes and behaviors, as well as their lifestyles (Cleveland & Laroche, 

2007). This is specifically true within the postmodern society, where global brands can provide 

consumers, with additional social and relational values from being part of a perceived global culture 

(Pereira, de Jesus Henriques Correia, & Schutz, 2014). However, as this globalization convergence, 

and the underlying cultural identity formation is not homogenous, it is argued that another segment 

arises, who shares the global values, but to a different, more glocally adapted degree. This difference in 

cultural identity degree arises through the importance of the respective local culture, which will 

influence the personal interpretation of the perceived HBE, including the various brand 

communications (Kipnis, Broderick, & Demangeot, 2014; Strizhakova, Coulter, & Price, 2011). 

Based on these findings from the literature review, this research is interested in analyzing the following 

research question: 

How can primary experience companies segment consumers globally based on their cultural 

identity, and positively influence this by fostering brand communities on different mediums? 

In order to answer this research question, the analysis focuses on three sub-research questions. The first 

sub-research question analyzes the degree of cultural identity of different brand identity segments, 

affecting the personal interpretation of brand meaning. The second sub-research question focuses on 

how these brand identity segments differ in terms of brand community importance. The third sub-

research question is interested to the extent to which brand communities influence the cultural identity 

of different brand identity segments, by focusing on the important role of social and relational values 

in-between consumers. These research questions, as well as their underlying hypotheses will be 

introduced in the following sections. 
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3.2	First	Research	Question	

As mentioned above, the first sub-research question concerns an experience company’s ability to 

segment consumers based on the degree of their respective cultural identity. The importance of this 

research question arises based on the personal interpretation of experiences, requiring primary 

experience companies to incorporate different communication strategies for various segments 

(Strizhakova, Coulter, & Price, 2011), in order to align the brand meaning for these respective 

segments (Kwon & Lennon, 2009). Through the alignment of brand meaning to specific segments, it is 

argued that experience companies can provide their consumers with the most desired HBE, allowing 

companies to differentiate and gain a competitive advantage over to other experience offerings (Tsai, 

2005). Therefore the first sub-research question analyzes: 

RQ1: To what extent do brand identity segments have different degrees of cultural identities?  

More specifically, this research argues that different brand identity segments show different levels of 

cultural identities through their use of different communication mediums, provided by an experience 

company’s IMC strategy (Strizhakova, Coulter, & Price, 2011). The different use of mediums is 

important within international experiential branding, as a very important question for primary 

experience companies arises through the rise of globalization, namely to which degree to standardize or 

adapt these specific communication mediums within the global sphere. This question arises through the 

globalization and/or glocalization effects on cultures worldwide, which impacts the cultural identity 

formation process (Tsai, 2005; Strizhakova, Coulter, & Price, 2011; Kipnis, Broderick, & Demangeot, 

2014; Malefyt, 2009). 

3.2.1	Definition	of	Terms	

The different brand identity segments are defined based on the PCM, which states that different 

consumers share different levels of brand identities, ranging from awareness, to attraction, to 

attachment and lastly to allegiance (Funk & James, 2001). However, the following research divides 

Funk & James’ (2001) framework into ‘hardcore’ and ‘casual’ brand identity segments, whereas 

consumers within the attachment and allegiance stage are characterized as hardcore consumers, while 
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aware and attracted consumers represent the casual brand identity segment (Funk & James, 2001; Tapp 

& Clowes, 2002). 

It is argued that the hardcore segment shares a higher degree of social and relational values with a 

global brand, through the feeling of belongingness to a specific brand-related consumer culture 

worldwide, while the casual consumer segment is characterized to perceive these social and relational 

values to a lesser degree, through the greater importance of their respective local culture. Therefore, 

this research argues that the hardcore consumer segment prefers globally Standardized Brand 

Communication Mediums through this feeling of global belongingness, and the wish to consume a 

brand experience in a globally holistic way equally around the world. Specifically, as it has been 

argued that certain brand-related stimuli, like brand-colors, design elements, as well as brand values 

have been found to impact consumer in an unconscious way (Brakus, Schmitt, & Zarantonello, 2009). 

Additionally, it is argued that the casual consumer segment will prefer glocally Adapted Brand 

Communication Mediums, due to a lesser importance of these globally shared social and relational 

values (Strizhakova, Coulter, & Price, 2012; Ghantous, 2008).  

Therefore, RQ1 will be analyzed through hypothesis H1, which investigates the preference of each 

consumer segment (hardcore and casual) to their relative preference of brand communication mediums 

(standardized or adapted), namely: 

H1: The hardcore consumer segment shows a preference for standardized brand communication 

mediums 

3.2.2	Measurement	of	H1	

In order to analyze H1, this research starts by identifying consumer’s degree of identification with a 

particular brand. Knowledge about respondents’ brand identity level will be collected, allowing a 

division into the four stages of the PCM, introduced by Funk & James (2001). This model highlights 

that different brand interest groups show different involvement and connection levels, deriving into 

different perceptions about the importance of global social and relational values (Funk & James, 2001; 

Pine & Gilmore, 1998). These are later combined in order to represent previously defined hardcore 
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consumer segment, including the attachment and allegiance identities, and the casual consumer 

segment, defined by the awareness and attraction stages. 

Additionally, the degree of global and glocal cultural identity of these segments will be measured, by 

analyzing whether the hardcore and casual segments will show different consumption behavior when it 

comes to the usage and preferences of online and offline mediums. These mediums will be analyzed in 

order to define whether these can be described as either globally standardized or locally adapted 

mediums. This research argues that the assessment of cultural identity is difficult, as respondents may 

be unaware of their unconscious preferences, and because of the problem of using socially accepted 

answers over their actual opinion (Fehr & Camerer, 2007; Lietz, 2010). Therefore, this research will 

measure the cultural identity of brand identity segments in an indirect manner. Specifically, cultural 

identity will be measured through analyzing the preference towards brand communication mediums. 

Namely, a preference usage of standardized mediums will be perceived as a global degree of cultural 

identity, while a preference for adapted mediums characterizes a glocal degree of cultural identity. This 

decision was made in order to reduce answering biases of respondents, as questions regarding one’s 

medium consumption habits will be less likely perceived as a way for measuring one’s cultural identity 

(Lietz, 2010). 

The consumer segment’s language preference when interacting with a brand will also be analyzed, as 

definitions of Standardized Brand Communications Mediums highlight different perceptions of 

language adaptations. Most research highlights that standardized strategies, adapt to the native 

language of the international target segment. However, it is argued that, in addition of using globally 

standardized mediums, the hardcore segment also prefers to consume brand-related content in English. 

This assumption arises, as English represents the global language within the postmodern society. The 

casual segment, on the other hand, is argued to prefer using their mother tongue when interacting with 

a global brand due to the higher degree of their glocal identity (Strizhakova, Coulter, & Price, 2011). 
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3.3	Second	Research	Question	

Secondly, this analysis also focuses on the interrelationship between consumers within the experience 

economy, stated as an important value creation activity within the S-D logic (Vargo & Lusch, 2004; 

Tynan & McKechnie, 2009). Including these consumer interrelationships in the research is important, 

as HBE and the underlying emotions of the experience consumption, are always linked to the context in 

which they occur. Therefore, it is important to analyze the physical and virtual context in which HBEs 

are consumed, namely in the offline and online context. And more specifically the social and relational 

values within these contexts, whereas consumers perceive additional value from a collective HBE 

consumption. Thereby, the experience context conveys specific messages and images to the consumer, 

affecting the personal interpretation of HBEs (Tynan & McKechnie, 2009; Mascarenhas, Kesavan, & 

Bernachhi, 2006; Beltagui, Candi, & Riedel, 2012; Fournier, 1998; Morrison & Crane, 2007). 

A particularly interesting context is the one of brand communities, as these can arise in an offline 

(physical) and online (virtual) forms, and because they allow augmenting holistic consumer 

experiences, by integrating the offline and online experiences through an increased interrelationship 

between consumers (Tynan & McKechnie, 2009). This is especially important through the rise of 

global brand communities, made possible by the introduction of the Internet, as these communities 

have been described as important within the context of international experiential marketing 

(Halliburton & Ziegfeld, 2009).  

Additionally, brand communities have been characterized as a form of a subculture within the 

postmodern society, affecting consumers’ cultural identity formation through the shared social and 

relational values with other members of that brand community (Strizhakova, Coulter, & Price, 2012; 

Kipnis, Broderick, & Demangeot, 2014). Specifically, brand communities allow consumers to be part 

of a global consumer culture based on a specific brand, while having been linked to an increased 

involvement and connection of consumers through co-creation activities (Hatch & Schultz, 2010; 

Mühlbacher & Hemetsberger, 2008; Quinton, 2013). Therefore, this research is interested in analyzing 

the second sub-research question: 
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RQ2: How do different brand identity segments differ in terms of brand community importance?  

3.3.1	Definition	of	Terms	

Brand identity segments will be defined as in RQ1, based on the categorization between hardcore and 

casual consumer segments. Additionally, brand community importance will be defined through 

respondent’s interpretation of the personal importance of the brand community in question. This 

conscious evaluation of the Brand Community Importance should reflect differences within the brand 

identity segments. This is the case, as hardcore consumers, defined through a higher level of brand 

identity, highlight a higher involvement and connection towards the HBEs (Pine and Gilmore, 1998; 

Morrison & Crane, 2007; Tynan & McKechnie, 2009). Based on the higher level of brand identity, the 

hardcore consumer segment should reflect a greater Brand Community Importance, as these have been 

found to positively impact the perceived HBE (Hatch & Schultz, 2010; Quinton, 2013; Halliburton & 

Ziegfeld, 2009; Tynan & McKechnie, 2009). Therefore, RQ2 will be answered through analyzing 

hypothesis H2: 

H2: The hardcore consumer segment shows a higher perceived importance for brand communities 

3.3.2	Measurement	of	H2	

In order to answer H2, this research will start by measuring the Brand Community Imp, and analyzing 

the relationship between the perceived importance and the different brand identity consumer segments 

in order to research whether differences within these segments can be found.  

 

3.4	Third	Research	Question	

Lastly, the third research question analyzes the relationship between the brand identity consumer 

segments, and the influence of brand communities on the cultural identity of these segments. This is the 

case, as an increased involvement and connection with a brand community is argued to influence the 

cultural identity of consumers, through the globally shared social and relational values. Specifically, as 
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these brand communities have been shown to co-create and amplify brand meaning, through the shared 

consciousness, rituals and traditions, and the sense of moral responsibility found within these 

communities (Hatch & Schultz, 2010; Quinton, 2013). Therefore this research is interested in whether 

brand communities positively affect the building of global identities, by analyzing the influence of 

brand communities on the cultural identity of different brand identity segments (Strizhakova, Coulter, 

& Price, 2011; Pereira, de Jesus Henriques Correia, & Schutz, 2014). Therefore, the third sub-research 

question analyzes: 

RQ3: To what extent do brand communities influence the cultural identity of brand identity 

segments?   

3.4.1	Definition	of	Terms	

It can be argued that that through the increased involvement and connection of casual consumers with 

global brand communities, over time, their glocal cultural identities evolve into global cultural 

identities through their evolving social and relational values with a global brand community, and 

thereby becoming more hardcore consumers. Thereby, consumer’s glocal identities would evolve into 

more global identities, as glocalization is perceived as a dynamic and evolving social process (Kipnis, 

Broderick, & Demangeot, 2014; Hatch & Schultz, 2010; Tynan & McKechnie, 2009; Mascarenhas, 

Kesavan, & Bernachhi, 2006; Fournier, 1998). Additionally, it can be argued that the hardcore 

consumer segment develop a higher global identity through the globally shared social and relational 

values gained through the interrelationships within brand communities. Hence, the following 

hypothesis H3 will be investigated:  

H3: The hardcore consumer segment shows a higher degree of cultural identity through higher brand 

community importance 

In detail, H3 argues that the current hardcore consumer segment witnessed an increase of their global 

cultural identity through an increasing importance with a particular global brand community. This 

research argues that this is the case through the developed, and long-lasting social and relational values 

gained through these communities. Thereby showing that cultural identities within the postmodern 
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society are indeed evolving, while highlighting the positive effect of global brand communities in 

fostering global cultural identity formation (Kipnis, Broderick, & Demangeot, 2014; Mühlbacher & 

Hemetsberger, 2008; Tynan & McKechnie, 2009; Mascarenhas, Kesavan, & Bernachhi, 2006; 

Strizhakova, Coulter, & Price, 2011; Malefyt, 2009; Ghantous, 2008). 

H3 will be answered by focusing on two sub-hypotheses. First of all, it is argued that hardcore 

consumer segments perceive consuming an HBE as more important compared to the casual segment. 

This should also be reflected through their brand communication medium consumption preferences, as 

an attempt to consume a HBE entails the interrelationship with other consumers. Consequently, it can 

be argued that hardcore consumers will use more mediums characterized as important for brand 

community interrelationships, compared to the casual segment (Kipnis, Broderick, & Demangeot, 

2014; Mühlbacher & Hemetsberger, 2008; Tynan & McKechnie, 2009; Mascarenhas, Kesavan, & 

Bernachhi, 2006; Strizhakova, Coulter, & Price, 2011; Malefyt, 2009; Ghantous, 2008). Therefore, the 

following sub-hypothesis H3.a will be analyzed: 

H3.a: The hardcore consumer segment prefers using mediums characterized as important for brand 

community interrelationships 

Secondly, as the hardcore consumer segment is argued to prefer using Important Brand Community 

Mediums, it is necessary to analyze the evaluation of the cultural identity of that specific consumer 

segment. This is the case, as an increased interaction with global brand communities, might increase 

the global cultural identity of these consumers. As this research defined cultural identity through the 

use of standardized or adapted mediums, it is expected that the hardcore consumer segment, in addition 

of preferring Important Brand Community Mediums, also highlight an increased preference towards 

Standardized Brand Communication Mediums (Kipnis, Broderick, & Demangeot, 2014; Tynan & 

McKechnie, 2009; Mascarenhas, Kesavan, & Bernachhi, 2006; Strizhakova, Coulter, & Price, 2011; 

Malefyt, 2009; Ghantous, 2008). Therefore, H3.b states: 

H3.b: The evolution of the hardcore consumer segment shows an increased importance towards 

standardized brand communication mediums 
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Lastly, through combining H3.a and H3.b, an answer for H3 can be found. This is the case, as H3.a will 

highlight whether the hardcore consumer segment perceive brand communities as more importantly 

than casual fans, while H3.b will highlight that hardcore consumer segments increased their preference 

towards standardized mediums, highlighting an increased global cultural identity through an increased 

importance of brand communities. 

3.4.2	Measurement	of	H3	

Hypothesis 3 will be measured through its to underlying sub-hypotheses. H3.a will be measured 

through analyzing the importance of mediums for brand community communication, and dividing these 

into two clusters of Important- and Unimportant Brand Community Mediums. Then these clusters will 

be compared with the current consumption preferences of the two brand identity segments, in order to 

analyze whether there is a relationship between the hardcore segment and Important Brand Community 

Mediums. 

The second sub-hypothesis, namely H3.b, will be measured through the changing communication 

medium consumption patterns, of the current and initial brand identity stage. More specifically, the 

interest is on the evolution of brand communication medium preferences of the hardcore consumer 

segment, from its initial awareness of the brand, to its current preferences analyzed in H1. This allows a 

measurement of the evolution in cultural identity of the current hardcore segment, compared to their 

own medium usage, when they were at the initial stage of the PCM model. It is argued that using the 

same hardcore segment, and comparing their evaluation, is a valid method in order to analyze the 

assessment of cultural identities. This is the case, as the PCM model states that every consumer starts at 

the awareness stage, and moves up the ladder, before reaching the allegiance or attachment stage, 

characterized as hardcore consumers (Funk & James, 2001). 
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3.5	Limitations	of	Research	Design	

When analyzing these three research questions, it is important to highlight the internal limitations of the 

research design. First of all, the analysis of the research questions focuses solely on the primary 

experience sector, which uses experiences as their main value-creation tool. Thereby, the research will 

not focus on secondary experience companies who use experience to augment their products or services 

(Sundbo, 2009). This specification is important due to the nature of HBEs, explained in the following 

section. 

Second, HBEs are defined throughout this research as all the interactions at all touch points between 

the brand and its consumers, as well as in-between consumers (Carbone, 1998; Pine & Gilmore, 1998; 

Schmitt, 1999; Sahin, Zehir, & Kitapçı, 2011; Mascarenhas, Kesavan, & Bernachhi, 2006; Tsai, 2005; 

Beltagui, Candi, & Riedel, 2012). However, this research limits itself to analyze the emotional-side of 

HBEs, as research highlights the importance of emotions to influence consumers’ interpretation of 

HBEs. Especially as emotions have been shown to unconsciously affect consumer decision-making 

(Tynan & McKechnie, 2009; Winkielman & Berridge, 2004; Dijksterhuis et al., 2005). Additionally, 

emotions have been found to positively influence the perceived experience (Voss, 2004). Thus, it is 

argued that analyzing the emotional side of the HBEs, allows one to gain more knowledge about the 

consumer behavior and consumers’ unconscious preferences (Schmitt, 1999; Winkielman & Berridge, 

2004). 

Third, within this research the concept of emotions is limited to analyzing the social and relational 

values of consumers. This choice was undertaken, as social and relational values have been linked to 

influence consumers’ emotions unconsciously (Schmitt, 1999; Tsai, 2005; Morrison & Crane, 2007; 

Sahin, Zehir, & Kitapçı, 2011; Fehr & Camerer, 2007), as well as positively influence the personal 

interpretations of HBEs (Schmitt, 1999; Voss, 2004). Additionally, this research defines emotions 

through social and relational values, as these have been found to impact the cultural identity of 

consumers. This is important within experiential branding, as the S-D logic argues that intangible 

exchange processes and relationships are the main value creation driver, through the co-creation of 

value between consumers (Vargo & Lusch, 2004; Tynan & McKechnie, 2009). 
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Fourth, this research defines a cultural identity of consumers based on the shared social and relational 

values that different global segments share with each other within a particular culture, or in this case a 

specific brand community. A global cultural identity is thereby defined through a higher degree of 

globally shared social and relational values within a specific global brand community. Whereas the 

glocal cultural identity shares the principles of these globally shared values, but does so through a 

higher concentration on their respective local culture (Malefyt, 2009; Koller, 2007; Molleda & Roberts, 

2008; Strizhakova, Coulter, & Price, 2012). This arises from the fact that brands represent a cultural 

resource for consumers, used differently by globally- and glocally engaged consumers, whereas 

globally-engaged consumers perceive higher value through a focus on global values (Molleda & 

Roberts, 2008; Strizhakova, Coulter, & Price, 2012), and thereby form a specific global segment 

through the feeling of belongingness by consuming a specific global brand (Holton, 2000; Levitt, 1983; 

Cleveland & Laroche, 2007; Ghantous, 2008). 

Fifth, this research limits itself to corporate branding, and more specifically corporate brand identity. 

This research argues that this important, as a company’s global strategy is closely linked to its 

corporate strategy. Thereby a company’s corporate brand identity within the international sphere will 

depend on the choice of globally standardized compared to glocally adapted brand strategies 

(Svensson, 2001; Strizhakova, Coulter, & Price, 2011; Kipnis, Broderick, & Demangeot, 2014).  

Lastly, as the literature review highlights the importance of IMC in staging experiences globally, this 

research incorporates both online and offline communication platforms. Including both is important in 

order to analyze consumer behavior within the experience economy, as the online/offline spheres 

impact both, the lived and mediated experience of consumers (Tsai, 2005). Especially, the online 

sphere is of particular importance, as the Internet has been argued to have impacted consumer behavior 

worldwide (Ritzer, 2003; Malefyt, 2009; Ghantous, 2008), while allowing a two-way communication 

between the brand and the consumers, as well as in between consumers (Malefyt, 2009), required 

through the interrelationship between experiential branding and the S-D logic (Tynan & McKechnie, 

2009). More specifically, the Internet also represents a specific determination of culture, which 

different individuals share to a different degree. Thus, the use of certain online/offline mediums 

represents a determinant of global consumer culture, and thereby representing different cultural 
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identities. However, due to the extensive nature of offline and online brand communication mediums, 

this research limits itself in terms of the amount of mediums analyzed, as not all could be analyzed due 

to access limitations (Levitt, 1983; Merz, He, & Alden, 2008). 

 

3.6	Introduction	of	the	Case	Company	-	The	National	Basketball	Association	

In order to answer the research questions this research focuses on a specific corporate brand, namely 

the National Basketball Association (NBA). The specific brand has been chosen for analyzing this 

thesis’ research interest, due to a number of different and important features when analyzing global 

consumer preferences within the experience economy, described in the following sections.  

3.6.1	Primary	Experience	Company		

First of all, the NBA has been chosen as it represents a primary experience company, as the NBA’s 

main value creation aim derives from staging experiences (Sundbo, 2009). The NBA’s focus on 

delivering experiences started in the 1980s, when David Stern was named Commissioner of the NBA, 

and reorganized it into a marketing and entertainment company (Huang, 2013; Jackson & Andrews, 

1999). Thereby, the NBA focused on the underlying principles of the experience economy, before the 

rise of the term in the academic field. In the 1980s the NBA started to focus on providing consumers 

with experiences by focusing on the pre-, during- and after consumption process when visiting a live 

game. For example, during that time, the NBA went through a transformation, in which all stadiums 

were rebuilt in order to increase the perceived HBE. Additionally, the NBA was focusing on turning 

these stadiums into destinations, allowing them to provide different consumer segments with different 

types of experiences. Thereby the NBA was able to increase the consumers’ time spent at these venues 

(Voss, 2004; Chiba, 2012). Moreover, the NBA recognized early the importance of target 

segmentation, due to the personal interpretation of experiences. This is highlighted through the creation 

of NBA Entertainment in 1982, which focused on the creation of different programs for specific 

consumer segments  (Fortunato, 2000).  Lastly, the NBA is perceived as offering primary experiences, 
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as Jackson & Andrews (1999) argue that specific consumer segments in New Zealand were immersed 

in the NBA’s HBE, while having never seen an actual NBA game. Their interest within the NBA brand 

arose from their derived emotional value from the gained brand experience, including clothing and 

apparel, but more specifically NBA collectors’ cards (Jackson & Andrews, 1999).  

3.6.2	The	Use	of	New	Technologies	for	Staging	Holistic	Brand	Experiences	

Second, the NBA represents a good case example for analyzing consumer behavior and preferences 

within the experience economy, through their focus on using and implementing the newest 

technologies. More specifically, the NBA brand has been chosen, due to their quick adaptation to the 

Internet in the 1990s. For example, the corporate brand website NBA.com, was registered in 1994 

(Who.is, 2016), and launched in 1996 (Seomastering.com, 2016). This highlights that the NBA focused 

on the positive impact of the Internet for staging HBE from an early stage on, as the first ever 

publically available Website was launched in 1993 (Savov, 2013). This shows that the NBA was very 

quick to perceive the possibilities of the Web, in terms of creating value by allowing consumers to be 

more involved and connected within the NBA experiences. However, the NBA did not only try to 

provide more HBE solely through new technologies, but through an interrelationship between online 

and offline experiences, highlighting their use of IMC. This is highlighted by the following quote from 

David Stern on the overall strategy of the NBA, stating:  

“really most of it [the NBA strategy] flows from the recognition that we really do have a product that 

will be effective by different delivery systems and that can flow to our consumers in a variety of ways 

and is not limited to games“ (Fortunato, 2000, p. 496).  

3.6.3	Staging	Holistic	Brand	Experiences	Through	Online	and	Offline	Communication	

Mediums	

Third, the NBA focuses on providing HBEs by combining its online and offline brand communication 

mediums. The NBA provides these HBEs, by combining the mediated and lived world, through the use 

of online and offline communication channels, while fostering the arising synergies between these, to 
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maximize the likelihood of providing personally relevant messages to various consumer targets. The 

NBA is focusing on providing HBE, by focusing on both, new market offerings, as well as 

augmentation (Mascarenhas, Kesavan, & Bernachhi, 2006).  

On one hand, the NBA uses new technological abilities in order to offer consumers new market 

offerings. One of the most important ones consists of the NBA League Pass. This new market offering 

allows the NBA to provide HBEs to their consumers, as it allows them to watch every game live and on 

demand. Additionally, the League Pass allows consumers to adapt their consumption preferences, by 

providing them with the opportunity to chose between various broadcasts, as well as allowing them to 

watch games on most devices, ranging from Internet-based TVs, to computers, as well as specifically 

designed mobile applications. Moreover, fans can adapt their preferred camera angles in order to permit 

consumers to perceive the experience in a way that maximizes their personal interpretation, as “NBA 

fans deserve more” (NBA League Pass, 2017). More importantly, the League Pass offers a HBE, as 

consumers gain additional value from watching it online, rather than on traditional TV. This is the case, 

as the League Pass allows consumers to feel part of the live arena experience, as it shows the full range 

of activities and live events during the game breaks, whereas the TV station switch to commercial 

breaks. More importantly, the NBA is striving for developing even more HBEs through the use of new 

arising online technologies. This becomes evident, as the NBA became one of the first sport leagues 

worldwide offering their fans a new experience of streaming games online, through the use of Virtual 

Reality (VR). NBA VR was introduced in the beginning of the 2016/17 season, allowing consumers to 

watch one game per week in VR. This is argued to represent a new transition into HBEs, as consumers 

perceive sitting inside the stadium. Thereby consumers are able to share the experience with all the 

other consumers, allowing an increase of the involvement and connection with the brand experience 

(NBA VR, 2017).  

On the other hand, the NBA also uses the offline/online interrelationships in order to augment 

experiences. For example, the introduction of NBA.com and the NBA’s use of different Social Media 

platforms allowed augmenting consumers’ perceived experiences. For example, through these 

mediums, consumers can vote for their favorite players to participate in the yearly All-Star Game. This 

game represents in itself an augmentation of the consumer experience, as it brings together all the best 



	 60 

players of a given year, who compete against each other within a friendly game focused primarily on 

providing additional entertainment values. Moreover, the NBA.com website also augments consumer 

experiences through an increased involvement of fans, by combining offline and online experience 

consumption. This is the case, as the NBA allows fans to vote online (Website and Social Media), 

which game should be shown on TV during a specific program called ‘FanNight’. This does not only 

increase the active participation of consumers within HBE, but also allows the NBA to broadcast the 

games on TV, in which their fan base is most interested in and thereby staging the HBE accordingly to 

consumers preferences (Fortunato, 2000; NBA.com, 2017). 

Concerning the NBA’s use of Social Media, it is important to highlight how they are augmenting the 

offline and online brand experiences. First of all, the NBA makes sure to use all available Social Media 

channels, ranging from Facebook and Twitter, to Instagram, YouTube and Snapchat. This does not 

only to augment experiences in terms of allowing each consumer to choose which platform is generally 

preferred, but also in terms that it allows the creation of online and offline brand communities. 

Moreover, the NBA uses the interrelationship between online and offline in order to augment the 

functional element of the HBE (Rakic & Rakic, 2014; Tsai, 2005). For example, through an increased 

focus on Big Data, the NBA increases the functional side of the brand experience, through providing 

teams and players with new statistics, allowing them to increase their performance, while also 

providing consumers with more information about the performance of their favorite players and teams 

(National Basketball Association, 2012). 

3.6.4	Global	Holistic	Brand	Experience		

Fourth, the NBA brand has been chosen due to its long international presence. The NBA went global in 

order to cope with saturation problems within the US in the early 1990s (Jackson & Andrews, 1999; 

Chiba; 2012; Huang, 2013). The NBA started to become more international, by creating two franchises 

in Canada in 1995, namely the Toronto Raptors and the Vancouver Grizzlies, in order to expand its 

market (Chiba, 2012). Additionally, the NBA initiated to focus more and more by providing global 

consumers with the same HBE Americans were accustomed to, by bringing live games abroad in the 

1990s, and thereby increase the foreign consumer segments (Chiba, 2012). For example, in the early 
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1990s, the NBA held exhibitions in Europe, Japan, and China, emphasizing their global focus. During 

the same period, the NBA opened offices outside the US, in areas including Europe, Asia, Latin 

America and Canada. Additionally, within a five-year span, from 1992-1997, the NBA increased their 

overseas offices by 10, now spanning six continents (Huang & Hong, 2015; Jackson & Andrews, 

1999).  

Further, the long global expansion of the NBA brand has allowed them to impact the social and 

relational ties of their global consumers, as these developed forming brand communities worldwide 

(Huang, 2013; Jackson & Andrews, 1999; Falcous & Maguire, 2006). Thereby, the NBA provides 

global HBEs by focusing on the creation of global emotions, as Brian McIntyre, Senior 

Communications advisor to NBA Commissioner David Stern, argues that consumers “want real 

emotions” (Fortunato, 2000, p. 489). They do so by communicating their brand identity through the use 

of global values that are universally present and important for various global consumer segments. They 

do so through the creation and emphasis of various programs, which underlying values are so general 

that they can be interpreted similarly around the world. These programs include NBA Green, which 

highlights the importance of sustainability; NBA Fit, focusing on the importance of a healthy lifestyle; 

NBA Cares (including Basketball Without Borders), emphasizing the importance of helping out the 

poor and unprivileged local, and global citizens in need; ThisIsWhyWePlay, which draws attention to 

the importance of the NBA brand community, where consumers can share their experiences with the 

brand and with others, while allowing the brand to directly interact with consumers. Additionally, the 

NBA stands for other important and globally available values. For example, the NBA raises attention 

towards equality. They proved this by forcing one of their team’s owners, Donald Sterling, to sell his 

team after an audio file was leaked, which included strong racists comments made by him (Todd & 

Almasy, 2014). In addition, the NBA sent a strong message by removing the 2017 All-Star Game from 

Charlotte. This decision was made to protest the North Carolina State’s decision to eliminate laws, 

protecting the LGBT community from anti-discrimination (Cacciola & Blinder, 2016). These global 

values are, however, not specifically stated by the NBA itself, as it does not have an official value 

statement like most other corporate brands. This emphasizes the company’s understanding that these 

values might slightly change from consumer to consumer through the personal interpretation of brand 

meaning, and thus influencing the perceived HBE (Pine & Gilmore, 1998; Sundbo, 2009; Tsai, 2005; 
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Tynan & McKechnie, 2009; Beltagui, Candi, & Riedel, 2012).  

3.6.5	Glocal	Holistic	Brand	Experience	Strategy		

Fifth, the NBA brand has been selected as they have used a glocal strategy within their early 

internationalization process. The NBA focused on adapting to the local culture, while still highlighting 

itself as a cultural difference within that local market (Jackson & Andrews, 1999). Thereby, their 

glocalization strategy focused on “becoming an accepted amateur of the local culture by consciously 

developing the authentic NBA experience” (Jackson & Andrews, 1999, p. 35). Therefore, the NBA 

brand is perceived as a HBE aiming at energizing multiple local cultures, instead of causing a 

“dissolution of local identities through establishing of a homogeneous global culture” (Jackson & 

Andrews, 1999, p. 40). This glocal strategy can be best described by using the examples of the UK and 

China. For example, in order to appeal to the UK market, which previously had been highly unfamiliar 

with basketball, the NBA adapted to the specific circumstances of this market. They did so by using 

educational features, indigenous reference points to align the NBA content to the English Premier 

League, and British NBA players to specifically promote the UK’s presence in the NBA (Falcous & 

Maguire, 2006). Additionally, the NBA’s success in China also resulted from their glocal strategy, 

whereas the NBA intensively cooperated with Chinese Central Television (CCTV), who started to 

create a 90-minute weekly NBA program, specifically designed for the Chinese audience (Huang, 

2013). Further, due to the importance and size of the Chinese market, the NBA also introduced 

specifically designed offline events for Chinese fans, including NBA Jam Van and Junior NBA China. 

Moreover, the NBA has since 2004 played live NBA games in China almost on a yearly basis (Huang, 

2013). In addition to offline events, the NBA also continued their glocal strategy within China, through 

the launch of the glocal website NBA.com/China in 2003. This provided Chinese consumers to vote for 

the broadcasted games on CCTV, as well as live Play-By-Play game statistics in 2005, for the first time 

in another language than English (Huang, 2013).  
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3.6.6	Changing	Global	Consumer	Demands		

However, the biggest, and last reason why this research perceives the NBA to be a good case example 

for analyzing the research questions, as certain global NBA consumer segments seem to prefer globally 

standardized mediums in order to interact with the brand. This is the case, as in 2008, the NBA decided 

to intensify their glocal brand strategy, while creating locally adapted content through the use of third-

party partnerships. Thereby, the NBA started giving away most of their existing international website 

domains to local partners, in an attempt to provide consumers with more locally adapted experiences. 

Thus, removing 15 of its existing 17 corporate local websites, including Argentina, Africa, Australia, 

Brazil, Canada, France, Germany, Greece, Israel, Italy, New Zealand, Philippines, Spain, Turkey, and 

Russia (GiveMeSport - NBA, 2017). This meant that fans wanting to access the domain of NBA.com, 

or one of its local domains (e.g. NBA.com/France), were immediately redirected to the local partners’ 

website. This decision was negatively embraced by NBA consumers of these respective countries. 

They negatively commented this decision through Social Media, as they seem to prefer the globally 

standardized website to the locally adapted ones. For example, one consumer from the UK tweeted 

directly to the NBA by saying “Hey @nbauk when I go to NBA.com, I want NBA.com” (Neter, 2016). 

This led the NBA to change this decision, by allowing each consumer to access the global NBA.com 

Website, while only being transferred to the local partner website when going to the specific local NBA 

site (e.g. NBA.com/France). However, the NBA kept the local sites of China and Taiwan, while 

launching a new local website in India in 2016, in order to react to an increasing fan base in that 

country, and to offer these new fans localized NBA related content (Business Standard, 2016). The 

changing consumer preference highlights the possibility that, at least certain global consumer segments, 

seem to embrace globally standardized platforms, compared to locally adapted ones. It can be argued 

that the underlying reasons for this changing consumer behavior might be an increased global identity 

of that specific consumer segment through an ongoing relationship with the global NBA brand, as the 

NBA is perceived “like a bridge for cultural exchange” (Williams, 2017, 0:49-0:53).  

Through these numerous and diverse elements of the NBA, are found to underlie the research efforts of 

this paper, making the NBA corporate brand a useful and suitable case for studying the effects of HBEs 

on global consumer segments based on different degrees of cultural identities.  
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Before going into the specifics on how to use the NBA brand within this research, the next sections 

starts by introducing the methodological considerations underlying the research’s efforts.  

 

3.7	Methodological	Design	

The following section describes the methodological choices that have been applied throughout the 

research- and the writing process for this thesis. In essence, the research design specifies the underlying 

framework of collection and analysis of the data (Bryman, 2012). 

3.7.1	Philosophy	

The overall term of research philosophy regards the development and nature of knowledge, as the aim 

of the research is to develop knowledge in a specific field (Saunders, Lewis, & Thornhill, 2009). For 

the following research, the philosophy of pragmatism has been deemed relevant. Pragmatism argues, 

that the main determinant behind the methodological considerations is the research questions. Thereby 

importance is not on choosing one particular epistemology and ontology choice over the other, which 

can be deemed unrealistic in practice, but rather on finding the right mix of these that allows answering 

the research questions (Saunders, Lewis, & Thornhill, 2009). An additional reason for this research 

being conducted through the pragmatist philosophy is that the topic of global segmentation within the 

experience economy is based on the personal interests of the researchers, and the goal is to bring 

academic value to the analyzed environment. Thereby the pragmatist philosophy allows this research to 

be conducted in manners deemed relevant by the researchers (Tashakkori and Teddlie, 1998). 

3.7.1.1	Ontology	

Ontology raises questions about how the researchers view the nature of reality (Saunders, Lewis, & 

Thornhill, 2009), and “whether social entities can and should be considered objective entities that have 
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a reality external to social actors, or whether they can and should be considered social constructions 

built up from the perceptions and actions of social actors” (Bryman, 2012, p. 32).  

The ontological considerations of this research focuses on how to best answer the research questions 

through verifying the underlying hypotheses. Hence the nature of reality is viewed as the practical 

effect of ideas that can lead the researchers to answer and verify these. Therefore, when relevant, the 

research uses both the objectivist and subjectivist view. The objectivist view argues that reality is 

independent of social actors and has an objective truth, which in turn is independent from human 

interpretation. Whereas the subjectivist view argues that reality and entities are created through social 

interaction by the social actors (e.g. humans) and is in a constant state of revision, as reality is 

constantly changing due to new arising elements within the environment  (Saunders, Lewis, & 

Thornhill, 2009; Bryman, 2012). 

Due to the nature of this research, in which the focus is on the experience economy, the subjectivist 

ontology is primarily adopted, as the consumers themselves have a major influence on the nature of 

their reality through the personal interpretations of value derived from the HBE. In addition the 

research’s Online Survey, which will be explained in further detail later, will focus on the consumers’ 

own perception of the HBE. Hence, the nature of reality is created through the social interaction of 

these consumers, e.g. through their interaction within brand communities and the perception of 

importance of these communities. However in some instances of the research, discovering an objective 

truth independent of social actors is the goal as generalizations are necessary in order to perform the 

required research. For example, through the examination of the interrelationships within existing 

literature, generalizations of these findings had to be drawn, leading to the formulation of the research 

questions and the underlying hypotheses. Thus, the pragmatist view of using the relevant mix of 

research approaches and methods is used throughout this research in order to answer the research 

questions (Saunders, Lewis, & Thornhill, 2009; Bryman, 2012). 
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3.7.1.2	Epistemology	

Epistemology is concerned with the type of knowledge, which should be acknowledged as acceptable 

(Saunders, Lewis, & Thornhill, 2009; Bryman, 2012). Bryman (2012) argues that there are two major 

epistemological views that one can use when conducting research, namely positivism and 

interpretivism. Positivism argues that only observable factors can be accepted as knowledge, and that 

the focus should be on causality and generalizations (Bryman, 2012). In contrast, interpretivism focuses 

is on the subjective meanings behind knowledge creation, dependent on the personal interpretation of 

social actors (Saunders, Lewis, & Thornhill, 2009; Bryman, 2012). 

As this research is conducted through the pragmatist philosophy, any ways of thinking or doing that 

can lead to a pragmatic solution, is deemed acceptable. Therefore, both positivism and interpretivism 

are used at different points in the research, as each can lead to knowledge deemed appropriate for 

answering the research questions. Positivism is used when looking for causality in the literature and the 

observable knowledge herein, whereas interpretivism is present when looking at the consumer 

preferences and their individual interpretations of HBEs and the underlying gained values. Thus, in the 

initial phase of the research the positivistic epistemology was used, wherein various existing literature 

has been thoroughly investigated and combined based on the causality and generalizations of the 

findings.  

Yet, this epistemological outlook changes when conducting the primary research. This is the case, as 

this research looks into consumer’s preferences in the experience economy, while specifically focusing 

on HBEs, where the consumers themselves interpret the gained values they obtain from interacting and 

consuming a specific brand. Moreover, this individual interpretation of value depends on an 

individual's past experiences, personal values and so forth (Sundbo, 2009; Tynan & McKechnie, 2009; 

Beltagui, Candi, & Riedel, 2012; Tsai, 2005). In addition, this research focuses on S-D logic, in which 

brand identity is co-created and where consumers’ experiences are depending on the collective 

consumption experience through gained social and relational values. As this research analyses 

consumer perception of HBEs, this research focuses on the interpretivist epistemology within the 

evaluation of the findings. Thereby, at this point of the research, the positivist view is disregarded, as 
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the research is not interested in finding objective social truths. (Mühlbacher & Hemetsberger, 2009; 

Tynan & McKechnie, 2009). 

3.7.2	Approach		

This research is following a deductive approach, where the main aim is to test existing theory, through 

deducing hypotheses and then testing it through collecting data for verifying or falsifying it, and 

potentially modify or add to the existing theory depending on the findings (Robson, 2002). In other 

words, in the deductive approach the researcher “deduces a hypothesis (or hypotheses) that must then 

be subjected to empirical scrutiny” (Bryman, 2012, p. 24). Thus, the deductive approach represents an 

attempt to “search to explain causal relationships between variables” (Saunders, Lewis, & Thornhill, 

2009, p. 125). This relationship is being analyzed through the relationship between the existing theory, 

and the collected data in regards to consumers’ relationship with the case company. The collected data 

should be able to either verify or falsify the abovementioned hypotheses, and thereby answer the 

research questions. 

In terms of time horizon approach, this research focuses on a cross-sectional time horizon. Due to the 

time constraints of this particular research, the goal is to provide a ‘snapshot’ of how the environment 

is currently perceived, and involves the study of a factors at a certain time (Saunders, Lewis, & 

Thornhill, 2009). Therefore this research is conducted at one specific period in time. Yet, this thesis 

will also analyze consumers’ evolution of brand consumption preferences over time, ranging from their 

initial brand-related consumption to their current one. However, this research is still deemed to be 

cross-sectional, as the primary data regarding consumers’ initial consumption period has been collected 

at the same time as the primary data of their current consumption (Saunders, Lewis, & Thornhill, 

2009). 

3.7.3	Choice	of	Strategies	and	Methods	

The following choices of strategies and methods have been employed, in order to increase the validity 

and reliability of this research. A mixed method approach has been used, combining quantitative and 
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qualitative research methods, wherein the main focus will be on the quantitative part. Also both, 

primary and secondary data have been used in order to gain the required data and thereby increase the 

validity of the research. This is the case, as by using a mix of methods and different data collection 

techniques, related to as ‘triangulation’, one increases the validity of the data (Saunders, Lewis, & 

Thornhill, 2009). Thereby, the triangulation process allows “the use of more than one method or source 

of data in the study of a social phenomenon so that findings may be cross-checked” (Bryman, 2012, p. 

717). 

There are numerous data collection methods, where some are deemed more relevant for the deductive 

research approach. As these should be chosen based on their ability to answer the research questions 

(Saunders, Lewis, & Thornhill, 2009), and because this research chose a mixed-method approach, this 

research focuses on two primary research strategies, namely a Content Analysis and an Online Survey. 

3.7.3.1	Content	Analysis		

First, a Content Analysis is performed, in order to highlight how the NBA brand communicates to its 

consumers by distinguishing between globally standardized or glocally adapted communication 

mediums. Specifically, with the rise of the Internet and the increased diversity of online mediums, the 

social dimension of these mediums have become increasingly important for consumers’ perception of 

HBEs, as the community feeling influences the interpretation of the experiences. However, as offline 

communication methods have been argued to still be important, specifically in order to create a halo 

effect, both types of communication mediums are analyzed (Kwon & Lennon, 2009). This highlights 

the increased importance of companies utilizing the right communication mediums for specific 

consumer segments (Pfahl et al., 2012). Through the Content Analysis, observations will be made 

within a fixed format, allowing to compare different brand communication mediums, while 

understanding the differences within these mediums. This will be done by focusing firstly on the 

qualitative aspect of the Content Analysis. Specifically, this research analyses the differences between 

these communication mediums by interpreting the content of these. Secondly, this research will use 

quantitative aspects of the Content Analysis in order to attribute numerical differences arising from 
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these perceived differences. This does not only allow the researchers to generalize the findings of the 

Content Analysis, but also allows the findings to be used in the following research. 

A convenience sample of communication mediums, drawn through a non-random judgmental sample 

based on researcher's access availability, has been used to carry out the analysis. Additionally, as the 

research design focuses on HBEs within a globalized world, these mediums have been chosen based on 

their global presence. Thereby, local Social Media platforms have been disregarded. Specifically, a 

thorough research has been performed of the NBA brand and their underlying IMC strategy through the 

use of various communication mediums, in order to obtain relevant data for answering the research 

questions and analyzing the underlying hypotheses (Bryman, 2012; Rakic & Rakic, 2014). In addition, 

the Content Analysis is deemed to be a transparent research strategy, as it allows replication by other 

researchers, as well as being unobtrusive, thereby increasing the reliability of the study. A disadvantage 

of the Content Analysis regards the validity of the findings, as it requires some sort of interpretation by 

the researcher within the qualitative analyses, decreasing the possibility to gain consistent findings 

when performed through various researchers (Bryman, 2012).  

3.7.3.2	Online	Questionnaire		

Second, this research combines the Content Analysis with a self-administered questionnaire in form of 

an Online Survey, which was distributed through various Social Media platforms and several online 

forums. This method was chosen due to the nature of Online Surveys, namely that it can be fastly 

distributed to a large population, and because the researchers gain the required data in a structured and 

electronic form, allowing for the use of statistical programs (e.g. SPSS) to perform a quantitative 

analysis. In addition, this research decided to perform an Online Survey, as the interest of the research 

requires a global sample, which an Internet survey allows to do, especially in a relatively short period 

of time and at a low cost (McDaniel & Gates, 2001: Saunders, Lewis, & Thornhill, 2009). Yet, the 

disadvantages of an Online Survey highlight that it is not possible to reach the entire population, as not 

everyone has access to the Internet and because not everyone with access uses the Internet or specific 

Social Media mediums (McDaniel & Gates, 2001). 
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The sample used for the survey is based on a convenience sample, and more specifically a non-

probability judgmental sampling. This type of sampling has been chosen as the research is interested in 

a specific target population, and not the general public. This is the case, as this research is only 

interested in respondents who have, at least, reached the awareness stage of the PCM when it comes to 

the case brand, namely the NBA (Funk & James, 2001). This non-probability judgmental sampling was 

achieved by sharing the Online Survey on various global and local NBA-related forums and Social 

Media pages. However, the disadvantage of a judgmental sampling approach is, that the findings do not 

allow generalization for the entire population, and that the findings should be only used for interpreting 

the behavior and preferences of the analyzed sample (Malhotra, Birks, & Willis, 2013). The survey 

design was mostly based on closed questions, in order to facilitate the comparability of the results. Yet, 

this has the negative consequence that participants may lose flexibility within their choices of answers. 

Therefore, the research limited this negative effect by offering participants the ability to skip certain 

answers by providing a “I don’t use this” answer-category, specifically when asking about respondent’s 

perceived importance of specific brand communication mediums (McDaniel & Gates, 2001). 
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4.	Analysis	&	Findings		

Primary data, characterized as data in which the researcher has been directly involved with, in terms of 

the analysis and data collection (Bryman, 2012), has been used in the research, in order to collect data 

about the NBA’s communication strategy, in terms of using Standardized or Adapted Brand 

Communication Mediums. Additionally, primary data has been collected to investigate the preference 

of medium usage preference for communicating and interacting with the NBA brand from a consumer's 

point of view. Also, the collection of primary data has allowed the determination of the degree of brand 

identity of various consumes, contributing to the formation of the hardcore and casual brand identity 

consumer segments. Thereby, the collected primary data within this analysis allows to answer the 

previously introduced research questions, arising from the Content Analysis and Online Survey, 

described in the following sections. 

 

4.1	Content	Analysis	

4.1.1	Analysis	

The Content Analysis is performed in order to identify how the NBA uses different online- and offline 

communication mediums in terms of being globally standardized or glocally adapted. The flexible 

nature of the Content Analysis allows the researchers to create their own set-up, in order to adapt the 

Content Analysis to the specific needs of the research, in this case being able to compare different 

online and offline brand communication mediums (Bryman, 2012). As shown in the literature review, 

within international marketing there is a distinction between a company’s globally standardized and 

glocally adapted strategy (Svensson, 2001; Ritzer, 2003; Levitt, 1983; Lindstrom, 2001; Strizhakova, 

Coulter, & Price, 2011, 2012). Additionally, the implementation of an IMC strategy highlights the 

possibility of a company to implement these two different internationalization strategies within various 

communication mediums (Tsai, 2005; Rakic & Rakic, 2014). These strategic differences become 

apparent when analyzing the use of various communication mediums of the NBA brand. Therefore, the 
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Content Analysis investigates the NBA’s corporate brand communication through analyzing the 

brand’s communication strategy for each individual mediums. Hence, when analyzing the global/glocal 

sphere of a used communication medium, the NBA’s globally and standardized online and offline 

mediums will be compared to the locally adapted communications within the same medium. This is 

done in order to analyze whether the overall strategy of the NBA regarding a specific mediums (e.g. 

Facebook or TV Station) can be described as standardized or adapted, compared to other used 

communication mediums.  

As mentioned before, the Content Analysis includes online- as well as offline brand communication 

mediums. The offline mediums are represented through the variable NBA Games and NBA Events, and 

TV Stations. The online mediums are, on the other hand, represented through the NBA Website, NBA 

League Pass, and the Social Media platforms of Facebook, Twitter, Instagram, Snapchat, and 

YouTube. 

The factors, on which the different mediums are being analyzed, have been adapted from Halliburton & 

Ziegfeld’s (2009) Content Analysis on how major companies communicate their brand identity across 

geographical areas and cultures. The two major categories of Halliburton & Ziegfeld’s analyzes are 

visualization and features, which this research adapted to the specific needs for the analysis by dividing 

these into four categories, namely Content, Language, Design and Logo. Within these categories 

several factors have been identified, thus enabling the researchers to take a closer look at how the 

platforms are used differently, while still being able to make comparisons (Halliburton & Ziegfeld, 

2009). For the first category of Content, the factors include the similarity of published content, the type 

of content in terms of videos, articles, and pictures, the visualization of content in terms of lay-out and 

size, as well as the placement and language of content. The second category of Language analyzes the 

use of the communication language. The third category of Design will be measured by focusing on the 

colors, the layout, national features, as well as the overall consistency of the visual experience. Lastly, 

in order to analyze differences within the category of Logo, this research focuses on the logo design, its 

placement, and the background of the corporate brand logo. 
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In order to analyze and compare different online and offline mediums, the authors followed the same 

process for each of the analyzed mediums. This process will be described by using one medium, 

namely Facebook, as an example on how the Content Analysis was performed (Facebook - NBA, 

2017). Firstly, the researchers started by identifying the globally standardized page on Facebook. 

Secondly, the research selected various locally adapted NBA Facebook pages. These locally adapted 

pages have been selected based on the desired global distribution, of including two glocal pages within 

North America and South America, while using three glocal pages for Europe and Asia, and one glocal 

page for Africa and Oceania. This selection criteria has been used, in order to analyze the NBA’s 

communication strategy worldwide. Thus, the Content Analysis compares the communication strategy 

of the NBA within 13 different markets (Table 1). In order to increase the validity of the findings, the 

research tried to incorporate the same countries within the analysis. However unfortunately, the NBA 

does not use the same communication mediums for each market. For example, while the NBA uses a 

glocally adapted Facebook page for the Taiwanese market, they do not use Twitter or Instagram for this 

specific market. Accordingly, in order to keep the defined absolute numbers of markets per continent, 

some markets have been analyzed only for specific mediums (Table 1). Additionally, for the mediums 

of Snapchat, YouTube and NBA League Pass, the NBA only uses one official account, and therefore 

the authors evaluated the standardized/adapted degree based on this only. Further, as mentioned before, 

due to accessibility problems, the researchers have to limit its research in terms of mediums analyzed. 

Specifically, for the medium of TV Station, the researchers were limited in analyzing only the Danish 

broadcasting as a glocally adapted communication medium. 

Thirdly, after choosing each markets used in the analysis of a specific medium, the researchers 

compared these to the globally standardized version based on the defined factors. For example, the 

Taiwanese NBA Facebook page will be compared to the overall globally standardized NBA Facebook 

page, and within each factor a score from 1 (globally standardized) to 5 (glocally adapted) will be 

attributed. This process is repeated for each of the underlying factors. The average score of each factor 

within a specific category will be then calculated, highlighting the overall score of each category based 

on the standardization/adaptations scale. 
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Mediums / 
Countries  

NBA 
Games 
and NBA 
Events 

TV 
Station 

NBA 
Website 

NBA 
League 
Pass  

Face-
book 

Snapchat Twitter You- 
Tube 

Insta-
gram 

Canada x    
 
 
 
 
 
 
 
 

Globally 
standard

-ized  

x  
 
 
 
 
 
 
 
 

Globally 
standard-

ized  

x  
 
 
 
 
 
 
 
 

Globally 
standard-

ized  

x 

Mexico x   x x x 

United 
Kingdom 

 x  x x x  

Germany x  x x x  

France x   x x  

Australia   x x x  

Brazil x  x x x x 

Argentina    x x x 

Africa x  x x x  

Taiwan x  x x   

Philippines x  x x x  

India   x  x x 

Denmark  x     

Table 1: Overview of the Analyzed Mediums and Countries in the Content Analysis  

Lastly, the average of all categories will be determined in order to find the overall standardized or 

adapted score of each individual communication medium, allowing comparing these mediums. In order 

to determine whether the communication medium in its entirety is standardized or adapted, the 

midpoint of 3 is used as the dividing criteria. This score has been used, as it represents the middle value 
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of our 5-point Likert scale, on which the Content Analysis was based. Thereby Standardized Brand 

Communication Mediums are characterized by a score from 1 to 2.99, and Adapted Brand 

Communication Mediums by a score of 3 to 5. Thereby, is a medium deemed globally standardized 

when the defined factors are highly similar and standardized across different markets/countries, 

indicating the NBA’s standardized medium communication experience across borders. A glocally 

adapted medium is defined as a specific medium highlighting differences between each factor, as well 

as within categories, highlighting the NBA’s use of a specific medium, in order to adapt their 

communications towards specific local markets. 

4.1.2	Findings	

The findings from the Content Analysis highlights that the NBA uses Facebook as a standardized 

medium with an overall score of 2.01 (Content= 2.13; Language= 2.25; Design= 1.83; Logo= 1.81). 

This score indicates a standardized medium, as this research defined standardized mediums as all 

mediums with a score between 1 and 2.99, while adapted ones are represented by a score of 3-5. 

Twitter is also used as a standardized medium with an overall score of 2.26 (Content= 2.33; Language= 

2.36; Design= 2.09; Logo= 2.27). The findings also show that Snapchat is a completely standardized 

medium with an overall score of 1.00 (Content= 1.00; Language= 1.00; Design= 1.00; Logo= 1.00). 

Instagram was also found to represent a standardized medium, yet not completely standardized with an 

overall score of 2.41 (Content= 2.64; Language= 2.80; Design= 2.20; Logo= 2.00). The analysis 

defines YouTube to be a highly standardized medium with an overall score of 1.05 (Content= 1.2; 

Language= 1.00; Design= 1.00; Logo= 1.00). Similarly, the NBA League Pass is also highly 

standardized with an overall score of 1.05 (Content= 1.2; Language= 1.00; Design= 1.00; Logo= 1.00). 

Yet, the NBA Website medium is characterized as an adapted medium with an overall score of 3.02 

(Content= 3.53; Language= 2.50; Design= 3.16; Logo= 2.92). The NBA Games and NBA Events are 

also used as glocal communication mediums, though not as highly, with a score of 3.00  (Content= 

2.93; Language= 3.11; Design= 3.25; Logo= 2.70). Lastly, the TV Station was the most adapted 

communication medium with a score of 3.73 (Content= 4.00; Language= 4.00; Design= 4.25; Logo= 

2.67) (Appendix 1). 



	 76 

 
Table 2: Results from the Content Analysis  

Hence, the findings of the Content Analysis found the Standardized Brand Communication Mediums to 

be Facebook (2.01), Twitter (2.26), Snapchat (1.00), Instagram (2.41), YouTube (1.05), and NBA 

League Pass (1.05), while the Adapted Brand Communication Mediums are represented by the NBA 

Website (3.02), NBA Events and NBA Games (3.00), and TV Station (3.73) (Table 2).  

 

4.2	Online	Survey	

4.2.1	Data	Collection	&	Cleaning	

The survey has been designed with the online tool SurveyXact (SurveyXact, 2017) and consisted of 19 

primarily closed-ended questions, whereas nominal, as well as ordinal scales were used. Of these 

questions, three matrix questions were covered, in which the respondents were asked to assess the 

preference of different communication mediums (n= 16) in regards to their current and initial 

communication medium consumption, as well as their importance for communicating with the global 

brand community of the NBA brand. Herein a 5-point Likert scale was used,  ranging from Very 

important (=1) to Not important (=5), as well as an ‘Do not use’ option, designed for respondents that 
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do not use specific communication mediums. The order of these communication mediums was 

randomized. These matrix questions include all the online- and offline communication mediums 

analyzed in the Content Analysis in order to identify the preference towards Standardized- or Adapted 

Brand Communication Mediums. However, the decision was made to include 6 additional 

communication mediums to gain additional knowledge about consumers’ medium consumption 

preferences. These include Local-, as well as International Forums, WOM, NBA App, NBA VR, and a 

category including other NBA related online and offline mediums. The goal was to keep the survey 

completion time at a minimum, not taking more than 5-7 minutes, in order to decrease the 

“respondent[‘s] fatigue” (Bryman, 2012, p. 235). In addition, to limit misunderstandings, a short 

introduction for each section was made in order to introduce the specifications that the respondents 

have to keep in mind (e.g. when moving from questions regarding their current consumption to their 

initial consumption of the NBA brand). Close-ended questions were primarily chosen in order to limit 

interpretations of the questions, as misunderstandings are less likely to arise through offering 

respondents with predefined answer categories in the close-ended questions (Bryman, 2012). Further, 

this decision was made to enable performing statistical analysis through SPSS (IBM SPSS, 2017).  

The Online Survey was distributed over a three-week period on various Social Media channels, as well 

as a number of local and international forums. During this period, the survey was distributed to 1.078 

potential respondents, in terms of opening the link to the survey. However, only 254 started to respond 

(23.56%), while 21.24% completed the survey . Consequently, to make comparison and to increase the 

validity of the findings, the non-answered and partially answered responses were deleted, decreasing 

the sample size from 254 after collection, to n= 229 respondents used in the analysis. Additionally, the 

values of some of the used categories needed to be re-pooled, as SurveyXact altered some of them in 

certain situations. For example, within the ordinally-scaled 5-point Likert scales, the category of 

Important was originally scored with the value of 5. Yet, as this category represents the second highest 

value within our Likert scales, the value was re-pooled into the value of 2. Moreover, as the survey 

allowed respondents to not answer the sub-questions when not using a specific medium, this research 

treated these specific categories as missing values by replacing the original value of 6 into a -99, as 

these types of missing values represent allowed non-answered questions in SPSS (IBM SPSS, 2017). 
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Lastly, before beginning the analysis a code-plan was established, in order to define which of the 

variables should be used for each hypothesis.  

4.2.2	Brand	Identity	Consumer	Segment	Formation	

4.2.2.1	Analysis		

The first step of the analysis was to define the brand identity consumer segments based on the PCM 

stages. To define these segments, one variable, namely the consumers own perception of the 

importance of the NBA brand was used. The decision to represent brand identity through one variable 

was taken due to the nature of the experience economy, in which the importance of an experience is 

defined through the personal perception of the value obtained from a HBE. Thereby, this perceived 

value cannot be generalized for every consumer as the perceived experience will be interpreted 

differently for every consumer (Funk & James, 2001; Pine & Gilmore, 1998; Sundbo, 2009; Tynan & 

McKechnie, 2009). 

This variable was represented by a 5-point Likert scale, in which the value 1 (Very Important) and 2 

(Important) represent the hardcore brand identity consumer segment, whereas the value 3 (Moderately 

Important), 4 (Slightly Important) and 5 (Not Important) represent the casual brand identity consumer 

segment. This division is based on the PCM stages, in which the Awareness and Attraction stages are 

represented through the casual consumer segment, who identify themselves little with the brand, while 

the Attachment and Allegiance stages represent the hardcore consumer segment who’s brand identity is 

stronger  (Funk & James, 2001; Tapp & Clowes, 2002). 

Defining the brand identity based on the PCM stages, allowed for a creation of a dichotomous variable, 

dividing the four stages of the PCM into two brand identity consumer segments, namely the hardcore 

and casual brand identity consumer segments. Thereby the hardcore consumer segment was defined 

with the value of 0, while the casuals was defined with the value of 1.  
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4.2.2.2	Findings	

The Brand Identity Segment highlights 57.2% (n= 131) respondents in the hardcore consumer segment, 

and 42.8% (n= 98) respondents in the casual consumer segment, as depicted in Graph 4 (mean= 

0.4279; variance= 0.246; standard deviation= 0.496). This is perceived as a good distribution of the 

hardcore, compared to casual consumer segment, as it is important that they are similar in size in order 

to make comparisons between these segments. 

  
Graph 4: Brand Identity Segments - Distribution of Hardcore and Casual Consumer Segments 
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4.2.3	H1	-	The	hardcore	consumer	segment	shows	a	preference	for	standardized	brand	

communication	mediums		

4.2.3.1	Analysis		

In order to analyze and answer H1, the research focuses on the relationship between the brand identity 

segments and the current consumption preference regarding Standardized Brand Communication 

Mediums. Respondents from the Online Survey have been asked to rank the importance of each online 

and offline medium for interacting and consuming the NBA brand on a 5-point Likert scale, ranging 

from Very Important (= 1) to Not Important (= 5), with an option to not answer if the communication 

medium was not used by the respondent.  

Initially, the objective was to create two indexes of Standardized- and of Adapted Brand 

Communication Mediums, by dividing the mediums into two major categories based on the midpoint 

score of the Content Analysis. Unfortunately, this research was denied this proceeding, as the 

underlying indexes did not meet the required minimum value of Cronbach’s alpha (α> 0.7), 

highlighting how well an index represents the desired measured construct (Tavakol & Dennick, 2011). 

Therefore, this research decided to use a Factor Analysis in order to reduce the data into a set of 

factors, with a minimum information loss (Junghagen, 2000). This Factor Analysis was performed by 

using the same communication mediums analyzed in the Content Analysis, namely NBA Games, NBA 

Events, TV Station, NBA Website, NBA League Pass, Facebook, Twitter, Snapchat, YouTube and 

Instagram. The Kaiser-Meyer-Olin (KMO) analysis shows a score of 0.518. As this score is greater 

than 0.5, the Factor Analysis can be performed (Chetty & Datt, 2015). In order to get a valid index, 

only respondents who used all mediums were selected in the Factor Analysis, tested through 

performing a Varimax rotation. The Rotated Component Matrix (Table 3), shows the result of the 

analysis, whereas only values above 0.4 were highlighted (Junghagen, 2000). 
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Table 3: Rotated Component Matrix - Current Brand Communication Medium Preferences 

 

The matrix includes four components, with some of the variables being included in more than one. 

Hence some mediums were excluded from certain components. This decision was based on the results 

of the Content Analysis, which were used in combination with the results from the Rotated Component 

Matrix to group these into Standardized- and Adapted Brand Communication Mediums. After 

identifying clusters of Standardized and Adapted Brand Communication Mediums, this research 

calculated the value of Cronbach’s alpha in order to measure whether these could be described as valid 

indexes. The results of the reliability analysis are presented in Table 4. 
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Index # Index Name Mediums Cronbach’s Alpha 

Index 1 Standardized Brand 
Communication 

Mediums 

NBA League Pass, 
Instagram, Facebook, 

YouTube, Twitter, 
Snapchat 

0.688 

Index 2 Adapted Brand 
Communication 

Mediums I 

NBA Events, NBA 
Games 

0.684  

Index 3 Adapted Brand 
Communication 

Mediums  
II 

TV Station, NBA 
Website 

0.370  

 Table 4: Current Consumption Period - Standardized- and Adapted Brand Communication Mediums Indexes 

 

Although the indexes of the current consumption are not above the required Cronbach’s alpha value of 

α= 0.7, Index 1 and Index 2 are very close to it. Therefore, this research argues that the Standardized- 

and Adapted Brand Communication Mediums indexes represent the underlying constructs of the 

required indexes. The values of the Standardized-, and Adapted Brand Communication Mediums 

indexes have been re-pooled in order to represent our initial 5-point Likert scale. Thereby this research 

defined all indexed values between 1 and 1.99 as Very Important, 2 and 2.99 as Important, and so forth. 

However, as the findings highlight a value of Cronbach’s alpha for the Adapted Brand Communication 

Mediums II index of 0.370, far below the required value α>0.7, we cannot use this in the further 

measurements. Therefore this research concluded to use these two mediums (TV Station and NBA 

Website) as individual variables, representing adapted mediums. Thereby this research compare one 

index representing all Standardized Brand Communication Mediums, while combining three different 

variables for the Adapted Mediums, represented through one index (NBA Games and NBA Events) 

and two individual variables. In addition, this distribution was chosen as the findings of the sub-

hypothesis H3.b, allow to create the same representations of Standardized- and Adapted Brand 
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Communication Mediums. This allows the research to make comparisons between the current and 

initial Brand Communication Medium consumption periods (see H3.b. for more details). 

The Standardized Brand Communication Medium index (n= 56) highlights that 8.9% believe that 

standardized mediums are Very Important, while 44.6% perceive it as Important, compared to 28.6% as 

Moderately Important, 16.1% as Slightly Important, and only 1.8% as Not Important. The Adapted 

Brand Communication Medium I index (n= 88), on the other hand, shows a distribution of 13.6% as 

Very Important, 20.5% as Important, 29.5% as Moderately Important, 18.2% as Slightly Important, and 

18.2% as Not Important. The individually measured adapted mediums of TV Station (n= 172), and 

NBA Website (n= 202), show following distributions: TV Station - Very Important= 17.4%; 

Important= 26.2%; Moderately Important= 27.3%; Slightly Important= 12.2%; Not Important= 16.9%; 

NBA Website - Very Important= 20.8%; Important= 20.8%; Moderately Important= 32.7%; Slightly 

Important= 15.8%; Not Important= 9.9%.   

4.2.3.2	Findings	

First, the relationship between the Standardized Brand Communication Mediums and the brand identity 

segments has been analyzed. The index of standardized mediums in this case represents an ordinal 

scale and the dependent variable, whereas the variable of brand identity segments is a nominal scale 

and represents our independent variable. As the Chi-Squared Analysis highlights a value of χ2= 17.110, 

with a significance of  p= 0.002, the relationship has been found to be highly significant (p< 0.01), for 

the analyzed sample in this research. Specifically, the hardcore consumer segment shows a preference 

for consuming and interacting with the NBA brand through Standardized Brand Communication 

Mediums. As Graph 5 illustrates, the hardcore consumer segment shows a higher tendency towards 

putting greater importance in standardized mediums, whereas the casual consumer segment perceives 

less importance towards these. This becomes evident, when one compares the hardcore and casual 

identity segment's opposite answer behavior within our Online Survey. For example, of the consumers 

that perceive Standardized Brand Communication Mediums as Very Important, 100% belong to the 

hardcore identity segment. Similarly, for the category of Important, 96% of respondents came from the 

hardcore consumer segment, compared to only 4% from the casual consumer segment. Additionally, 
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the casual consumer segment highlights less importance to Standardized Mediums, highlighted through 

a 100%-rate of casual consumers within the category of Not Important, while none of the respondents 

from the hardcore consumer segment chose this answer-category. 

 

Graph 5: Overall Distribution of Brand Identity Segments and Current Standardized Brand Communication Medium Index 

 

Additionally, within the hardcore consumer segment within the analyzed sample, the results show that 

11.6% found the standardized mediums Very Important (as opposed to 0% from within the casual 

segment), and 55.8% found them Important (7.7% in the casual segment), 23.3% stated them as 

Moderately Important (46.2% within the casual segment), 9.3% as Slightly Important (38.5% within 

the casual segment), and 0% of the hardcores perceived Standardized Brand Communication Mediums 

to be Not Important (7.7% within the casual segment) (Graph 6). 
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Graph 6: Distribution of the Importance of Standardized Medium Index for the two Brand Identity Segments  

 

The relationship between the hardcore brand identity consumer segment and their preference towards 

standardized mediums is moreover found by the following findings. First, the hardcore consumer 

segment also shows a preference for consuming NBA content in English compared to their native 

language (n= 131). This arises from the significant relationship (n= 229; χ2= 14.529; p= 0.013) 

between the brand identity segments and the preferred use of English compared to their native 

language, whereas the hardcore consumer segment in this sample has been found to have a stronger 

tendency of interacting with the brand in English (Appendix 2.6).  

Through these findings regarding the preference of the hardcore consumer segment for Standardized 

Brand Communication Mediums and their preference for the use of the global language of English, this 
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research rejects the Null hypothesis (H0), stating that there is no relationship between these variables, 

for this specific sample. The rejection of H0, allows for a temporary verification of H1, meaning that 

that there is ground for believing that there is a relationship between the hardcore consumer segment, 

and Standardized Brand Communication Mediums.  

By looking at the relationship between hardcore consumers and individual brand communication  

mediums, it is evident that many of the highly standardized mediums are highlighted by a greater 

importance. For example, there is a highly significant relationship between the consumer segments and 

mediums such as the NBA League Pass (n= 123; χ2= 14.522; p= 0.006), Facebook (n= 219; χ2= 

16.108; p= 0.003), Twitter (n= 112; χ2= 13.789; p= 0.008) and YouTube (n= 219; χ2= 24.224; p= 

0.000), in which the hardcore brand identity consumer segment has found to put a greater importance in 

these mediums, all of which had been found to represent Standardized Brand Communication Mediums 

in the Content Analysis (Appendix 2.7 – 2.11). In addition, the hardcore consumer segment shows a 

significant preference with consuming the NBA brand through the NBA App (n= 166; χ2= 11.302; p= 

0.023) and the category Others (χ2= 10.334; p= 0.035), meaning that they use other online and offline 

mediums (e.g. ESPN, BleacherReport, etc.) in order consume and interact with the NBA brand. 

4.2.4	H2	-	The	hardcore	consumer	segment	shows	a	higher	perceived	importance	for	brand	

communities	

4.2.4.1	Analysis	

In order to answer H2, the relationship between the two brand identity segments, and the perceived 

Brand Community Importance has been analyzed. This importance of brand communities has been 

measured through a 5-point Likert scale, ranging from Very important (= 1) to Not important (= 5). 

This ordinal scale measurement has then been compared to the dichotomous variable of the brand 

identity segments. The entire sample (n= 229) has been used in order to perform a Contingency 

Analysis, using a crosstab for analyzing the distribution of answer categories of these different 

consumer segments. 
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4.2.4.2	Findings	

The crosstab of the relationship between the brand identity segments and the Brand Community 

Importance, highlights that the hardcore consumer segment (n= 131) perceives brand communities as 

more important than casual fans (n= 98), as the hardcore consumer segment rate the categories of Very 

Important (Hardcore= 36.6%; Casual= 10.2%) and Important (Hardcore= 35.1%; Casual= 11.2%) as 

more important than the casual consumer segment, while the casual consumer segments perceive brand 

communities as less important, as is shown in the categories of Moderately Important (Hardcore= 

16.0%; Casual= 23.5%), Slightly Important (Hardcore= 9.2%; Casual= 26.5%) and Not Important 

(Hardcore= 3.1%; Casual= 28.6%). Yet, in order to see whether this relationship is also significant for 

this specific sample, a Chi-Squared test between the brand identity segments and brand community 

importance was performed. The test highlights a value of the Chi-Squared of χ2= 66.257. In order to 

determine the significance of this relationship, the p-value is used. As p= 0.000, and thereby p< 0.01, 

the relationship between the brand identity segments, and the Brand Community Importance, is highly 

significant and visualized in Graph 7. 

  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Graph 7: Brand identity Segments and General Brand Community Importance  
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Additionally, Graph 8 highlights the general distinction in answer behavior between the hardcore 

consumer segment and casual consumer segment regarding the Brand Community Importance. This is 

the case, as respondents who perceive brand communities as Very Important (82.8%) are hardcore 

consumers as well as 80.7% of respondents of the Important category, compared to only 17.2% and 

19.3% respectively, for the casual consumer segment. Additionally, the casual consumer segment 

perceives brand communities as less important, as 87.5% of the respondents perceiving brand 

communities as Not Important come from this segment. Moreover, 68.4% of the respondents rate the 

Brand Community Importance as Slightly Important, compared to only 12.5% and 31.6% respectively 

belonging to the hardcore consumer segment. Lastly, for the category Moderately Important, the results 

show that 47.7% belong to hardcore consumers, compared to 52.3% belonging to the casual consumer 

segment (Graph 8). 

 
Graph 8: Overall Distribution - Brand Identity Segments and Brand Community Importance  
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These findings, highlighting a stronger tendency of the hardcore consumer segment to rate the Brand 

Community Importance higher than the casual segment, allows for a rejection of the Null hypothesis, 

while temporarily verifying hypothesis H2 for the specific sample analyzed. 

4.2.5	H3:	The	hardcore	consumer	segment	shows	a	higher	degree	of	global	identity	through	

higher	brand	community	importance	

In order to be able to answer H3, this research focuses on answering two sub-hypotheses; H3.a and 

H3.b. More specifically, H3.a analyzes whether the hardcore consumer segments prefer using mediums 

characterized as important for brand communities. H3.b analyzes whether with time, the hardcore 

consumer segments show a higher usage of standardized brand communication mediums. 

4.2.5.1	H3.a	The	hardcore	consumer	segment	prefers	using	mediums	characterized	as	

important	for	brand	community	interrelationships	

4.2.5.1.1	Analysis	

The first sub-hypothesis H3.a has been analyzed by comparing the brand identity consumer segment’s 

current brand communication medium consumption and analyzes the importance of these mediums in 

terms of brand community interrelationships. In order to define the importance of these mediums for 

brand communities, the respondents of the Online Survey were asked to rate the importance of these 

mediums for brand community interrelations based on a 5-point Likert scale. 

Respondents’ evaluation of the importance of these mediums for Brand Community interrelationships 

have been in a later stage transformed into two different indexes, characterizing Important Brand 

Community Mediums and Unimportant Brand Community Mediums. In order to define these indexes, 

this research used the mean of each medium’s brand community importance to divide these mediums 

into Important- and Unimportant Brand Community Mediums. However, as the Content Analysis, as 

well as the index of Adapted Brand Communication Mediums Ι, perceives NBA Games and NBA 

Events as one variable, the average mean of these variables, regarding their brand community 
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importance, were used to reflect these findings. Thereby the mean of 9 mediums is used: NBA Games 

and NBA Events, TV Station, NBA Website, NBA League Pass, Facebook, Twitter, Snapchat, 

YouTube and Instagram. The average mean of these variables is 3.48, which is then used as the 

defining characteristic for defining the two indexes. This means that this research defines Important 

Brand Community Mediums as all mediums having an average below 3.48, as this highlights an 

increased importance of these mediums in regards of brand community interrelationships. On the other 

hand, the mediums scoring higher than the average of 3.48 are defined as Unimportant Brand 

Communication Mediums.  

This definition of Important-, and Unimportant Brand Community Mediums allows us to define two 

different indexes. On the one hand, the index highlighting Important Brand Community Mediums 

includes following mediums: NBA Games, NBA Events, Facebook, and YouTube. Before using this 

index, a reliability analysis was used in order to measure whether these mediums allows the 

measurement of the underlying construct of Important Brand Community Mediums. The results 

highlight that these mediums measure the underlying construct, as the research found a Cronbach’s 

alpha of α = 0.722. As this value is higher than 0.7, the index is seen as valid. Lastly the values of this 

index have been re-pooled, in order to represent the original 5-point Likert scale by defining the 

category of Very important as all the values between 1 and 1.99, Important as all the values between 2 

and 2.99, etc. This has been done in order to facilitate the reading of the findings, and to keep the 

original scale in order to make comparisons. The index of Important Brand Community Mediums 

includes 90 respondents, while having a mean of 2.822, a median of 3, a mode of 2, a standard 

deviation of 1.19529, and a variance of 1.429. Generally, this index scores specifically high for the 

categories of Important (31.1%) and Moderately Important (25.6%), while the category of Very 

Important (13.3%), Slightly Important (20%) and Not Important (10%) score less (Appendix 2.21.1). 

On the other hand, the index of Unimportant Brand Community Mediums is represented through the 

mediums of TV Station, NBA Website, NBA League Pass, Twitter, Snapchat and Instagram. Here, 

again a reliability analysis was performed, highlighting a value of Cronbach’s alpha of α = 0.792. As 

this value is again higher than 0.7, this research perceives this index to represent the underlying 

construct of Unimportant Brand Community Mediums. Likewise for this index, the values of the 
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categories have been re-pooled. The index of Unimportant Brand Community Mediums includes 66 

respondents, while having a mean of 3.62, a median of 4, a mode of 3, standard deviation of 1.03426, 

and a variance of 1.070. Generally, these Unimportant Brand Community Mediums have been 

described as Very Important for only 3.0% of respondents, while Important (9.1%), Moderately 

Important (33.3%), Slightly Important (31.8%) and Not Important (22.7%) (Appendix 2.21.2). 

4.2.5.1.2	Findings	

In order to analyze if there is a relationship between the two brand identity segments and the indexes of 

Important- and Unimportant Brand Community Mediums, a Contingency Analysis was performed. 

Whereas, the identity segments are characterized by a nominal scale, the two indexes represent an 

ordinal scale. First, the crosstab between the brand identity segments and the index of Important Brand 

Community Mediums was analyzed (n= 59). The crosstab highlights that the hardcore consumer 

segment has a higher importance of these Important Brand Community Mediums in the categories of 

Very Important (Hardcore= 13.6%; Casual= 12.9%), Important (Hardcore= 37.3%; Casual= 19.4%) 

and Moderately Important (Hardcore= 27.1%; Casual= 22.6%), while the casual consumer segment 

show a higher distribution in the categories of Slightly Important (Hardcore= 16.9%; Casual= 25.8%) 

and Not Important (Hardcore= 5.1%; Casual= 19.4%). The relationship between the brand identity 

segments and the index of Important brand Community Mediums has been found to be not significant, 

as the Chi-Squared analysis shows a value of χ2 = 7.207, with a p-value of  p= 0.125.  

Therefore, this research cannot reject the Null hypothesis based on the significance level between these 

variables for this particular sample. However, this research partially verifies H3.a, due to two particular 

findings. First, the evaluation of the crosstab highlights a slight preference of the hardcore consumer 

segment in favor of Important Brand Community Mediums. The second factor indicating that H3.a can 

be partially verified is found within the Bivariate Analysis between the brand identity consumer 

segments and the index of Unimportant Brand Community Mediums (n= 66), described in the 

following paragraph. 
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Similarly to before, the research started by analyzing the crosstab between the brand identity segments 

and the index of Unimportant Brand Community Mediums. It was hypothesized to see a changing 

preference of the casual consumer segment in terms of showing a higher importance to Unimportant 

Brand Community Mediums. However this is not apparent. The casual consumer segments shows less 

importance for the categories of Very Important (Hardcore= 4.4%; Casual= 0.0%), Important 

(Hardcore= 13.3%; Casual= 0.0%), Moderately Important (Hardcore= 37.8%; Casual= 23.8%), and 

Slightly Important (Hardcore= 32.3%; Casual= 28.6%). This consumer segment only shows a higher 

distribution within the last category of Not Important (Hardcore= 11.1%; Casual= 47.6%). The Chi-

Squared value of this relationship is χ2= 13.070, while p= 0.011, meaning that the relationship 

between the brand identity segments and the Unimportant Brand Community Mediums is significant 

(p< 0.05). This significance might arise due to the hardcore consumers’ higher brand identity, making 

them more motivated to consume HBEs by using most available mediums, whether they are important 

for brand community interrelationships or not. While the casual consumer segment seems not to use 

mediums based on the perceived brand community importance, but through using the mediums, with 

which they have an existing consumption habits. 

By comparing the overall scores of the hardcore consumer segment’s consumption preference between 

the Important- and Unimportant Brand Community Mediums one can see a preference for the 

Important Brand Community Medium index, highlighting the second factor for why H3.a is partially 

verified. By comparing the percentage distribution of these two consumer segments, one can see that 

the hardcore consumer segment has a preference for Important-, compared to Unimportant Brand 

Community Mediums. The hardcore consumer segment shows a higher tendency of evaluating the 

Important Brand Community Mediums as more important, as the categories of Very Important (+9.2%) 

and Important (+24.0%) highlight a positive preference of these Standardized mediums, compared to 

the Unimportant ones. While the other three categories, namely Moderately Important (-10.7%), 

Slightly Important (-16.4%), and Not Important (-6.0%) highlight a more negative perception of the 

hardcore consumer segment for Unimportant Brand Community Mediums. 

By analyzing the consumption preference of the consumer segments with specific mediums, regarding 

their importance for brand community relationships, the results highlight the importance of Facebook. 
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The Bivariate Analysis shows a highly significant relationship between these variables (n=210 ; χ2= 

14.664; p= 0.005; p< 0.05), while the crosstab highlights a stronger tendency of the hardcore consumer 

segment to determine Facebook as Very Important (Hardcore= 44.4%; Casual= 23.3%), and Important 

(Hardcore= 30.6%; Casual= 29.1%), while casual consumer segments perceive Facebook as less 

important in the categories of Moderately Important (Hardcore= 10.5%; Casual= 19.8%), Slightly 

Important (Hardcore= 4.8%; Casual= 12.8%), and  Not Important (Hardcore= 9.7%; Casual= 15.1%). 

Additionally, a highly significant relationship between the brand identity consumer segments and an 

additional source of brand community importance was found, namely the use of WOM (n= 210; χ2= 

25.129; p= 0.000; p< 0.01). This shows that the hardcore consumer segment perceives interacting with 

WOM as more important than the casual consumer segment. It is shown through a higher percentage of 

hardcore fans in the category of Very Important (Hardcore= 55.2%; Casual= 30.6%), Important 

(Hardcore= 30.4%; Casual= 27.1%), while the casual consumer segments score higher averages within 

the categories of Moderately Important (Hardcore= 12.0%; Casual= 27.1%), Slightly Important 

(Hardcore= 0.0%; Casual= 4.7%) and Not Important (Hardcore= 2.4%; Casual= 10.6%). Thereby 

WOM seems to be Important Brand Community Mediums as well within HBE consumption for 

hardcore consumers.  

4.2.5.2	H3.b.:	The	evolution	of	the	hardcore	consumer	segment	shows	an	increased	

importance	towards	standardized	brand	communication	mediums		

To complete the analysis of H3, the second sub-hypothesis H3.b will be analyzed. In order to do so, the 

evolution of the hardcore consumer segment is researched, to determine whether this consumer 

segment changed medium consumption patterns, in terms of preferring Standardized- over Adapted 

Brand Communication mediums. Therefore, the research collected additional data about the initial 

communication medium consumption preferences of this consumer segment through the Online 

Survey. Thereby, these initial medium consumption preferences will be compared to the current 

consumption preferences. 
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4.2.5.2.1	Analysis		

The research is interested in clustering the initial medium consumption preferences of the hardcore 

consumer segment, similarly as for the current consumption practices, as described in H1. Hence, this 

analysis started by performing a Factor Analysis, by using Varimax rotation, in order to reduce our data 

into a set of certain factors. Similar to H1, the underlying factors of the initial consumption patterns are 

based on the importance of the following mediums: NBA Games, NBA Events, TV Station, NBA 

Website, NBA League Pass, Facebook, Twitter, Snapchat, Instagram and YouTube. To determine 

whether the Factor Analysis can be measured, the Kaiser-Meyer-Olkin (KMO) is performed. As the 

KMO score for all these 10 variables is 0.663 (KMO > 0.5), the Factor Analysis can be performed 

(Chetty & Datt, 2015). The Rotated Component Matrix highlights three different components, 

including the following variables: Component 1 (NBA League Pass, Facebook, Twitter, Snapchat, 

YouTube and Instagram); Component 2 (TV Station, NBA Website, Facebook, and YouTube) and 

Component 3 (NBA Games, NBA Events, and NBA League Pass). As Component 1 represents only 

variables, which the Content Analysis has determined as standardized mediums and because it allows 

the research to create the same index as in H1, this component represents the Initial Standardized 

Brand Communication Mediums. Therefore, after excluding the standardized mediums, Component 2 

represents only the two variables of TV Station and NBA Website, while Component 3 represents NBA 

Games and NBA Events. These components, represents the adapted mediums exactly liked defined in 

H1, allowing comparisons between the current and initial medium consumption preferences of the 

hardcore consumers. 

These three components of the Factor Analysis are used, to create Standardized- and Adapted indexes 

of the initial medium consumption preferences. Firstly, the Initial Standardized Brand Communication 

Medium index, including Facebook, NBA League Pass, Instagram, Snapchat, YouTube and Twitter, is 

created. However, before doing so, the index’ score of Cronbach’s alpha was measured. As Cronbach’s 

alpha gets a score of α = 0.807, and as this is higher than 0.7, this index can be created. Secondly, the 

Initial Adapted Brand Communication Medium I index, including NBA Games and NBA Events, 

highlights a Cronbach’s alpha of α = 0.729 (> 0.7), allowing a creation of this index as well. Lastly, 

this research was also interested to create an index of Initial Adapted Brand Communication Mediums 
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II for the glocally adapted mediums of TV Station and NBA Website. However, these mediums will be 

analyzed individually, as the Cronbach’s alpha scores less than the required value of 0.7 (α = 0.381), 

and because of the same findings from H1. This definition of the Initial Standardized- and Adapted 

Brand Communication Mediums indexes also allows making comparisons between the current and 

initial consumption patterns of the hardcore consumer segment, required for analyzing H3.b (Table 5). 

 

Index # Index Name Mediums Cronbach’s Alpha 

Index 1 Initial Standardized 
Brand Communication 

Mediums 

NBA League Pass, 
Instagram, Facebook, 

YouTube, Twitter, 
Snapchat 

0.807 

Index 2 Initial Adapted Brand 
Communication 

Mediums I 

NBA Events, NBA 
Games 

0.729  

Index 3 Initial Adapted Brand 
Communication 

Mediums  
II 

TV Station, NBA 
Website 

0.381  

 

Table 5: Overview of Initial Standardized- and Adapted Brand Communication Medium Indexes  

 

The Initial Standardized- and Adapted Brand Communication Medium indexes have been re-pooled in 

order to represent the original 5-Point Likert scale, similarly as in H1. The index of the Initial 

Standardized Brand Communication Mediums (n= 47), highlights a distribution for the hardcore 

consumer segment of 8.5% for the category of Very Important, 29.8% for Important, 31.9% 

Moderately Important, 14.9% Slightly Important, and 14.9% for Not Important. The Initial Adapted 

Brand Communication Medium index (n= 81), on the other hand, highlights following distribution for 

the hardcore consumer segment: 9.9% for the category of Very Important, 17.3% for Important, 33.3% 

for Moderately Important, and 19.8% for both Slightly Important, and Not Important. Lastly, the 

individually measured variables of the Initial Adapted Communication Mediums of TV Station and 
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NBA Website show following distribution: TV Station (n= 176): Very Important = 31.5%; Important = 

23.6%; Moderately Important = 19.9%; Slightly Important = 14.8%; Not Important = 9.7%. NBA 

Website (n= 181): Very Important = 29.8%; Important = 22.7%; Moderately Important = 25.4%; 

Slightly Important = 13.8; Not Important = 8.3%. 

4.2.5.2.2	Findings	

A Contingency Analysis was performed to analyze the relationship between the brand identity 

segments and their consumption of these Initial Standardized- and Adapted Brand Communication 

Mediums. The Contingency Analysis of the relationship between the brand identity segments and the 

Initial Standardized Brand Communication Medium index (n= 31) shows a Chi-Squared value of 

χ2=10.523, as well as being significant (p= 0.032; p< 0.05). Additionally, the crosstab highlights that 

12.9% of the hardcore consumers selected Very Important, 38.7% Important, 32.3% Moderately 

Important, 6.5% Slightly Important and 9.7 Not Important. The same calculations were performed for 

measuring the relationship between the brand identity segments (n= 53) and their Initial Adapted Brand 

Communication Medium index preferences. This relationship scores a Chi-Squared value of χ2=5.169, 

but the significance-level (p= 0.270) highlights no significance between these variables. While the 

distribution  for the hardcore consumer segment looks like the following: Very Important 11.3%, 

Important 22.6%, Moderately Important 34.0%, Slightly Important 15.1%, and Not Important 10.5%. 

When comparing the relationship between the hardcore consumer segment and the initial TV Station 

consumption, this research found a Chi-Squared value of χ2=1.632, while the relationship is not 

significant (p= 0.803; p> 0.05), with the following distribution of the hardcore segment: Very 

Important 34.0%, Important 25.5%, Moderately Important 18.9%, Slightly Important 15.7%, and Not 

Important 8.5%. Moreover, the same calculations were performed for the relationship between brand 

identity segments and the preference for the NBA Website in the initial consumption stage. This 

relationship scores a Chi-Squared value of χ2=6.511, while not being significant (p= 0.164). Following 

distribution for the hardcore consumer segment was found: Very Important 35.7%, Important 23.2%, 

Moderately Important 23.2%, Slightly Important 11.6%, and Not Important 6.3%. 
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In order to be able to answer H3.b, the research compares the consumption patterns of the hardcore 

consumer segment in the current, and initial consumption phase, and focuses on the percentage change 

between these two different consumption periods. Thereby, the initial and current consumption 

preference of the hardcore consumer segment was compared, by comparing the percentage change of 

each category individually. This was done by subtracting the current consumption average by the initial 

consumption average of each category, and dividing this through the initial consumption average. 

However, for the last category (Not Important) this research multiplied this equation by (-1), as it is 

argued that a negative decrease of the current, to the initial consumption, highlights a positive 

improvement, as the analyzed indexes of communication mediums, as well as the individually 

investigated mediums, have increased in importance. These differences are then added, in order to 

calculate the overall percentage evolution of the brand communication medium consumption 

preferences, which will be used as the verification criteria for this hypothesis. 

First, the evolution from the initial to the current Standardized Brand Communication Medium 

consumption preference of the hardcore consumer segment was analyzed. The percentage change 

within each category found following differences: Very Important= -10.1%; Important = +44.2%; 

Moderately Important = -27.9%; Slightly Important = +43.1%; and Not Important (-) = +100%. By 

measuring the percentage change of these five categories, the results show an overall percentage 

change of the hardcore consumer segment towards Standardized Brand Communication Mediums of 

+149.3%. As this change is quite significant the findings indicate that the hardcore consumer segment 

perceived an increased preference for standardized mediums compared to their initial consumption 

preference. However, in order to validate this increase, the evolution of the hardcore consumer 

segment’s preferences with adapted mediums was also investigated. 

Therefore, the evolution of the consumption preference of the hardcore consumer segment was 

compared to the initial and current Adapted Brand Communication Medium indexes, as well as the 

individual adapted mediums of TV Station and NBA Website. The evolution within the index of 

Adapted Brand Communication Mediums found the following categorical difference: Very Important = 

+45.1%; Important = -5.8%; Moderately Important = -3.5%; Slightly Important = -13.2%; and Not 

Important (-) = +3.5%. The overall percentage change is +26.1%. A slight increase in preference of the 
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hardcore consumer from their initial to their current communication medium consumption was found. 

This finding, however, is quite small compared to preference of standardized mediums, and can be 

explained by the fact that the hardcore consumer segment generally shows a higher preference for each 

brand communication medium, due to their higher importance of perceiving a HBE. Additionally, the 

evolutional difference between the hardcore consumer segment and the adapted mediums of TV Station 

and NBA Website, individually, was performed. For the TV Station evolution, following categorical 

differences were found: Very Important = -37.1%; Important= -4.7%; Moderately Important = +59.3%; 

Slightly Important = -40.9%; and Not Important (-) = -94.1%. The overall percentage change for the 

TV Station variable is -117.5%. For the NBA Website medium, the findings highlight a overall 

percentage change of -27.8%, with the following categorical differences: Very Important = -22.7%; 

Important= -22.8%; Moderately Important = +33.2%; Slightly Important = +25.9%; and Not Important 

(-)= -41.3%. Both variables have a negative overall score, highlighting a decreased preference for these 

adapted mediums. These findings compared with the small increase in preference of the Adapted Brand 

Communication Medium index, indicates a decrease of preference of the hardcore consumer segment 

for adapted mediums, highlighted by the average change of all these adapted brand communication 

mediums of -39.7%. 

The findings of the evolutionionary preference of the hardcore consumer segment within their initial 

and current medium consumption show a positive evolution of preference towards Standardized Brand 

Communication Mediums (+149.3%) and an overall decreased preference of all adapted mediums (-

39.7%). This allows for a rejection of the Null hypothesis, and temporarily, assume a positive increased 

preference of the hardcore consumer segment for standardized mediums of H3.b, for the specific 

analyzed sample.  

Additionally, this research analyzed the relationship between individual mediums, and their respective 

preferential evolution. Certain mediums have been found to have a significant positive relationship for 

the hardcore consumer segment in their initial and current consumption preferences, while also 

highlighting a positive overall percentage change. For example, the medium of NBA League Pass 

highlights a significant relationship within the initial consumption preference (χ2= 17.23; p= 0.004), 

while having a positive overall evolution in preference of +68.2%. Similarly findings have been found 
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for Facebook (χ2= 12.596; p= 0.013) and Twitter (χ2= 9.968; p= 0.041), with an overall positive 

preference evolution of Facebook = +40.2%, and Twitter = +121.6%. Additionally, for the category of 

WOM, the same evolution can be found (χ2= 22.874; p= 0.000; Percentage change = +10.6%).  

Lastly, the findings also highlight certain brand communication mediums which relationship towards 

the brand identity segments was found to be significant in the current consumption preference (see H1), 

while not having been found to be significant in the initial consumption period. These include the NBA 

App (χ2= 4.132; p= 0.531; Percentage change = +101.4%), and YouTube (χ2= 7.188; p= 0.125; 

Percentage change = +94.2%). 

Through partially verifying H3.a and verifying H3.b, this research can partially verify H3, namely that 

the hardcore consumer segment has a higher degree of global identity through higher brand community 

importance.  

Hypotheses Verified/Rejected 

H1: The hardcore consumer segment shows a preference for standardized 

brand communication mediums 
✓ Verified 

H2: The hardcore consumer segment shows a higher perceived importance 

for brand communities 
✓ Verified 

H3: The hardcore consumer segments shows a higher degree of global 

identity through higher brand community importance 

 

● H3.a.: The hardcore consumer segment prefers using mediums 

characterized as important for brand community interrelationships 

 

● H3.b.: The evolution of the hardcore consumer segment shows an 

increased importance towards standardized brand communication 

mediums 

〜Partially Verified 

 

 

〜Partially verified 

 

 

✓ Verified 

Table 6: Summary of Verifications of Hypotheses  
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5.	Reliability	and	Validity	

Within the pragmatic philosophy, validity and reliability are two measures indicating the quality of the 

research. Throughout this research these two quality measurements have been kept in mind, while 

designing and investigating the research accordingly to gain reliable and valid findings. The following 

sections will cover the considerations and consequences of the research design and investigation on the 

underlying quality of its findings. 

First, the reliability covers “the extent to which (...) [the] data collection techniques or analysis 

procedures will yield consistent findings” (Saunders, Lewis, & Thornhill, 2009, p. 156). In other 

words, this highlights whether the research would obtain the same findings if other researchers have to 

carry it out, or whether it is carried out on other occasions. This research’ focus is on maximizing the 

reliability findings by focusing on decreasing researchers’ bias, as well as respondents’ bias and error. 

Limiting researchers’ bias, is very important, due to the partially used subjective ontology and 

interpretivist epistemology, in which knowledge is based on a personal interpretation. One of the major 

considerations of this research concerning the reduction of this bias, has been the choice of the 

deductive approach. Consequently, a thorough investigation of existing literature was performed, 

intended to serve as the foundations of the research Thereby reducing the researcher’s own pre-

determined opinions and biases by using reviewed academic sources from well-established journals. 

Yet the reliability of some sources, such as Internet articles, can be criticized due to the authors’ 

personal opinions and representations of the subject, as well as the used content (e.g. the use of Tweets 

from non-experts). Furthermore, the fact that two researchers have been part of the research throughout 

the entire process also limits the individual bias, since all factors and findings were examined and 

discussed. This fact, was increasingly important when carrying out the Content Analysis, which to a 

certain extent was based on the researchers’ perceptions of the individual communication mediums, in 

terms of them being standardized or adapted. Also by using a mixed-method design, the researchers 

were able to investigate the research questions from different angles, while performing the analysis 

based on a predetermined Codeplan, which has been consistently used throughout the research. The 

only change of the initial Codeplan had to be done, when the intended creation of the Standardized- and 
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Adapted Brand Communication Mediums did not pass the criteria of the Reliability Analysis. This has 

led the researchers to change the coding plan into using a Factor Analysis in order to define these 

indexes, by clustering these into various components with limited information loss (Junghagen, 2000). 

However not all researchers’ biases can be excluded, as the chosen mediums for the Content Analysis, 

are based on a convenience sample, based on the researcher’s personal interpretation of usefulness as 

well as their global reach. For example, certain mediums have been used through their availability to 

the researchers, while others have been excluded due to a non-global reach, like for example the 

Chinese Social Media platforms of Sina Weibo and Tencent QQ (Chiu, Ip, & Silverman, 2012). 

However, through the results from our Online Survey, this research was able to increase the reliability 

of the findings from the Content Analysis. For example the indexes regarding the Adapted Brand 

Communication Mediums, within the current as well as initial consumption period, highlight a 

relationship between the variables of NBA Games and NBA Events. This has been investigated as one 

variable within the Content Analysis as well, highlighting that the researchers’ bias in terms of 

choosing the right mediums to analyze has been decreased. 

Within the second research method, namely the Online Survey, specific decisions have been taken to 

decrease respondents’ bias and error. The chosen program, SurveyXact, allowed the Online Survey to 

be designed in a way requiring participants to answer each question, allowing comparisons between 

them to be made. In addition the sub-questions of the matrix questions have been randomized, meaning 

that respondents saw the order differently for the current, initial consumption preferences, as well as for 

the importance of brand community mediums, which limits the risk of respondents answering each 

matrix question the same way. Further, to limit the errors, a short description was given for each 

section of questions (e.g. introducing that the next questions regard the respondent’s initial medium 

consumption with the NBA brand), decreasing the individual respondent’s interpretations of the 

questions. In addition, respondents were forced to answer each question of each section being allowed 

to proceed to the following section, thereby decreasing the potential risk that respondents’ answers get 

influenced by reading the next questions. Lastly, to limit respondents’ biases and errors, the Online 

Survey used mainly close-ended questions to allow to make statistical comparisons. However the 

answers of the questions are still based on the personal interpretations of the respondents, due to 

importance of personal interpretations of value within the experience economy. 
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Yet, even though the survey design tries to limit potential misunderstandings, the nature of an Online 

Survey means that the researchers were not available to answer questions about potential uncertainties 

or misunderstandings when respondents were participating. However, an option for emailing the 

researchers was included in case a problem would arise, but no respondents chose to do so. This was 

the case, even if 25 people did not complete the survey. Further, a competition for a couple of NBA-

Store gift cards have been used to increase participation, which could have negatively influenced 

certain respondent’s motivation for participation in the study. Lastly, the research needs to highlight the 

fact that respondents were asked about their initial brand communication medium consumption 

preferences, which could have negatively influenced the reliability of the findings, as recall biases 

could have played a role (Saunders, Lewis, & Thornhill, 2009). 

As both, the reliability and validity, represent the quality of the research, while the validity depends on 

the reliability of the measurement instrument, a discussion of the validity of the findings is necessary to 

make specific judgments of the research’s quality (McDaniels & Gates, 2001). The validity entails 

“whether the findings are really about what they appear to be about” (Saunders, Lewis, & Thornhill, 

2009, p. 157), or put differently, whether the findings represent a substantial causal relationship 

(McDaniels & Gates, 2001). In order to increase the validity of the findings, this research undertook 

specific research design choices. First, it was attempted to increase the content validity, namely 

whether the measured items represent the underlying concept of the research. This is done by allowing 

respondents’ to not answer the sub-questions of the matrix questions by providing a “don’t/didn’t use” 

category when asked about the importance of specific individual mediums. Furthermore, the content 

validity was influenced by the choice of using a non-random judgmental sample. This increases the 

validity of the results, as the sample only includes respondents that have reached, at least the awareness 

stage of the NBA brand, by posting the Online Survey on different brand-related pages and sites (Funk 

& James, 2001). Additionally, the research focused on increasing the construct validity of the findings, 

which highlights the degree to which an observed phenomena connects towards a specific analyzed 

construct arising from an underlying theory (McDaniels & Gates, 2001). This was performed by 

calculating the value of Cronbach’s alpha as well as the KMO scores, before creating the desired 

Standardized- and Adapted indexes, as well as Important- and Unimportant Brand Community 
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Mediums, or doing a Factor Analysis for dividing the data into certain components (Statistics How To - 

KMO, 2017; Junghagen, 2000; Chetty & Datt, 2015; Tavakol & Dennick, 2011).  

However, the assessment of the overall validity of the findings represents only the lowest level, namely 

face validity, which highlights that the measurement seems to measure what they are supposed to. This 

assessment had to be concluded due to four specific reasons. First, within the index creation for the 

Standardized- and Adapted Brand Communication Mediums within the current consumption 

preferences of the respondents, the value of Cronbach’s alpha do not fully satisfy the criteria for valid 

indexes. This is the case, as a Cronbach’s alpha score above 0.7 is perceived as valid, highlighting that 

the index is measuring the underlying construct of Standardized- or Adapted Brand Communication 

Mediums (Tavakol & Dennick, 2011). However, within this specific case, the findings only found a 

score of 0.688, and 0.684 respectively. The decision was undertaken to still accept these indexes as 

valid, as their score is very close to the required value, while allowing to make a comparison between 

these indexes within the initial and current consumption periods. However, as these do not fully satisfy 

the criteria, the assessment of the validity needs to be decreased, as these indexes only partially 

measure the desired constructs. Second, this research accepted a KMO value of 0.5 as sufficient for 

performing the Factor Analysis. Even though this score is perceived as enough for conducting the 

analysis, the score is also perceived as a weak one with a value of 0.518 for the current Standardized- 

and Adapted Brand Communication Mediums (Statistics How To - KMO, 2017). Third, the assessment 

of the face validity has to be made, as the research failed to reach the required sample size for 

evaluating the results with a higher validity measurement. This is the case, as the sample requires 384 

respondents in order to be deemed valid, with a confidence interval of 5%, a confidence level of 95%, 

and a standard deviation of 0.5, with an estimated population of the NBA brand’s consumer base of 1.3 

billion people worldwide having reached at least the awareness stage of the NBA brand (Smith, 2013; 

National Basketball Association, 2017; Funk & James, 2001). However, the analyzed sample size was 

only n= 229, not being close to the required sample size. Fourth, the validity is only perceived to fulfill 

the criteria of face validity, as the research is deemed inappropriate for making any generalization 

outside the specific sample studied here. This is the case, as the research focuses solely on one specific 

case brand within the primary experience industry of sports, namely the NBA brand, generalization for 

other primary experience brands in the same or different industries are not possible. This decreases the 
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validity of the research to the extent, that it only provides knowledge about the circumstances within 

the analyzed sample. Similarly, the choice of using a non-random judgmental sample, in order to make 

the analysis of the analyzed sub-population more reliable, decreases the validity of the findings to 

represent only face validity, as this hinders the ability for making generalizations for the entire 

population (McDaniels & Gates, 2001; Saunders, Lewis, & Thornhill, 2009; Bryman, 2012).  

Through these various descriptions on the research design and the underlying decisions, the researchers 

perceive the findings as reliable and valid, while highlighting the limitations of this assessment. Based 

on these limitations, the research is not allowed to make generalizations outside of the analyzed sample 

(n= 229). Thus the findings as well as the verifications of the hypotheses, need to be perceived with 

cautions. To make these temporarily assumed findings generalizable, further research will be needed, 

discussed later in the Conclusion. 
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6.	Discussion	

The following section discusses the verification of the findings, as well as the interpretations and 

underlying meaning of these through the combining with existing literature within the global HBE 

debate. Thereby this research can strengthen existing claims within this topic by reconfirming other 

research, as well as generating specific notions, representing new understandings of the global HBEs of 

postmodern consumers found within the analyzed sample.  

 
Table 7: Overview of Research Questions and Hypotheses 
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In order to analyze whether different brand identity segments (hardcore and casual) have different 

degrees of cultural identity, defined as the preference of using Standardized- or Adapted Brand 

Communication Mediums for interacting with a global brand, this research started by analyzing the 

hardcore consumer segment's preference for standardized mediums. H1 was verified within this 

research, as the hardcore consumer segment highlights a stronger tendency of perceiving these 

Standardized Brand Communication Mediums as more important, in terms of comparing the two 

segments’ answer distributions to each other. The findings highlight a 100% and 96% distribution of 

hardcore fans within the two answer categories of Very Important and  Important respectively (Graph 

5). In addition this preference was highlighted through the evaluation of the hardcore segments 

preference distribution, highlighting a strong preference of the two previously mentioned categories 

with 11.6% of Very Important and 55.8% of Important (Graph 6).  

The preference of the hardcore consumer segment towards Standardized Brand Communication 

Mediums, which highlights a greater degree of global cultural identity, shows the importance of IMC 

strategies of companies within the primary experience economy. This importance arises through the 

fact that within the experience economy, value is argued to be perceived individually, thereby creating 

a need for these companies to communicate various brand meanings slightly differently towards 

multiple consumer segments with various degrees of global and glocal cultural identities (Strizhakova, 

Coulter and Price, 2011; Tsai, 2005; Kwon & Lennon, 2009). For example, the findings highlight that 

the hardcore consumer segments have a strong tendency of evaluating Standardized Brand 

Communication Mediums as more important, as described above. These standardized mediums have 

been defined as being the Social Media channels of Facebook, Twitter, Snapchat, YouTube, and 

Instagram, along with the NBA League Pass. Specifically, this shows the importance of Social Media 

channels for the hardcore consumer segment in order to interact with a specific global brand. 

Additionally, these Social Media channels might represent the preferred mediums of this brand identity 

segment, as these are globally standardized in terms of being globally available, while connecting 

people from all around the world. This could highlight a tendency of evaluating standardization as 

more important, due to the social and relational values gained from this internationally shared HBE 

with like minded people (Kipnis, Broderick, & Demangeot, 2013; Tynan & McKechnie, 2009; Schmitt, 

1999). Therefore primary experience brands, should focus on using these Social Media platforms in 
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order to deliver a global value system to the hardcore consumer segment, positively influencing the 

global cultural evaluation of that segment. This is the case, as these globally available Social Media 

platforms might represent a more compressed world, wherein people increase their identification with 

others, positively influencing consumers’ degree of cultural identity (Ritzer, 2003; Malefyt, 2009). 

The difference in preference towards Standardized- compared to Adapted Brand Communication 

Mediums, becomes increasingly important within the context of international branding, as these two 

deterritorialized brand identity segments are available on a global scale and are not limited to their local 

culture or country (Ghantous, 2008). This is the case, as within the international branding literature an 

intense debate exists about the preference of international consumer segments towards standardized and 

adapted brand communications (Svensson, 2001). Additionally, this research found a significant 

relationship between the hardcore consumer segments and the preference of using English, compared to 

the respondents’ native language. This shows, that the hardcore consumer segment, who is more 

involved and connected with the global brand in question, has a higher desire to perceive and consume 

a brand experience in a holistic way, including the use of the brand’s native language. Showing that in 

addition to preferring Standardized Brand Communication Mediums, the hardcore consumer segment 

additionally shows a global cultural identity in terms of global language preferences. Thus 

strengthening the argument of following a fully standardized communication strategy. This is the case, 

as the standardization of the communication language is a heavily discussed theme, wherein literature 

debates whether adapting one’s brand communication language towards the local market is still 

perceived as a standardized global strategy (Svensson, 2001). However, the findings of this paper 

highlight that within the experience economy, primary experience companies can further standardize 

these communication mediums by keeping the focus on one brand-related language, in this case 

English, in order to communicate with the hardcore segment. Moreover, as English has been argued to 

represent a global language, it might highlight a preference usage of this language for the postmodern 

society, as it highlights a global lifestyle with underlying global value structures. Especially for the 

targeting of the young consumer segment, the use of English might be relevant, in order to drive the 

evaluation of a global identity from an early age on (Svensson, 2001; Malefyt, 2009; Koller, 2007; 

Strizhakova, Coulter, & Price, 2012). 
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Additionally, the findings from this research indicate the importance of a primary experience 

company's focus on its IMC strategy for targeting different consumer segments based on the level of 

cultural identity. For example, as hardcore consumer segments entail the attachment and allegiance 

stages of the PCM, wherein these consumers perceive the brand as more important to their personal 

identity, it becomes necessary for the experience company to convey messages that align with this 

perceived identity. Yet, as primary experience companies can target a segment of hardcore consumers, 

who’s personal identity has been shown to be closely related to a global cultural identity, the 

communication messages should convey this global cultural identity through standardizing these 

through the use of globally available and shared values (Funk & James, 2001; Tapp & Clowes, 2002; 

Kwon & Lennon, 2009; Pfahl et al., 2012). 

However, as primary experience companies are not only interested in offering their existing consumers 

the best HBE, but also stage HBE to attract new consumers, the communication strategy has to be 

adapted for the casual consumer segment. Thereby allowing companies within the experience economy 

to generate a sustainable ‘experience profit cycle’ (Voss, 2004). However, as the findings highlight no 

preference of the casual consumer segment for Adapted Brand Communication Mediums, the authors 

argue that the use of these mediums will not directly result in creating the desired circle. This research 

argues that the casual consumer segment, perceives less importance in the degree of standardized or 

adapted communication mediums, but rather on communicating and interacting with the global brand 

on mediums that they already use in their daily lives. This can be explained, as these casual consumers 

identify to a lesser degree with the brand in question, while feeling less importance towards the social 

and relational values with this brand and its consumer base. Therefore, this casual consumer segment 

seems to be only interested in using brand communication mediums, which they already use in other 

spheres of their lives. This is important, in terms of IMC strategy, as experience companies should try 

to incorporate as many different mediums in order to reach the casual consumer segment, by focusing 

on using mediums used by a larger population on a global scale (Rakic & Rakic, 2014; Tsai, 2005). 

Regarding the IMC strategy of primary experience companies, this research additionally shows various 

individual standardized mediums that seem to be important for providing a greater perceived HBE to 

the hardcore consumer segment. Namely the NBA League Pass, Facebook, Twitter and YouTube, seem 
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as specifically important when interacting with hardcore consumers within the experience economy. 

This research regard this as an important finding as these mediums highlight different value offerings 

for hardcore consumers in terms of HBEs. It is argued that these various mediums represent different 

perceptions of an HBE. On one hand, the NBA League Pass represents not only a standardized medium 

but also the main communication medium of the broadcasted experience, in addition to the adapted TV 

Station. This is the case, as the League Pass allows consumers to watch entire games as well as 

highlights. On the other hand, the Social Media platforms of Facebook, Twitter and YouTube represent 

the pre- and after consumption stages of the perceived HBE. This arises from the importance of these 

mediums in terms of allowing brand community interrelationships, highlighted in H3.a. This is the 

case, as these mediums allow consumers to share and discuss NBA-related content with other 

consumers, throughout the HBE stages. Especially as it has been argued that primary experience 

companies should focus on the after consumption stage, in order to create anticipation effects, these 

communication mediums seem of particular interest to create a reinforcing HBE circle (Beltagui, 

Candi, & Riedel, 2012). 

Through the knowledge of these brand identity segments’ preferences, it is possible that an experience 

brand can combine the use of Standardized- and Adapted Brand Communication Mediums in order to 

create a halo effect. Through this halo effect the entirety of communication medium usage from the 

brand will be higher than the sum of the individual ones. Thus, the brand can create a greater HBE for 

most consumers by focusing on their IMC strategy and combining the use of the different mediums. 

For example, to reach the hardcore consumer segment, a mix of standardized communication mediums, 

highlighting the brand’s identity global value structure, could be employed, in order to create a halo 

effect, and thereby increase the perceived value of the HBE for the consumers in this segment. 

Whereas, reaching the casual consumer segment could be achieved through mixing some standardized 

mediums with adapted mediums, thereby increasing the possibility of reaching the casual segment on 

the mediums in which they are already active. However, it might be beneficial for these global HBE 

providers to increase the usage of standardized mediums within their IMC strategy, as the casual 

consumer group might be positively affected in terms of global cultural identity building (Strizhakova, 

Coulter, & Price, 2011). This could be done by conveying a consistent brand identity to these 

consumers, through communicating the brand meaning based on globally shared values. This should, 
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once again, lead to a potential halo effect and increase the perceived value of the HBE for the casual 

consumer segment (Tynan & McKechnie, 2009; Rakic & Rakic, 2014; Tsai, 2005; Kwon & Lennon, 

2009).  

This increased personally perceived value obtained from the HBE could lead some consumers to 

become more active participants in brand communities. Thereby co-creating brand meaning, which can 

lead to an increased identification with the brand, while increasing the perceived HBE for each 

consumer (Kwon & Lennon, 2009; Pfahl et al., 2012). Whether these different segments highlight 

different perceptions on the importance of brand communities, will be discussed in the following 

paragraphs. 

The findings indicate a relationship between the hardcore consumer segment and the Brand 

Community Importance (H2), allowing for a rejection of the Null hypothesis. Generally, the findings 

show a positive relationship between the hardcore consumer segment and brand community 

importance, and a negative relationship between the casual consumer segment and this importance 

(Graph 7).  

The relationship between the hardcore consumer segment and Brand Community Importance is 

assumed to arise through the higher degree of brand identity of this particular segment, leading them to 

engage more with global brand communities, in an attempt to gain the most HBE possible (Kwon & 

Lennon, 2009; Pfahl et al., 2012). This highlights that primary experience companies should foster 

brand communities interrelationships as an important tool for augmenting HBEs, as the underlying 

social and relational values within these communities are perceived as important within the personal 

interpretation of HBEs. Particularly, as brand communities can influence the perceived experience in 

the pre-, during-, and after consumption stage of the actual experience, in this case the live NBA games 

(Strizhakova, Coulter, & Price, 2011; Muniz & O’Guinn, 2001). This is the case, as before, during, and 

after the games, consumers can use various mediums in order to directly interact with brand community 

members, discussed in the following section. 
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Lastly, as the findings indicates that the hardcore consumer segment has a higher degree of global 

cultural identity, as well as a greater importance for brand communities, it is possible that there is a 

positive relationship between these two factors. Thereby, brand communities might positively affect the 

brand identity formation of consumers, leading them from the awareness and attraction stages, towards 

the attachment and allegiance stages of the PCM. Thus, turning them from casual to hardcore 

consumers through the increased brand identity, arising from the positive social and relational values 

from the increased level of involvement and connection with other consumers based on the co-creation 

activities. This could be important for primary experience companies, in order to gradually transform 

their consumer base, making them more involved to the experience brand, thereby increasing their 

willingness to pay and brand loyalty. Additionally these companies can also increase the connection of 

these consumers towards the brand experience, which in turn leads to an  increased activity in the brand 

community, positively increasing the perceived of HBE of other consumers, through the gained global 

social and relational values within the brand communities (Hatch & Schultz, 2010; Mühlbacher & 

Hemetsberger, 2008; Funk & James, 2001; Tapp & Clowes, 2002; Tynan & McKechnie, 2007; 

Quinton, 2013). 

In order to answer whether the hardcore consumer segment has a higher degree of global identity 

through a greater brand community importance, hypothesis H3 was analyzed through the sub-

hypotheses of H3.a and H3.b. In regards to this relationship, H3.a. indicates that there is a possibility 

that the hardcore consumer segment has a slight preference towards these Important Brand Community 

Mediums. This is the case through the slight tendency of the hardcore consumer segment to evaluate 

these mediums as more important, within the categories of Very Important and Important, as well as 

through the difference in these categories compared to the Unimportant Brand Community Mediums. 

Additionally, the findings of H3.b allow the research to verify this sub-hypothesis, as the relationship 

between the brand identity segments and the index of Standardized Brand Communication Mediums of 

the previous consumption stage was significant. This is highlighted by a stronger relationship from the 

hardcore consumer segment towards standardized mediums, while showing an insignificant 

relationships with all Adapted Brand Communication Mediums. This is the case, as the percentage 

evolution of the hardcore consumer segment shows a positive relationship towards Standardized- 

(+149.3%), and a negative relationship towards Adapted Brand Communication Mediums (-39.7%), 
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thereby verifying the sub-hypothesis. This shows that the current hardcore consumer segment within 

the analyzed sample increased their communication medium consumption preferences from Adapted- 

to the Standardized Brand Communication Mediums.  

Through the combination of the results of the two sub-hypotheses, this research has partially verified 

that brand communities can influence the cultural identity of brand identity segments, leading towards 

an evolution into higher global cultural identity of the hardcore consumer segment through a greater 

brand community importance. Thereby, casual consumers unconsciously increase their cultural identity 

into a more globally one, by interacting more with a global brand community, while positively 

evaluating the social and relational values with global community members. In addition the increased 

participation in a brand’s community leads to higher co-creation and co-generation of brand meaning 

and manifestations, which in turn leads to a more holistic value being created for the entire community. 

Thus leading to a positive cycle of sustaining and increasing the brand community by providing HBEs.  

Thereby highlighting that HBEs can create a new economic society with a similar underlying global 

value system (Sundbo, 2009; Hemetsberger & Mühlbacher, 2008; Tynan & McKechnie, 2007; Voss, 

2004; Quinton, 2013). 

When analyzing the research’s findings in depth, it becomes evident that some brand communication 

mediums have a great influence on the brand identity segment’s cultural identity formation through 

fostering brand community interrelationships. One of these mediums is Facebook, which showed a 

significance with the brand identity segment in the initial consumption phase, as well as in the current 

consumption phase. Yet, an increase in the importance of this brand communication medium has been 

found, as the evolution of the hardcore segment’s medium preference changed by 40.2% when 

comparing the initial and current medium consumption preference. In addition, Facebook is being 

deemed important for brand communities. Thus, Facebook is a crucial communication medium for 

brands to incorporate for both for the casual segment, but increasingly for the hardcore segment in 

order to provide them with the desired experiences, amongst others through the fostering of brand 

communities. 



	 113 

The other medium found to significantly influence an increased cultural identity formation within the 

evolution of casual to hardcore consumers, was the effects of WOM. WOM was found to be both 

important in the initial consumption period as well as in the current one, with an overall increase of 

10.59% in importance. Yet, the findings of the evolution of importance shows a decrease of 27.4% of 

consumers who found WOM to be Very Important, when they went from a casual consumer to the 

hardcore consumer segment. This might highlight the importance of interacting with one’s friends in 

the initial period, but as the consumer moves up the PCM stages and becomes a hardcore consumer, 

other mediums become more relevant for the consumer’s evaluation of mediums in terms of being 

perceived as Very Important for the HBE. Thus, WOM still remains Important and Moderately 

Important for most hardcore consumers, which explains the total increase of importance for WOM. 

Additionally, three Standardized Brand Communication Mediums have been found to highlight an 

increase of global cultural identity formation through the evolution of the initial to the current medium 

consumption preference of the hardcore segment. First, the NBA League Pass, as well as Twitter have 

been found to be significant within the initial, as well as current consumption preferences, while both 

highlighting a positive overall increase in importance of +68.2%, and +121.6% respectively. Lastly 

YouTube has been found to be significant within the current consumption phase, while not showing 

this within the initial period. Moreover, YouTube has witnessed a 94.2% increase in importance 

between these consumption periods. This highlights, that the hardcore consumer segment might 

perceive this medium as more important before reaching, at least the attachment stage of the PCM 

(Funk & James, 2001). Thereby, YouTube could be specifically designed for the hardcore consumer 

segment, while standardizing the brand communication. The NBA brand is also doing so, as the 

Content Analysis revealed that they standardize the experience as well as the content on YouTube, by 

only having one global account on this medium. Further, the NBA recently increased their focus on this 

specific medium, by engaging into a co-creation activity with various fans, in order to not only increase 

the amount of content but also to provide the most desired content for the hardcore consumer segment, 

arising from their preferred preference for Standardized Brand Communication Mediums, and 

Important Brand Community Mediums (Steele, 2016). This highlights that the NBA is using YouTube 

in a standardized manner as part of their IMC strategy, wherein they use brand-created communication 

content, as well as user-generated content in order to provide hardcore consumers with the highest HBE 



	 114 

by aligning the brand’s identity, through co-created brand meaning (Rakic & Rakic, 2014; McGovern, 

2009; Mühlbacher & Hemetsberger, 2008). Furthermore, the same statistical findings were found for 

the NBA App, whose degree of standardization was not analyzed within the Content Analysis. 

However, the NBA App shares similar characteristics of the NBA League Pass, it can be assumed that 

the NBA App is standardized as well. If this assumption holds true, then the App would represent an 

important globally standardized medium for the hardcore consumer segment. This could arise through 

the fact that downloading an App takes more personal motivation to search for it and do so, which 

would require the casual consumer to integrate a new medium their medium consumption habits. These 

findings enrich the previous findings showing that the casual consumer segment seem to primarily 

focus on the communication mediums with which they already have an consumption habit, and not 

being willing to add another new medium just for interacting with a specific global brand. Additionally, 

companies could focus on designing the App experience particularly for the hardcore consumer 

segments in terms of increasing their perceived HBE. 

Thereby, the findings of H3 highlight that consumers within the experience economy, are positively 

influenced through the HBE consumption, as the social and relational ties gained within global brand 

community lead to a greater perception of values through additional emotional values (Fehr & 

Camerer, 2007). This is argued to lead to a behavioral change in terms of an increasing one’s global 

cultural identity (Holbrook & Hirschman, 1982), through “a broad range of beliefs and behaviors one 

shares with members of one’s community” (Jensen, 2003, p. 90). The consistency of these globally 

shared beliefs and behaviors, have been additionally found within the communication medium 

preferences, as the hardcore consumer segment shows specific importance towards Facebook, 

YouTube, as well as the use of the NBA League Pass and the NBA App. 
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7.	Conclusion		

This paper was interested in gaining new knowledge about international segmentation within the 

primary experience economy. More precisely the interest was based on providing these global 

consumers with holistic brand experiences (HBEs), while focusing on the brand-, and the cultural 

identity of various consumer segments, as well as their perceived importance brand communities. This 

research analyzed three sub-research questions in order to be able to answer the main research question, 

namely how primary experience companies can segment consumers globally based on their cultural 

identity, and positively influence this by fostering brand communities on different mediums. 

First, the extent to which brand identity segments differ in degrees of cultural identity (RQ1) was 

analyzed through H1. As the findings indicate a verification of H1, this research was able to highlight 

that differences within these brand identity segment exist, in regards to their global compared to glocal 

cultural identities. This shows that the hardcore brand identity consumer segment, defined through the 

PCM stages of attachment and allegiance, highlight a greater cultural identity, measured through the 

use of globally Standardized Brand Communication Mediums, as well as a stronger preference for 

interacting with a global brand in English. However, the casual consumer segment within the analyzed 

sample, did not highlight a stronger preference for Adapted Brand Communication Mediums, defined 

here as a greater glocal cultural identity. Therefore, it becomes evident that there is a difference in 

degree of cultural identity between these brand identity segments, whereas the hardcore consumer 

segment shows a higher degree of global identity compared to the casual consumer segment, while no 

specific tendency arises for the casual segment in terms of having a more glocal identity. This 

highlights a possibility for primary experience companies to use the global cultural identity of the 

hardcore consumer segment to standardize communication towards that specific segment. This includes 

the standardized use of English, as well as the use of Standardized Brand Communication Mediums, as 

the hardcore segment seem to gain a greater value from consuming a globally shared HBE. 

The second research question, namely whether different brand identity segments differ in terms of 

brand community importance (RQ2), was analyzed through H2. The findings from the analysis 

highlight that the hypothesis can be verified, namely that the hardcore consumer segments perceive 
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brand communities as more important than the casual consumer segment. Thereby the research was 

able to provide an answer to RQ2, as it was highlighted that these two different brand identity 

segments, differ in terms of Brand Community Importance. More specifically, the hardcore consumer 

segment, characterized through a higher level of brand identity, perceives brand communities as more 

important, whereas the contrary is true for the casual brand identity consumer segment. This shows that 

the brand communities are more important for augmenting the hardcore consumer’s HBE, through the 

higher perceived social and relational values gained within these communities. Thereby the findings 

highlight the possibility for primary experience companies to target hardcore brand identity segment 

through the use of specific communication mediums, which augments the HBE by fostering brand 

community interrelationships.  

Lastly, this research focused on the extent to which brand communities can influence the cultural 

identity formation of brand identity segment (RQ3). Through partially verifying that the hardcore 

consumer segment prefer using Important Brand Community Mediums (H3.a), and verifying that the 

evolution of these hardcore brand identity segments highlights an increased importance towards 

Standardized Brand Communication Mediums (H3.b), it was possible to partially verify H3, namely 

that the hardcore consumer segment has a higher degree of global cultural identity through higher 

brand community importance. Through these findings, this research can indicate that brand 

communities can influence the cultural identity of brand identity segments. This raises the possibility of 

using global brand communities in order to positively influence the casual consumer brand identity 

segment in terms of preferring Standardized Brand Communication Mediums when interacting with a 

global experience brand, through the greater importance towards globally shared social and relational 

values gained within these communities. Thereby, global primary experience companies could increase 

the brand identity formation of the casual segment, as an increased global identity of these consumers 

would positively affect the personal interpretation of the brand’s HBE value proposition based on 

globally shared and available values. This is the case, as the cultural identity of consumers has been 

found to influence the personal identity formation of consumers. Specifically, this is important for the 

postmodern consumers, who increasingly use global brands for deriving their self-identity.  
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Through these findings, this thesis can provide answers towards the main research question, of how 

primary experience companies can segment consumers globally based on their cultural identity, and 

positively influence this by fostering brand communities on different mediums. First of all, primary 

experience companies can segment consumers globally based on their respective cultural identity, as 

different brand identity segments vary in their respective degree of global and glocal cultural identity. 

Therefore, companies can segment these different target groups through focusing on distinct 

communication strategies within their IMC strategy for reaching these segments. Particularly, 

companies can use a standardized brand strategy in order to provide the highest perceived HBE for the 

hardcore consumer segment, as this segment prefers using Standardized Brand Communication 

Mediums. Additionally, primary experience companies can target specific brand identity segments 

through the use of communication mediums perceived as important for brand communities, as the 

hardcore consumer segments shows an increased importance towards the social and relational values 

gained within these for the HBE consumption. Secondly, as this hardcore brand identity segment also 

highlights a greater Brand Community Importance, the findings highlight the possibility that the 

primary experience companies can positively influence the cultural identity of these brand identity 

segments through fostering brand community interrelationships by using different mediums. This is the 

case, as the hardcore consumer segment shows an increased importance of Standardized Brand 

Communication Medium preference compared to their initial consumption period, namely when these 

consumers were regarded to be part of the casual segment. Specifically, Facebook and WOM have 

been shown to be important communication mediums for the casual, as well as the hardcore brand 

identity segment. This has been found through the hardcore consumer segment’s increased usage of 

these mediums within their evolution, while perceiving these as important in terms of brand 

community. Moreover, Twitter and YouTube have been shown to be more important for the hardcore 

consumer segment, highlighting the possibility of using these global communication mediums in order 

to offer this segment a standardized HBE. 
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7.1	Limitations	

The findings of this analysis, however, need to be interpreted with a critical eye, due to the internal 

limitations of the research design focusing only on the corporate branding of primary experience 

companies, on the emotional side of HBEs limited to the social and relational values, a limited amount 

of online and offline brand communication mediums of a company’s IMC strategy, while limiting the 

definition of cultural identity through the globally shared social and relational values between a global 

community. 

Additionally, the findings are limited, as only one case brand and its consumer base have been 

investigated. This does not allow generalizations of the findings for different primary experience 

companies, as the findings of one brand and its consumer base are not necessarily true for all 

companies within this sector on a global scale. Specifically, as the convergence effects of globalization 

on culture, can be perceived as an ‘Americanization’ of culture, the use of an American case brand 

might limit the findings (Jackson and Andrews, 1999; Chiba, 2012). Moreover, the generalization of 

the findings is impossible due to the chosen non-random judgmental sampling method for the Content 

Analysis, as well as the Online Survey. Moreover, the findings are limited as it measures the cultural 

identity through respondents’ current and initial medium consumption preferences, in terms of 

standardized compared to adapted medium strategies. Even if the researchers perceive cultural identity 

through the degree of consumers perceived global citizenship based on the consumption of global 

brands as a good way in order to analyze the unconscious cultural identity, other cultural identity tests 

like ‘nationalism’ and ‘consumer ethnocentrism’ could have been used in addition to this (Strizhakova, 

Coulter and Price, 2012). Similarly, the investigation of Important- and Unimportant Brand 

Community Mediums is also limited in terms that it is analyzed based on the perceived evaluation of 

consumers. This decision was undertaken for incorporating the nature of the experience economy, 

namely the personal interpretations of values. But the researchers also agree that an evaluation, similar 

to the Content Analysis, based on the brand community importance could have improved the nature of 

the findings. Lastly, this research acknowledges the limitations of the findings regarding the preference 

usage of English within HBE for hardcore consumers, as no connection towards the proficiency of 

English of the sample was drawn.  
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However, the authors also recognize that the research design could have been improved in order to 

increase the strength of the findings. Even though the research still acknowledges that a mixed method 

approach was appropriate for investigating the research question, the authors identify that the current 

investigation, as well as the use of different methods, could have been beneficial. First, due to access 

limitation, the Content Analysis was limited in terms of mediums, as well as countries analyzed, as 

local mediums such as the Chinese ones were excluded (Chiu, Ip, & Silverman, 2012). This limits the 

findings, as the determination of Standardized- or Adapted Brand Communication Mediums had to be 

made in order to perform the analysis of the Online Survey. Thereby, the underlying findings of the 

Content Analysis had to be generalized. Second, the results of this study are limited due to design of 

the Online Survey. For example, the use of interval-based scales instead of primarily used ordinal 

scales would have allowed increasing the validity of the findings. Through this the research would have 

been able to make more detailed descriptions about the difference about individual mediums in terms 

of preferences, as interval-based scale allow to measure the degree of difference between items. The 

Online Survey could have also been followed up with a Focus Group in order to be able to decrease the 

limitations of the Online Survey. Especially, as the findings’ strength are limited through a small 

sample size (n= 229), mainly from Europe (n= 160; 69.9%), while being overly represented through 

males (n= 197; 86%), in addition to a young distribution with an average age of 26.83 years. Third, this 

research acknowledges having included a small recall bias, as it asks respondents to state the 

importance of the initial brand communication mediums (Saunders, Lewis, & Thornhill, 2009). 

Lastly the researchers need to limit the findings, as the formation of the Standardized- and Adapted 

index from the current, and initial medium consumption was initiated from a Factor Analysis, while 

having adjusted some items from their underlying components. For example, in the performed Factor 

Analysis for the initial medium consumption, the item YouTube scored the highest within Component 

3. However, YouTube was attributed to belong to Component 1, while fitting better within the desired 

index of standardized mediums, as Component 1 included all Standardized Brand Communication 

Mediums analyzed in the Content Analysis. 
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7.2	Further	Research	

In order to be able to gain further knowledge about the relationship between the HBE, and the cultural 

identity of consumers within the experience economy, as well as the underlying role of brand 

communities, further research is needed in order to be able to generalize the findings from this paper. 

Firstly, in order to be able to generalize these findings, further research will need to investigate this 

current research, by decreasing the previously mentioned limitations, in order to be able to make 

general conclusions about the consumer base of the NBA. For example, this research could include a 

more extensive analysis of the NBA’s corporate brand strategy by interviewing different stakeholder 

groups directly involved within these decisions. Additionally, a netnographic analysis of the NBA’s 

global brand community could be performed to gain more knowledge about the cultural, and brand 

identities of global community members. Further research could investigate the relationships between 

the brand identity segments and their role within brand communities, in order to understand the 

interrelationship and effects between hardcore- and casual consumer segments. This is important to get 

more knowledge about the role of these different segments within the global brand community, and in 

order to increase the cultural identity of casual consumers through the contact of these with the 

hardcore segment. This would allow research to gain more precise information about the influence of 

WOM within the consumption of HBE, e.g. whether a friend in the hardcore consumer segment can 

positively affect the brand identity, and thereby the cultural identity of a consumer in the casual 

segment. Lastly, further research should incorporate an analysis of not only the corporate brand of the 

NBA, but include all the sub-brands (e.g. Team-, and Player brands), in order to investigate the 

relationship between the corporate- and the sub-brands, as well as their individual and combined effects 

on the perceived HBE.  

Secondly, in order to be able to make generalizations for the overall primary experience industries, the 

authors argue that further research should investigate more than one case company or brand, and its 

consumer base. Thereby further research should focus on using various primary, and globally, 

experience companies and analyze whether these companies can segment these consumers based on the 

degree of cultural identity while being able to positively influence them through brand community 
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interrelationships. The analysis of various of primary experience companies could allow making 

comparisons between them, while investigating whether comparable findings can be observed. Within 

this research, it would be important to analyze non-American primary experience companies as well, in 

order to analyze whether non-American HBE have the same potential. This arises through findings 

within the globalization literature highlighting that other countries have been affected through other 

cultures than the American one, when confronted with the cultural consequences of globalization 

(Jackson and Andrews, 1999; Chiba, 2012). Additionally, the authors argue that further research should 

also include all the partners of a company's’ HBE offering within their research design, as these have 

been shown to affect the perceived HBE as well.  
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Appendix	3	–	Medium	Consumption	Evolution	of	the	Hardcore	Consumer	Segment	
 

3.1 Evolution of the Standardized Medium Index 

 

 

3.2 Evolution of the Adapted Medium Index  

 

 

3.3 Evolution of the Adapted Medium of TV Station 
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3.4 Evolution of the Adapted Medium of NBA Website 

 

 

 

3.5 Evolution of NBA League Pass 

 

 

 

3.6 Evolution of Facebook 
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3.7 Evolution of WOM 

 

 

 

3.8 Evolution of NBA App 

 

 

 

3.9 Evolution of YouTube 

 
 


