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Executive Summary:

The thesis provides a brand analysis of Heineketh@manish market by addressing the
issue of building a brand to pursue the potemi& onsumer-to-Consumer marketing.
However, the focus is on Heineken and the Danistkebahe paper can serve as inspiration

on how to apply the ideas in other industries aadkets.

Part | of the paper serves to build the brand withree different identities, namely, theand
as productbrand as organizatiomandbrand as personlThe aim is to let consumers
experience similarities between the brand idestitied the consumers’ own identity which is
in consumer behavioural research proven to incréeskkelihood to engage in a purchase

action.

The development of the brand identities are rootedstrategic analysis where threats and
possibilities from customers, competitors and autrbeand image are assessed. The results
indicate that Heineken should emphasize the refigsgiement in the tas{erand as
product)and develop the global image further by addingitale attributes to the global
image as being concerned about e.g. climate clygterair trade or human rightsrand as
organization) Lastly, the development of tleand as organizatiocan furthermore have an

impact onbrand as persoto be an altruistic, humane person who cares altbet people.

The three brand identities are subsequently apphiel@velop a model on how to assess each
of the brand identities’ contribution to stimul&&C-communication (Part Il). The results of
the model indicate th&rand as organizatiocannot be said to have significant impact on
consumers’ tendency to conduct C2C-communicaBoand as producturn out to be the
greatest contributor to non-verbal C2C-communicatierebrand as persois the greatest
contributor to verbal C2C-communication. Howevlg model indicates some flaws in the
validity regarding thdrand as persomesults and conclusion must be interpreted with

caution.

Thus, it is finally suggested to emphasize theestfing taste to exploit the potential in non-
verbal C2C-communication where developinglthend as persogan be targeted to opinion

leaders to exploit potential in verbal C2C-commatian.
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1.0. Introduction:

The current economic market conditions has dramlltiturned into recession not seen since
“The Great Depression” in the 1930’s (O’Connor, @&hNakamoto, 2009). Such a
downturn forces managements, all over the worldiakke actions to accommodate the new
market conditions. A survey from the initial phadehe economic crisis showed that 60% of
large companies, planned to cut their marketinggetidven though it was not rational in a
long-term perspective (Burgers, 2009). Due to tleeselitions it has become crucial for

marketers to conduct better, but more importargapler marketing activities.

Another considerable issue in today’s marketintpésflood of ads in medias like; TV,
magazines, newspapers, internet, etc. The reastigaver exposure of consumer ads is a
much more diverse media platform with more TV clesnfree newspapers, etc. Thus, the
numbers of ads the consumers are exposed to lgvéczintly increased and result in
reluctance and irritation towards the ads and timepanies behind them. This kind of
marketing is considered as “interruption marketirayid is by the receiver considered as
biased and thus irrelevant (Godin, 2000).

The above two issues are relevant and considechbleenges marketers are facing and to
conquer the challenge, they have to come up wittiefit initiatives that works even it is
kept within a limited budget frame. Seth Godin (@P8uggests following.

“We live in a world where consumers actively resmstrketing. So it's imperative to stop
marketing at people. The idea is to create an emvirent where consumers will market to
each other.” (Godin, 2000)

Godin’s (2000) suggestion may sound modest bubpip@rtunities of this phenomenon are
gigantic. Imagine if it was possible to fold a meaf paper 50 times. This would make the
papers’ height nearly equivalent to the distanomfthe earth to the stiriThis stunning and
rather irrelevant fact, however, shows somethirmuathe possibilities within Consumer-to-
Consumer-marketing (C2C-marketing). If one persilis & friend who tells a friend and so

forth, the effect will be astronomical, even thoughfurther costs are incurred.

! Term for ads transmitted by the company. (Godd®
21 piece of paper is approximately 0,1mm. 0,1mif*212.600.000km=75% of the distance from the earth t
the sun (149.600.000km).
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Nevertheless, if it is difficult to understand thygportunities in C2C-marketing it is even
harder to manage, control and measure it. Thetreanlbe that a strategy does not have any
effect at all, but even worse the communication mgn@nsumers can turn negative which

often is much more likely and effective than itspiwe counterpart (Helm, 2000).

Historically positive and effective C2C-marketingshin some cases started accidentally but
no managers can stay reluctant and hope for tigtedd they have to create an environment
for C2C-communication in order to pursue opporiesibn positive C2C-communication and

minimize the threat from negative C2C-communication

This paper will take a brand development approadioiv to create this environment. The
aim is to introduce, inspire and teach how to dgwend model a brand to accommodate
possibilities in C2C-marketing. The framework vii# based on Heineken as case company,
hence, all the analysis will be in concern to Heereonly. However, readers with no
connection to Heineken can be inspired on how #otlige C2C-marketing phenomenon to

draw conclusions and come up with initiatives igamls to their own interest or business.

1.1. Problem formulation:

As a truly global brand Heineken faces challengaggards to the trade-off between
standardizing and customizing their branding sgraté full customization to the respective
markets would cause a lack of alignment of the d¢hiara global perspective. On the other
hand a pure global strategy will not be adequaf# twltural differences, differences in

market maturity and specific laws on the respeatnaekets.

With this in mind Heineken has to develop a bragditrategy on the Danish market. Thus,

this paper will seek to answer the following quastas the main purpose:

% How should Heineken model their brand in order taigsue the potential in C2C-

marketing on the Danish market?

To be able to answer the above main question salmguestions has to be analysed and

answered first;
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Brand strategy (Part I):

% What is branding and what is the aim of it?

% What outside factors affect the Heineken brandtzowl do they affect it?

% How can Heineken customize their brand to gain treamlue on the Danish market?
C2C-marketing (Part I1):

% What is C2C-marketing and what is the aim of it?

% From prior suggestions on how Heineken can imptbe& brand value, which of
these suggestions are the most important in ommergate better environment for
C2C-marketing?

By answering these sub questions | will come u wiincrete suggestions on initiatives that
can create better environment for C2C-marketingclvvill be the answer of the main

guestion.

1.2. The thesis’ target group:

Firstly, this paper is meant to serve as a mastiee'sis on Copenhagen Business School with
major in International Marketing Management. Thisams that the first priority is to apply

academic skills on fifth year level within the adanarketing.

Secondly, my own commitment will increase if thgp@ais applicable and relevant for the
reader, thus, the paper will be addressed as afsl avconsultant for the case company,
Heineken. The aim is to create valuable informatiay can apply in their management to

pursue better marketing performance.

Thirdly, the paper is written so people with no ection to Heineken will be able to
understand the addressed issues. Hence, they phrtlag paper to get inspiration from the
C2C-marketing possibilities and how to model a dranorder to manage their own business

or do research in the field, etc.
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1.3. Demarcation:

The Heineken Group holds a large portfolio of biaternational and local brands, which are
customized to their respective markets. Howevewrite this thesis focused and relevant,
only the Heineken beer will be addressed. Thusll it take potential cannibalism between
Heineken and any of Heineken Groups’ other brantisaccount. Neither will a cost-benefit
analysis, on which of their brands marketing exteinels are most efficiently used, be
conducted.

This approach is relevant according to Heinekewns view:

“The Heineken brand is the jewel in our portfolindais the heart of our company.”
(Heineken Annual Report 2008)

The initial approach on how to address the bransiragegy will be on how to transfer global
strategies to local conditions. Further, attentiglhnot be put on, neither how the global
strategy should be nor how it should be adoptexttier markets than the Danish. Moreover,
the Danish market is reduced to focus on branditigiies in the HORECA segment. This
approach is chosen due to the importance of bramdlodpment in this segment compared to

the retail segment (See interview with Heinekemtinmanager, appendix 1).

In the HORECA segment, Heineken is basically ofregah a B2B market. However, this is
not the angle this paper is going to address. Bwvaungh, Heineken’s direct customer is not
the end consumer in the bars, restaurants, catéshe demand from the end consumer is
directly reflected in output on Heineken. Obvioysiperational issues like delivery, credit
agreement, etc. are different from a B2B to a B@&thework, however, in regards to
marketing activities | assume, in this thesis, thatmarketing activities towards consumers

are directly mirrored in demand. Hence, | assumiaé¢ken is operating on a C2@arket.

Furthermore, the whole marketing umbrella is neated in this paper, which means it cannot
be applied nor interpreted as a complete markegtigug. The conclusions and suggestions of
initiatives are meant to complement and not sulistiraditional marketing activities.

% Hotel-Restaurant-Café.
4 Business-to-Business.
® Consumer-to-Consumer.
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Finally, the aim of this thesis is not meant toveegis a research paper. Rather small surveys,
though, are conducted. If full scale research studhould be conducted, it would leave little

resources to focus on other relevant topics oftibsis.

1.4. Structure:

This thesis treats three areas within the fielthafketing, namely, adoption of a global

strategy locally, branding and C2C-marketing.

The first area on how to adopt global strategiea total market (Chapter 1.7) serves as
being the approach on how to develop a brand giraie the Danish market. It cannot be
ignored that Heineken is a global brand with glabatketing strategies and activities. Thus,
to address and develop a strategy plan on the Damasket | will take point of departure in
the global strategy and from here address the-nédeetween global alignment and pure

customization.

The second area is the main topic of the thesieeha how to develop and model the brand

Heineken to the Danish market (Part I). The aredaios three stages. (See figure 1)
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Figure 1:

Strategic brand

Brand identity

Brand position

analysis

» Customer analysis * How strategists want the * The part of the bran
brand to be percieved identity and value
proposition to be activel
- - communicated to a targ
audienc

» Competitor analysis

* Brand image (how the
brand is now percieved)

Source:Own production with inspiration frolAaker 1996B.

Firstly, a strategic analysis of the customers, metitors and the current brand image
Heineken will be conductedhis strategic analysis withenbe the foundation for buildin
the brand identityThe brand identity has to take the strategic amalggo account in order 1
be able to differentiate from the competition, anooodateconsumeneeds and utiliz
alreaq existing brand image. Ttaststep is to implement the developed brand ide into a
communication strategy. This not done by communicating the bradentity directly to the
consumers. E.g. if a brdrpursus the identity of being tough and masea] it will not be an
efficient position strategy toommunicat it directly, but by sponsoring sport like rugb,
consumes will associate the brand with the sport and, tfind it masculine. The model th

starts over by changing or maintaining the branalgenwhich makeit a continuou process.

The last parameter of the model on how to positi@nbrand will not rest in an actual
communication campaign. Howevi will provide an analysis ohow to develop and mod
the brand identityn order to better use C:-communication as the media of the messa

conduct the positionin(Part II).

The whole paper is buitin following structure
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Figure 2:

Introduction

* Introductior

e Problem formulatio

* Thesis' target grot

* Demarcatio

e Structure

» Methodolog'

» Global vs. local brand strate

Brand Analysis (Part C2C-communication (Part |
» Theoretical framewol » Theoretical framewoil
» Brand Identity Planning Mod » Conceptual Model Analys

» Strategic Brand Analys
» Brand Identity Syste

Discussion
Conclusion

Source: Own production.

1.5. Methodology:

This methodology serves two purposes. Firsthyeduses me as writer of the thesis to en:
the problem formulation, theory, research desigh@mclusions are able to work togett
Secondly, is makes the reader capable to bettablego interpreon the outcome of tr

paper.
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1.5.1. Paradigm:

The aim of this chapter is to present the apple@gigm in order to make the reader aware
of the mindset behind the study. More specificalg choice of paradigm has ontological,
epistemological and methodological consequencethéopaper (Voxsted, 2008).

The thesis will be based on tbetical realismparadigm (Jespersen, 2004). Ontologically,
this means that | assume that the reality existsgandent of me as researcher but it is only
ideally possible to find the truth about it. Tharfre of the analysed subject is considered to be
in anopensystem meaning that it is not achievable to fimlfull truth but the truth is
situational between different contexts, time androfor change. Moreover, the society
consists of underlying unobservable structurestha@dutcome will always be an
approximation to the truth (Jespersen, 2004). Epistogically, it means that as researcher |
aim to be as objective as possible, however,unlgely due to the nature of a social science
paper to be completely objective. Methodologicatlyavours some data collection methods
from others due to the level of the studied subjElse primary data collection method will
come from quantitative tools where data initialsed to develop the quantitative method will
be done by qualitative methods. In that way the mvathods complement each other in order
to increase the validity of the study.

| find this paradigm relevant to the paper sinaedhm is to find the specific truth about
Heineken’s branding possibilities, but | am awdua this situation is only valid for Heineken
in this specific context and time. Moreover, thalitg consists of deep, complex and not
directly observable structures which are the redglsanquantitative methods have to be
complemented by qualitative methods. On the othadheality is not either random but
stable to a certain degree and quantitative metamgshus, needed. The aim is to get as

close to the reality as possible but the true yealill never be achieved (Jespersen, 2004).

1.5.2. Research design:

To ensure alignment and validity of the paper thesen theories and data collection methods

has to follow the mindset of the chosen paradigch@oblem formulation.

10
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1.5.2.1. Theory:

All theories applied throughout the paper are aaplie with the critical realism paradigm.
The mindset of using the theories will be to pursuebjectively draw conclusion on how
reality exists. However, it will always be rootedthe specific context and therefore only

relevant there and not under other conditions.

The overall aim of the paper is to model Heinekdméand identities in order to pursue the
possibilities in C2C-marketing. The outcome witius, tell how Heineken specifically on the
Danish market and under the current circumstartoesld model their brand. The outcome is
therefore not a general recipe of how to do modebad applicable across markets, products

and time.

1.5.2.2. Data collection methods:

In this chapter the different data collection methapplied throughout the paper will be
introduced. Two widely used methods are qualitatared quantitative methods. Each method
has its advantages where the other has its disthe@sand vice versa (Harboe, 2006). | have
therefore chosen to apply both methods in ordgetesolid data material to base my analysis

upon.

The primary source for data collection will be agtitative method in form of a
guestionnaire. This method is characterized bgbtkty to gather a large amount of data by
few resources. Moreover, the given answers fromrébpondents are easy to put in boxes
and, thus, easy to calculate and make statistizdy/sis on (Andersen, 1997). | have chosen
to make a web-based questionnaire which is an@asygheap way to reach many people.
Furthermore, it also has the advantage that thporetents fill out the questionnaire when
they are sitting alone in front of their compufEinis might lead to more objective and honest
answers compared to a face-to-face questionnaluen(ierg, 2005). The questionnaire is kept
to 25 questions to avoid not being too time consignior the respondents (The web-survey is
seen in appendix 8). By making it longer, the foltam the responders will possibly

decrease, and some might interrupt the questicamdiich will lead to less valid data.

The quantitative method is chosen to gather thegoy data for the paper due to its
advantages to draw trends and test hypothesesdela2b06). However, the quality of the

11
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guestionnaire depends of content or questions(Mutjs, 2004). To ensure the validity of the
content qualitative methods are used to developtiestionnaire.

Characteristic for qualitative methods are th& gentences and body language that accounts
for conclusions in this research method (Blumb26§)5). Compared to the quantitative
research methods, the qualitative research me#atsines the issue on a more individual
and subjective level. A common way of conductinglgative research is through open- or

semi structured interviews, which | have chosethis paper.

The open interview has a thematic frame and theersation is open and unstructured within
that frame. The advantage of the open intervieww Isroadly address the respondents’
opinion and information not predicted by the reskar can occur and used for further
analysis. The first open interview in the paperaaducted with the brand manager of
Heineken (Appendix 1) and served the purpose ofdgoan inspiration for the development of
the paper. The other time the open interview wagdieghwas to gather information in order to
get insight in consumers’ associations to the Hanérand. | find both interviews suitable

for an open interview structure due to the broastsp of the topic.

Another approach to a qualitative interview is sieeni structured interview. This means that |
will have a set of predefined questions which grenoso the respondent is forced to answer
in broad terms and not just yes or no. This meth@gpplied to validate the questionnaire
before it is sent out. The reason for choosingai s&ructured interview is that there are some
specific questions that have to be answered buégprastion might need further discussion

which can add elaborating questions to the issue.

1.7. Global vs. Local Brand Strategy:

By being a truly global brand Heineken faces cimgjéss about the trade-off between
standardization and customization to the respeatiakets (Hollis & Fitch, 2009). The way
Heineken address it is;

“... brands are driven by a global strategic appoba This approach is then locally adapted,
based on local consumer relevancy...” (HeinekenuahReport 2008)

More specifically the core product and packagingnase or less homogenous in all countries.

Only due to practical matters, like e.g. the battleycle system in Denmark and different

12
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taxation systems on alcohol in the respective maykiee core product is customized. The
only customization made to accommodate consumelsnsdghat Heineken adjust the alcohol
percentage to fit the common knowledge of alcoleotentage for a lager beer. No further
customization like taste, esthetical look on th#lbmr label, etc. is made (Interview with

Heineken brand manager, appendix 1).

Nevertheless, the customization of the core proguoept to a minimum the whole
experience of drinking a Heineken is much moreamsted. Firstly, customization is
necessary due to different stages in the prodigctyicle in the respective countries and,
secondly, cultural differences demand differentkaing strategies. E.g. in Denmark the

huge global campaign about “Enjoy Responsibly”ag/dgraded due to the low market share.

”... jeg synes vi skal fokusere pa at lzere folk dtldr Heineken far vi forteeller dem hvordan

de skal gare det.” (Interview with Heineken brandnager, appendix 1)

Another customization from global strategy to Dargsntext is the music image. Globally a
wider range of genres are applied, but due to figibgosition on the rock scene via their
sponsorship oRoskilde FestivahndGrgn KoncertHeineken aims more to the electronic
scene. Furthermore, the positioning through Changplieague is not further developed on

the Danish market due to Carlsberg’s strong pasitichat segment.

Generally, it can be said that Heineken has a gkib@tegy with a wide variety of parameters
to be implemented in all countries. These pararaeter referred to aore identitiesand
characterised by being fixed among different markaaker, 1996B). The customization
then takes place in tlextended identitfAaker, 1996B) by up- or downgrading the global
strategy attributes (Interview with Heineken bramanager, appendix 1). E.g. Heineken’s
premium quality attribute, with quality check tosaine that bottles are not scratched, cannot
be converted locally toealue for moneymage. The premium quality is an attribute
developed globally to ensure alignment between etarlHowever, it can be locally
customized by not being a salient parameter imtagketing strategy. Hence, the subsequent
analysis will take into consideration to keep gladtiributes in the marketing strategy but
customize it to the Danish market by analysing wdidhe global attributes will fit into the

Danish culture and market conditions.

13
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Analysis:

This section operates in two major topics withie tield of marketing, namely, the issue of
branding and C2C-marketing. The first topic to ddrassed is Heineken'’s branding situation.
The purpose is here to analyze what elements nhakierand valuable and where to put an
effort in order to increase the brand value of ldken.

The second part of this analysis takes the poidiepfrture in the brand analysis but
collaborates on what elements of the brand areiboiting to C2C-communication, which is

the perspective of this paper.

2.0. Branding (Part I):
This section will answer following questions frohetproblem formulation:
1. What is branding and what is the aim of it?
2. What outside factors affect the Heineken brandtao do they affect it?
3. How can Heineken customize their brand to gain dreaue on the Danish market?

Heineken is positioned as a premium quality beackvimeans that it is sold at a higher price
compared to the medium segment like Tuborg andsBam) in Denmark. Thus, the consumer
has to achieve an experience equivalent to the peiel. However, blind testhave often
shown that Heineken is not significantly better ddferentiated in terms of the core product,
namely, the taste, smell and colour. Thus, itigia to maintain and develop additional

value to the product to be able to charge the highiee.

Here branding strategies play an important rolerder to increase the overall experience of
drinking a beer. By developing the brand, the camsuexperience moves from being a
matter of physical experiences like taste, to ergatr own identity by being a person with
the same values as the specific brand and furthrersxdibit to other people what kind of

person you are.

Hence, Heineken has to put a high priority to namand build the brand which is further

analyzed in the following section.

® http://www.tastebeer.com.au/rated-beers/ and K2be3

14
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2.1. Theoretical framework:

The aim of this theoretical framework is to intrgduhe term branding and why it is
important (Question 1 from above). Furthermoreijll mtroduce the theories that are

subsequently used to address the next two questions

2.1.1. Brand definition and purpose:

Initially a clear definition of a brand and brangliactivities are necessary. The term is defined

by The American Marketing Association as;

"A name, term, design, symbol, or any other feathed identifies one seller's good or
service as distinct from those of other sellerse THgal term for brand is trademark. A brand

may identify one item, a family of items, or ahiis of that seller”

The definition implies that e.g. the name and gml®l are two separate brands and has to be
considered as so. The final brand value of theysrbdr organization is therefore the sum of
the brand value of the name, term, design symbal, e

Thus, the name Heineken is not adequate to coeduthbrand value of the Heineken beer.
The full umbrella that covers the Heineken beéhésdesign of the bottle, the red star as a
part of the official logo, the slogan that HeinekefiPremium Quality” and the characteristic
green colour. However, neither the bottle desiga,dremium quality nor the green colour is
unique for Heineken. Several beers have compatabkeand design which makes it less
distinguished and unique (See figure 3).

" http://www.marketingpower.com/_layouts/Dictionargpx?dLetter=B

15
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Figure 3:

From above mentioned definition a brand has charathat distinguish the product from the
competition. Since the design, colour and premiwity-slogan is not significant distinct
from the competitors, | do not consider it to batcibuting to the brand value without being
accompanied by the name Heineken. Hence, the mghasis will be put orfthat part of a

brand which can be vocalizedKotler, 1991) i.e. the name, Heineken.

The reason is that Heineken most often only use tiaene in order to brand themselves.
Compared to a company like Apple who often use tmyr logo to brand their products, |
argue that Heineken do not have such strong argiarieatures that they can omit their
name. This means that in the coming research lcauter the most brand value by analysing
the name only.

Now when it is defined what a brand is, it is olmgdhat branding is the marketing activities
initiated by the organization and serves the pw@ssincreasing the value of the brand. It is
important to mention that the branding activities aot purely a communication between the
organisation and consumers. Branding can also tveeba consumers but the message is

always launched by the organization whether inigporpose or not.

Without a brand the only thing left is the basiogwct. Now days due to increased
competition not only locally but also on a globakls, products can always be copied in order
to satisfy the consumers’ basic needs. This meampetition increases and the only
parameter left to compete on is the price. Thusptbjectives for marketers are to create

value for the consumers that extend the valueettre product. Without this value the only
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way to compete is on prices which will eliminate gtonormal profit and thus only result in a
normal profit in the long term run (Salvatore, 20(@ne way to create sustainable

competitive advantage is by branding the producteovices (Keller, 2003).

Just talking about a brand and its ability to aeatlue for the consumer can be a bit
intangible. Thus, I will clarify further what thisalue consist of and how it should be

managed and aimed. For this purpose | will appiyténm;Customer Based Brand Equity
Keller (2003) defines Customer Based Brand Equsty a

“Customer-based brand equity is formally definedfas differential effect that brand

knowledge has on consumer response to the markatimdprand. A brand is said to have
positive customer-based brand equity when consureacs more favourably to a product
and the way it is marketed when the brand is idiextithan when it is not (E.g. when the

product is attributed to a fictitious name or isnamed).” (Keller, 2003)

Firstly, thedifferential effectells that consumers can have different associatidhe

particular brand than to a fictitious or unnamedrderpart. In case such difference does not
appear, no customer-based brand equity exists, teiproduct is sold as a pure commodity
with price competition as a result. Moreover, sdifference can be positive as well as
negative, with positive or negative customer-bdsaad equity to follow. Secondly, the

brand knowledgés derived of all prior experience the consumey tad with the product. It
could be if they have tried it themselves, seeempeople drink or talk about it or exposed to
it through marketing activities. Thirdly, tlo®nsumer responss the consumers’ perception,
preferences and behaviour based on their brandlkdge as prior mentioned. This consumer
response is what creates customer-based brany edudh is a value adding asset for the

company (Keller, 2003).

Oyserman (2009) has an elaborating approach tetp®nse aspect where he addresses what
causes this response. The concejutastity-based motivatiowhich explains consumers’
tendency to engage in identity-congruent actions@man, 2009). This, basically, means

that consumers’ willingness to buy brands thatagsame values as themselves is higher

compared to non-identity-congruent brands. Thfarither elaborated in next chapter.

Hence, the purpose for brand managers is to magimistomer-based brand equity.
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2.1.2. Introduction to the Brand Identity Planning Model:

The procedural framework for this brand analysit @ Aaker’s (1996B) Brand Identity
Planning model illustrated in figure 4.

Figure 4:

STRATEGIC ERAND ANALYSIS

Customer Analysis Competitor Analysis Self-Analysis
= Trends = Brand image/identity + Existing brand image
= Motivation = Strengths, strategies + Brand heritage
= Unmet needs = Vulnerabllities + Strengthaicapabilities
- Segmentation + Organization values

|
L ]

BRAND IDENTITY SYSTEM

BRAND IDENTITY
* Extonded |
. (Core
Brand as Brand as Brand as Brand as
Product Organization Person Symbol
1. Product scope 7. Organization 8. Personality 1. Visual
2. Product attributes (e.g.. (e.g.. genuine, Imagery and
attributes inmowvation, energelic, metaphars
3. Quality) value consumer, rugged) 12. Brand
4. Uses CONCETTY 10. Brand- heritage
; trustwerthiness) customer
bl e 8. Local va, global relationships
6. County of (e.g., friend,
Origin adviser)
VALUE PROPOSITION CREDIBILITY
« Funetional -+ Emotional  « Self-expressive + Suppert other brands
benefits benefits benefits
I !

| BRAND-CUSTOMER RELATIONSHIP

1
X

BRAND IDENTITY IMPLEMENTATION SYSTEM

ERAND POSITION
= Subset of the brand identity and value= To be actively communicated
proposition « Providing competitive advantage
= At a target audlence

EXECUTION
+ Generale alternatives + Symbols and metaphors = Testing

i

| TRACKING

Source: Aaker 1996B.

The model serves as a procedural framework inctudithree step model where Bigategic
Brand Analysiserves to address the issue of ‘where is Heinekmently?’, theBrand
Identity Systerserves to tell ‘where should Heineken be headiagd'finally theBrand
Identity Implementation Systeamms to tell ‘how do Heineken get there?’. The tapic,

though, will be out of the scope of this paper asrgxplained.

While Aaker’s (1996B) Identity Planning Model seswas the procedural framework,
Oyserman’s (2009) identity-based motivation is seethe mindset on how to address the

issue.
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2.1.2.1. Strategic Brand Analysis:

The strategic brand analysis serves as the foundtdibuild the brand identity upon and is
divided into three groups; customer-, competitoid aelf analysis (Aaker, 1996B).

The competitor analysis is addressed through thepective homepages, TV ads, etc. to get a
picture of how they position themselves. The custioamalysis takes its point of departure in

the consumer behaviour in the industry.

The self analysis which serves as mapping the cucesumer image is complemented with
Keller's (1993) Dimensions of Brand Knowledge taw® a complete coverage of the topic.

The model is seen in figure 5.

Figure 5:

Brand Recal

BRAND AWARENESS Brand Recognition

Non-product-
Related

BRAND Attributes

KNOWLEDGE

Types of Brand
Associations

Benefits k
i Functional
BRAND IMAGE Favorabilty of Brand

Associations

Attitudes | ‘1 Experiental |

Strength of Brand

Associations Symbolc

Uniqueness of Brand
Associations

Keller (1993) - Dimensions of Brand Knowledge p.7

Source: Keller 1993.

As mentioned in the definition of customer-baseghldrequity, one of the steps on how to
create value of the brand is to make the brand knawhe consumers’ mind. Though, it is
not very precise what a known brand is. In ordesiaoify this Keller splits brand knowledge

up into two categories; Brand Awareness and Brarak. Brand Awareness is;

“It is related to the strength of the brand nodet@ace in memory, as reflected by consumers’
ability to identify the brand under different cotidn. In other words, how well do the brand
identities serve their function?” (Rossiter & Per@087) in Keller, 1993).
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Again the Brand Awareness can have different chariatics. E.g. are the consumers able to
recognize the brand or actually mention it if yak ghem about a beer in the premium
segment? For new brands recognition could be sfgaty level because of its short time of
existence, but more developed brands might haaeridor a top of mind position, which is

the first brand that comes to your mind.

The other element of Keller's (1993), Dimension8adénd Knowledge is Brand Image.

Keller defines Brand Image as;

“Perceptions about a brand as reflected by the lsrassociations held in consumer
memory” (Keller, 1993).

The big difference from the Brand Awareness is thatconsumer in Brand Image has
specific associations linked to the brand. Thesea@ations play an important role in the

differentiation of the brand.

2.1.2.3. Brand Identity System:

Subsequently, the issue of brand identity will halgzed and developed. Brand identity is by
Aaker (1996B) defined as:

Brand identity is a unique set of brand associaitimat the brand strategist aspires to create
or maintain. These associations represent whabthed stands for and imply a promise to

customers from the organization members. (Aake&6RY

Thus, brand identity is purely seen from the conyfspoint of view and tells how they want
their brand to be perceived by their consumers.tdpie serves the purpose of giving my
opinion, as a marketing strategist, to developaesy on how to create brand identities for

Heineken.

The model contains four main identities of a braraimely,the brand as a product
organization -personand as a symbollt is not necessarily all areas that make semse t

develop, but the more complex a brand is perceivedtronger it is (Aaker, 1996B).

The brand identities, furthermore, have the charatics of being either core identities or
extended identities. By core identity means vathas are constant over time, markets and

products (Aaker, 1996B). This is the soul of than and can be more or less unique and
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compelling in the industry. Actions to take willtrfme to change the core identities. Firstly,
because it will be too dramatic to change the aeatities and, secondly, as mentioned in the
chapter regarding global vs. local strategy, the adentities are rooted in the global strategy

and should not be modified to local markets.

The other level of identities is the extended ides The extended identities full fill the
picture of the brand identity by adding additiomalue to the core values. The extended
identities can, opposite the core identities, kamized to the respective markets, trends and
sub products (Aaker, 1996B).

Lastly, even though the model shows that the bidetities also serve as providing
credibility to a brand it will not be addressedisTtopic concerns if a main brand supports a
sub brand. E.g. how Heineken influences the subdrieineken Light. However, this is

outside the scope of this paper.

While the four identities can be seen as the pnaeddramework on how to create a brand
strategy for Heineken, | do not find it adequaténking it to consumer behaviour. It is
crucial that the developed identities are actuafigreciated by the consumers in order to
derive positive response which is essential inyggngscustomer-based brand equity (See prior
definition). Thus, | will take a socio psycholodiegproach on how to ensure that the
developed identities are relevant for the markstbAefly introduced in chapter 2.1.1 | will
applyidentity-based motivatioto address this issue. In general the theoryssthtd
consumers mainly engage in action, as buying aystogvhich they feel identified with
(Oyserman, 2009). This means that the objectivewdeseloping the four brand identities is
to make the consumers capable of identifying thérasewith the brand. Nevertheless, this is
a rather complex task because we do not constiutlly about our identities. To trigger an
action from a consumer the specific identity habdaued. E.g. if a man involves in the
action of buying razorblades which is basically saene product whether it for men or
women, his identity as being a man is cued andilh@rebably choose the edition for males.
Possibly further identities are cued like beingseafor-money oriented or technology
oriented which makes him valuate some brands nhame dthers. Broad identities like
gender, racial-ethnic or religious heritage areareasily cued than narrow ones like student

or footballer (Oyserman, 2009).

The situation or the context where the action isgo be decided is determining for if an
identity is cued or not. Moreover, the identity dencued outside conscious awareness and
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trigger an action which is not rational to the paisunderlying values. E.g. do Americans
respond less negative attitudes to weight gainsaigdr consumption if they are reminded of
their American origin than if they were not, evaough, they generally care about their

personal health (Oyserman, 2009).

Identities consist of two categories of identitieamely, personal and social. Personal
identities are personal traits like being rougly, #asygoing, etc. where social identities are
connected to social groups like political viewjgelus view, gender, supporter of a football
club, etc. (Oyserman, 2009)

The objective is to develop brand identities peagale identify themselves with and
subsequently stimulate the context to cue theimtibecongruent with the developed brand
identity. However, it is a trade off because whemes might experience identity congruence,
others might experience the opposite which resuleliuctance to the brand. Nevertheless,
this is the reality about differentiation and mayletter than not having a clear identity.

2.1.2.4. Brand Identity Implementation System:

The brand identity then has to be implemented wbhahbe done in many ways. No matter
what, some communication has to be done in ordspitead the message of the developed
brand identities to the target group. The medithefmessage can be traditional channels like
TV, magazines, etc. However, the approach of tapepwill be to model brand identities in
order to be optimal for C2C-communication as thelimef the message. The specific
positioning strategy and implementation system moll be addressed in this paper but it is
worth mentioning that the brand identities are dtgyed by taking into consideration that the

media of how to conduct the positioning will be C2@nmunication.

2.2. Brand Identity Planning Model:

This chapter aims to address the issues of devegjdpe Heineken brand by applying above

introduced theories.
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2.2.1. Strategic Brand Analysis:
2.2.1.1. Customers:

Generally Heineken'’s targets its marketing towashrim the age of 23-35 years old, but a

narrower target group is practically applied.

Geographically Heineken aims its marketing in i fmajor cities in Denmark, namely,
Copenhagen, Aarhus, Odense and Aalborg with maunsfon Copenhagen (Interview with
Heineken brand manager, appendix 1). A look abnatistatistics confirms that this is a
rational approach due to the significant lower agerage especially in Copenhagen and
Aarhus where the average age is 35,2 and 35,8atésglg, where the general average age is
38,5 (www.statistikbanken.dk).

Demographically the aim is towards men, howevex riw innovation Heineken Extra Cold,
which is, basically, the same Heineken beer butlecbdown to minus 3 degrees, is thought to
be more appealing to women. The concept is by sgitie beer colder some bitterness is

removed which many women prefer.

Following Hofstede’s survey from 1983 the Scandiaaxcountries Denmark, Norway and
Sweden are characterized as feminine countriesstelid defines femininity and masculinity

as,

“We can classify societies on whether they try toimize or to maximize the social sex role
division. Some societies allow both men and woméake many different roles. Others make

a sharp division between what men should do and whenen should do.” (Hofstede, 1983)

Thus, compared to the majority of the world’s coi@st Denmark is a country where men and
women are relatively doing similar tasks and hatimegsame roles. It is not unlikely e.g. that
the man is standing in the kitchen or taking cdrine children while the woman is on a
business trip, where in masculine countries thigld/de unlikely. This means that in many
situational contexts the gender identity is notdcteesame extent as in more masculine

countries (Oyserman, 2009).

This narrow gap between men and women'’s rolesentta in creating our identities, hence,

the products we consume (Oyserman, 2009). Prdgtittdfstede’s survey can show us two
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things. Firstly, if a masculine identity is pursuéére will be relatively fewer situational
contexts to trigger men’s identity-based motivattmmpared to other countries. Secondly, if
a masculine identity is not developed, Heinekesdéo@latively less market share to

masculine competitors due to less situational castehere the masculine identity is cued.

This approach does not assess if a masculinenuoniige identity should be chosen but
clarifies that incentives for choosing a dominamisculine identity is less in Scandinavian

countries compared to other countries.

It has to be made clear that pursuing a mascudieetity can, in the right situational context,
cue the gender identity and trigger identity-basedivation for men, however, if gender is
cued, women experience non-congruent identity andad engage in the action. Choosing a
feminine identity is actually not an identity batk of masculine identity and no identity is
therefore cued. The benefit from not pursuing aculase identity, thus, is that consumers

with non-congruent identities (e.g. women) do mgage in the action of not to act.

The evolvement of globalization has, accordingabr8ck-Jacobsen (2009) divided people
into two groups calletlexusandolive trees(Friedman, 1999) depending on whether they are

globalists or nationalists. Schrock -Jacobsen (R@efines globalization as;

“The increasing political, economic, social and geaphical linkage of people around the
world.” (Schrock-Jacobsen, 2009)

And nationalism as;

“...the doctrine that a people who see themselwespolitical system, expresses and protects
those distinctive characteristics.” (Snyder (20@®5chrock-Jacobsen, 2009)

Schrock-Jacobsen’s (2009) empirical studies shaivdbople are divided into either Lexus’
who support the global development or olive tres wupport nationalists. The interesting

fact in regards to this paper is that followingeahypothesises are valid;

1) Higher-skilled individuals in the higher-income cdries will be more likely to be

globalists than traditional nationalists.

2) Individuals in more prosperous countries will berenlikely to be globalists than

traditional nationalists.
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3) Individuals in countries with greater public sogabtection expenditures are more

likely to be globalists than traditional nationgdis

In regards to the above mentioned hypothesises Bénisiranked as one of the highest in all
three areas. Following World Bank, Denmark rate®sén GNI per Capita in 2088

Denmark has the highest tax revenue as percent&g@em®in 2007 among all OECD
countrie€. The first hypothesis says that within a wealthyrttry like Denmark higher
educated people are generally more associateodtbalggm, which can be used for targeting

the positioning.

Whether a person is a globalist or a nationalistaarly a part of the persons’ identity. Thus,
the potential for identity-based motivation by pung a global identity is relatively high in

Denmark compared to other countries in general.

Following a survey made for Brewers of Europe,ttiree main reasons for choice of alcohol
is; taste, occasion and mood, respectively. 78%afespondents replied one of these three
reasons as the main parameter for choice of alqgiR8I0S, 2009). This survey considers all
kinds of alcoholic beverages and, thus, differastd within the different types of alcohol.
However, this paper deals only with lager beer@andentioned earlier | assume none of the
players have a competitive advantage when it cdamt® taste. However, the second and the
third reason for choosing alcoholic beveragestaealeciding factor for 28% (occasion; 16%
and mood; 12%) of the respondents. These paranatersucial when developing the brand
identities because they tell something about witaatsonal contexts that cues identity-based
motivation. By making the brand identity associatgth some specific occasions and moods

there is a good chance identity-based motivatidhtake place.

2.2.1.2. Competitors:

Heineken is competing in the lager premium priggrsent with brands like; Tiger, Budwar,
Sol, Corona, Urquell, Budweiser and Stella Artélswever, Carlsberg, Tuborg and Royal

Pilsner are also competing with the premium segrdeatto a survey that nearly 80% express

8 http://siteresources.worldbank.org/DATASTATISTI®8sources/GNIPC.pdf
® http://stats.oecd.org/Index.aspx?DatasetCode=SMBLE11
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they are not willing to pay extra for a premium bldee Heineken compared to the middle
segment (Jgrgensemnal, 2009).

The following three position matrices (Figure @it 8) show how the brands position their
communication in three areas, namely, fun/youngfmfl vs. sophisticated/mature/formal,
global vs. local and feminine vs. masculine. TheVs. sophisticated scale is chosen due to
prior research in the field of alcoholic beveragisch turned out to be an important
positioning parameter in the industry (Keller, 2@y global vs. local does not mean if the
brand has its origin in Denmark or not, but if trand is positioned as having the
characteristics of being from a specific area. @Gare.g. is characterized as being local due to
its position as a Mexican beer. This parameterdkided in the matrices for the reason that it
is one of Heineken’s main attributes which theysaeerely concerned about (Interview with
Heineken brand manager, appendix 1). The femirsn@emasculine parameter is not meant as
if the target group is male or females but if thera signalizes a high or low difference
between roles, in regard to Hofstede’s definitierearlier mentioned. However, when | talk
about the masculine parameter in regards to thgerdado always mean male related because
beer is more appealing to men than women (Intervitv Heineken brand manager,
appendix 1). Both the global vs. local and feminisemasculine parameters is also seen as

an elaboration of the prior customer analysis.

Figure 6: Figure 7:

*

Global vs. Local
[ |
Feminine vs. Masculine

2

Fun vs. Sophisticated Fun vs. Sophisticated
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Source: Own production with inspirations from varsosources like www.youtube.com,

company web pages, bottle/can labels, etc.

According to the definition of a brand it is crudia differentiate the positioning. The most
significant differentiation is seen in the global \ocal parameter, where Heineken is the
most global brand and the only one emphasizingtkiegt are global by not mentioning about
Dutch values in their communication. Neither thegelawebpage nor commercials implies the
country of origin opposite all the others who @mphasize that the beer is Mexican (Sol and

Corona), by labelling “Cerveza”, build the webpagdéraditional Asian design (Tiger), etc.

The fun vs. serious parameter seems to be a difoe to try to differentiate from the
competition. The brands are already spread out@wvéde range of the scale, thus, it is

difficult to find a niche to differentiate from thmmpetitors.

In figure 8 most brands are positioned in the upgat corner and none in the opposite lower
left corner. By positioning Heineken as having aefeminine approach, a clearer
differentiation from the competition will occur. Mever, it is not only a matter of being
different. There also has to be a demand from ¢inswmers for the identity. As prior
discussed, a feminine approach is just a lackgeraler role identity and no identity is
therefore cued. However, by avoiding a masculieatity, no consumers experience non-

congruent identity-based motivation, in regardgender, and their minds are therefore still
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open for other identities to be cued. It is usetedsave a clear differentiated identity from
competitors if the consumers do experiences ideotihgruency.

As seen from the position matrices Heineken’s reta@mpetitors, brand vice, is Tiger and
Stella Artois, though none of them has the sambkeajlaim as Heineken. Furthermore, they
are all located in the centre of the feminine/méseuwspectre, which gives an opportunity to

differentiate.

Hence, from a differentiation from competitors’ poof view, Heineken has possibilities to
differentiate toward a more feminine- and globa&ntity. However, the global identity is
already clearly differentiated.

2.2.1.3. Brand image:

As mentioned in the theoretical framework Kellgt993) Dimensions of Brand Knowledge
model will be applied to address the self analysiegards to the existing brand image,
which Keller (1993) refer to dwand knowledgeand coverbrand awarenesas well as

brand image The image part of the model concerns topics wharhbe related to each of the
four identities in Aaker’s (1996B) model.

According to the interview with the brand managerieineken, the brand awareness is close
to 100%, hence, | will not examine this furtheassume that the brand value derived from an
increase in awareness e.g. from 94 to 95 per segmificantly lower compared to if the

effort is put on developing the brand image, whieleds development especially in the
HORECA segment (Interview with Heineken brand managppendix 1). The aim, in
pursuing excellent brand image, is that consumave klear associations or beliefs to the
brand and these are favourable, strong and unrquethe competition.

2.2.1.3.1. Research design:

The interviews were conducted with me as interviewatially |1 asked if the respondents
accepted to record the interview by ensuring taeonymity. | also introduced the
respondents to my paper to give them an idea of iwhaeas all about. Moreover, | told them

about the purpose of the interview which shouldees mapping consumers’ associations
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they have about Heineken into categories. | argaethe outcome of the interviews becomes
better when the respondents know what the aimeoirtterview is. It could be an issue if |
beforehand developed the categories of associatidrinen asked about their opinion about
them. In that way my outcome would analyze theardpnts’ associations about the pre-
developed attributes and some could possibly beeaegl but there would not be a chance to
address evolved attributes. Instead, the attritartesiot developed beforehand so the
outcome can be used in order to categorize diffexssociations to the attributes the

respondents have to the brand Heineken.

The interviews are conducted as an open intervibiglwmeans that the questions are not
constructed beforehand but developed throughountbeview (Andersen, 2003). The
strongholds of that interview are to establishrasight in the respondents’ behaviour and
personality (Kvale, 1990).

The thoughts behind picking the respondents aget@a clear picture of Heineken'’s target
group, thus, I have chosen to pick the respondemts men in the age of 23-35 which is

Heineken'’s target group (Interview with Heinekeard manager, appendix 1).

2.2.1.3.2. Data analysis:

Derived from the empirical data (Appendix 4 andafroduct related association is that the
taste is relatively weak compared to especiallgogremium brands but also compared to a
Carlsberg or Tuborg. This is not necessarily athady but means that it fits to some specific
occasions where the essential thing is to get duntetefreshing. It could be after
consumption of more flavourful beers where it isenio get a less flavourful one, a hot
summer day, after dancing, etc. Moreover, dueealsign of the bottle, the packaging
signals, by its clear and bright green colour, thetis not a heavy beer but good for

refreshment.

Price vice, Heineken do not have a clear price prenimage. Consumers do not expect to
pay extra for a Heineken bottle compared to a Gartsor Tuborg, which is considered as
being a medium price beer on the Danish markets;Time strength of the association of

being a premium price beer is weak as well as thgueness by being the only brand with a
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price premium image, does not exist. However, tiseeea existing phenomenon where

consumers feel that they get extra value just matithe fact that the price is higher.

A clear association, however, is that the brarmissidered as being global and the country
of origin and its heritage within beer brewing & m focus. Opposite many of the
competitors it is not salient for the consumerdeenitify the country of origin. Furthermore,
the name Heineken does not reveal the countryiginpbecause it consists of letters easy to
pronounce in many languages. Thus, consumers daeneta feeling of drinking a beer
brewed with the heritage from the region which oftaplies passion for tradition in the taste

and quality for the core product.

Instead the consumer sees the beer with root®iwkiole world which a blogger implies by

his comment;
“HEINEKEN! Born in Amsterdam, raised by the world/Appendix 5)

He clearly sees Heineken as a beer rooted in tlsdewiorld and not with Dutch values.
However, Heineken is considered global it is uncldaat this exactly means to the
consumers. Just to have a global image does nat tgelke favourable to the consumers as
long as there is no link to what it means to bdgloFrom an identity-based motivation point
of view it can be argued that the global identityyot cued or the global identity is non-
congruent with consumers’ identity (Oyserman, 200@vertheless, the empirical data
indicates that the current associations to theajlmhage are rather negative. It is words like
commercial and mass produced consumers are remafdduch indicates that consumers’

identity is cued but do not feel congruent with ithentity the global image derive.

On the previous applied scale where the one boynsléine fun/party image and the other
boundary the sophisticated/serious image, Heinekelearly considered as being in the fun
half. This influences especially what occasionsliaieed to Heineken, which is clubbing,
weekend mood, music, dancing, partying etc. Howehé segment is not unique due to
many other brands operating in the same segment.
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Heineken is considered as having a relatively femiattitude. This is derived by the mild
and smooth taste, the design of the bottle whighiisy, clear colours, slim form and no
scratches. Compared to most other beer bottlesijtto some extent, be considered as
jewellery. Their new innovation, extra cold, isatontributing to a feminine image. The fact
that the beer is served ice cold removes someedbitter flavour characterised as being more

appealing to men.

2.2.2. Brand Identity System:

The road to pursue excellent brand value consfsie@ding proper brand identities (Aaker,
1996B). The brand identity can be compared to dividual’s identity. All individuals have
some ideas, more or less conscious though, howvtbeid like to be seen by other people.
Why we can compare a brands identity to humansaisrhany brands can be considered as
humans. If a brand has a clear identity, peopleseanf they share that value and consider the
brand as a friend or the person can create hieradbntity by mirroring in the brands

identity by applying the brand (Oyserman, 2009).

2.2.2.1. Brand as product:

The brand as product is often the most direct wayréate consumer associations due to its
tangible nature. Following the empirical studié® most obvious current product related
belief was the weak taste. This is not the begicaton to have associated and it has to be
turned it into something positive to create thentdg upon. A weak or thin taste is
comparable to a refreshing taste which is a muctemositive association to create the

identity on.

By underscoring the refreshing taste, as an idgrititvill affect the image in connection to
the feminine vs. masculine scale as well as thevfuiserious scale. | argue that refreshment
associates with a more feminine characteristiceratan masculine and furthermore more
appealing to the fun segment rather than the seaod sophisticated segment. Positioning
Heineken by encouraging the refreshing feature sidaat they move towards feminine and
fun in the positioning matrices from the competaoalysis. As mentioned earlier the aim is

to differentiate the brand from the competitionloAk on how to differentiate from the
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competitors in terms of the fun vs. serious paramdtis really difficult to find a niche where
none of the other brands are active. The brandall@ated relatively evenly throughout the
spectre and the only possibility to effectivelyfeientiate is to be positioned in either of the
boundaries but | consider it impossible or irratibio change position strategy that
dramatically. However, it does not make the bidedénce if the position strategy in terms of
fun vs. serious moves either way due to the alreaohwded allocation throughout the

spectre.

When it comes to the feminine vs. masculine paramétis a slightly different story. If
refreshing is emphasized, the positioning will berenfeminine and from the positioning
matrix (Figure 8) we see that this is only goinglistinct Heineken further from their
competitors. Many of the other brands have a nkepgsitioning or slightly masculine and
only two brands, namely, Sol and Corona are airfang feminine identity. Thus, | see a
synergy in getting a product identity as beingasifing. In that way Heineken can utilize
their current image, of a weak taste, and turntd a more functional benefit by being
refreshing and furthermore differentiate from tenpetition on the feminine vs. masculine
parameter. This differentiation is furthermore anpliance with Hofstede’s feminine

characteristic on Scandinavian countries.

Another product related attribute derived from éinepirical studies is related to the quality.
Some users have experienced that the beer oftdpeleasexposed too much to sun light
which affects the taste (Appendix 4 and 5). Unfatisconsumers can easily spread this
message and affect a large amount of consumergentgal consumers with their negative
association to the brand (Sernovitz, 2009; Kelld&kry, 2003). Thus, it is important to
address this issue properly and manage in a waysthast for current circumstances. Two
situations can be the case. Firstly, the winnénénmarket is the one who has the best quality,
or secondly, there has to be a minimum level ofiyu@ survive. | argue that the beer
market is characterized by the second. The conswitierot notice if he or she is drinking a
beer where the quality is better than average, they will not have any additional
experiential benefit from this. On the other handsumers notice if the beer has been
exposed to the sun or any other flaws in the tds$tes. means that focus has to be on the
guality rarely or never getting beneath what corsignexpect but on the other hand a

significantly higher quality will not be apprecidtéAaker, 1996B).

32



N
]
Copenhagen

Business School
HANDELSHP|SKOLEN

2.2.2.2. Brand as organization:

As mentioned, product associations are the mostidand tangible associations, however, it
has some weaknesses. It is e.g. relatively easypp product attributes by competitors. E.g.
most brewers will easily be able to brew a refreghoeer. Furthermore, at the end of the day,
rational product attributes are not determinaninfi@ny consumers compared to less
functional benefits as style, status, etc. (Aak8B86B). Thus, further association than only

product related are necessary in pursuing a stocegd.

One way to add this extra brand value is to devbtmp consumers see the organization
behind the brand. The only current associatioméoorganization is that Heineken signalizes
the characteristic of being global. However, consistonly associates global by negative
terms as business-related and mass produced. fhieushallenge is to utilize the image of

being global and make consumers associate thatsenttething positive.

On a global basis Heineken tries to develop thejawizational associations in three areas,
namely to appear innovative, social responsiblegiobal, however, the first two are not
clearly affected in brand image among the Danistsomers (Appendix 4). The social
responsibility is done through the Enjoy Resporystisimpaign which serves as informing

people about good alcohol habits.

The innovative image is pursued communicated tHrowgyv innovating products in the
Heineken family like, DraughtKeg, Extra Cold, Begrtler, etc. However, neither the
innovative- nor the social responsibility imagevesras developing a global image.

Social responsibility, though, can be a key toglai® the global image, the empirical studies
have shown, into something concrete and meanitigétilglobal stands for. Major issues
clearly associated as global problems are e.glimate challenges, human rights, fair trade,
etc. By e.g. sponsoring or in other ways being @ased to fight some of these challenges,
the organization will be considered as an orgamnghat cares about the world and has
energy, resources and the will the do somethingitalseues that concerns other people in the
world. This is also the characteristics of the ntanget group who is open-minded, who
cares, etc. (Interview with Heineken brand managgpendix 1) Furthermore, these people
are often an inspirational source for other peapl@ which are highly important in C2C
marketing in the next section (Keller & Berry, 2003
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| find this as a relevant approach to the Danishketadue to the prosperity and political
heritage in the country. E.g. via the taxation eystwhich is one if the highest in the world, it
is embraced in the society to share wealth anddake of people who need help which is the
same mindset as donating money to projects or pewipb might need it. The possibilities in
underscoring the global image are also due to 8&h¥acobsen’s (2009) study, from the
customer analysis, a rational approach to the Damirket.

The other organizational attribute Heineken bae#@ ttentity on is innovation. Due to the
nature of the product, Heineken will never be cdaesed as a highly innovative organization,
compared to e.g. the electronic industry. Howewethe internal competition with other beer
brands and their organizations, it makes sensattarpeffort in innovative programs to
develop gadgets in connection with the traditidihaineken beer. In regards to the earlier
mentioned parameters in the position matricesutccanderscore the fun/party image as e.g.
the DraughtKeg and the Beertender that signalfoe and different way to drink a Heineken
beer. The competition between the organisationtharbeer industry, of being the first with
new innovation is high. However, | argue that thengy of this achievement is rooted in the
internal pride between the organisational membedssnot necessarily returned in identity-
based motivation by the consumers. | argue it ®v&restimate consumers’ loyalty for the
brand to assume that they are so deeply involvéleifbrand that it matters for them if their
preferred brand comes up with a new innovation rieeioee competitors. | do not say
innovations are irrelevant because they certamiyrove the boundaries for how to
experience a beer, but very few consumers havsatme passion for a beer brand like seen
with e.g. music or sports- fans. In other worde Indt find it reasonable that consumers get

their first-mover/innovative identity cued in th@RECA environment.

Thus, | do find it relevant to invest in these imations but do not find it as a relevant
attribute to base the identity on.

2.2.2.3. Brand as person:

The brand personality serves two purposes. Eithiesumers share the identity and thus the
brand appeals to them if the identity is cued eytivant to create their own identity by using
the brand to mirror them (Oyserman, 2009).
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A study has shown that 93% of 60 major U.S. braxwdsd be described in five terms, namely
sincerity, excitement, competence, sophisticatimhraggedness (Aaker, 1996B). A brand
can still be perceived negatively even though & twiae of the above mentioned traits,
however, the sincerity factor turned out to be sitpee trait in almost every case. | find this
trait highly important to serve the purpose as iagildgiome direct links to what global is
associated with.

| argue that Heineken should aim to get an imadeeofg a person who cares about others.
This belief, if the issues they care about contieenworld, derive that consumers can relate

the global image to something positive and tangible

By having this image people who is seen with a Ele@m will signalize that he or she is a
person who has resources to not only think abarhtkelf but also about other people who

might need it.

2.2.2.4. Brand as symbol:

A clear symbol of the brand can be a valuable aEsgtecially in terms being easily recalled
and recognized. An effective symbol can also cbuatd to brand image if it serves as being a
metaphor for some of the brands attributes (Aake96).

The only symbol Heineken currently holds is the stat in the official logo. However, the
empirical studies show that the effect in termsegbgnition and to be able to link it to
Heineken is very weak. | argue that to developréukestar to a symbol clearly associated with
the Heineken brand is too comprehensive due texttsting very poor symbol recognition.
Furthermore, | do not find the red star relevantdnotribute to brand image because it does
not serve as being a metaphor for any of the bidertity parameters.

Hence, the only benefit the red star will be abledrve is a faster recognition due to the fact
that humans read pictures faster than text, atahgsas this is the only benefit | do not find it

relevant to put an effort in developing this pdrthe brand identity.
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2.2.2.5. Remarks:

Above addressed brand identities are relevanpurehase situation when the consumers are
exposed to the selection of brands e.qg. by standitige bar with view to the refrigerator or
the tap— Recognition (Keller, 1993)n this case the choice will depend on which Hrin
closest to the consumers cued identity (Oyserm@®9)X However, this purchase situation is
not always the case. If the bartender takes ther@idthe tables Recall (Keller, 1993)the
consumers have to be able to recall a brand witheig exposed to it. Keller (1993) does by
his Dimensions of brand knowledge model imply thv@nd image is a step further than brand
recall, meaning if consumers have a developed pgoreof the brand identity, they are also
able to recall it. However, | argue that consunesen though they have a developed image
are not always capable of recalling a specific Bramong the vast number of premium beers
in the market.

Thus, it is crucial to achieve a strong connectathe product group which means that
consumers are able to link Heineken to a produeigoasy and vice versa. The optimal goal is
to be brand dominant where Heineken is the onlpdnsumers are able to recall (Aaker,
1996A). However, | find it impossible in the premmibeer industry due to the high
competition with a high number of brands in the kerHence, the aim is to be recalled as
one of the first and preferably the first brandhia segment. After a brand is recalled, the
consumer base his/her decision by identity congryéke it was the case in the recognition

situation.

As pointed out in the introduction, consumers aq@osed to a vast amount of communication
from companies every day. Thus, the competitioa facall situation of which message/brand
comes to mind is tough. It turns out that not athenunication methods are equally effective
in order to serve that purpose and as explaingaurinll | argue that C2C-communication is
one of the most important methods to increaseikieéiood of being recalled in a purchase

situation.

2.3. Sub conclusion:

Part | of the analysis have dealt with the pathefbrand that can be vocalized, namely,

“Heineken” and defined the purpose of branding as beingiie\that contribute to
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maximize customer-based brand equity. This actisityot purely between the organization

and the consumers but also between consumersatiyern

The current context of the Heineken brand and heughbest it to be developed and
customized to the Danish market is examined thrahghdentity Planning Model (Aaker,
1996B) as the procedural framework and with Idgrddsed motivation (Oyserman, 2009) as

the socio psychological approach on consumer bebavi

Rooted in the strategic analysis | suggest utidjzlme synergies by creating an identity for the
product which emphasizes a refreshing taste. Bgldping this identity, the rather negative
image to the taste can be converted into a mormitmal- and positive association. Derived
from this a more feminine identity will occur whiclerive a differentiation from the main
competitors and furthermore comply with Hofstedmaclusion of the Scandinavian markets

as being a feminine society.

The other brand attribute | suggest developedagtbbal image in the organizational identity
parameter. By taking the point of departure indhkisting image as being global | suggest to
add tangible attributes to what that means. My eatign is to apply a social responsible
approach to pursue an identity of being concerneglabal issues like e.g. climate
challenges, human rights, fair trade, etc. Agais ¢An derive synergies due to the fact that it
will emphasize the global image and therefore difféiate from the competition but it is also
rational due to the high degree of a global idgnfitthe Danish society (Schrock-Jacobsen,
2009), which means that a global image will presbisneerive more identity-based
motivation among Danish consumers compared to athantries in general. By creating an
identity of being concerned in global social respbifity it will derive thebrand as persomo

be characterized by a person who cares about hein@undings. This identity can then,
under the right situational contexts, be cued bysomers and if they experience identity

congruency, an identity-based motivation with reads to engage in the purchase to follow.

Identity-based motivation is only possible whensianers either recognize or recall the
brand. If the consumer is not exposed to the bitascrucial for identity-based motivation
that the brand can be recalled. Thus, proper conation has to be conducted in order to
encourage the recall process. Part Il addresses)gother issues, how C2C-communication

is an effective tool to achieve this purpose.
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3.0. Consumer-to-Consumer Marketing (Part I1):

The aim of this part of the thesis is to assess thewHeineken brand stimulates C2C-
marketing. More specifically | will take the poiot departure in the four identities from part |
and examine how and if they derive C2C-communicatizepending on the results it can be
considered to emphasize some brand parameterstinaorethers in order to utilize the great
potential in C2C-marketing, as e.g. to improvedbaity to be recalled in a purchase situation

as just explained.
Specifically the section will answer following sgjestions from the problem formulation:
1. What is C2C-marketing and what is the aim of it?

2. From prior suggestions on how Heineken can imptbe& brand value, which of
these suggestions are the most important in ommergate better environment for
C2C-marketing?

3.1. Theoretical framework:

Much literature and a large number of scholarsiwithe field of C2C-marketing have
addressed how to succeed in this field (Godin, 28@etrand, 2009; Gladwell, 2000; Rosen,
2000; Sernovitz, 2009). By applying this approackhie paper the objective will turn into
how to conduct a WOM campaign by using the toay tthescribe. However, it is not the
purpose of this thesis to develop a marketing cagnpand my approach will therefore be

different.

Instead | will address why C2C-communication ishsan important marketing tool and why

it is so effective. Research has shown;

“WOM was nine times as effective as advertisinganverting unfavourable or neutral

predisposition into positive attitudes.” (Buttle998)

Thus, it is possibly worth developing or modifyiadprand to be more suitable for C2C-
marketing. However, not all goods or brands areakbygsuitable for C2C-marketing.
Following matrix (Figure 9) shows how goods/brandth different kinds of characteristic

are suitable for non-verbal- and verbal C2C-markgtiespectively. The two characteristics, |
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look at, are if the good is mainly consumed in publ in private and if it is a luxury- or
necessity good. These two characteristics are ohHzsgause they considerably determine

how the good or brand is applicable for C2C-mariggti

By public- and private goods means if the goodissamed at home in private circumstances
as e.g. milk to the cereals in the morning, whereme but your family will notice it. Public
goods are then goods consumed outside the hommaint; in presence of other people. It

could typically be products like clothes, cell pbencars, etc.

The other parameter is simply if the good can besicered as being a necessity- or luxury
good. In the group of luxury goods are jewellerdigijtal camera, etc. where the group of

necessity goods contains products like milk, cetine as previously mentioned.

| argue that depending of the category, the godatamd has certain prerequisites to fit to
either non-verbal- or verbal C2C-marketing. Gengtthle more luxurious the good is
considered to be, the better is the opportunibesérbal C2C-marketing. The reason is that
consumers mainly talk about things for their owndfé. Thus, by telling about their new
Rolex watch would derive prestige and acknowledgraerong their peers, where
information about their recent purchase of 3 pablack socks from the local supermarket
will not derive much attention and in worst cask mbarrassment of telling something

completely irrelevant (Godin, 2000).

Where the verbal C2C-communication is mainly a#ddby the luxury/necessity axis in the
matrix, the non-verbal C2C-communication is maihiliven by the degree of being public vs.
private. As the word implies non-verbal C2C-mankgtis communicated through its
consumption only. Thus, the amount of people, teclwiC2C-marketing is exposed to, is

considerably limited if the good is private andyoekposed to yourself and your family.
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Figure 9:
Suitable for verbal C2C-marketing
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Source: Own production by inspiration from Petenk{1999).

As seen in the matrix | argue that Heineken iscgpet with potential to apply both verbal-
and non-verbal C2C-marketing. The nature of thepecbis usually public and always public
when it is in regards to the HORECA segment. Moeepthe brand aims to be in the
premium price segment and can therefore be cormsides more luxurious than e.g. Carlsberg
and Tuborg.

3.1.1. Definition:

The aim of this chapter is to define the term C2&rkating to make the reader aware of the
meaning of the word. Many different terms are wydeded, thus, without a definition it will

be fuzzy to know exactly what kind of communicatistreated.
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There are expressions like Word-of-mouth, Buzzales, Conversational Capital, Word-
of-Mouse, Viral marketing, etc. In general WordMbuth refers to face-to-face conversation
between people which is also the case with an ideavlhe difference, however, is the
speed by which it travels and where WOM gets weakeach link ideaviruses gets stronger
and bigger (Godin, 2000). Interactive and Word-afuse is basically the same but the media
which carries the message is done only througmermdommunication tools (Helm, 2000).

Buzz is similar to WOM but refer to the aggregaié@M at any point of time (Rosen, 2000).

To avoid any confusion that WOM literally has toatve words | do prefer the term
consumer-to-consumer marketing or communicatiofs férm includes all communication
whether it is face-to-face, non-verbal (wearing-8Hirt saying Levi’s on the chest), online,
etc. Thus, the whole umbrella of above mentionedseare included in the C2C-marketing.
Basically, all communication starts somewhere, tituisan be argued that it is Business-to-

Consumer-to-Consumer marketing, but it will be nefd to as C2C-marketing.

3.1.2. The power of C2C-marketing:

Where many theories and theorists treat how effec@i2C-marketing is and what elements it
has to include making it work, it is much more lied what the reason is why it is so efficient
(Susaa, 2007). Here are three explanations thaesglthis issue namely; the Attribution-, the

Accessibility-diagnosticity- and the Strong-tie Ding

3.1.2.1. Attribution Theory:

The attribution theory has its roots in the sopglchology where Fritz Heider (1958)
examined the attribution as social perception éovibrld we see and live in. If you see a man
drink a beer on a bench on a Monday morning youpessibly “attribute” him as being an
alcoholic, homeless, etc. Thus, we make our owerpmétation of the action we see and turn

it into a meaningful context.

The same scenario is the case when it comes ton@&eting. When a consumer receives
some kind of C2C-marketing related information, tiessage will be interpreted in different
ways dependent of the transmitting person andabeiver will develop certain attributes to
the person. It could be that the transmitter i<shat in the specific field and therefore
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attributed as reliable because he or she is exjeritand therefore know what they are
talking about.

The down side could be if the transmitter in sonag Wenefit from doing the C2C-marketing.
In that way the receiver will attribute the trantieri as being non-altruistic which will derive
a lack of trust. An example of this is Amazon.copregram where consumers benefit from

linking to the Amazon homepage.

The reason why the attribution theory can expldny @2C-marketing is such an effective
marketing tool is how the C2C-communication isilattted. If the message is attributed as
being altruistic and the receiver truly believeattivhat he/she is told is objective, it will be
considered as trustworthy and the value of the agesis therefore significantly increased

compared to traditional advertising (Susaa, 2007).

3.1.2.2. Accessibility-diagnosticity Theory:

The accessibility-diagnosticity theory is anothgp@ach to explain why C2C-marketing is
more effective than traditional advertising comnmation. Feldman and Lynch (1988) argue
that the relative accessibility of information iretconsumers mind influences the consumers’
evaluation as well as behavioural intention. Sebgnlde evaluation and behavioural

intention is also influenced by the informationiaghosticity. In other words, behavioural
intentions are determined of how easy the consusmeminded of prior information in
regards to the behaviour, e.g. to purchase a ptpdnd how this information distinguishes

from other captured information.

Thus, following the accessibility-diagnosticity trg the likelihood that a piece of
information influences an evaluation or triggerbdaour depends on 1) the accessibility of
the input 2) the accessibility of alternative irgpahd 3) the diagnosticity of the input (Susaa,
2007). 1 and 2 affect each other by the fact tharie input gets more accessible it will push
other inputs aside which makes it less accessitdevece-versa.

The reason why C2C-marketing is so efficient ismitegplained by the vividness of
interpersonal communication which is shown to beevaxcessible due to its nature (Hstrr
al, 1991).
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In regards to the diagnosticity, C2C-marketingls®an effective method. C2C-marketing is
due to its reliability relatively diagnostic andntobutes therefore relatively more to the

evaluation or behavioural intention (Susaa, 2007).

Hence, as reference to chapter 2.2.2.5, the abdégsiiagnosticity theory can explain why
C2C-marketing is more efficient than traditionalrketing tools in order to increase
consumers’ ability to recall a brand in a purchsitgation where they are not exposed to any

brands.

3.1.2.3. Strong-tie Theory:

The third theory concerning why C2C-marketing isfukis the strong-tie theory which takes
point of departure in social structure and netwsw&iology. The concept is that C2C-
marketing and its impact on people depends on Wh@onversation consists of (Brown &

Reingen, 1987). People can be categorized intartajor groupsin-group andout-group

In-group C2C-communication is communication betwgeaple who share a close
relationship or strong ties such as between cleseds and family, where out-group C2C-
communication is communication between people wiglaker ties such as people other than
friends and family (Matsumoto, 2000)

The reason why these two groups can explain thaesfty of C2C-marketing is that research
have shown that in-group relations are characttizebeing reliable and trustworthy
(Watkins & Liu, 1996). Moreover, consumers are gigantly more involved in C2C-

communication in their in-group than their out-goq$usaa, 2007).

3.1.2.3.1. Critique of the Strong-tie Theory:

The strong-tie theory states that the closer tieamong two people, the higher value of
C2C-marketing in the way that first come familyethfriends, acquaintances, and lastly
strangers. However, this is highly influenced bitune and varies widely between countries.
Characteristic for most parts of Asian culturehisit close connection to their families. The
family is the primary source of inspiration, infaee and behaviour, where friend come

second. In Denmark this priority is not as clearm® people are more influenced by friends
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than family and some vice-versa. According to mgldative interviews, it gives the
impression that the respondents are more affegtélddr friends than their family, but it can

of course differ between product types.

Additionally, not all people have the same proaiffidhvow much they value the in-group
compared to the out-group. According to a studyémy & Mizerski (2005) the degree of
how much people use their in-group compared to theigroup depends on their attitude to
theirlocus of contrglwhich is a person’s belief about what causegjtiuel or bad results in
his/her life. It can either be external factorstsas luck, or internal factors like their own
behaviour. The research showed that people wiigradegree of internal locus of control
where significantly more likely to engage in C2Gysaunication with their out-group than

people with a high degree of external locus of nt

3.1.3. C2C-marketing phenomena:

The chapter on C2C-marekting phenomena is meagivéathe reader an outlook on how

successful C2C-marketing is working and the hazafdts

3.1.3.1. Virus:

The ultimate goal of C2C-marketing is to get yowgssage to spread as an epidemic virus
(Godin, 2000). The phenomenon is compared to & @mce it practically works the same
way, by onesneeze(Godin, 2000) who affects several people withwines/message, and

then they become sneezers and so forth.

Crucial for achieving this effect is that the vimsmessage does not lose its effect (Godin,
2000). E.g. many people will say or show theirrfds if they bought a Ferrari and many of
these friends might also tell their friends thaittiriend bought a Ferrari. However, the value
and prestige by telling the story diminishes thehfer the message spreads. It is less prestige
full and maybe even embarrassing to tell thatentftiof a friend of a friend bought a Ferrari,

because people who hear the story might not care.

The key to turn a message into a virus is to pded ®@ladwell (2000) call¥he Tipping Point

and must include following three rules;
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1. The law of the few.
2. The stickiness factor.

3. The power of context.

The law of the few refers to by who the messagelhi should be launched. As Gladwell

states;
“...atiny percentage of the people do the majorityhe work.” (Gladwell, 2000)

This minority is crucial to launch the virus andhdze categorized as possessing

characteristics as beimgnnectorsmavensandsalesmen

Connectorsare characterized by having a social network up-5aimes bigger than people in
general (Gladwell, 2000). The reason is their bigrest in other people and their lives and
they love to share their knowledge with them. Tleeircial contribution to spreading a virus
is not only their large network, but due to theierest in other people, they often have a
broad variety of friends. This makes them capabkpreading the message to many worlds,
subcultures and niches (Dehler-Nielsen & Rathj@062.

Where connecters have the eagerness and integsbihe mavensare interested in
knowledge and information. Mavens are the typeepspn people listen to or go to if they
need advice of any kind of product or service (@iekdi 2000).

Lastly, salesmerhave the ability of being persuasive. However, \ywsuasive exactly is, is
a rather scientific and complex phenomenon, buti@édl (2000) describes it as not only
being a matter of spoken word but more importasiilytle, hidden and unspoken signals
which he characterizes as a dance between peaplaake an epidemic tip these three

characters have to be involved in the conversation.

According to Gladwell (2000) not only the messenrgerecessary to make a message to tip.
The content of the message is also a crucial fad®mentioned in the introduction we are
exposed to more and more ads every day but how a@me actually remember? A huge
amount of advertising money is used to buy thesarad@V and magazines but they often
have little effect. Actually sometimes competingmaanies benefit from the marketing

activities nearly as much because consumers onigenthne product category but not the
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actual brand (Dehler-Nielsen & Rathjen, 2006). Thioe message has to be so compelling
that it triggers action which Gladwell (2000) reféo aghe stickiness factor

The final part to make a message tip does not cortbe involved people or the actual
content of the message like the law of the fewtaedstickiness factor but concerns outside

factor that affects the epidemic, thus, the naimepower of context

The power of context is characterized by being mgutibconscious things we are not aware
of. Not big considerable things we evaluate ands thave some kind of opinion about, but
things we do not really notice as being affecting loehaviour and therefore just pass through

the filter and embraces subconsciously in our minds

Gladwell (2000) argues and has by research fouhthatiall these three factors must be
present in order to make a virus tip. Howevett tifis it is severely effective even with very

few resources.

3.1.3.2. The Influentials:

One American in ten tells the other nine how t@yethere to eat and what to buy. They are
The Influentials. (Keller & Berry, 2003)

The theory othe Influentialstakes similar approach as Rosen’s (20a8@) of the few
However, the objective by exploiting the Influefgigootential is not to launch a virus and the
target group for spreading the message is muchrwithe essential is that tieouthis

probably more important than tiaerd in the term word-of-mouth marketing. Thus, by
turning an Influential into a loyal customer it des much larger impact than a non-

influential loyal customer.

It is not obvious e.g. demographically charactmssthat distinguish Influentials from general
consumers, thus, targeting marketing activitiethém cannot be done by e.g. age, education,
wealth, celebrity status, etc. However, the Inflisda do have some traits as being active in
their respective communities, more attracted tormftive and relevant information,

rejecting traditional marketing, etc. Thus, it ok possible to aim marketing activities
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directly to this group of people. However, to psety identify the target group and how to
communicate to them is out of the scope of thisspap

3.1.3.3. Negative C2C-communication:

So far | have only addressed C2C-marketing fronptigtive point of view where consumers
share information in a verbal or non-verbal wayahhbenefit the product or brand involved
in the conversation. However, the negative coumitmeferred to as negative C2C-
communication is at least as widespread as positR@-communication. Thus, even though
marketers should pursue positive C2C-communicatiarder to achieve better and cheaper
marketing, it is crucial also, to a certain extéotavoid negative C2C-communication
(Sernovitz, 2000).

It is a fact in marketing literature that a dissi#id customer shares his or her product
experiences with more people than a satisfied oustgSolomon, 2004). This means that a
negative loaded message will travel longer andfaban a positive loaded message (Lau &
Ng, 2001).

Through research it has turned out that no gemel@lof how many percent of dissatisfied
customers actually spread their experience anariés widely between industries and
products (Dehler-Nielsen & Rathjen, 2006). Howe®ichins (1983) and Anderson (1998)
have concluded that the percentages of consumerskndre their bad experience are related

to the level of dissatisfaction.

From previous brand analysis it appeared that Heiméas an issue with the quality, because
of the bright colour of the bottle which causedlgim to damage the taste of the beer. This is
an obvious issue which can evolve negative C2C-conication and ultimately turn into a

virus as previously discussed (Gladwell, 2000).

One way to deal with this problem is obviouslyrorease the quality so fewer bottles are

exposed to the sun. But other action has also tak®ss in order to conquer this issue.
Keller & Berry (2003) gives their suggestion on htmadeal with the critique;

“When critics come knocking, invite them in.” (Kezll 2003)
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They have showed, through research, that peopletaki@oaction on their bad experience
either by telling friends and families about itesrquire the company with the complaint, are
significantly more likely to bénfluentials This means that if Heineken receives a complaint
or notice a customer complaining on a blog forurotber social media, there is a relatively
great chance he or she is an Influential. If se,iessage will be spread wider and further
due to the role as an opinion leader. However, bgaging this particular customer properly
he or she can actually turn into a satisfied custoamd probably be even more satisfied than
if the complaint never occurred because he or sketbe feeling of being taken seriously. In
that way an unsatisfied customer followed by a tgriel of affecting other consumers is
transformed into a satisfied customer who probabhtributes to the marketing because of
his/her position as opinion leader. The point & tb pursue great C2C-marketing, opinion
leaders are crucial to spread the message, ardedfoit has to be put into identifying and
reaching influentials. In this case they approamh gnd the only thing you have to do is to
turn them into satisfied customers. They are alredentified.

A solution to solve the problem could be, inspibydhe wine industry, that consumers
becomes aware of their right to return the beergaich new one if the taste is damaged,

similar to a wine that will be returned if it doest live up to standard.

3.2. The Conceptual Model:

This chapter serves the purpose of presentingdheeptual model for the reader. The model
takes the point of departure in the previous bi@malysis and addresses the issue on how the

brand identities contribute to make consumers con@aC marketing.

Initially the theory behind the model will be exipled in order to clarify how the model is
constructed. Subsequently, a thorough presentafitre model will be done by presenting
each singléatentvariable and theimanifestvariables. Finally, the hypotheses will be
developed in order to be able to test, in the qtaivie analysis, if they can be refused or

accepted.
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3.2.1. Theoretical approach to the Conceptual Model

The aim of the model is to describe what causeswosrs to do certain behaviour. | will
address three types of behaviour connected to C2QReting. The first behaviour is the
action of buying a Heineken. The reason it is agr®d as C2C-communication is the fact
that by buying the product the consumer is sigiizome connection to the brand. When
you tell the bartender that you would like a Heieektell a friend to buy a Heineken for you
or simply just having a Heineken in front of yougives other people some associations of
similarities between you and the brand. This fofl@®C-marketing | will in the following

refer to as non-verbal C2C-marketing.

Furthermore, | will also address two types of CZtamunication which are verbal WOM. It
is where one consumer gives his/her opinion alfmubtand to another consumer. The

message can either be positive- or negative loadhéch | refer to as PWOM or NWOM.

Several models on how to predict consumer behavioave been analyzed and many models
have been developed (Susaa, 2007). A widely usgiabagh to predict behaviour is to assess
the consumers’ attitude. The attitude factor hasvsihto have a relationship to consumers’
behaviour (Solomon, 2004) which is the field of thedel.

One of the most frequently used definitions oftattes is by Gordon Allport (1935) defined

as;

“Attitudes are learned predispositions to respoadh object or class of objects in a

consistently favourable or unfavourable way.” (Alth 1935)

However, an attitude to an object does consist@fttitude to a large variety of attributes. A
consumer might have a positive attitude to tasteamegative attitude to the bottle design and
the overall attitude to Heineken is then the surallathe single attitudes of the object. This is

explained further in Fishbein’s multiattribute made

3.2.1.1. Fishbein’s Multiattribute Model:

The most acknowledged model to address multiat&ihttitudes is Fishbein’s Multiattribute

Model as formulated in following equation (Solom@&004).

S bh*e=A,~Bl~B
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Where A is the overall attitude to the objectj®the belief of the attributein terms of what
characteristic the consumer ascribe to it and|l§ine is the evaluation on how much the
consumer appreciate and value of the attrib(#¢zen & Fishbein in Albarraciet al, 2005).
However, by only addressing attitudes without Iitkit to certain behaviour it cannot be
used for strategy making. Bl (behavioural intenfimnthe model indicates that Bl is a
function of A, and B (Behaviour) is a function of Bl.

Researchers have after many years experiencedahstimers’ attitudes are not always a
good indicator on how to predict behaviour (Solon2804). E.g. can a consumer have
positive attitudes to a Harley Davidson motorcydige to its rugged image, but still have
negative attitudes toward buying a Harley Davidsdre difference could be due to the hassle
of taking a drivers licence for motorbikes, riskrimfing it, etc. Therefore, Fishbein revised the
model to get a better correlation between attitar actual behaviour.

3.2.1.2. Theory of Reasoned Action:

Compared to the Multiattribute Model, Fishbein irparated three changes in order to better
predict behaviour. Firstly, the Multiattribute Mddgealt with A, as an accumulated attitude
to the objects’ attributes. In the Theory of Rea&gbAction (TRA) Model Fishbein takes a
different approach on the parameter attitude biitapat theattitude to the behaviouka:
(Assael, 1998) instead of the attitude towardsothject A. E.g. where the attitude in the
Multiattribute Model concerned the brand Heinekan attitude to the behaviour could be the
attitude to buy, consume or recommend a Heinekecor@lly, to address the attitude to
behaviour the belief that derives the attituddss ahanged to be beliefs as the perceived
consequences of the action instead of the perceivaccteristics of the brand (Assael,
1998). Thirdly, Fishbein concluded that other exééfactors significantly affect the
behaviour and the behavioural intention. Thus,dded a new parameter, nam8dgial
Norms(SN) which is our tendency to let our environmaifiect our behaviour (Assael, 1998).
Even though, we rarely admit that other peoplecafé@r decisions it is a crucial factor in
determining behaviour. Again SN is composed of tagtors, namelyormative beliefand
motivation to complyvhere normative beliefs is the consumers’ belef$irow he or she
thinks of other people’s opinion about the behawvemd motivation to comply is a factor of

how much he or she obeys his/her surroundings (Swio 2004).
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The model | will develop serves as explaining tatvxtend brand identities motivates
consumers to conduct C2C-communication, however pidat of the model (SN) actually
looks the other way and explains, among other factiow much C2C-communication

affects their behaviour. The TRA model is seerignre 10.

Figure 10:

Beliefsabout
the behaviour

Attitude
aboutthe
behavigur

Evaluation of
the behaviour

Behavioural

Behaviour
Intention

Normative
beliefs

Subjective
Norm

Motivationto
comply

Source: Own production with inspiration from Assgl€)98).

The aim of developing brand identities is to depedttitudes to the brand. Consumers will
then respond to the identities in either a positivaeegative behaviour depending on their
identity-based motivation. The brand identities aset of attributes of the brand like the taste
of a Heineken, the design of the bottle and théajlonage as previously addressed. Thus, in
this paper it is interesting to see to what extimedorand identities serve as deriving
behaviour. In other words, is there in Heinekemstext factors where a positive attitude to
the brand (8) is not deriving positive attitude to buying thebd (A.). |.e. is there a
phenomenon like in the Harley Davidson exampleeramentioned. | argue that Heineken is
a product where factors that cause a differenogdmat a positive attitude to the brang)A

and a positive attitude to the behaviougfrare small. However, the fact that a consumer
does not drink alcohol can have a positive attitwdine brand but a negative attitude to buy
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the brand. Thus, | will address that by excludih@aswers, in the quantitative analysis,
where the respondents answer that they have nettatHeineken.

3.2.1.3. Theory of Planned Behaviour:

Even though major changes were made from the Muibate Model to the Theory of
Reasoned Action the theory did still receive somtéjae. Sheppareét al (1988) question
TRA’s assumption, that the behaviour is somethmgantrol of the consumer (Fishbein &
Ajzen, 1975). Sheppast al (1988) argue that behaviour to some extend igmated by
outside factors which the consumer is not in cdrdfoE.g. does the consumer have the
resources to buy the product?

As a reply to the critique, Ajzen (1991) developleel Theory of Planned Behaviour (TPB)
where he included the parameperceived contro{PC) which is the consumers’ own opinion
if he or she is capable to execute the behavicelsffackeet al, 2004). The parameter
includes if the consumer has the resources to@be¢haviour. However, | argue that this
parameter is not influencing the behaviour in teansuying a Heineken in the HORECA
segment. An issue, however, could be if a persdtvafiants to buy a beer on a bar. He may
have a positive attitude to the brand and his éisenill not affect him negatively but the
behavioural intention is still low due to the laivnm sale of alcohol to people under 18.
However, people in my research pool are all ab@arid | do not assume other issues that
can affect this parameter, thus, it will not belued in the model. The figure is seen in
figure 11.
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Figure 11:
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Source: Own production with inspiration from AjZ@991).

3.2.2. The Conceptual Model — Latent Variables, Maifest Variables and Hypotheses:

The conceptual model (Figure 12) is developed erptinciples of earlier mentioned
consumer behavioural theories. The left side ohtleelel concerns the brand identities and
the right side different kinds of behavioural irtiens. The aim is to test whether this is a
valid model which can serve as explaining how bridedtities stimulate C2C-marketing
between consumers? Rooted in the TRA model SNciaded to address the affection of

social norms on the respective behavioural intestio

The model consists dditent variables| argue that variables like elgrand as organization

or PWOMcannot be measured simply asking; “what do yookthbout the brand Heineken

as an organization?” or “do you have intentionsdoduct positive WOM?” and then get a
valid answer. | see these parameters as not beaightforward measures people can directly
respond to. Thus, | will make up a femanifest variablesvhich are questions the responders
are more likely to answer properly. The manifestaldes then together serve as measuring

the latent variables in the model (Muijs, 2004).

Technically, the latent variables can be eithessifeed as being exogenous or endogenous.
Exogenous variables are defined as independentdtber parameters in the model. On the

other hand endogenous are explained by one or vaoigbles in the model (Susaa, 2007). In
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the model (Figure 12) PR, OR, PE, SY and SN carhbeacterized as exogenous variables
and Bl, PW and NW are endogenous variables.

Exactly how the exogenous variables are able ttae@xthe endogenous variables are the
crucial part of the analysis of the model. The wawll address this is to develop certain
hypotheses on whether the exogenous variable lyasigmificant correlation with the
endogenous variable. In other words, can it béssitally rejected that the slope of the
correlation is significantly different from zeroqrorrelation) on a 0,05 level. The method to
analyze this model will be Structural Equation Miiidg (SEM). The conceptual model is

seen in figure 12.

Figure 12:

Brand as
product
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Brand as
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Source: Own production based on previously disaissasumer behaviour theory.

In regards to the TRA model the PR, OR, PE and 1$ee attitudes to the respective brand
identities. The attitude is, thus, a product ofibgpondents’ belief and evaluation. To keep
the number of questions, in the questionnaire,llde not ask for both the respondents’ belief

and evaluation but only to their attitude to thentity. This is done by formulating the
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question in order to let the respondent expregelf are positive about a belief e.g. the taste
of a Heineken.

The endogenous variables in the model regard, asioned, behavioural intention and not
the actual behaviour. However, | assume that thewer is in control of their own

behaviour and there is a correlation between behaai intention and actual behaviour. By
alternatively including actual behaviour in my dgtdhering, it will increase the complexity

and time consumption considerably, and this isetioee not chosen.

The coming chapters will introduce the single latariables by their manifest variables and
the developed hypotheses to be tested later on.

3.2.2.1. Brand as product:

Hi: A positive attitude to “brand as product” will ve a positive

effect on consumers’ buying intentions. sy -

Ho: A positive attitude to “brand as product” will & a positive ‘
effect on consumers’ intentions to perform posiGZae- . P

communication. .

Hs: A negative attitude to “brand as product” will kia a positive effect on consumers’

intentions to perform negative C2- communication.

In order to measure the latent variabtand as product have developed 5 manifest variables

which are to be answered in the questionnaire Bipaint Likert scale:

» Strongly disagree
» Disagree

* Mildly disagree

* Neutral
* Mildly agree
* Agree

e Strongly agree
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Questions
PR1 | Jeg synes Heineken har en god smag.
PR2 | |visse situationer foretreekker jeg smagemai@neken frem for andre glmeerker,
PR3 | En Heineken smager bedre end mange af de andretinipo
PR4 | Jeg synes Heineken flasken har et flot design.
PR5 | Heineken flaskens design er flottere end konkun@eeslmaerkers.

3.2.2.2. Brand as organization:

Ha: A positive attitude to “brand as organization” ihave a ‘

positive effect on consumers’ buying intentions.

Hs: A positive attitude to “brand as organization” IWhave a

positive effect on consumers’ intentions to perfpositive C2C- .

communication. .

Hes: A negative attitude to “brand as organization” lwhave a positive effect on consumers’

intentions to perform negative C2C-communication.

In order to measure the latent variabtand as organizatiohhave developed 4 manifest

variables which are to be answered in the quesdiomion a 7-point Likert scale:

Questions
OR1 | Jeg er positiv overfor Heineken’s globale image.
OR2 | Jeg veerdseetter Heineken’s globale image.
OR3 [ At Heineken er en global gl giver mig positive asationer.
OR4 | Heineken’s globale image skiller sig positidtfta andre glmeerker.

3.2.2.3. Brand as person:

H7: A positive attitude to “brand as person” will hawa positive .

effect on consumers’ buying intentions.

Hs: A positive attitude to “brand as person” will hawa positive

effect on consumers’ intentions to perform posiGae- .

communication. .
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Ho: A negative attitude to “brand as person” will haa positive effect on consumers’

intentions to perform negative C2C-communication.

In order to measure the latent variabtand as persohhave developed 4 manifest variables
which are to be answered in the questionnaire Dipaint Likert scale:

Questions

PE1 | Jeg synes Heineken har en personlighed jeg veeaisaett

PE2 | Heineken henvender sig til en gruppe menngsgdrar en positiv holdning til

PE3 | Heineken har en personlighed der skiller sig pasitd fra konkurrenterne.

PE4 | Der er ligheder mellem min egen og Heinekeatestitet.

3.2.2.4. Brand as symbol:

Hio: A positive attitude to “brand as symbol” will ha\a positive

effect on consumers’ buying intentions.

Hi1: A positive attitude to “brand as symbol” will ha\a positive

effect on consumers’ intentions to perform posiG2e-

communication.

Hio: A negative attitude to “brand as symbol” will haa positive effect on consumers’

intentions to perform negative C2C-communication.

TheBrand as symbdk, due to the brand analysis, chosen not to ¢dladed in developing
the Heineken brand. The parameter, thus, only appeahe model to demonstrate the point

of departure if it is going to be used for othewdarcts or brands.

3.2.2.5. Social norm:

Hi3: There is a positive correlation between consunsasial

influence and their buying intentions.
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Hi4: There is a positive correlation between consufresial influence and their intentions

to perform positive C2C-communication.

His: There is a positive correlation between consufresial influence and their intentions

to perform negative C2C-communication.

In order to measure the latent variabbeial norml have developed 2 manifest variables

which are to be answered in the questionnaire Bipaint Likert scale:

Questions
SN1 | Heineken er populaer blandt mine venner og bekendte.
SN2 | I min omgangskreds bliver der ofte drukket/Kgbineken sammenlignet med andie

glmeerker.

3.2.2.6. Buying intention:

In order to measure the latent variablg/ing intention have developed 5 manifest variables

which are to be answered in the questionnaire Dipaint Likert scale:

Questions

Bll Det er sandsynligt at jeg keber en Heineken péaefedfé der ogsa seelger andre glmaerker i
lzbet af de naeste 3 maneder

BI2 Jeg forudser at jeg i naermere fremtid kgber ene#kein pa en bar/café der ogsa seelger apdre
glmaerker

BI3 Alt i alt er jeg positiv overfor at kabe en Heinaeke

Bl4 Jeg veelger af og til en Heineken pa en bar/cafégiet seelger andre glmaerker.

BI5 Jeg har inden for de sidste 3 maneder kgbt en kimingd en bar/café der ogsa solgte andre

glmaerker.

3.2.2.7. Positive word-of-mouth:

In order to measure the latent variaptesitive word-of-moutlhhave developed 3 manifest

variables which are to be answered in the quesdiomion a 7-point Likert scale:
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Questions

PW1 | Jeg har tidligere kommet med en positiv kommermatar Heineken, til venner eller
bekendte.

PW?2 | Hvis nogen spgrger om min holdning til Heinekéfeg naevne noget positivt.

PW3 | Jeg kunne godt finde pa at sige noget positivt @iméken.

3.2.2.8. Negative word-of-mouth:

In order to measure the latent variabégative word-of-mouthhave developed 3 manifest

variables which are to be answered in the quesdioaion a 7-point Likert scale:

Questions

NW1 | Jeg har tidligere kommet med en negativ kommentariHeineken, til venner eller
bekendte.

NW2 | Hvis nogen spgrger om min holdning til Heinekéneg naevne noget negativt.

NW3 | Jeg kunne godt finde pa at udtrykke mig negativtteimeken.

3.3. Qualitative Analysis:

Based on my knowledge | am not aware of prior neseahere brand identities are used to
explain behavioural intentions as in the previosceptual model. The aim of the model is
not to predict certain behaviour derived from chag@f the brand identities but to explain if
and how the specific brand identities currentlywesras deriving behavioural intentions in
regard to C2C-communication between consumers., Thesnodel is not build on prior
tested models which give certain validity and | &&y analyze if the model actually measures
what | expect it to measure and if the model inekidarameters enough to be able to explain

the endogenous variables.

For that purpose | have divided this chapter into $ections; qualitative analysis | and II,
where the purpose of the analysis initially will éxglained, secondly | will argue for the
chosen research method and finally, the collecttd @ill be analyzed upon in order to
change the model to be more valid.

3.3.1. Qualitative Analysis I:

Qualitative analysis | will aim to ensure the sture of the model. In respect to the

subsequent quantitative analysis it is not possht®ver a wide range of brand attributes. To
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ensure a considerable amount of responses itegatto keep a questionnaire on a fair
number of questions. Otherwise many people doesgand to it and the value of the
collected data will decrease. Thus, it is importantover a few but the most important

attributes for each brand identity.

3.3.1.1. Research design:

The qualitative analysis | is based on the sanevi@ws as applied in the strategic analysis

and the design of the data gathering method ietbiex prior explained in chapter 2.2.1.3.1.

3.3.1.2. Data analysis:

Basically all outcomes of the interviews can badted to one of the following brand
identities;brand as producgtorand as organizatigrbrand as persownr brand as symbolThe
interviews look upon the respondents’ buying hasitd associations to Heineken. The
overall impression is that the consumers’ behavimoainly is derived from the product
attribute taste. However, it implies that othergledhan the respondent might base their
decisions on other more intangible factors as weltgue that the fact that the respondents do
believe others to care about intangible attriblikese.g. signalizing wealth by drinking a
premium priced beer, is a indication that it aleald be the case to themselves. It is always
easier to stereotype other people than it is taldde to draw objective conclusions about
yourself. People do have a tendency to say otlierima certain way but | am different,

however, often it is a clear description of theih. se

The attributes in regards bvand as producis as mentioned mainly taste, but attributes like
bottle design, price and occasion are also mendiddewever, occasion and the premium
price level are not mentioned by the responderttoumit being asked into it and their
associations about it are not very clear. The puamprice is nearly invisible and the
respondents do only expect little, if any, addiibprice to a Tuborg or Carlsberg, which is
considered as a midrange price. The occasion aflwdaHeineken fits well into is not very
clear either. When respondents are asked intoeit; tesponse is rather unclear and do not
consider Heineken as having strong ties to a dpemtasion. Thus, | argue that by covering

taste and design | do cover the most considerateopthe latent variabldgrand as product
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In regards to the latent varialldleand as organizatiothe only attribute mentioned in the
interviews is Heineken’s global image. Nevertheléss global association is very clear
among the respondents. Thus, the only attribubetoovered in order to meastorand as

organizationis questions to measure attitude to Heineken’sajlomage.

Attributes to the brand Heineken also derived ftbminterviews are; young, feminine, upper
class, party people, etc, which all can be relaadtand as persorDue to the fact that the
respondents do have wide variety of associatidiesrieg to Heineken'’s personality and the
personality of the stereotype Heineken consumail] hot pick out only one or two attributes
in order to analyze the whole latent varidbtand as person argue that only a few specific
attributes like e.g. young and party image is migcmate, thus, the questions in the
guantitative analysis will be developed in broauntein order to cover the whole latent

variable.

The last latent variable in the conceptual modbland as symboHowever, the data
outcome did not show any trace how this identitylddoe related to any behaviour or image
of Heineken and is therefore excluded. The variabldd still be included, though, and then
be tested if hypothesis 10, 11 and 12 could beedeihbiut in order to keep the questions in the
quantitative analysis to a minimum | prioritizeexclude it from the conceptual model.

3.3.2. Qualitative Analysis II:

Where qualitative analysis | aimed to ensure thatright brand attributes is covered in the
guestionnaire, qualitative analysis Il serves aal@ation if the manifest variables actually
serve the purpose of measuring their respectieatiatariable. In other words do | actually
measure what | want to measure? The suggestedastwdriables possibly have to be
revised, deleted or new added in order to be afgeitg measure instrument. This method is
calledcontent validitywhich together witltonstruct validity(See factor analysis) and
reliability analysiscovers an assessment of the models validity (MR2(84).

3.3.2.1. Research design:

Qualitative analysis Il will be conducted as a sstmictured interview. By this structure |
ensure that all manifest variables will be examihedstill additional information the
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respondents might have, can emerge. Like with taisde analysis I, | conducted the
interviews myself and before starting the intervieagked the respondent of their permission

to record the interview in order to later transtap.

As mentioned the purpose is to test if the manifagables are a valid measurement for the
latent variables. The manifest variables from cbiapt2.2 are all in the form of statements,
however, in qualitative analysis Il, | will transfo them into questions in order to let the

respondent better be able to come up with his oopimion about it.

For example will PR1 be transformed into questidn Q

| PR1_| Jeg synes Heineken har en god smag. |

| Q1 | Synes du Heineken har en god smag? |

The complete list of questions is found in appertdix

Furthermore, | have chosen not to ask the quesimocisronological order but change it from
interview to interview. The reason is that somestjoes can be relatively similar and the
respondent could then become tired or irritateldeiar nearly the same question again. By
changing the order, disturbing factors will be sggfeut and not only affect the same question

in every interview.

3.3.2.2. Data analysis:

To better be able to analyze the data in the quak analysis Il the interviews are
transcribed and to be seen in appendix 7. The rdethbow the interviews are transcribed is
that all irrelevant expressions are omitted ang timt substantial sentences are transcribed.

In that way the whole interview is smaller but néormation is lost (Andersen, 2002).

PR:

The questions regarding brand as product concemms$opics, namely, bottle design and
taste. The two product attributes do not necegsaave the same contribution to the latent
variablebrand as producand the respondents can also have different @astto taste and
bottle design respectively. This means that alstjaas cannot be used as manifest variables
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for the same latent variable by being grouped asdwue to lack of correspondence. Either |
have to separate the two attributes to be analsepdrately or one of them has to be
excluded. | argue that both the qualitative analysind Il illustrate that even though the
Heineken bottle is perceived to have a nice designsumers are not evaluating this attribute
as being something they appreciate. l.e. the belight be strong but the evaluation is not,
and from the TRA we saw that the attitude is natrgj then. On the other hand the
interviews showed a much clearer correlation betvibe taste and the attitude to the product

which is the reason | will reduce the manifest alales to only concern the attribute, taste.

Q2 has turned out to be a bit unclear to the redgats. Their belief as being a beer good for
refreshment in a context where the aim is to redhicst, is not as clear as | assumed. The
result is that the respondents probably will raptgatively even if they have a positive
attitude to the taste. Q2 will therefore be repthwith the questior{En Heineken er god nar

jeg treenger til en frisk al”

OR:

The answers to the questions regardirand as organizatioand Heineken’s global image
was characterized by not being very clear eitheenBEhough the questions were meant to be
similar to a certain extent, the answers turned@be very different. | believe the reason is
that the questions are too intangible and the redgs do not know exactly what it regards.
Thus, | have changed the questions to measurespemdents’ opinion about Heineken'’s
three major international sponsorships instead.quiestions are seen in appendix 8. | argue
that all three sponsorships have an internatigpilaach and thereby give a measure of

Heineken'’s global image.
PE:

Like the questions regardifgand as organizatiothe questions abobtand as persoare
also too superficial and intangible. The questimmnght be biased in the way that when they
were developed they were based on Aaker’s theobyasfd identities. The respondent is, of
course, not aware of that theory and the questomsherefore too unclear. Thus, all the
questions are revised to make the respondentliyiitiaagine a stereotypical Heineken

consumer and then express their attitude to thrabpeThe questions are seen in appendix 8.
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SN:

Q 15 turned out to need to be revised froBliver der, i din omgangskreds, ofte drukket/kabt
Heineken sammenlignet med andre glmaerker?th does not take into consideration that
not all bars have the same selection of beers amslicners do select the bar on other criteria
than the beer selection. Thus, Heineken can bdla@aresumed beer in a group of friends just
because it is the only beer sold in the bar thefogdo better be able to measure the latent
variable SN the question will be revised t¥a8lger nogle i din omgangskreds, ofte en
Heineken pa en bar der ogsa har andre gl at vastgdléem?”.

Bl:

The interviews showed that Q20 was too specifietgouraging the respondent to respond
with either strongly agree or strongly disagreeetgent if he or she has bought a Heineken

within the last 3 months. Thus, the question walt appear in the questionnaire.

PWOM and NWOM:

No changes.

3.3. Revised model:

Due to the validation of the model, the manifestaldes have been revised (Appendix 8) and
the structure of the conceptual model has slightgn changed. The revised conceptual

model is seen in figure 13.
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Figure 13:

Brand as Buying
product .. intention
(PR} (81}

Brand as
organazation
{OR]

Brand as
person
(PE)

NWOM
{NwW)

Social Norm
{SN)

Source: Elaborated from figure 12.

3.4. Quantitative analysis:

This section aims to do the data mining on theeyathdata. The section is divided into three
parts where the first part explains how the dataicted, in the second section a reliability-
and a factor analysis will be performed to furttest the validation of the model and the final
part serves the purpose of assessing the modekbgg the hypothesizes and present the

results.

3.4.1. Data collection:

The survey was conducted asaline survey{Appendix 8) which is an efficient and cost
effective way to spread the survey to a large armotipeople. The link to the questionnaire
was sent out to students on Copenhagen Busines®|Suid Aalborg University where |
received 183 responses. Due to Heineken'’s stratedgvelop the brand in the four major
cities of Denmark | tried to get permission to séralt to students on Aarhus University and

University of Southern Denmark as well, but did get the permission.
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Of the 183 responses 20 was only partly answerddherefore disregarded. 17 of the
respondents left had not tasted a Heineken andftrerconsidered as being unable to answer
the questions properly by either not drinking alaiadr having too little knowledge about
Heineken. Moreover, 1 was deleted due to an unseaaswering pattern. Lastly, 7 were
outside Heineken’s target group of being in the @fg23-35. | have chosen women to be
included in the further analysis due to Heinekdeminine image as prior discussed. This

filtering of responses leaves 138 valid questiomsaio conduct the data analysis on.

The measurement variables from the questionnaim&aceed 25 questions where 4 of them
were of descriptive character as; age, gendemmemid if they had ever tasted a Heineken.

Before sending it out it was pretested on a coapfgeople which turned out in minor

corrections.

Figure 14:
Age (23-35):
Average age: 25,6
Standard deviation: 1,9
N (Number of valid responses) 138
Gender:
Female: 57%
Male: 42%
Region:
Greater Copenhagen: 74%
Zealand: 6%
Southern Denmark: 0%
Central Jutland 6%
North Jutland 12%

Source: Own production based on empirical data.

It has to be taken into consideration that the datdt be biased due to several reasons.
Firstly, the questionnaire was only launched taetus on higher educational institutions
which do not represent the general population éntéinget group. Secondly, it cannot be
refused that people who choose to spend time telstena questionnaire have different traits
than the ones who will not waste their time in @pin However, to eliminate the bias that
people who responded the questionnaire where rogat o Heineken, | did not mention
neither Heineken nor the beer industry in the elmiin link to the survey.
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3.4.2. Reliability analysis:

What | did in the quantitative analysis Il wasngprove the validity of the model by making
sure if the questions really measure what | wattt iheasure. However, further analysis has
to be done in order to improve the validity. Faattpurpose | will conduct a reliability
analysis which can identify if the manifest varebhre internally consistent. Reliability is a
necessary condition for validity but a reliabletinsnent may not always be valid (Zikmund,
et al, 2007). The score of the latent variable can b#esron following equation (Muijs,
2004);

Score = True score + Systematic error + Randonr erro

The true score is the respondent’s true attitudbddatent variable e.grand as producand

the score is the average of PR1, PR2 and PR3.iffaeedce between the two scores
determines if the manifest variables are reliabdasures of the latent variable. The
difference can either be caused by systematicsewhbrich is the same error for all
respondents. Let us say there was pictured aroldeHeineken beside question PR2, then the
respondents would most likely respond more postoviie answer, but as long as this error is
systematic, the results are not less valid bechlasdk at differences between respondents
and not absolute values. The main essence of liabiligy analysis is to cope with the

random error which is different from respondentespondent. One method to analyze this is
the Cronbach’s alpha method, which tells how mmtérnal consistency the manifest
variables perform. E.g. could a too short time eamgBI1 contribute to a lower Cronbach’s
alpha than if it was excluded. Let us say the goestas;‘It is likely that | will buy a

Heineken within the next two days™ that way the respond will probably depend on
whether that person intends to go out within the bwo days. Moreover, people answering
the question Friday might answer differently tha@ people answering it on a Monday. The
point is that the question might not correlate witl other questions regarding buying
intensions but vary due to a random error and thesiipn is therefore not internal consistent
and has to be excluded.

In the reliability analysis conducted in SPSS (Apgig 9) it is seen that by excluding OR3,
PE3, BI3 and PW1 the Cronbach’s alpha values are @,52 to 0,94. A general rule, among
researchers (Muijs, 2004; Susaa, 2007; Bryman &€ra2000), is that Cronbach’s alpha
values above 0,7 can be accepted and values beddwannot be considered as being reliable

to answer the latent variable and therefore neithealid. The only measurement instrument
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that do not meet this requiremenbiand as persowith a Cronbach’s alpha value on 0,52
however, prior research have applied Cronbachsaayalue slightly below 0,5, thus, | have

chosen to keep PE in the subsequent analysis.

3.4.3. Factor analysis:

In order to ensure the validity of the model ihtst adequate to make a content validity and
reliability analysis of the manifest variablesisltalso necessary to ensure construct validity of
the model by securing that the manifest variableasure their respective latent variables and

are not'too” correlated with the other latent variables (Mug804).

This is done by conducting a factor analysis wiabvides us with as few factors as
possible to explain as much variance in the mosl@assible. In other words there will be
developed certain factors that group the manifagables to explain the correlation in the
model (Foster, 2001).

Due to the expected correlation from the exogentmuiie endogenous variables | have to
divide the factor analysis into two parts wheregdaanalysis | serves as analyzing the
correlation between the exogenous variables; PR,RERand SN and their respective
manifest variables and factor analysis Il servearagdyzing the correlation between the
endogenous variables; Bl, PW and NW and their dsevariables. See all results for factor

analysis | and Il in appendix 10.

3.4.3.1. Factor analyse I:

The factor analysis is conducted by using the Keideyer-Olkin (KMO) and Bartlett’s Test
of Sphericity. The KMO index tells us how effecliyéhe variables can be grouped into a

smaller number of underlying factors and has talib®ve 0,6 (Acton & Miller, 2009). In my
case the KMO index is 0,72 which is adequate fahgr analysis.

19 A factor analysis requires the number of respotsiennot being less than 100 and there should least
twice as many respondents as variables. The resptsidhould be heterogeneous on the abilities asuanes
being studied (Foster, 2001). My empirical datdextéd in the quantitative analysis fulfills aliteria by
having 138 respondents and initially 21 variables.
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The Bartlett’'s Test of Sphericity measure tellsvttat degree none of the variables in the
analysis are correlated. If none of the variabtescarrelated no common factor can be found
and a factor analysis will not work. A small sigo#ince level indicates correlation between
the variables and therefore basis for common fadiécton & Miller, 2009). My significance
level is 0.00 which gives great chances that thi@lke is not an identity matrix (zero
correlation). Based on these two measures theeasonable foundation for further

development of the factor analysis.

When running the factor analysis in SPSS the t@blmmunalitiesappears. The communality
value indicates the amount of variance in each festvariable the factors are able to explain
(Foster, 2001). The communality value has te 185 or excluded from the analysis (Susaa,
2007). My initial factor analysis showed communatialues below 0,5 for PE2, PE3 and
PE4, hence, they were deleted and the factor asabys again. The results in the second
round showed KMQ 0,66, Bartlett’s Test of Sphericity significanc®:60 and all

communality values 0,5.

The first task in the factor analysis is the eximacof the data, which means the process of
determining underlying factor to explain varianodhe data. If two or more factors evolve
from the extraction a rotation technique has tajpglied in order to draw a pattern between

the extracted factors and the variables.

The extracted factors are seen in the tablk@al Variance ExplainedSPSS suggests the
number of factors with aBigenvalueabove 1. Eigenvalue is a measure of the amount of
variability in the data explained by a given facdod considered as significant if the value is
above 1 (Acton & Miller, 2009). However, Acton aktiller suggest not to narrowly use this
method only, but also to look at tBeree Ploand choose the number of factors where the
slope flattens out. However, the Eigenvalue methaests 3 and the Scree Plot method 4
factors | choose only 3 factors. These 3 factopagx 81% of the total variance between the
manifest variables and by adding the fourth faotdy additional 6,7% will be explained,
thus, | stay at three factors.

Now when the three factors have evolved, the matiethod will be applied in order to
analyze the structure of the factors. The chostiom method will béblique Rotation
which oppositéOrthogonal Rotatiorallows the possibility that the factors might letated to
one another. The rotation analysis presents thatsdaa three different ways, t@omponent
Matrix, Pattern MatrixandStructure Matrixwhich are three different statistical methods to
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assess results. To weigh all three methods egulalye developed a matrix where the values
from the three matrices are averaged. The resdtsesen in figure 15.

Figure 15:
Average Matrix
Component
1 2 3
PR1 0,86 0,08 -0,05
PR2 0,86 0,10 -0,05
PR3 0,80 -0,08 0,08
OR1 0,12 0,84 0,26
OR2 0,12 0,88 -0,11
SN1 0,43 -0,09 0,77
SN2 0,32 -0,04 0,83

Source: Own production based on the SPSS output dpendix 10.

Factor loadings are the strength of each variabtiefining the factor (Acton & Miller,
2009). To consider a factor loading as being caralle Comrey (1973) argues it has te-be
0,44 with increased loadings becoming more vitaletermining the factor.

The considerable factor loading is seen as the @pey in the figure and the pattern shows
that factor one is connected to PR1, PR2 and P&3pF2 is connected to OR1 and OR2 and
factor 3 is connected to SN1 and SN2. The factwseby explain each latent variable
respectively and no other correlation are evolvechfthe manifest variables. Thus, | do not
consider any internal correlation between the neshWariables and other latent variables,

than the respective one.

3.4.3.2. Factor analyse Il

A similar method is applied to conduct the factoalgsis Il. The communality values are
0.84 and above, thus, no variables are excluded fne analysis. The KMO index is 0,81
with a Bartlett’s Test of Sphericity significance 6,00 which gives a good possibility for

reliable results.

In order to determine the number of factors SP$gessts 2, due to the Eigenvalue method.
However, when looking at the Scree Plot 3 or 4diescseem to be a better choice. When

looking at the Total Variance Explained-matrixstshown that by applying two factors
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80,7% of the variance is explained but by adding>x@ra factor 90,3% is explained. By
adding the fourth factor only additional 2,9% via# explained, thus | choose the number of

factors to be three.

The average of theomponent-Pattern-andStructure Matrixis as shown in figure 16.

Figure 16:
Average Matrix
Component
1 | 2 | 3
BI1 ,893 ,083 ,089
BI2 ,892 ,133 ,083
Bl4 ,848 ,050 ,147
PW2 ,480 -,180 ,769
PW3 420 -,105 ,842
NW1 -,268 ,857 -,045
NW2 -,376 ,815 -,125
NW3 -,354 ,818 -,150

Source: Own production based on the SPSS output dpendix 10.

Factor 2 and 3 clearly explains the respondentéingness to involve in positive- and
negative C2C-communication respectively. Factardngly indicates the respondents’
buying intentions but is not as clear as the dtverfactors. There is a clear correlation
between BI1, BI2 and Bl4, however, PW2 is, accagdmComrey (1973), also considered

salient.

This indicates that factor 1 not only describesstoners’ buying intentions but is to some
extent a higher level of attitude that expressesmabination of buying intention and PWOM,
e.g. brand loyalty.

However, the main purpose of the model is to seewtf the four brand identities

influences e.g. Bl the most and not to assess inR&ences Bl, PW or NW the most. The
last case is not interesting due to the fact thatriot possible to compare two
estimates/slopes on two different C2C-communicati@thods. IS an increase from mildly
agree to agree as beneficial for Bl for PW? Itaseomparable. Instead it is comparable if the
estimate of PR>-PW is 0,8 and the estimate for ©W is 0,4. Then it is rational to develop
consumers’ attitudes torand as producinstead obrand as organisatioif Heineken aims

to increase positive C2C-communication. Fundambmniais a matter of deciding a C2C-
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marketing strategy (Bl, PW or NW) based on theenirbrand image or to decide a C2C-
marketing strategy from what is assumed as the efbsient for the specific product and
then model the brand to suit the chosen C2C-mangsestrategy as best as possible. | argue

the last due to the purpose of this paper.

This means that even though factor analysis Il cam¢show completely satisfying construct
validity because the manifest variables to somerekalso explain other latent variables than
their respective one, | do not find it damagingfte validity of the model because it is
basically seen as three individual models as shovigure 17.

Figure 17:

o ®
o® o® %¢

Source: Own production based on figure 13.

3.4.4. Structural Equation Modelling:

Methods to conduct analysis of quantitative daganaany. Such as univariate statistic,
bivariate-, multivariate-, multilevel regressiordastructural equation modelling (Muijs,
2004).

Social- and behavioural science is, opposed taalagaience, characterized by its vague
nature of its concept and lack of measurementunstnts (Blunch, 2008). Thus, as prior
explained, | do not consider the single parametetise model to be directly measurable as it
is underlying subconscious association and behealiutentions which respondents cannot
answer in a single question and latent variables,ttvas constructed. Due to that fact, | have
to apply a method which can group manifest varmbito latent variables and analyze the
construct between the latent variables and notrtteifest variables. Such a method is
structural equation modellingrhich objective is to draw conclusions based amno
experimental data about causal relationships betwea-measurable concepts (Blunch,
2008).
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Structural equation modelling is, like some of titleer methods, based on regression analysis
which assumes that the correlation between thegarhus- and exogenous variables is

linear.

Multivariate- and multilevel regression analysiswases no correlation between the
exogenous variables internally. In the factor asialy found that the correlation between the
exogenous variables were not considerable enougivadve it in the model but when
structural equation modelling allows us to take #raor into account, it is just another
advantage compared to multivariate- and multileggtession analysis.

3.4.4.1. Presentation of the restitts

The prior issue from factor analysis I, where PE@ BE4 were excluded in the factor
analysis, has to be decided whether the laterdibi@rPE should be included in the
conceptual model. To address this issue | have temanalyses, one including the PE
variable and one without. It turns out that by exahg the PE parameter in the model the
other estimates will be affected. However, the shgpothesizes are accepted but the
regression weights are generally higher in the hatiere PE is excluded. | have chosen to
include PE in the analysis but the conclusionsypiitheses and estimates regarding PE have

to be interpreted with certain cautiousness.

Due to improvement of the validity of the conceptuadel | have deleted PR4, PR5, ORA4,
PE1, SY1, SY2 and SY3 because of the results fraatitgtive analysis | and II.
Furthermore, PR2, OR1, OR2, OR3, PE2, PE3, PE4&altwere revised or replaced by
other questions. Subsequently, OR3, PE3, BI3 and ®¥re considered to be unreliable
measures of their respective latent variables laacktore deleted. This means that the initial
28 manifest variable are reduced to 17 which vélifcluded in the structural equation
modelling calculation. An illustration of the whatenceptual model including manifest
variables and how they are linked together in AMIBS) is seen in figure 18.

! The software | have applied to conduct the datdnginf my quantitative analysis is AMOS 18.0.
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Figure 18:

Source: AMOS 18.0

By running the calculation with the above mentiomadables and connections, | get the

output as seen in figure 19.
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Figure 19:
Regression Weights:
Regression

Weight S.E. C.R. P Hypothesis status

Estimate
PR — BI 0,598 0,109 5,496 bl H1 = Accepted
PR — PW 0,527 0,086 6,118 ok H2 = Accepted
PR — NW -0,397 0,112 -3,533 ik H3 = Accepted
OR — NW 0,405 0,181 2,238 0,025 H6 = (Accepted)
PE — BI 0,494 0,151 3,272 0,001 H7 = Accepted
PE — PW 0,72 0,149 4,817 ok H8 = Accepted
PE — NW -0,868 0,197 -4,417 ik H9 = Accepted
SN — BI 0,512 0,107 4,793 ok H13 = Accepted

***) P = |ess than 0,001

Source: AMOS 18.0 and own creation.

The second colummegression weight estimatehows the value of the slope derived from the
linear regression model. In other words, how muobsdthe endogenous variable change by a
change of the value 1 in the exogenous variabte.tke first row illustrates if the attitude to
brand as producthanges 1 (E.g. from mildly agree to agree) therguintention will in
average increase 0,598 point on the Likert scale.

The last column presents whether the hypothesesrddlation, as earlier developed, are
accepted or rejected. The basis for accept ortrerers based on a significance levekof

0,05 (5%). Meaning, the likelihood that this redaghip would exist in our sample if there
was no relationship in the population. The meagurdetermining the single hypotheses is
the P-value in the second last column of figureTi® P-value is the probability of getting a
sample value this far from zero if the populati@iue is zero (Efron & Tibshirani, 1993)
based on a two-tailed test. The two-tailed teshissen because, even though, it is expected
e.g. that PR correlates with Bl positively, it wslill be of interest if the correlation
unexpectedly is significantly negative. Thus, mpbthesis tests will tell whether the
correlations between the exogenous- and endogesaoiables are significantly different

from zero.
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The statistical method is, thus, firstly to deterenthenull hypothesisvhich is a = 0, where
“a” iIs the slope of the linear regression in the saniptae null hypothesis is rejected the

alternative hypothesia# 0 is accepted.

| distinguish between my earlier developed hypatbesnd the statistical method hypotheses
(null- and alternative hypotheses). My developepdtlyeses can e.g. be rejected in the case
where the alternative hypothesis is accepted becaliss negative but significantly larger,
numerically, than zero, but | expected in the depetl hypothesis Hhat the correlation
would be positive. This is the case in hypothegisvHere | expecteldrand as organization

to be negatively correlated with NWOM . Howeveg #iternative hypothesis is accepted
because the correlation is significant, but posjtimeaning that a positive attitudebiand as
organizationtends to derive negative C2C-communication. Thibeé only case where the
alternative hypothesis is accepted but my presumgpdthesis is not met.

Thus, the accepted hypotheses aeHd, Hs, (Hg), H7, Hg, Hg and Hs, where H, Hs, Hyg,

and Hs are rejected andq] Hi1 and H are not tested due to lack of validity.

Finally, it is interesting to see how much of mylegenous variables are actually explained
by my exogenous variables in the model. For thgbgee thesquared multiple correlation
(SMC) figures is drawn from the data. The figuésteow much of the variance is explained

by the exogenous variables or 1- SMC = how muclamae is explained by outside

factors/error.
Figure 20:
Squared Multiple Correlations:
Estimate
Bl 0,467
PW 0,623
NW 0,389

Source: AMOS 18.0

It turns out that 47% for BI, 62% for PW and 39% W is explained through the model. |
do consider this degree of prediction as satisfgiung to the fact that Ajzen’s (1991) meta

analysis showing that prediction of behaviour aabddvioural intentions are generally vague.
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3.4.4.2. Limitations:

The research in this paper is conducted as a ocoatiory research which aims to clarify how
different attributes and brand identities stimul@&C-marketing. The model cannot predict
any behavioural intentions derived by changingdtand image for attributes not treated in
the model. This means by developing the identityefg.brand as producas an organic beer,
does not necessarily have a correlation with BO@r7, because it is different attributes

within the identity.

What the model can say, however, is that Bl witkease 0,47 if the attitude to the taste
increases by 1. With this knowledge marketing marmagan use the results to adjust their

brand profile according to which C2C-marketing &gy they find the most attractive.

The results obtained in the paper are aimed atekemin the HORECA segment in the top
four cities in Denmark and mainly Copenhagen. Tiesns that no results or conclusions can
be extended to other segments, markets or coumttiese Heineken operates. Neither, can
other industries apply the outcome of the papewéi@r, the applied method and the
developed model can be used as inspiration tokgeawledge in other industries and

markets.

Essential in this kind of research is that no nmdttav good and complex the data mining is
conducted, the results will never be better thanctiilected data. It is crucial that the
questions asked actually do answer the latentblasaneeded to be answered. The latent
variable is a subconscious measure laying in pebpiands which can question if it really
exist or are brought into being by researchers.

Moreover, the significance level is chosen to @Bich means there is 5% chance that a
hypothesis is accepted even though there is acoerelation in the population. It has to be
underscored that | have not proved the estimatbe ts stated in figure 19 but only proved

that the correlation is existing.
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3.5. Sub conclusion:

In part Il, C2C-marketing was addressed in thepeasve of how to model the brand
identities in order to pursue better C2C-marketing.

C2C-marketing is basically B2C2C due to the dest@utrol and stimulation from the
company. Generally C2C-marketing refers to the eosation of products and brands among
consumers and can be non-verbal as well as vérfiagigest three theories of why this
method of marketing is considerably more efficiéran conventional marketing. Firstly, the
attribution theory suggests that people attactaoedttributes depending how they interpret
the context. C2C-marketing is powerful becausad¢keiver often perceives the message to
being altruistic or expert knowledge and theretoustworthy. Secondly, the accessibility-
diagnosticity theory proved vivid information to basier accessible and easier to distinguish
from other information in peoples’ mind, which specially valuable when a brand has to be
recalled. Thirdly, the strong-tie theory argueseffeciency to be network based characterized

by people close to you is generally more trustwpotktan people with weaker ties to you.

The ultimate goal of C2C-marketing is that your sz&ge turns into a virus, howevtre law
of the fewthe stickiness factandthe power of contexre crucial elements to make the
message turn into an epidemic. Another approaghactically exploiting C2C-marketing is
to stimulatethe Influentialsdue to their position as opinion leaders. It ipamant to keep in
mind that C2C-marketing is not always positive. &tage C2C-marketing is several times

shown to be much more likely and powerful as itsifpge counterpart.
Lastly, it is statistically proven through the mbtieat:

e Consumers’ attitude to Heineken as product affénes intention to conduct non-
verbal C2C-marketing positively, PWOM positivelyddNWOM negatively.

* Consumers’ attitude to Heineken as organizatioactdftheir intention to conduct
NWOM positively.

« Consumers’ attitude to Heineken as person afféeis intention to conduct non-
verbal C2C-marketing positively, PWOM positivelyddNWOM negatively.

* Consumers’ influence from their social network aféetheir intention to conduct non-

verbal C2C-marketing positively.
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However, the conclusion regarding Heineken as pehnss to the interpreted cautiously due

to lack of valid measure instruments.

4.0. Discussion:

This chapter serves to discuss how the brand asagd the C2C-communication analysis
can complement each other in order to conclude Heimeken should model their brand to

pursue C2C-marketing possibilities.

The outcome of the conceptual model showed thiadets tobrand as producis most
effective to derive non-verbal communication whitand as persois most effective to
derive verbal communicatioBrand as organizatiogannot be concluded to explain Bl and
PW but seems to affect NWOM in the way that peopth positive attitudes to Heineken as
organization tend to be more involved in negatieemunication which is surprising. From
the Standardized Regression Weightgire in appendix 11 it becomes apparent that the
guestion regarding Heineken’s Champions Leaguesspehip contributes more than twice as
much as the James Bond sponsorship to the lataablebrand as organizationThus, |

argue that the results indicates that people wositpe attitudes to Champions League do to
some extent experience non-congruent identity bag#t/ation since they have tendencies
to talk negatively about the brand. This contrigute my prior argument that Football is
masculine dominated and Heineken has a more feeimiage which cause the identity-
congruency. Thus, | suggest no additional actiwittecomplement the global Champions

League sponsorship should be implemented on thesbamarket.

If non-verbal communication marketing is consideasdhe best way to conduct C2C-
marketing, Heineken should aim to improve thewdttto the product which is 248more
efficient thanbrand as persanThe attitude concerns only the attribtastewhich could be

improved by emphasizing the refreshing character.

However, if the aim is verbal communication mankgteither by diminishing NWOM or
improving PWOM, Heineken should develop consumattifude tobrand as persarBrand
as persoraffects PWOM 37% and NWOM 118%", more tharbrand as produgt

12 (0,598-0,494)/0,494=21%
3 (0,72-0,527)/0,527=37%
' (-0,868-(-0,397))/-0,397=118%
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respectively. In compliance to prior described NW@d results confirm that NWOM is
much more powerful than PWOM and therefore hasttaken seriously.

It is worth mentioning that numerically high coaBbn gives great opportunities if the
attitude is improved but it is equally a threahé attitude gets worse.

The Squared Multiple CorrelationBgures (Figure 20) show that 53% for Bl, 38% RW

and 61% for NW is explained by factors outsidertioalel. A reason could be that the treated
behavioural intentions are not characterized aggdarge consequences. | argue that the
behavioural intentions are to some extent triggérespulses and intuition and therefore

random circumstances influence the behaviour amthdéhavioural intentions.

An interesting result from my analysis is that aomers’ buying intentions are influenced by
the social network (SN). The whole purpose of C2&keating is to increase sales and if
consumers were not affected by other consumers theuld be no point in stimulating
people to conduct C2C-communication. However, ¢biselation is significant which means

it can lead to increased sales of the product.

Overall I will draw three specific conclusions dmist paper. Firstly, taken the vulnerable
results regarding therand as persomto account, | suggest the effort to be put abitand

as productand converting the weak taste into a refreshintg td$1e reason is that it not only
derives non-verbal C2C-communication but also @sriactual revenue. Even though, it is not
as effective abrand as persoto derive verbal C2C-communication, it is stilhtobuting to
that part. Secondly, | suggest thand as persoto be more narrowly developed to the group
of people who are opinion leaders in their sociBiye to their qualities in spreading
information more convincingly and further, it wWile efficient to develop their attitude to
brand as personue to the higher estimates on verbal C2C-comnatinit. Thirdly, the

global image antirand as organisatiodo not seem to be an efficient tool in the aim to
pursue the opportunities in C2C-marketing.
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5.0. Future research:

In regards to the second statement from prior @som about aiming therand as persoto

the opinion leaders in the society, a more compreiie analysis of their personal identity is
be relevant. As explained by identity-based moibratconsumers engage in action with
brands they feel identity-congruent with, in thedfic context (Oyserman, 2009). Thus, it is
relevant to study what kinds of identities are castbng opinion leaders in the HORECA
context. The cued identities probably vary grefithyn different bars, clubs, concerts, etc. but
the information about what identities are cued whaed where can be used to tell where to

enhance the marketing activities of the brand.

6.0. Conclusion:
This thesis aims to answer the main question ftogmproblem formulation;

¢ How should Heineken model their brand in order taisue the potential in C2C-
marketing on the Danish market?

What makes it relevant to examine a brand strabegyne Danish market is that, even though,
Heineken has a global strategy they allow locap#idas to fit local market maturity and
culture.Core attributedike e.g. the premium quality image are a glohltaute and cannot

be customized locally, however, tBgtended attributelike the experience by drinking a

Heineken can be developed and modified locallyttthé respective markets.

In the analysis | have dealt with the part of thenldl that can be vocalized, namely,
“Heineken” and defined the purpose of branding as beingiie\that contribute to
maximizecustomer-based brand equifihis activity is not purely between the organiaat

and the consumers but also between consumersatiyef@2C-marketing).

Heineken'’s identity was addressed and developé#uteiperspective of the brand@®duct

organizationandpersonbased on threats and opportunities in the cotiteytoperate in.

The issue regarding the taste of Heineken turnétbdiave a negative image as being weak.
However, by converting this association into rdfieg the image will be more functional to
the consumers and Heineken will furthermore diffiiete from competitors by having a
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more feminine approach and utilizing the feminir{lpwv degree of gender role) in the Danish
society.

Another brand attribute addressed throughout tpemia Heineken’s global image in the
organizational identity parameter. The image turoeidto be clear but not currently
favourable among consumers, based on the intangfiblecter of being global. However, a
social responsible approach could be a solutiompuBguing an identity of being concerned in
global issues like e.g. climate challenges, hungirts, fair trade, etc. Heineken can connect
the image of being global to something tangible muade favourable to the consumers. Again
this can derive synergies in regards to the sti@aatplysis by emphasizing the global image
and therefore differentiate Heineken further fréma tompetition. Moreover, it is also rational
due to the high degree of global identity in thenBh society, which means that a global
image will presumably derive more identity-basediwation among Danish consumers
compared to other countries. By creating an idgwfitoeing concerned in global social
responsibility it will derive thérand as persoto be characterized by a person who concerns
about his/her surroundings. This identity can thieder the right situational contexts be cued
and, if the consumer experience identity congruganydentity-based motivation with

readiness to engage in the purchase might follow.

C2C-marketing refers to the conversation of proslacid brands among consumers and can
be non-verbal or verbal. | address three theofi@gg this method of marketing is
considerably more efficient than conventional markg Firstly, C2C-marketing is powerful
because the receiver often perceives the messdgeaitruistic or expert knowledge and
therefore trustworthy. Secondly, vivid informatisneasier to access and easier to distinguish
from other information in peoples’ mind. Thirdiye efficiency is network based
characterized by people close to you is generatiyentrustworthy than people with weaker
ties to you.

The ultimate goal of C2C-marketing is if the megsagns into a virus. Another approach to
exploit C2C-marketing is to stimulatiee Influentialsdue to their position as opinion leaders.
It is important to keep in mind that C2C-marketiagot always positive. Negative C2C-
marketing is several times shown as being much fitaly and powerful as its positive

counterpart.

The three identities (product, organization ancgpe)y were then tested on how they are able
to stimulate consumers to conduct C2C-marketingeHeand as producturned out to be the
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greatest contributor in deriving non-verbal C2C-omumication whilebrand as persomwas
the best at deriving verbal C2C-communicatiBrand as organizationid not seem to be a

relevant parameter to develop, in order to puraiebC2C-marketing.
Hence, two specific suggestions are evolved optyer;

1. Heineken should aim the positioning on communicpéinefreshing taste.
2. Heineken should emphasize thrand as persoidentity as being a brand/person that

concerns about its surroundings, specifically tatgeard opinion leaders.
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8.0. Appendices:

Appendix 1:
Interview with Heineken brand manager.

Respondent

Skal det veere kun WOM eller er det generel viratkedsfaring?

Er viral markedsfaring ikke det overordnede paraplyreb eller er der overhovedet forskel pa deetp vil
sige at viral kan veere alt lige fra, jeg ved ikke du har set den nye Heineken "walk in fridge” filned de
damer der gér ind og skriger i et skab. Den el0j@?4 viral. Det vil sige den er raget pa youtube.

Nej det er det sa ikke helt. De kgrte TV pa demindken Holland. Heineken i Holland er jo ligesom
Carlsberg og Tuborg herhjemme. Der er det mainsir&er er de markedsledere. Hvor de resterende 176
markeder inklusiv Danmark er den positioneret soempum eksport gl. Den er frigivet til at kare taridre
lande. Jeg ville gerne have kart den i biograf mhetnkostede en stgrre sum da den kun var kglit Tivt

Men det er hvert fald hvad jeg ser som en del @l MDet kan veaere youtube, diverse online mobihiiger.

Enig. Det er jo den steerkeste markedsfgring du&abet samme hvis det er en redaktionel afseruteres
objektiv sa beskeden ikke kommer fra os, som errkenielle.

Ekstremt sveert, og vi kan jo heller ikke male pé Man kan godt falge visninger pa youtube men kam
ikke falge sporet hvis vi ikke selv har startet dpt Sa faanomenet WOM er lettere inden for eleksian
medier hvis man selv starter det op. Jeg tjekkealig med vores mediebureau det det er for seistdhet

er ude og vi ikke selv er afsenderen. Det er klatter lettere at styre noget elektronisk.

Men generelt relationer og hvordan du sa far atida¢ markedsfare dit produkt, det er noget dekei.

Det er derfor at selvom man har et staerkt brand stadig bruger mange ressourcer pa kunde relationer
Fordi man ved man skaber nogle ambassadgrer ssanneeget mere troveerdige som kilde over for deres
netveerk.

Men er det hele paraplyen du kigger pa?

Men det er jo stadig meget afgreenset inden for etatg omradet.

Der findes Heineken Holland som en selvstaendiganien pa toppen af den er Heineken Group
Commerce. Som sa har hele verden inkl. Holland sdmundvikler alt fra innovation til overordnede
kampagne temaer og visuel identitet, new packagiegignlinjer.

Nedenunder dem er der sa de enkelte 177 Heinekeked®a. De tunge af dem f.eks. Spanien, Frankrig,
Italien, Graekenland der ejer Heineken selv bryggee og det er Heineken ansatte folk der sidder der
Skandinavien er licensmarkeder dvs. der findesCedrity aftale mellem Heineken og Royal Unibrewi Sa
denne licens manual er der en masse ting deraf@ltajde for. Nar vi nu skal varetage salg, tistion og
produktion foregar det under meget streng kontrol.

Det er meget teet pa. Der er lidt med procentersverel,6 og andre steder er det 5,0. Men hele gseaeer
den samme. Der er en skala man kan holde sig ioderén den er snaever.
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Ja, det eneste kan veere at der kan tilpasses dieelaindes historik med hvad en lager gl indehcddle
procent.

Nej. Smagen er konsistent siden 1873 har man kftrethprodukt og et brand. Sa man ggr utrolig méget
at veerne om den kvalitet. Ikke kun smagsopleveisen ogsa indpakning. Det ma ikke veere skrammede
flasker eller bulede daser. Heineken har SGS soekstern kvalitetsenhed for at tjekke alle markeder
Det er nok det de er mest papasselige med. Detaditten.

Jo. Man kan fa en Light. Men det er stort set kWSA den seelges.

Ja det er en del af vores Heineken struktur. Sphelenne praesentation. Her ses forbruger insigtsd

skal et produkt gare for dem? De funktionelle vaardr sa kvaliteten. Vi er vi world class brewertemtisk
meerke, original opskrift. Disse credientals erigdige og sa udspiller alt sig sa derfra. Men undeerke
veerdier er der passion for quality, innovation. Beextra cold en innovation som supporterer salget
Ligeledes Heineken DraughtKeg. Det er fadgl som kamtage med og det er med kulsyre patron som en
rigtig fadgl. Igen en innovation omkring maerketnRelspringer at man ikke kan lave line extentiogs o
hvad kan man sa for at lafte salget. Det man faddif i tests var at den sidste sjat altid varllidken. Plus
kvinder synes ofte en gl er for bitter. Derfra koemrExtra cold som saledes bare er alm. Heineken men
kglet ned til -3 grader. Her ser man sa bort fraraditionelle bryg regler mht. temperatur. Dehek ikke
appellerende for specialister men for den brede gdesforetraekker det en kold og frisk gl. Detteddét
salget med 15-25%. Der er sa ogsa en masse komationilomkring udstyret med at den er forfriskende u
etc.

Det er spaendende og nyt. Flere brand har alleregieret os. Sa det geelder om at veere farst fogaler
maks. to ar i markedet sa bliver tingene kopiddet. samme med DraughtKeg. Sa innovation er en af de
ting der er med til at bygge brandet Heineken.ager ofte skridtet videre end de andre.

Det kan jeg ikke lgfte slgret for. Men det er noged indpakning og visuel identitet. Det er eftedheén
blevet sveert at adskille markedsfaringen fra kordaterne. Flasken ligner f.eks. Carlsbergs premium
flaske, men denne her har altsa altid set sddaDetcer ikonet. Her er der dog ogsa sma forskettam
lande. F.eks. pga. vores retursystem in Danmark.

Far i tiden da vi importerede delte vi alle mankgtomkostninger mellem Heineken Group Commerce. Men
det er lidt anderledes nu nar vi brygger selv. fRélder vi stort set alle omkostninger selv.

Indirekte gar vi ved at betale royalties men ikkekte. Men det er dem der bestemmer hvilke globale
aktiviteter der skal kares. Sa kan vi sa karerreigd den lokalt alt efter hvordan det passer tokél

bruger f.eks. Champions League i Danmark men dkg $& meget som i mange andre lande, pga. Carlsberg
ejer fodbold scenen i Danmark. S& benytter videten af de andre internationale platforme som er
musikdelen hvor vi malretter specielt efter deketeniske. Hvor vi kan differentiere os veek fra Suoip som

er mere Rock praeget. Sa er vi ogsa indenfor mode.

Dels har vi nogle koncepter som er udarbejdetedieisydfra. Konkret ser vi sa ogsa pa de aktgrezrde
DK og hvilke sponsorater er mulige. Vi samarbefdeks. med Sound Venue, Gaffa, Stella Polaris. 8& m
har raderum til at tilpasse det lokalt. Vi satédei n@dvendigvis pa awareness men at fa folk prave
produktet. Vi praver derfor at fa bl.a. kendissieattbruge produktet sa det smitter af pa demsdeidem
med en Heineken.
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Der hvor vi seetter ind er at vi har en meget hggrawess men springet er stort til hvor mange depieevet
produktet. Derfor satser vi meget pa disse spoteohnaor folk virkelig kan fa pravet det. Malgrupper
23-35 éarige urbane mand/kvinde, men mest maendz$gdlig. Der er meget fokus pa top 4 byerne med
veegt pa Kbh da der er mulighed for at ramme flesd ofin markedsfaring. Det er f.eks. galla prempgre
James Bond i Kbh eller Spot Festivalen i Aarhug. &er vi hele sponsoratet of har specielle extid ¢
aktiveringer.

Men tilbage til hvor vi kom fra. Vi brygger, seelgey markedsfarer Heineken og sa udvikler jeg en pla
som jeg sa drgfter igennem med dem dernede.

De bestemmer en del. For at fa konsistens mellenkederne. Men jeg sarger for at det passer tihder
vi er pa det danske marked.

Det har veeret meget skreeddersyet men frem ovdewviblive mere konsistent. Grunden til at det nogle
gange er meget skraeddersyet er regler mht. makentgfaf alkohol. Nogle steder ma man ikke reklamer
for alkohol.

Der er mange markeder der satser pa elektroniskdet er en innovativ musikplatform. Men i Italieeks.
er der en rockfestival sponsoreret af HeinekertilEvarende har de i Spanien og i Florida har di&agn
festival. Sa der er skreeddersyning.

Det ville jeg godt kunne bestemme hvis det ikkepga. Tuborg. Men jeg synes ikke det ville veeret glad
vi satser pa at kapre meningsdannere og den ehésiteogenre er lidt "smartere”. Det er ikke sadadea
bestemmer at jeg skal satse pa den ene genredraterf anden pga. en global strategi, men memhokd
til hvordan de ogsa synes det passer til markédien. lige meget hvilken genre der kgres vil dedaltere
en visuel standardisering.

lkke sa& udbredt. Australien satser f.eks. pa rugiy ikke ville vaere aktuelt pa disse kanter. | [parsatser
vi pa Champions League som maske er lidt for magast men vi rammer 52% af dem der drikker
Heineken. Men det Igser opgaven med at Champiocagueeer det mest premium inden for fodbold og
Heineken og det passer sa til det mest premium Heaa er den ogsa god at kare videre pa for kigiten
markeder. Wimbledon har ogsa veeret et Heinekensspanen gang malrettet til England. Sa der eeen r
stor grad af frihed, men der er nogle guidelines.dt det kan blive godkendt skal det stemme oweneed
maerkets veerdier og egenskaber.

Ja, det er ugentligt.

Kampagnen blev rullet ud fordi vi er en stor spillgpiritus industrien og vi er ngd til at vise
ansvarsbevidsthed omkring at radgive vores forbmutjieat omgas vores produkt. Det var tildelt etpfra
omverden men i stedet for bare at gagre noget miMeen stor kampagne ud for samtidig at forbedmrey
image. Kampagnen gar opmaerksom pa specifikke sypero Kampagnen karer sa som online hvor man
kan tippe sine venner pa uformel og "sjov’ madeKl ggr vi ikke sa meget ved det. Ikke fordi vi ikke
ansvarsbevidste men jeg synes vi skal fokuseré lpéra folk at drikke Heineken far vi fortaeller dem
hvordan de skal ggre det. Vi linker til den pa hjeesiden og det star pa vores daser, men det eeikke
kampagne der er rullet bredt ud i DK. Det er igeaksempel pa hvor langt Heineken er pa de enkelte
markeder. Spanien, USA, Frankrig har kert massivie her kampagner. Men det har bade noget at gare
med budgetter og sa modenhed i markedet.
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Vi keemper i IPS International Premium Segment. Beider, Corona, Tiger, Miller og andre udenlandske
al. De har selvfalgelig andre veerdier men de liggamme segment. Nar det sa er sagt sa keempgs&i o
med Carlsberg og Tuborg fordi de er markedsledere.

Og sa alligevel. For de laver alligevel deres nyapum flaske som de bruger i HORECA segmentet. Det
er for at lgfte kvalitetsopfattelsen. De har enafrat veere mainstream men de prgver at |gftaldedjere
kvalitet. De har ogsa haevet prisen de seneste &k at komme til at ligge for teet pa discounemwi har
jo et stort malgruppeoverlap.

For maerket er det vigtigst at sla i gennem i HORE®G&#n detail er der pt. er den bedste indtjening.deo
er vi et par ar laengere fremme med at positionsré HORECA er der stadig en stor opgave foranl @s t
na en kritisk masse distributionsmeessigt. Deraaligtmange steder man ikke kan kabe en Heineken i
HORECA.

Ja det er super vigtigt. Det er ogsa derfor gl Baweiser og Tiger stort set ikke seelger nogetaitle

Det ma vi ikke. Vi anbefaler. Vi synes prisen fortdeineken er raget lidt for langt ned nar man &epi
vi gerne skulle ligge med et price premium samnggeli med Carlsberg/Tuborg. For ogsa at bruge prisen
som en parameter for at blive opfattet som en prenml.

Ja. Men det er det ikke for maerket. Og det er dgipste.

Ikke ret meget. Vi bruger mest internt "Born in Alerslam raised by the world” da det der er vigtigt e
"raised by the world”. Heineken er verdens mestrimationale gl. Der er ikke en gl der seelger séemalg
pa deres eksportmarkeder som Heineken. Sa detatimnale image er det vigtige for os. Vi karer eiog
bio i gjeblikket og det der kommunikeres er pro@tkty kvaliteten. Intet om Holland. Det er jo ogé#éd
med engelsk speaker for at signalere international.

Det er noget med diversity, forskeligheder. Heimegasser meget pa at ikke diktere at drikker dunélein
er du sadan her. Heineken er meget mere facilideredet er Heineken der saetter rammerne og sa
bestemmer du selv derudfra. Coke har tit faet pdepufor at veere meget dikterende. Sadan skalvhi le
ifalge Coke Zero f.eks.

Ved ikke hvordan jeg skal forklare det. Men inteimi@al og dben er jo som udgangspunkt ikke nogle
negativ ting. Der er noget premium alene i detaaterudenlandsk.

Ikke andet end at folk kan skrive til vores mail.

Nej det gar vi faktisk ikke.

Det er ikke noget jeg ved noget om. Det har vi ikt ressourcer til. Vi pragver selvfglgelig at gaiem
tilfredse igen. Vi havde en der havde kabt en aickghvor den ene dase var tom. Sa sendte vi h&aster
Heineken og sa blev han rigtig glad. S& han erikkers med at vaere mere glad end hvis der havdetvaer
noget i den dase.

Men det er ikke mange klager vi far. Maks. en onmeaien. Men det kan da godt vaere at det er foriétke
g@r nok for det.

Slut...
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Appendix 3:
Revenue in local currency Revenue
Company: 2008 sales in mio. hecto litres (mio.) (mio.) Source:
SABMiller Annual Report
SABMiller 239 $21.410 $21.410 2008
AB Inbev Annual Report
AB InBev 285 € 16.102 $22.355 2008
Heineken Annual Report
Heineken 125,8 € 14.319 $19.880 2008
Carlsberg Annual Report
Carlsberg 126,8 kr 59.944 $11.155 2008
Others 355
Exchange
rates:
5,373525 DKK/USD
0,720275 Euro/USD
Source: http://www.exchangerate.com/ (Date: 09-06-2009)
Rank Rank
in Per capita volume
Year-on-
year Consumption Total
Consumption Number of bottles in increase in Japan | consumption
2003 Country (L) standard size 633-mL bottles | (bottles) | indexedas 1| (1,000 kL)
1 1 Czech Republic 156.9 247.9 -3.2 3.1 1878
2 2 Ireland 131.1 207.1 -7.1 2.6 521
3 3 Germany 115.8 182.9 -3.2 2.3 9555
4 4 Australia 109.9 173.6 -7.6 2.1 1678
5 5 Austria 108.3 171.1 -3.6 2.1 885
6 6 UK 99.0 156.4 -3.6 1.9 5920
7 8 Belgium 93.0 146.9 -4.7 1.8 970
8 7 Denmark 89.9 142.0 -9.8 1.8 486
9 16 Finland 85.0 134.3 11.7 1.7 437
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10 10 Luxemburg 84.4 133.3 -0.5 1.6 39
11 9 Slovakia 84.1 132.9 -8.5 1.6 456
12 12 Spain 83.8 132.4 0.9 1.6 3376
13 13 us 81.6 128.9 -0.3 1.6 23974
14 11 Croatia 81.2 128.3 -4.3 1.6 365
15 14 Netherlands 79.0 124.8 -2.7 1.5 1269
16 15 New Zealand 77.0 121.6 -1.9 1.5 313
17 17 Hungary 75.3 119.0 2.8 1.5 755
18 18 Poland 69.1 109.2 -2.7 1.3 267
19 19 Canada 68.3 107.9 -0.2 1.3 2183
20 22 Portugal 59.6 94.2 3.6 1.2 627
21 26 Bulgaria 59.5 94.0 4.4 1.2 448
22 23 South Africa 59.2 93.5 3.0 1.2 2,53
23 29 Russia 58.9 93.0 9.3 1.1 8,45
24 21 Venezuela 58.6 92.6 0.0 1.1 1525
25 24 Romania 58.2 91.9 14 11 1302
26 25 Cyprus 58.1 91.8 1.7 1.1 45
27 20 Switzerland 57.3 90.5 2.2 1.1 426
28 27 Gabon 55.8 88.2 -0.9 1.1 76
29 32 Norway 55.5 87.7 8.7 1.1 249
30 30 Mexico 51.8 81.8 0.6 1.0 5435
31 28 Sweden 51.5 81.4 -3.9 1.0 464
32 31 Japan 51.3 81.0 0.6 1.0 6549
33 33 Brazil 47.6 75.2 1.3 0.9 8450
34 34 South Korea 38.5 60.8 0.0 0.8 1897
35 36 Colombia 36.8 58.1 0.3 0.7 1658
China 22.1 34.9 3.8 0.4 28640

Source: http://www.kirinholdings.co.jp/english/ir/news_release051215_4.html Total beer consumption (mio. hecto litres) 113 1
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Appendix 4:

Interview person 1
The interview is conducted in Danish.

Respondent

Mand

28ar

Ja, det har jeg

lkke sa ofte. En gang imellem. Nar jeg skal havéeewl. Eller sadan en almindelig al.
Nej, det er sadan cirka det samme.

Ja, hvert fald hvis der er et stort udvalg

Noget mgrkere gl. Noget Tuborg Classic agtigt.

Jo. En Carlsberg, Tuborg eller Heineken ligger megead hinanden. Om det lige bliver den ene elésr
anden kommer lige an pa hvad de har.

lkke meget forskel fra Tuborg eller Carlsberg. Been let drikkelig @l. Sa der er ikke den stomsKel.
Det kan man godt sige. En sommer hvor det ikke sk alt for tungt, sa er den go.
Som regel er det det samme, hvert fald teet pa sgmisiege.

Tjaaaa. Nogle gange lidt. De er vel som regeldigere men det er jo ikke noget seerligt. Det kadlt geere
at Heineken er lidt dyrere.

Det kan godt veere det er de steder der proverhke at seelge det klassiske. Det er jo Carlsbefigubgrg
i Danmark og det er jo almindelig @l. Sa det er pakde steder der vil veere lidt anderledes.

Ja, egentlig ikke fordi jeg synes de er bedre ndgiais synes jeg det plejer at veere. En flaske Gagsiy
nok lidt billigere end Heineken. Aldrig modsat.

Det synes jeg ikke. Det er ikke fordi den er naggetligt i forhold til en Carlsberg/Tuborg. Sa demde i
princippet ikke koste mere. Det burde veere det samm

Jeg synes helt klart flasken den er federe narkiggrer pa den.

Det den ikke har de der labels at det ligesomy&két direkte pa. Den er lidt mere tynd og slankjkke sa
mark. Den er federe at kigge pa og paenere i ddsigne

Det kan godt veere at hvis man ikke er vant tilrédtke @l og ser den her i forhold til en Carlsbé&rgdorg,
sa kan man godt forestille sig at folk ville trodat var noget ekstra.
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Den er meget stramlignet en Heineken flaske i faktibnogle af de andre. Den er vaesentlig mere
gennemdesignet.

Det er helt klar en af de flottere flasker. Nu sthipa engelsk pa den, hvor nogle at de andralstanoget
pa deres lokale sprog. Sa den henvender sig niegegeét internationalt.

Tror den kommer fra Holland.

lkke udover navnet Heineken lyder lidt Hollandsleeflamsk. Udover det, sa er der ikke rigtig nodet
signalerer at den kommer fra Holland.

Hvis jeg skulle veelge mellem disse to nede i eikbsé ville jeg vaelge Budwar.

Jamen den virker mere lokal. Ikke s& masseproducere

Det kan du godt sige. Den her (Budwar) signalererenat det er en eller anden brygmester der hat lav
den. Hvor Heinekenen signalerer mere et masseprodukert fald nar du holder de her to op mod
hinanden.

@hh, nej. Tror mere der er folk der vil ses meakder ser mere speciel ud eller mindre kendt ud.

Ja, det vil jeg mene.

Der er mange. Det er noget der ligger i vores $ecimnster. Det er meget inkorporeret bade hvis skah

til fest, men ogsa hvis man bare lige skal mgdesnadtke med en kammerat. Sa er det meget nornvairat
lige drikker en gl.

Mest nar jeg er sammen med andre, men jeg kanrsafipele pa at tage en gl nar jeg er alene hjerivian.
sa er det bare en enkelt. Det er ikke szerlig aftp Bet er mest med andre.

Ja, der er forskel pa hvor meget man nyder glledeEdrengergvsdruk kunne det godt vaere lidigaitk
al.

Mhhh. Det ved jeg ikke rigtigt. Hvis man f.eks. & med nogle fa venner og har spist eller nogeer3iet
mere der at man drikker nogle f& men gode gl. Onsaléige bliver en Heineken det er sé ikke hédkesit,
det er den nok lidt for almindelig til. Men detresk mere sadan nogle anledninger man kgber bedre og
dyrere gl, fordi det haenger ligesom sammen med ayelal

Ja, jeg vil hvert fald til en hver tid hellere kade Heineken frem for en af Nettos egne maerker. Men
forhold til Carlsberg/Tuborg eller de andre premimnzerker, sa er jeg ikke sikker pa at jeg ville \eelg
Heineken. Sa er der mange andre jeg havde vakediésfor. Det smager den for almindeligt til.
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Det er hvert fald den rigtige type @l. Den lettepblet jeg vil drikke til sddan noget. Det er ikden kraftige
men snarere den lette pilsnergl. Og der kunnegkesh godt veere Heineken som det kunne veere
Carlsberg/Tuborg for den sags skyld.

Jeg vil sige at til Distortion er det for almindgtli det skal veere mere specielt. Jeg ville treeandk skal
veere et stort meerke men det skal nok vaere minahett keed Heineken.

Nej. Nok noget importeret et eller andet. Ja otil $éoskildefestival der er folk nok lige glade. Dskal det
bare vaere sa billigt som muligt. Det er nok ikke ideineken saelger mest.

Jeg vil tro det ofte er nogen der gerne vil sigrelt det har lidt penge. Og fremsta som de erpaed

noderne.

Den er veesentlig peenere end mange af de andrendedere folk der gerne vil vise at de har lidtefler
penge end gennemsnittet.

Det er sa lidt det samme stil. Det var ogsa udiketéer. De minder meget om hinanden.
Altsd, Carlsberg er jo ogsa international. Mentestker vi jo ikke rigtig over, for os er det jo gdknJa, det
ved jeg ikke. Det kan godt veere at der er folksi@res det er smartere at sta med sadan en heeleain

sammenlignet med Carlsberg/Tuborg selvom at delempieene flasker. Det er der nok folk som teenket. D
er ikke fordi jeg gar sa meget op i det.

Det skulle nok veere Nik & Jay der skulle dele deet vil jeg umiddelbart sige.

De er unge og smarte.

Ja... Jeg er hvert fald sikker pa at folk som dersthél ses med en Heineken i stedet for en almigdel
Carlsberg/Tuborg. Tror ikke det betyder s& megetiém i sidste ende, men det kunne man godt feesti
sig. Mange af de andre vil hellere veerdseette detldaved at f4 en Carlsberg/Tuborg.

Det ved jeg ikke om jeg synes de er, men de andmelelidt mere dansk agtige.

Det ved jeg ikke. Simon Kvamm ville vaere et budnrjeg tror han er sa dansk sé han hellere vil kave
Carlsberg/Tuborg. Maske det skulle vaere Don @, tietdkke lige var fordi Carlsberg sponsorerede FCK

Det tror jeg det ville vaere mit bud, hvis man karbsrt fra det.

Nej han er ikke ung og hip. Men han er sddan embss man. Han kunne godt finde pa at komme pa lidt
Smarte barer.

Ja. Udstralingsmaessigt og udseendemaessigt.
Det kunne de sikkert godt, men jeg tror de villeardime sa glade for en Carlsberg/Tuborg. Nu kejetpsa

ikke Janus Friis, men han ville ogsa vaere et budl de¢ han laver og de penge han har tjent. Han kemm
sikkert ogsa nogle smarte steder.
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Jeg kunne godt forestille mig at der var flere kender ville foretreekke en Heineken. Men det dr ogsa
fordi den er paenere at se pa. Det kan godt vaele gér mere op i det end i selve gllen.

Nej, men det synes jeg heller ikke den gar. Men kuamme stadig godt forestille sig at der er pigar gbdt
kunne taenke sig sadan en her, netop fordi den eengsend de andre.

Sa er de hvert fald over i den ende hvor det séakvsmart. Hvor det er indpakningen der betydeség
meget.

Nej, det er ikke en man forbinder med en traditishs

Ja. Det er hvert fald ikke noget man taenker over.

Den er selvfglgelig over i det globale. De skijtetkke meget med deres tilhgrsforhold og hvor demker
fra. Det er jo meget globalt. Undtagen hvis marelebag pd, sa star der at den er brygget i Hollelhets er
der ikke noget der signalerer det.

Tulipaner....

Nu kender jeg ikke s& mange Hollandske @l. Meredétke en nation man forbinder med mange gode ol
som f.eks. Belgien og Tjekkiet.

Det er fint. Man ma ryge hash. Holland som landjegrikke noget imod. Jeg vil sige at det er ehfddsvis
neutralt land.

Det er hvert fald ikke en arbejder gl. Det ma vesigdel og overklassen. Men det er lige sa meget
middelklassen som "high society”. Mere speciel @n teller ikke.

Helt klar over i party genren.
Det er der sikkert. Det ved jeg ikke lige hvad slaille veere.

Umiddelbart er det ikke meget jeg teenker over.\ildige sa gerne ses med en Carlsberg/Tuborg som e
Heineken. Det betyder ikke noget for mig. Det ek ikixe alle der taenker sddan men man burde jo kdbe
fra det man kan lide. Og sa burde det ikke betytgeehom det er en fin eller grim flaske. Det gar sk

for mange dog.

Derudover har jeg lagt meerke til at Heineken ofteresol bajer. Har du lagt maerke til det. Det ragtey
pga. den lyse flaske.

Slut.
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Interview person 2
The interview is conducted in Danish.

Respondent

Mand
25ar
Ja.

Det er ikke sadan at jeg har et had kaerlighedsfdriidHeineken. Jeg keber den da nogen gange reeerd
ikke fordi det er min favorit.

OK. Men ikke noget vildt. Den smager nok ikke ahs@get. Der er mange andre gl der har mere smag og
det ma de gerne have efter min mening. Men slet #&kdet bliver vammelt men nok mere frugtigt. Hvis
man kan sige det. Hvedegl f.eks. er ret godt.

Ja, den er jo lidt mindre bodega agtig end en Tgiksmwm jeg synes godt kan have sin charme. Merselen
da fin nok ud.

Jeg vil sige det er mere café eller natclub.

Bodega forbinder jeg med noget dansk, arbejdernogljgddan og det har jo intet at gare med en
udenlandsk import al.

Nok mest signalveerdien i det udenlandske. Men @ndken er jo ogsa lidt dyrere sa det er det noldogs
Café miljget er vel ikke sa bundet i danske tradir, men mere sydlandsk inspireret. Jeg ved godt
Heineken er Hollandsk, men for mig minder det dig#téom f.eks. Spanien og de lande. Nok fordi man k

kgbe den mange steder dernede.

Ja det gar jeg nok. Jeg forbinder det hvert fald smnmerferie i Sydeuropa, og det er jo i bund rogdj
ikke specielt sa Hollandsk.

Mmhh, nej det gar det nok ikke. Det teenker jeg ikker.

Jeg teenker nok verdenskendt. Og at det er en ghmekn. Bare ordet importal siger vel lidt om bessog
handel? Tror jeg.

Nej ikke rigtigt. Men man kgber det jo nok alligév@et er egentlig lidt maerkeligt.
Det var straks veerre. En businessman maske.
Det ved jeg egentlig ikke. Maske pga. det med aedanportal.

Det er maske sadan en Hellerup dreng. En der gémagrket ikke bare er mainstream som Carlsberg men
kaber noget der er lidt dyrere.
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Egentlig ikke. Nu nar jeg ser den sa kan jeg da gedit den er en del af logoet, men jeg ville ikikene
sige det hvis det ikke lige var fordi jeg kiggerftasken.

Slut.
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Vongkoth Phranasith (Eastern Idaho, ID) skrev

. kl. 13:37 d. 26. juli 2009
the color explain it all of what your feeling at the night in the club.

Anmeld

Mpho Illuminati skrev
kl. 23:21 d. 23. juli 2009

Thankz god 2morrow its friday,heineken all da way.
Anmeld

Montse Valduciel Gascon skrev

kl. 19:28 d. 30. juni 2009

this is the best in the summer.graciaaaas
Anmeld

Nicky Fera (Notre Dame Catholic Secondary School) skrev
kl. 01:18 d. 18. april 2009

HEINEKEN! Born in Amsterdam, raised by the world!

GREATEST BEER IN THE WORLD!!!! WOOOOO

Anmeld

Richie Plunkett (UNLV) skrev
kl. 03:31 d. 6. marts 2009

you do realize Heineken is a skunked beer? Green glass lets in light which causes a flaw in the beer. Ever try a can of
Heineken, a bottle of Heineken, and then a draft Heineken? All completely different tastes. Really, drinking this beer
gives you no sophistication because you would be able to know you were drinking completely different beers.

Anmeld
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Appendix 6:

Questions for qualitative analysis Il:

QL. Synes du Heineken har en god smag?

Q2: Foretraekker du i visse situationer smagem daneken frem for andre glmaerker?

Qa3: Synes du en Heineken smager bedre end maiwigekahkurrerende glmaerker?

Q4: Synes du Heineken flasken har et flot design?

Q5: Synes du Heineken flaskens design er flo#atekonkurrerende glmeaerkers?

Q6: Hvad synes du om Heineken’s globale image?

Q7. Veerdseetter du Heineken’s globale image?

Q8: Giver det dig positive associationer at Heerekr en global al?

Q9: Synes du Heineken'’s globale image skillepgigitivt ud fra andre glmaerker?

Q10: Har Heineken har en personlighed du veerdszette

Q11: Har du en positiv holdning til den gruppe mesker Heineken henvender sig til?

Q12: Synes du Heineken har en personlighed dierskig positivt ud fra konkurrenterne?

Q13: Er der ligheder mellem din egen og Heinekeaiéstitet?

Q14: Er Heineken populeer blandt dine venner oghete?

Q15: Bliver der, i din omgangskreds, ofte drukkebt Heineken sammenlignet med andre
glmeerker?

Q16: Er det sandsynligt at du keber en Heinekeenpdar/café der ogsa saelger andre glmaerker i

lgbet af de neeste 3 maneder?
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Q17: Forudser du at du i neermere fremtid kgbdde@ineken pa en bar/café der ogsa saelger andre
glmeerker?

Q1s8: Er du alt i alt positiv overfor at kebe eniéken gl1?

Q19: Veelger du af og til en Heineken pa en baté/daf ogsa seelger andre glmaerker?

Q20: Har du inden for de sidste 3 maneder kalbt@ineken pa en bar/café der ogsa solgte andre
glmeerker?

Q21: Har du tidligere kommet med en positiv komtagrom Heineken, til venner eller bekendte?

Q22: Hvis nogen spgrger om din holdning til Heierekil du da nsevne noget positivt?

Q23: Kunne du godt finde pa at sige noget posititHeineken?

Q24: Har du tidligere kommet med en negativ komiaerom Heineken, til venner eller bekendte?

Q25: Hvis nogen spgrger om din holdning til Heimekil du da neevne noget negativt?

Q26: Kunne du godt finde pa at udtrykke mig nedgatim Heineken?
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Appendix 7:

Interview person 1
The interview is conducted in Danish.

Respondent

Ja. Det gor der faktisk. Jeg kommer meget pa eh\nmarHeineken er den eneste gl de saelger.
Det er primeert fordi vi kender dem der ejer derdegor er der altid en del af mine venner dernede.

Jeg tror ikke jeg vil kabe den, og det tror jegretig heller ikke gutterne vil. Som regel bliverrdesbt
almindelig eller Classic.

Det ved jeg ikke. Ikke specielt tror jeg.

Neeaeae. Det ved jeg ikke lige hvad det skulle vagreesSikke den er noget specielt.
Ikke lige hvad jeg kan huske.

Tror nok jeg vil sige at den smager ikke af sa medgt er vel ikke seerlig positivt.

Ja, den er egentlig meget paen. Den ser lidt ekskhas

Den er hvert fald flottere end de almindelige Tupfiasker. Men det hele behgver ikke vaere sa paent.
Nej. Jeg kan bedre lide en Tuborg Classic.

Den smager bestemt ikke darligt. Men det er ikke favorit gl.

Jeg ved ikke om der er situationer hvor jeg forkkee Heineken. Tror nok jeg til en hver tid vil tagn
Tuborg i stedet for en Heineken.

Det er der nok, men det er ikke lige noget jeg &eeoker.

Ja. Det gor jeg. Pa den bar jeg naevnte far. Mersatheget sjeeldent.

Det er da ikke udelukket. Men jeg vil ikke sigedat er med stor sandsynlighed.

Tja. Jeg har jo ikke noget imod Heineken. Jeg syaes der er andre bedre @l. Nogle gange koster de

ogsa lidt mere.

Det er vel det samme igen. Maske.
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Det har jeg faktisk. Det var godt nok det enestbalale pa fad, men de havde andre gl pa flaske.

Det er da ganske udmeerket. De er jo sponsor fomBloas League som er en international turnering. Je
ved ikke om hvor udbredt de er ud over Europa, dersaelger de vel ogsa til kunne jeg forestille.rivign
du spurgte hvad jeg synes om det. Det er veliligsbm McDonald’s, man kan fa det overalt og det er
noget man kender til nar man kommer til andre laddg selv kan dog bedre lide at pragve de lokatéel
jeg kommer til andre lande.

Neeej. Nar jeg naevner McDonald's er det nok ikke pasitivt, selvom man vel havner der en gang
imellem alligevel.

Alle de importerede gl har vel et globalt imagekdenmer jo ikke fra Danmark. Og af de danske maszker
det vel kun Carlsberg der er internationalt akte.sponsorerer hvert fald Liverpool.

Jeg kan godt lide deres Champions League sporfsodatChampions League er noget der interessergr mi
Men ellers ved jeg ikke.

Jeg kan godt se hvor du vil hen. Tror jeg foretreekdt gllen har nogle veerdier fra det land den kenifna.

Ja det har jeg nok. Jeg har sagt at den er tynkkegsmager af meget.
Ja. Jeg vil sige at den ikke smager af noget.

Ja.

Jeg ved ikke preecist hvem der er deres malgrugpdeBsynes jeg er svaert at svare pa.
Ikke specielt. Hvad mener du med personlighed?

Sa er han jo nok alkoholiker... Nej, jeg ved det ifgkikke. Sorry.

Slut.
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Interview person 2

Nej. Der er vel en opfattelse af at det gl der ingres er bedre end de danske meaerker. Men det mes
en fejl. Der er mange gode danske gl. Specieltiaigbéra mikrobryggerierne.

Egentlig ikke. Det er ikke lige min smag.

Hvilke? Der er jo mange. Det ved jeg ikke.

Det er ikke noget der tiltaler mig. Jeg er meréotilale danske produkter.

Nej. Jeg synes det er for popsmart. Det vil jegiklketegne mig selv som.

Det ma sa veere nej.

Overfladisk og snobbet.

Nej. Jeg synes der er mange andre gl der er meggetnig.

Nej.

Jeg vil nok ikke direkte anbefale den. Men jeg kaisiye noget positivt hvis jeg var meget gltarstga
der stod en iskold Heineken fadgl foran mig.

Nej. Ville nok sige at der findes mange bedre gl.

Nej.

Nej, de er fattigrave hele bundtet. Det drikkerdhdar er.

Nej det vil jeg ikke sige. Det er mest Carlsberglodporg.

Det kommer jo an pa hvad de andre glmeaerker er.iede Carlsberg bliver det nok det.
lgen. Nej.

Ikke hvad jeg kan huske.
Nej.

Nej.
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Ikke direkte negativt. Men jeg vil nok sige at dete er min favorit.
Nej. Ved ikke hvad det skulle veere.

Ja.

Ja. Den skinner lidt mere end de marke Carlsbaskér. Og etiketten er da ogsa mere stilet.
Ja.

Det er nok mere lige. Men den er da meget paen.

Nej.

Alt gl er jo godt. Noget er bare bedre end andet.

Nej.

Slut.
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Questionaire:
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Har du smagt en Heineken gl1?

e Ja
* Nej

Brand as product:

PR1:
PR2 (revised):
PR3:
PRA4.:
PR5:

Brand as organisation:

OR1 (new):
OR2 (new):
OR3 (new):
OR4:

Brand as person:

PE1:
PE2 (revised):

PE3 (revised):
PE4 (revised):
Brand as symbol:
SY1:

SY2:
SY3:

Social norm:

Jeg synes Heineken har en god smag.

Heineken er god nar jeg treengentitisk gl.
Heineken smager bedre end mange af de enploetal.
Deleted.
Deleted.

Det forbedrer Heineken’s image at dmsprerer Champions League.

Det forbedrer Heineken’s image at dmsprerer James Bond.

Det forbedrer Heineken’s image at dmsprerer Italiens stgrste rockfestival —
Jammin Festival.
Deleted.

Deleted.

Forestil dig en typisk Heineken fager. Jeg har en positiv holdning til denne
person.

Forestil dig en typisk Heinekerbfager. Denne person er anderledes end
forbrugere af andre importal.

Forestil dig en typisk Heineken fadger. Der er visse feellestreek mellem mig og
denne person.

Deleted.
Deleted.
Deleted.



N
Y]
Copenhagen

Business School
HANDELSHPISKOLEN

SN1: Heineken er populeer blandt mine venner ¢gitdte.
SN2 (revised): Nogle i min omgangskreds vaelger eftéleineken pa en bar der ogsa har andre
gl at veelge imellem.

Buying intention:

BI1: Det er sandsynligt at jeg keber en Heinekeempéar/café der ogsa seelger andre
aglmaerker i Igbet af de naeste 3 maneder.

BI2: Jeg forudser at jeg i neermere fremtid kglpekeineken pa en bar/café der ogsa
seelger andre glmeerker.

BI3: Alt i alt er jeg positiv overfor at kgbe ereldeken.

Bl4: Jeg veelger af og til en Heineken pa en baé/daf ogsa seelger andre glmaerker.

Positive word-of-mouth:

PW1.: Jeg har tidligere sagt noget positivt om ldieén til venner eller bekendte.
PW2: Hvis nogen spgrger om min holdning til Heineké jeg naevne noget positivt.
PWa3: Jeg kunne godt finde pa at sige noget positivHeineken.

Negative word-of-mouth:

NW1: Jeg har tidligere sagt noget negativt om Heanetil venner eller bekendte.
NW2: Hvis nogen spgrger om min holdning til Heineké jeg naevne noget negativt.
NW3: Jeg kunne godt finde pa at udtrykke mig niggam Heineken.
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Appendix 9:

PR:

Reliability Statistics Iltem-Total Statistics

Cronbach's Cronbach's
Alpha N of Items Scale Mean if |Scale Variance if| Corrected Item- Alpha if Item
Item Deleted Item Deleted | Total Correlation Deleted
,832 3
PR1 7,0000 7,343 , 735 ,736
PR2 6,7826 7,193 ,718 , 745
PR3 5,6087 5,948 ,655 ,831
OR:
Reliability Statistics Iltem-Total Statistics
Cronbach's Cronbach's
Alpha N of Items Scale Mean if |Scale Variance if| Corrected Item- Alpha if Item
Item Deleted Item Deleted | Total Correlation Deleted
,685 3
OR1 7,6377 4,481 ,518 ,568]
OR2 7,1594 4,193 ,578 ,483]
OR3 6,9420 5,559 412 ,695
PE:
Reliability Statistics Iltem-Total Statistics
Cronbach's Cronbach's
Alpha N of Items Scale Mean if |Scale Variance if| Corrected Item- Alpha if Item
Item Deleted Item Deleted | Total Correlation Deleted
,452 3
PE2 8,0725 4,024 ,318 ,288]
PE3 7,0870 4,314 ,181 ,520
PE4 7,3188 3,430 ,343 ,226
SN:
Reliability Statistics Item-Total Statistics
Cronbach's Cronbach's
Alpha N of Items Scale Mean if |Scale Variance if| Corrected Item- Alpha if Item
Item Deleted Item Deleted | Total Correlation Deleted
,848 2
SN1 4,2899 2,280 ,736|.2
SN2 4,0217 2,226 ,736|.2

a. The value is negative due to a negative average covariance among items. This
violates reliability model assumptions. You may want to check item codings.
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Item-Total Statistics
Cronbach's
Scale Mean if |Scale Variance if| Corrected Item- Alpha if Item
Item Deleted Item Deleted | Total Correlation Deleted
BI1 11,8116 21,672 ,889 ,895
BI2 11,8406 22,033 ,890 ,894
BI3 12,8043 26,553 ,755 ,938]
Bl4 12,1087 23,017 ,840 911
Iltem-Total Statistics
Cronbach's
Scale Mean if |Scale Variance if| Corrected Item- Alpha if Item
Item Deleted Item Deleted | Total Correlation Deleted
PW1 6,6232 6,981 ,671 ,901
PW2 7,4203 7,618 ,823 , 740
PW3 7,5797 8,318 , 767 , 796
Item-Total Statistics
Cronbach's
Scale Mean if |Scale Variance if| Corrected Item- Alpha if Item
Item Deleted Item Deleted | Total Correlation Deleted
NW1 9,2464 11,530 ,856 ,943
NW2 9,2464 12,362 ,902 ,908]
NW3 9,5362 11,798 ,899 ,907
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Factor analysis |, first run:
KMO and Bartlett's Test

]

e
Communalities
Initial Extraction
PR1 1,000 , 781
PR2 1,000 , 761
PR3 1,000 ,699]
OR1 1,000 ,785)
OR2 1,000 ,806)
PE2 1,000 ,398
PE4 1,000 ,358
SN1 1,000 ,821]
SN2 1,000 , 793

Extraction Method: Principal

Component Analysis.

Communalities

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. ,719
Bartlett's Test of Sphericity ~ Approx. Chi-Square 453,809
df 36
Sig. ,000
Factor analysis |, second run:
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. ,660
Bartlett's Test of Sphericity ~ Approx. Chi-Square 378,050
df 21
Sig. ,000

Initial Extraction
PR1 1,000 ,799
PR2 1,000 , 796
PR3 1,000 717
OR1 1,000 ,803
OR2 1,000 ,800]
SN1 1,000 ,861
SN2 1,000 ,863

Extraction Method: Principal
Component Analysis.
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Rotation Sums of
Squared
Initial Eigenvalues Extraction Sums of Squared Loadings Loadings®
Compon
ent Total % of Variance Cumulative % Total % of Variance Cumulative % Total
1 2,953 42,187 42,187 2,953 42,187 42,187 2,594
2 1,511 21,590 63,778 1,511 21,590 63,778 1,582
3 1,174 16,773 80,551 1,174 16,773 80,551 2,117
4 AT2 6,743 87,294
5 ,399 5,697 92,991
6 ,251 3,591 96,583
7 ,239 3,417 100,000
Extraction Method: Principal Component Analysis.
a. When components are correlated, sums of squared loadings cannot be added to obtain a total variance.
Component Matrix *
Scree Plot
Component
3,0
2,5 1 2 3
2,01 PR1 ,789 ,039 -, 417
[
3
£ 1 PR2 792 061 -,407
2
1,07 PR3 ,781 -,141 -,295
057 OR1 ,313 767 ,340]
0.07] OR2 ,148 ,882 ,009]
i 2 3 i 5 & 7
Component Number SN1 734 -,265 ,501
SN2 ,659 -,220 ,617

Extraction Method: Principal Component
Analysis.

a. 3 components extracted.



]

e
Pattern Matrix 2 Structure Matrix
Component Component
1 2 3 1 2 3
PR1 ,899 ,040 -,033 PR1 ,892 ,146 ,289]
PR2 ,893 ,064 -,029 PR2 ,890 ,169 ,291)
PR3 797 -,104 ,131 PR3 ,832 -,004 411
OR1 -,062 ,871 ,222 OR1 121 ,871 ,230}
OR2 ,085 ,873 -,193 OR2 ,120 ,876 -,132
SN1 ,123 -,023 ,878 SN1 ,433 ,022 ,921)
SN2 -,025 ,040 ,935 SN2 ,313 ,070 ,928
Extraction Method: Principal Component Extraction Method: Principal Component
Analysis. Analysis.
‘F_eotatic.)_n Method: Oblimin with Kaiser _Rotatign N_Iethod: Oblimin with Kaiser
Factor analysis II:
KMO and Bartlett's Test Communalities
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. ,810 Initial Extraction
Bartlett's Test of Sphericity ~ Approx. Chi-Square 1034,318 BI1 1,000 916
f 28 BI2 1,000 026
Sig. 000 BI4 1,000 836
PW2 1,000 ,905
PW3 1,000 ,922
NW1 1,000 ,888
NW2 1,000 ,916)
NW3 1,000 ,915

Extraction Method: Principal
Component Analysis.
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Scree Plot
o
N
-]
w 27
o
o
2 5 H 5 B 7 8
Component Number
Total Variance Explained
Rotation Sums of
Squared
Initial Eigenvalues Extraction Sums of Squared Loadings Loadings®
Compon
ent Total % of Variance Cumulative % Total % of Variance Cumulative % Total
1 4,525 56,562 56,562 4,525 56,562 56,562 3,491
2 1,930 24,120 80,682 1,930 24,120 80,682 3,370
3 770 9,619 90,302 ,770 9,619 90,302 3,345
4 ,236 2,949 93,251
5 ,192 2,398 95,649
6 ,156 1,947 97,595
7 ,108 1,347 98,943
8 ,085 1,057 100,000

Extraction Method: Principal Component Analysis.

a. When components are correlated, sums of squared loadings cannot be added to obtain a total variance.
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Component Component

1 2 3 1 2 3
BI1 757 ,535 -,239 BI1 ,965 -,015 -,022
BI2 ,729 ,582 -,236 BI2 ,986 ,040 -,025
Bl4 , 759 478 -,176 Bl4 ,872 -,030 ,057
PW2 ,825 ,042 AT72 PW2 ,048 -,069 ,887
PW3 ,769 ,076 ,570] PW3 -,029 ,043 ,996
NwW1 -,654 ,651 ,193 NW1 ,044 ,981 ,062
NwW2 -,760 ,560 ,156 NW2 -,048 ,929 -,027
NwW3 -, 754 ,575 ,127 NW3 -,010 ,923 -,061]
Extraction Method: Principal Component Extraction Method: Principal Component
Analysis. Analysis.
a. 3 components extracted. Rotation Method: Oblimin with Kaiser

Normalization.

Structure Matrix a. Rotation converged in 5 iterations.
Component

1 2 3
BI1 ,957 -,272 ,528
Bl2 ,961 -,222 ,510
Bl4 ,912 -,299 ,561
PW2 ,566 -,514 ,948
PW3 ,519 -,433 ,959
Nw1 -,194 ,939 -,390
NW2 -,321 ,955 -,505
NW3 -,300 ,955 -,515

Extraction Method: Principal Component
Analysis.

Rotation Method: Oblimin with Kaiser
Normalization.
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Structural Equation Modeling results from AMOS 18.0

Regression Weights: (Heineken - WOM)

Standardized Regression
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Weights: (Heineken -

Estimate S.E. C.R. P Label

Bl <--- PR ,598 ,109 5,496  ***
PW <-- OR -,112 ,118 -,942 346
NW <--—- PE 868  ,197  -4,417  ***
PW <--- PE ,720 ,149 4,817 Hokok
Bl <--- PE ,494 ,151 3,272 ,001
NW <-- OR ,405 ,181 2,238 ,025
Bl <--- OR -,009 ,153 -,062 951
PW <-- PR ,527 ,086 6,118 Hokok
NW <-- PR -,397 ,112 -3,533 Hokok
Bl <--- SN ,512 ,107 4,793  *¥**
PW <-—- SN ,077 ,076 1,006 ,315
NW <--- SN ,021 ,109 ,194  ,846
PR3 <-—- PR 1,000

PR2 <--- PR ,861 ,098 8,772 HokE
PR1 <-- PR ,909 ,098 9,265  ***
OR2 <-- OR 1,000

OR1 < OR 2,327 1,934 1,203 ,229
PE4 <--- PE 1,000

PE2 <--- PE ,524 ,136 3,843 HokE
SN1 <-- SN 1,000

SN2 <-—- SN 1,160 ,196 5,915  ***
BIl <--- BI 1,000

BI2 <--- BI ,976 ,051 19,007 HokE
Bl4 <--- BI ,856 ,061 14,013 HokE
PW2 <-- PW 1,000

PW3 <-- PW ,872 ,078 11,122 ***
NW1 <--- NW 1,000

NW2 <--- NW ,971 ,058 16,779 HokE
NW3 <--- NW 1,026 ,061 16,918 HokE

WOM)

Estimate
BI <--- PR ,472
PW <-- OR -,059
NW <--- PE -,520
PW <--- PE ,572
BI <--- PE ,305
NW <--- OR ,161
BI <--- OR -,004
PW <-- PR ,535
NW <-- PR -,304
BI <--- SN ,389
PW <--—- SN ,075
NW <--- SN ,016
PR3 <-- PR ,737
PR2 <-- PR ,796
PR1 <-- PR ,872
OR2 <-- OR ,477
OR1 <--- OR 1,118
PE4 <--- PE ,724
PE2 <-- PE ,431
SN1 <--- SN ,801
SN2 <--- SN ,918
BI1 <--- BI ,938
BI2 <--- BI ,936
Bl4 <--- BI ,821
PW2 <--- PW ,934
PW3 <--- PW ,848
NW1 <--- NW ,873
NW2 <--- NW ,942
NW3 <--- NW ,946




Variances: (Heineken - WOM)
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Squared Multiple Correlations:
(Heineken - WOM)

Estimate S.E. C.R. P Label
PR 1,529 ,323 4,738 ***
OR ,412 ,363 1,135 ,256
PE ,935 ,254 3,681  ***
SN 1,418 ,332 4,271 *x*
E,BI 1,306 , 214 6,097 X
E,PW ,559 ,144 3,885  ***
E,NW 1,591 , 292 5,444 *x*
E,PR3 1,289 ,192 6,725  ***
E,PR2 ,655 ,111 5,909  ***
E,PR1 ,398 ,095 4,172 ***
E,OR2 1,402 ,376 3,729  ***
E,OR1 -,446 1,818 -245 ,806
E,PE4 ,848 ,198 4,289  ***
E,PE2 1,128 ,151 7,470  ***
E,SN1 ,792 , 239 3,311 ¥k
E,SN2 ,355 ,298 1,189 ,235
E,BI1 ,336 ,083 4,034  ***
E,BI2 ,329 ,080 4,118  ***
E,Bl4 ,872 ,121 7,234 ***
E,PW2 ,215 ,104 2,076 ,038
E,PW3 ,440 ,093 4,735  ***
E,NW1 ,812 ,118 6,872  ***
E,NW2 ,312 ,071 4,412 ***
E,NW3 ,319 ,077 4,142 ***

Estimate
NW ,389
PW ,623
BI ,467
NW3 ,896
NW2 ,887
NW1 ,762
PW3 ,719
PW2 ,873
Bl4 ,673
BI2 ,877
BI1 ,880
SN2 ,843
SN1 ,642
PE2 ,186
PE4 ,524
OR1 1,250
OR2 ,227
PR1 ,760
PR2 ,634
PR3 ,543




