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Abstract

In accordance with the evolving service-dominant logic and the shift from the Relationship-focused
to Stakeholder-focused Brand Era, the concepts of Brand Authenticity and Brand Loyalty have
received increasing consideration. While Brand Loyalty has been studied for decades, Brand
Authenticity has recently gained attention in the field of marketing research and is still under-
researched. In addition, there is limited research on the emerging concept Corporate Social Marketing
(CSM), however firms are increasingly adopting the concept as a marketing practice. In spite of the
ongoing discussion regarding these three subjects, no literature discovered has synthesized the
concepts, thus motivating the researchers to explore CSM’s influence on Brand Authenticity and
Brand Loyalty. As a result of limited research conducted within this field, this research adopts an
exploratory research design with a qualitative approach. The brand Heineken represents the single-
case study for this research and data is collected through in-depth semi-structured interviews and a
focus group, coded and analyzed in accordance with the grounded theory approach. The findings
display that CSM can positively influence Perceived Brand Authenticity through the dimensions
Continuity, Credibility and Symbolism. The study also suggests that CSM influences Brand Loyalty
positively, however it is evident that consumers’ level of loyalty towards the brand prior to the
exposure of CSM can be an important factor for how Brand Loyalty is influenced. It is further
recommended how CSM should be communicated in order to enhance Brand Authenticity and Brand

Loyalty. Moreover, limitations of the study and suggestions for future research are presented.

Keywords: Corporate Social Marketing, CSM, Brand Authenticity, Brand Loyalty, Stakeholder-

focus Era, Relationship-focus era.
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1. Introduction

It is evident that from the beginning of the 2000s, firms have realized the importance of brands.
Correspondingly, the marketing literature has seen a major conceptual shift (Merz, He & Vargo,
2009). The scholars Vargo and Lusch (2004) defines the shift as the Service-Dominant (S-D) logic,
where brands have emerged from a traditional goods dominant view where the focus was on the
tangible output and discrete transaction, towards perceiving brands as socially constructed by
consumers’ and other stakeholders’ interactions, with a focus on intangibility and the exchange
process. In parallel with this shift, branding literature has evolved accordingly, where the S-D logic
aligns with what Merz et al. (2009) define as the Stakeholder-focus Brand Era. However, the majority
of branding literature is still existent within the Relationship-focus Brand Era. Thus, this study is set

between these two Brand Eras.

In relation to this context, the construct Brand Authenticity has received increasing attention in
literature due to consumers’ growing demand for authenticity in the marketplace of products and
services (Grayson & Martinec, 2004; Fritz, Schoenmueller & Bruhn, 2017; Morhart, Malir,
Guévremont, Girardin & Grohmann, 2015). This is based on the growing number of crises in recent
years (Bruhn et al., 2012; Fine, 2003) and the increasingly homogenous market (Beverland and
Farelly, 2010). Yet, there is no consensus among scholars regarding a definition of Brand Authenticity
(Napoli, Dickinson, Beverland & Farrelly, 2014; Napoli, Dickinson-Delaporte and Beverland, 2016;
Beverland, 2005; Fritz et al., 2017). As a foundation for the present research, the framework by
Morhart et al. (2015), which conceptualize Brand Authenticity in terms of the dimensions Continuity,

Credibility, Symbolism and Integrity, has been adopted.

Additionally, since the modern market is characterized by increasing competitive pressure,
diminishing product differentiation and heightened unpredictability (Shocker, Srivastava & Ruekert,
1994), the construct Brand Loyalty can still be considered a relevant topic in the field of marketing
research. Although several conceptualizations of Brand Loyalty have been developed over the years
in literature, combining both Stochastic (behavioral) and Deterministic (attitudinal) components has
been determined as a valid and reliable measure of Brand Loyalty (Day, 1969; Jones & Taylor, 2007,
Russell-Bennett, Worthington & Hartel, 2009; Oliver, 1999). Therefore, this study focuses on



evaluating both components of loyalty, together with Dick and Basu (1994)’s conceptualization of

different levels of Brand Loyalty.

Moreover, as consumers no longer accept insincere brand behavior (Holt, 2002), Corporate Social
Responsibility (CSR) has become a widely accepted management practice and is therefore adapted
by most large corporations (Jutterstrom & Norberg, 2013). Within the concept of CSR, the
subdiscipline Corporate Social Marketing (CSM) has recently emerged and is according to Kotler
and Lee (2005a) the “best of breed” among other CSR initiatives in terms of support of marketing
goals and objectives, brand positioning and preference, market development, and increased sales.
However, literature regarding the concept is scarce and future researchers are encouraged to evaluate

the effects of CSM (Inoue & Kent, 2014).

At the time of this study, no existing literature has evaluated the constructs Brand Authenticity, Brand
Loyalty and CSM together. Instead, previous research has considered these constructs separately. For
instance, the relationship between CSM and Brand Authenticity has been explored (e.g., Kotler,
Hessekiel & Lee, 2012; Kotler & Lee, 2005a) as well as how CSM credibility affects Brand Loyalty
(e.g., Inoue & Kent, 2014; Sen & Bhattacharya, 2001; Walker & Kent 2012; Zang & Bloemer 2008).
Thus, the authors of the present study have identified a research gap concerning CSM and its influence

on Brand Authenticity and Brand Loyalty.

Based on this identified research gap, the aim of this study is to investigate how CSM influences
consumers’ Perceived Brand Authenticity and Brand Loyalty. Therefore, the following research

question will be answered in this study:

How does Corporate Social Marketing influence consumers’ Perceived Brand Authenticity and

Brand Loyalty?

Due to the limited research within this field, the present study adopts an exploratory research design
with a qualitative approach. To adequately answer the research question, a single-case study has been
adopted. The brand chosen for this study is Heineken, as the brand has utilized CSM as a marketing
practice. The data collection for this research includes twelve individual semi-structured interviews
and one focus group. Further, purposive sampling has been applied to include consumers with
different nationalities that fit to the brand’s target group and evaluate their perceptions in line with
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theory regarding successful CSM (Lee, 2016). The interviews have been coded and analyzed in

accordance with the grounded theory approach.

The results of this study indicate that CSM can positively influence Perceived Brand Authenticity, in
relation to the dimensions Continuity, Credibility and Symbolism. Additionally, it is evident that
CSM can influence Brand Loyalty in a positive manner, both in terms of Stochastic and Deterministic
Loyalty. This is particularly evident among consumers with a latent and true loyalty towards the
brand. Further, from the results it is possible to distinguish how CSM should be communicated in

order to enhance Brand Authenticity and Brand Loyalty.

Lastly, the researchers of this study provide an overview of this study’s potential contribution to
existing research within the field of branding. Subsequently, implications for how brand managers
and other relevant stakeholders should leverage CSM in regard to Brand Authenticity and Brand

Loyalty are outlined. Finally, limitations of the study and suggestions for future research are provided.



2. Literature Review

In the following section, the authors will provide a theoretical basis and context for the research. The

literature review is structured into four macro paragraphs.

First, a background regarding the evolution of literature in brand management is outlined, where this
study is set between Merz et al. (2009)’s two major eras of the branding literature: the Relationship

Focus Brand Era and the Stakeholder Focus Brand Era.

Based on the context previously described, the authors will present three branding constructs, which
will provide the theoretical foundation for the research. First, the authors will outline relevant
literature within Brand Loyalty and differentiate between Stochastic and Deterministic Loyalty. Also,
the researchers will focus on Dick and Basu (1994)’s categorization of loyal consumers. Secondly,
the concept of Brand Authenticity is presented and Morhart et al. (2015)’s integrative framework is
highlighted. Lastly, literature regarding the recently evolved concept of CSM, a subdiscipline of CSR,

1s reviewed.

2.1 Paradigm of the Study

The aim of this section is to provide an overview of the paradigm of the present study. The authors
will first outline the evolution of brand logic, and subsequently present the Relationship-Focus Brand

Era and the Stakeholder-Focus Brand Era, based on the work by Merz et al. (2009).

2.2 Evolution of Brand Management

The concept of brands was first introduced in marketing literature in the beginning of the 1900s
(Room, 1998; Stern, 2006). Since then, it is possible to identify four eras in which branding literature
has evolved in terms of how brands are perceived and the focus of brands’ value (Merz et al., 2009).
In parallel with this evolution, Vargo and Lusch (2004) argue that brands have progressed into a
service-dominant (S-D) logic instead of the preceding goods-dominant (G-D) logic. The authors
propose three characteristics that distinguish the S-D logic from the G-D logic. First, the logic
considers the denominator of exchange to be service rather than goods. Secondly, it argues for a
process orientation rather than an output orientation. Thirdly, the S-D logic recognizes that value is
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co-created with external stakeholders rather than solely by the firm (Vargo & Lusch, 2004).
According to Merz et al. (2009) this shift aligns with different eras in branding literature as brand
value has been perceived to come unilateral from firms and delivered to customers through goods (G-

D logic) to include all stakeholders in the co-creation of value (S-D logic).

The following sections will concisely present the first two eras of the evolution of branding, while
the latter two areas will be analyzed more in-depth as these are considered more relevant in this

research.

The Individual Goods-Focus and the Value-Focus Brand Era

During the Individual Goods-Focus Brand Era (1900s—1930s), brands were perceived solely as
identifiers (Merz et al., 2009) in order for customers to recognize a firm’s goods (Strasser, 1989).
Thus, customers were seen as passive recipients of goods that were branded to them and thereby were
not perceived as contributors in the brand value creation process. This view corresponds to the G-D
logic perspective as value of the brand was seen to be embedded in physical goods, hence operand
resources, and determined through value-in-exchange, which can be seen as an output orientation

(Merz et al., 2009).

The second era constitutes the Value-Focus Brand Era (1930s—-1990s) where branding literature
rapidly increased. During this era, firms recognized that communicating a brand image served as a
differentiation against competitors (DiMingo, 1988; Reynolds & Gutman, 1984) as well as a way for
customers to identify brand promises (Roth, 1995). Brand academics in this era also began to
understand and conceptualize the effects of a brand’s functional and symbolic benefits. Thus, scholars
started to perceive brands as operant resources, however, brand value was still determined through
value-in-exchange and customers were perceived as passive in the brand value creation process (Merz

et al., 2009).

The Relationship-Focus Brand Era
Around the 1990s, brand scholars started to include the customer as an important actor in the brand
value creation process. They highlighted that brand value was established through the customer’s

perceived value-in-use and that internal (employees) and external customers were co-creators of
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brand value. Hence, during the end of this era, both internal and external customers were perceived
as operant resources (Merz et al., 2009). The main focus during this era was therefore the interactive

and relational co-creation process between the customer-firm, the customer-brand and the firm-brand.

During the focus of the process between customer-firm, Aaker’s (1996) brand equity construct
emerged, who argued that brands could gain or lose financial resources based on how customers
perceive them. Kapferer (1992, 2004)’s and Keller (1993)’s conceptualizations, which adopts a
similar customer-centered approach to brand management, also assisted scholars in understanding
that brand value and brand equity is primarily based on the co-creation with customers. Subsequently,
scholars recognized that customers could create relationships with brands (Aaker, 1997; Fournier,
1998; Gobe, 2001). In particular, researchers in the area highlighted that brand value is co-created
through relationships that customers form with brands through either direct or indirect contact. For
example, Aaker’s (1997) prominent brand personality construct, and Fouriner’s (1998) extension of
the conceptualization, lead to understandings that brand value is created by the process in which
customers form dyadic relationships with brands that represent their personality, as a way for self-
expression, self-definition and self-enhancement. Another focus during this era was between the firm-
brand, and how internal stakeholders (employees) contribute to the co-creation of brand value. Berry
(2000) states that external customers’ experience with the brand is shaped by employees who
represent the brand promise. Employees are thereby seen as a crucial part of the brand value creation
process and a representation of the brand image; hence brands were perceived as a promise (de

Chernatony, 1999).

Stakeholder-Focus Brand Era

In the early 2000s, brand scholars started to adopt a stakeholder perspective to branding and
investigate the collective and dynamic course that underlie society’s consumption (e.g., Muniz, Albert
& O’guinn, 2001; Merz et al., 2009; Iglesias & Bonet, 2012; Iglesias, Ind & Alfaro, 2013). What was
understood from research within this focus era is that brand value is not solely co-created by
individuals’ dyadic and isolated relationships to firms. Instead, brand value is co-created through an
ecosystem consisting of social interactions and network relationships among all stakeholders (Iansiti

& Levien, 2004). Thus, Muniz et al. (2001) argue that brands should be seen as a continuous social
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process and accordingly, Brodie (2009) states that the brand value creation process thereby depends

on the co-creation through stakeholder-based negotiations.

Within this focus era, literature regarding brand communities came to rise. Research in this area
demonstrated that brand value is co-created between the firm and the brand through highly interactive
and dynamic social processes (Merz et al., 2009). Gangemi (2006) presented that brand community
members become highly loyal and are the strongest advocates of the brand. However, the author also
points out that brand community members do not have to own the market offering in order to create
brand value. Instead, the admiration and perceived value in use, as well the dynamic interaction
between the customers within the community concern the basis for brand value creation. In the mid-
2000, brand scholars challenged the view of brand value being co-created with customers exclusively
through brand communities (Jones, 2005; Ind & Bjerke, 2007; Gregory, 2007). Through his
stakeholder framework, Jones (2005) argued that whether stakeholders were or were not members of
a brand community was insignificant, as all stakeholders contribute to the creation of brand value.
Accordingly, Ind and Bjerke (2007) constructed the participatory market orientation framework
which emphasizes that employees, customers, and other stakeholders are involved in the co-creation

of brand value.

Based on this, the Stakeholder-Focus Brand Era differs from the Relational-Focus Brand Era. While
scholars previously perceived the creation of brand value as being dependent on the dyadic
relationships between internal and external customers, brand management literature in the
Stakeholder-focused Brand Era identified the significance of network and social relationships with
and among all stakeholders in the co-creation process (see Table 1). Thus, all stakeholders of the firm

constitute as operant resources (Merz et al., 2009).
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Relationship-Focus Brand Era Stakeholder-Focus Brand Era

(1990s-2000) (2000 and Forward)
Orientation Process Orientation Process Orientation
Contribution Dyadic relationships with internal Network relationships with all
and external customers stakeholders

Social relationships among
customers (and other stakeholders)

Evolving Brand  External and Internal customers are  All Stakeholders are operant

Logic operant resources resources
Visual Depiction . Brand
Firm H Customers
1
1
1
1
1
1
1
1
1
1
1
1
1
B - individual customer /\ (] = different stakeholders
. = employee @ = brand community

Figure 1. Evolution of branding (Merz et al., 2009).

In conclusion, the main focus in branding literature regarding the creation of brand value has been on
the stakeholder relationship between the brand and the customer (Keller, 2008). Thus, the meaning
of brands and brand value is continuously co-created, co-sustained and co-transformed through
organization-customer interactions (Merz et al., 2009; Louro & Cunha, 2001) as well as customer-

customer interactions (McAlexander, Schouten & Koenig, 2002).

Based on Merz et al. (2009) outline of the development in branding literature and the recognition of
customers’ prevailing role in the creation of brand value, this study will be set between the
Relationship- and Stakeholder focus brand eras. Within these eras, it is evident that Brand Loyalty,
Brand Authenticity and CSR are especially relevant for several reasons. The Relationship-Focused
brand era highlights the importance of interactions and relationships customers form with the brand

and the firm, which is a crucial aspect for Brand Loyalty to emerge. From a Stakeholder-Focused
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perspective, Brand Authenticity has become a crucial concept as consumers desire authenticity due
to the growing number of crises in recent years (Bruhn et al., 2012; Fine, 2003) and the increasingly
homogenous market (Beverland & Farelly, 2010). In line with this, CSR has evolved due to consumer
decisions being increasingly influenced by ecological, social and economic aspects of sustainability
(Diehl, Karmasin, Mueller, Terlutter & Weder, 2017). Further, CSR initiatives can also form a bond
between the firm and its stakeholders (Maignan & Ferrell, 2004) and Kotler and Lee (2005a) argue
that CSM is the “best of breed” among other CSR initiatives. Thus, this research will focus on the
concepts CSM, Brand Authenticity and Brand Loyalty with the previously described paradigm in

mind.
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2.2 Brand Loyalty

The modern market is characterized by increasing competitive pressure, diminishing product
differentiation and heightened unpredictability (Shocker, Srivastava & Ruekert, 1994). In addition,
Kotler and Armstrong (2012) argue that it costs companies five times more to attract new customers
than retaining existing ones. Thus, loyal customers are important for businesses in terms of growth
of clientele, which resultantly could have a high impact on its profits. Long-term success of brands is
therefore “not based on the number of consumers that buy it once, but on the number of consumers

who become regular buyers of the brand” (Jacoby & Chestnut, 1978, p. 1).

The construct of Brand Loyalty is nearly a hundred years old (e.g., Copeland, 1923). In a business
context, Brand Loyalty has been used to explain customers’ repetitive purchasing models from the
same brand (Reichheld, 1996). In a theoretical context, there is a general agreement that Brand
Loyalty refers to a "biased behavioral response expressed over time by some decision-making unit
with respect to one or more alternative brands out of a set of such brands" (Jacoby & Chestnut, 1978
p. 80). However, nuances within the concept regarding the meaning of loyalty have not been
meticulously agreed on, resulting in a lack of scientific progress concerning understanding, measuring
and leveraging Brand Loyalty assets (Fournier & Yao, 1997). The most eminent conflict that
researchers have had a difficulty distinguishing between is how and if repeated purchase and Brand
Loyalty should be separated, and hence how Brand Loyalty should be defined (Jacoby & Kyner,
1973).

2.2.1 Definition of Brand Loyalty

Even though scholars have had difficulty in defining Brand Loyalty, academic researchers have for
long been conscious of Brand Loyalty’s central role in the consumer buying process. This has resulted
in various conceptualizations of Brand Loyalty. One of the most prevalent definitions of the concept
was constructed by Oliver (1997):
“Brand loyalty is a deeply held commitment to rebuy or repatronize a preferred brand
consistently in the future, thereby causing repetitive same brand or same brand set purchasing,
despite situational influences and marketing efforts having the potential to cause switching

behavior” (p. 392).
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On the other hand, Jacoby (1971) defined Brand Loyalty as “the biased (nonrandom) behavioral
response (purchase) expressed over time by some decision-making unit with respect to one or more
alternative brands out of a set of brands and is a function of psychological processes and emotional
response” (p.25). Furthermore, according to Fouriner and Yao (1997) a conflict that has separated
scholars in defining Brand Loyalty lies in their different theoretical and philosophical research
orientations. The division split up researchers who were interested in meanings and hedonic aspects
of Brand Loyalty and thus adopted an anthropological or sociological orientation. On the other hand,
researchers who favored a cognitive process in the progression of brand attitude strength relied on a
psychological orientation. Consequently, research on the concept of Brand Loyalty has progressed
into different scientific fields over time. Broadly, two perspectives are most prominent in defining
and operationalizing Brand Loyalty, also called the Stochastic and Deterministic approach (Odin,

Odin & Florence, 2001).

2.2.1.1 Stochastic Approach

The Stochastic approach includes researchers who perceive Brand Loyalty from a behavioral
perspective (e.g., Ehrenberg 1988; Blattberg & Sen, 1974; Kahn, Kalwani & Morrison, 1986).
According to Aydin and Ozer (2005), Brand Loyalty in this line of thought is perceived as a result of
a consumer’s preference structure visible in their behavior of repeated purchase. Stochastic Loyalty
is usually measured through shares of purchase and purchase frequency. Researchers who concur
with this approach such as Cunningham (1956) and Blattberg and Sen (1974) observed purchasing
patterns and drew conclusions based on proportion of purchases to a particular brand, while Kahn et
al. (1986) and McConell (1968) focused on the purchasing sequence. Odin et al. (2001) agreed that
Brand Loyalty is partly a construct of behavior as consumers that continuously purchase the same
brand are said to be loyal. However, the scholars oppose the Stochastic approach as it considers
loyalty behavior as being inherently inexplicable or too complex to be comprehended. The conflict
mainly concerns the measurements of explanatory variables and their frequency of appearance, as
this makes it impossible to explain why Brand Loyalty occurs (Bass, 1974; McAlister & Pessemier,
1982). Therefore, Odin et al. (2001) argue that only evaluating loyalty from a Stochastic approach
makes it highly difficult for companies to influence repeated purchasing behaviors, as it provides no

understanding of what motivates consumer loyalty.
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2.2.1.2 Deterministic Approach

The second perspective concerns the Deterministic approach, where Brand Loyalty is perceived as
an attitudinal concept (Fournier & Yao, 1997). A philosophical conflict between researchers
concerning whether the beginning of the purchase process is based on a Stochastic nature (Ehrenberg,
1988) versus purposive repetition (Jacoby & Chestnut, 1978). Researchers favoring the philosophical
side of the purposive nature of repeated purchase, such as Jacoby and Chestnut (1978), sought
theoretical explanations of loyalty being an expression of individual preference. Resultantly, the
Deterministic approach emerged in opposition to the belief that merely describing the behavior of the
customer was inadequate to understand how Brand Loyalty is generated (Jacoby, 1969, 1971; Jacoby
& Olson, 1970; Jarvis & Wilcox, 1976). In addition, scholars opposed the measurements adopted in
the Stochastic approach due to their explanatory nature (Jacoby & Chestnut, 1978) and instead
proposed Brand Loyalty as an attitudinal concept. Scholars favoring this approach are more inclined
to exclude the purchase behavior and operationalize Brand Loyalty through measurements such as
preferences and buying intention (Aydin & Ozer, 2005). By instead identifying loyalty as a behavior,
researchers pursued the required analysis and description to uncover the attitude structure of the
consumer. Operational measures mainly adopted to understand consumers’ attitude are preference,
buying intention, supplier prioritization and recommendation willingness (Aydin & Ozer, 2005). In
contrast to the Stochastic approach, there are explanatory factors generating loyalty which makes it
possible for researchers to isolate and consequently manipulate these factors (Odin et al., 2001).
Thereby, researchers could exclude the effective purchasing behavior and solely focus on the
consumers’ psychological commitment towards the purchase (Jacoby & Olson, 1970; Jarvis &

Wilcox, 1976).

Two Dimensional Loyalty

From the discussions regarding the philosophical and operational conflicts, Day (1969) proposed a
combination of Deterministic and Stochastic approach when evaluating Brand Loyalty. As this
perspective emerged, several scholars followed and demonstrated that a combination of behavioral
and attitudinal loyalty was a more valid and reliable measure of customer loyalty (Jones & Taylor,
2007; Russell-Bennet et al., 2009; Oliver, 1999). Further, Jacoby and Kyner (1973) proposed six

necessary and collectively sufficient conditions that combined both approaches:
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“These conditions express that brand loyalty is (1) the biased (i.e., nonrandom), (2) behavioral
response (i.e., purchase), (3) expressed over time, (4) by some decision-making unit, (5) with
respect to one or more alternative brands out of a set of such brands, and (6) is a function of

psychological (decision making, evaluative) processes.” (p. 2).

2.2.2 Levels of Brand Loyalty

The previously outlined conceptualization influenced several scholars, including Dick and Basu
(1994), who also perceived Brand Loyalty as a relationship between attitudes and behavior and
suggested that both a favorable attitude in combination with a repeated purchase was necessary in
order to define Brand Loyalty. By adopting a casual perspective to this definition and including
antecedents of loyalty in their framework, the authors attempted to construct a theoretical model that
would predict phenomena such as recommendation, search and retention. Within this framework, the
scholars introduced the concept of relative attitude as an important factor of Brand Loyalty, where
consumers are asked to compare similarities or differences between relevant brands within a specific
context. According to Dick and Basu (1994) relative attitude can provide a stronger indication of
repeat patronage than solely the attitude towards a brand, as one may hold a favorable attitude towards
several brands but still purchase from another one due to a comparable greater attitude. Based on this,
the authors defined four different levels of Brand Loyalty consisting of True Loyalty, Latent Loyalty,
Spurious Loyalty and No Loyalty. The following section will briefly present these in more detail.

True Loyalty
The ideal state for brands is to have consumers with true loyalty to the brand. That indicates that the
consumer has a combination of high relative attitude and high repeated patronage to the same provider

(Dick & Basu, 1994), and thereby both Stochastic and Deterministic conditions are present.

Latent Loyalty
Latent loyalty occurs when customers have a high relative attitude, but repeated patronage from the
same provider is low. While attitude is a strong determinant in consumer behavior, other influences

could also have a substantial impact. For example, situational factors such as accessibility or societal
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norms could steer consumers to a different brand. This is a serious concern for marketers and efforts

towards removing these situational factors should be made (Dick & Basu, 1994).

Spurious Loyalty

In line with the previous review of Deterministic versus Stochastic Loyalty (e.g, Jacoby & Kyner,
1973), Dick and Basu (1994) defined spurious loyalty as a behavioral loyalty where repeated
patronage is high but there is no or low relative attitude towards the brand. This usually occurs with
low involvement products where consumers perceive few distinctions between providers and implies

that consumers continue to purchase from the same brand due to familiarity or deals.

No Loyalty

Lastly, consumers who have a weak relative attitude combined with low repeat patronage are defined
as having no loyalty. The reason for why consumers have a low relative attitude may be due to a
recent introduction of the brand, or that the brand is not communicating its advantages well enough.

The low repeat patronage may be determined by the brand’s absence in favorable locations (Dick &

Basu, 1994).

Repeat Patronage
High Low
High True Loyalty Latent Loyalty
Relative Attitude
Low Spurious Loyalty No Loyalty

Figure 2. Own illustration based on Dick and Basu (1994)’s framework.

2.2.3 Consequences of Brand Loyalty

Brand-level Perspective
From a brand-level perspective, Brand Loyalty has various beneficial consequences, both in terms of

financial and strategic outcomes. According to Aaker (1996), the importance of Brand Loyalty has
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been recognized by researchers and practitioners for several decades due to its significant implications
on financial results. For instance, cultivating loyal customers is of importance as it can increase sales
and customer share (Zeithaml, 2000; Zeithaml, Berry & Parasuraman, 1996). This is supported by
Dwivedi (2015) who states that loyal customers are imperative for the long-term financial health of a
company, as they have a direct bearing on future sales revenues, and also highlighted by Evanschitzky

et al. (2011), who argue that Brand Loyalty is a significant driver of future sales.

Brand Loyalty also provides a strategic value for brands. Aaker (1991) explains that Brand Loyalty
decreases marketing costs, which is based on the fact that it is less expensive to maintain customers
rather than attracting new ones. The author further argues that Brand Loyalty contributes to trade
leverage, as stores prefer to sell products that they know will be sold without difficulty. Moreover,
several researchers have identified Brand Loyalty as a great determinant of brand equity, as an
increase of loyal consumers develops into an asset for the brand (Phau & Cheong, 2009). In turn, the
brand equity can be used to introduce extension products in order to penetrate the market, which
implies a connection between Brand Loyalty and the practice of brand extensions (Aaker, 1991;
Aaker, 1996; Chaudhuri, 1995; Dekimpe, Steenkamp, Mellens & Abeele, 1997; Delgado-Ballester &
Munuera-Aleman, 2001; Rundle-Thiele & Bennett, 2001). This is based on research that has shown
that consumers use perceptions of the parent brand when evaluating a new product under the brand’s
name (Aaker, 1996; Delgado-Ballester & Munuera-Aleman, 2001; Ettenson & Gaeth, 1991; Rundle-
Thiele & Bennett, 2001). It is however important to address that consumers sometimes are so loyal
that they will not try substitutes provided by the same brand (Dacin & Smith, 1994; Keller & Aaker,
1992).

Furthermore, research indicates that a loyal customer base serves as a possibility for price premium
(e.g., Keller, 1993; Ganesh, Arnold & Reynolds, 2000). In line with this, Reichheld and Sasser (1990)
demonstrate that loyal customers have lower price elasticities than non-loyal customers, and are
willing to pay a price premium with the preferred brand, rather than acquire additional search costs
to find another brand. Additionally, Sambandam and Lord (1995), suggest that Brand Loyalty reduces
the consideration set size, as well as the effort in terms of searching for alternative products or

services.
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Customer-level Perspective

Brand Loyalty has several beneficial outcomes from a customer-level perspective. For example,
several scholars argue that loyal customers are more likely to spread positive word-of-mouth (Dick
& Basu, 1994; Hagel & Armstrong, 1997; Ganesh et al., 2000). In line with this, Gounaris and
Stathakopoulos (2004) argue that it is reasonable that consumers with a positive attitude towards a
brand would not hesitate to communicate their favorable opinion to others. Moreover, Aaker (1991)
suggests that Brand Loyalty can attract new customers for two reasons. Firstly, having a high quantity
of loyal customers would work as reassurance for new customers, as the purchase would be perceived
to be characterized by low risk. Secondly, a greatly satisfied customer base expresses a message of a
successful brand, thus attracting new customers. In addition, seeing the brand being used by others

will increase awareness of the brand.

According to social judgement theory, consumers who are highly involved with brands are more
likely to be positively influenced by information that correspond with their opinions regarding the
brand (Sherif & Hovland, 1961) as they hold a strong conviction about the brand (Russell-Bennett et
al., 2007). Highly loyal customers may even join a brand community and become “the strongest
advocates, believers or even ‘diechards’ of the brand” (Gangemi, 2006, p. 13). Additionally, when
consumers engage in repeated patronage and have a relative high attitude towards a brand, the
motivation to search for other alternatives decreases (Dick & Basu, 1994). In line with this, Newman
and Staelin (1972) study showed that increased positive brand experiences results in less search.
According to Holbrook (1978), consumers seek to engage in limited cognitive processing regarding
brand or service information. Thus, consumers with a strong attitude towards a brand facilitates

several benefits for brands.

2.3 Brand Authenticity

In the following section, the authors will outline the nature and definition of authenticity in general.
Subsequently, as consumers increasingly ascribe authenticity to brands, the construct Brand
Authenticity will be presented, evaluating the definition, drivers, dimensions and consequences of

Brand Authenticity.
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2.3.1. Definition and Nature of Authenticity

Grayson and Martinec (2004) argue that humans have been striving for authenticity for several
hundred of years. The term “authenticity” stems from the Latin word authenticus and describes when

13

something is “worth of acceptance, authoritative, trustworthy, not imaginary, false or imitation,
conforming to an original” (Cappannelli & Cappannelli, 2004, p. 1). Similarly, Peterson (2005) state
that an object is authentic if it is considered as the “original” in contrast to the copy, which is in line
with an objective view of authenticity where “the authenticity is inherent in the object itself”
(Schallehn, Burmann & Riley, 2014, p. 153). In terms of more recent research, authenticity is
portrayed as a more subjective concept. For instance, Cappannelli and Cappannelli (2004) argue that
authenticity is about “closing the gap between the values we hold and the way we demonstrate those

values every day through our thoughts, words, intentions and actions” (p. 1).

The concept of authenticity has been discussed in several scientific areas. In philosophy, authenticity
is referred to as “being self-reliant as well as true-to-self” (Bruhn, Schoenmiiller, Schifer & Heinrich,
2012, p. 568), which is in line with Akbar and Whymer (2017) who state that authenticity is connected
to the conflict of being true to oneself regardless of being encountered with external pressure. This is
also in correspondence with the socio-psychological perspective, where authenticity is related to self-
fulfillment (Guignon, 2004; Fine, 2003), and that authentic people engage in behavior that is primarily
driven by their own identity instead of adjusting to external pressures (Schallehn et al., p. 193).
Additionally, authenticity has been discussed in anthropology, and is described as a term where
cultural principles are protected and maintained (Bruhn et al., 2012; Fritz, et al., 2017). From a
sociological point of view, authenticity is referred to as something that is not “real”, but instead a

socially constructed phenomenon that is linked to expectations (Carroll & Wheaton, 2009).
Meanings of Authenticity

Several different conceptualizations of Brand Authenticity have been developed in research in recent
years. One of the most prominent conceptualizations of Brand Authenticity concerns Grayson and
Martinec (2004) description of indexical and iconic Brand Authenticity. The scholars were one of the
first to, instead of evaluating whether oneself was authentic, stress the need for literature to explore
consumers’ perceptions of "whether something else is authentic” (p. 297). The authors state that

indexical and iconic Brand Authenticity are not mutually exclusive and thereby some products or
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brands could be seen as being authentic from both an indexical and iconic perspective. However, this
depends on the consumers’ view of the object determined by previous experiences. In consumer
research, “authentic” is often used to describe something that is not an imitation of something else
(Bruner, 1994, p. 400; Huntington 1988, p. 157) but instead an original (MacCannell, 1999, Orvell,
1989; Peterson 1997; Sagoff, 1978). In line with this, indexical authenticity refers to when an object
(such as a brand) is distinguished as “the real thing” in comparison to others (Benjamin, 1969;
Goodman, 1976; Kingston, 1999). Consumers therefore determine an object to be or not be authentic
depending on the believed value it has with the world. Correspondingly, if two brands have a similar
communication initiative, consumers may not trust the initiative of one brand to be authentic if it does
not correspond to the brand’s true self (Grayson & Martinec, 2004). On the other hand, iconic
authenticity refers to an object being similar to something else. This is based on researchers who have
described “authentic” as something that resembles an object that is indexically authentic, by adopting
phrases like “authentic reproduction” or “authentic recreation” (Bruner, 1994, p. 399; Crang, 1996,
pp. 421-22; Peterson, 1997, p. 208). For consumers to characterize something to have an iconic
authenticity, they must have a preexisting knowledge or expectations regarding that object in order

to compare it with others and assess similarity (Grayson & Martinec, 2004).

Leigh et al. (2006) presented authenticity as a three-pronged concept involving objective, constructive
and existential elements. Following MacCannell’s (1973) interpretation of objective authenticity, the
scholars proposed that authenticity could be determined based on objects or experiences of originality
or genuineness. This element reflects Grayson and Martinec's (2004) indexical authenticity as it
assumes that there is an original object to compare with. Adopting a social constructionist perspective,
Cohen (1988) on the other hand argues that individuals can only perceive authenticity based on their
own personal experiences, thereby stating that the concept is relative, ideologically driven and
determined by context. These personal experiences do not have to be “real” but could instead be
projections of an individual’s expectations, dreams or fantasies (Bruner, 1994). While this is similar
to Grayson and Martinec’s (2004) iconic authenticity, Leigh et al. (2006) proposes this as a
constructive authenticity as primarily symbolic where consumers’ interpretation of reality defines
authenticity in an object. Lastly, two general types of existential authenticity exist, intrapersonal and
interpersonal (Wang, 1999). Both of these types are activity driven, however intrapersonal
authenticity involves physical and physiological aspects and centers around the individual self.

Alternatively, interpersonal authenticity focuses on the collective self and within this perspective,
22



authenticity is derived through enjoyment with others. An object is employed only as a tool to bring

individuals together to create or uphold authentic interpersonal relationships (Leigh et al., 2006).

2.3.2 Conceptualization of Brand Authenticity

Research implies that people ascribe authenticity even to brands (Napoli et al., 2014). Although
authenticity has been discussed in research for a century, the concept has up until recently gained
attention in the field of marketing research, which is based on consumer’s growing demand for
authenticity in the marketplace in terms of products and services (Grayson & Martinec, 2004; Fritz
et al., 2017; Morhart et al., 2015). Fritz et al. (2017) argue that this development derives from various
factors. This includes reactions to the growing number of serious crises in recent years, for instance
the financial crisis, the current climate change threat as well as scandals related to managerial
misconduct of moral issues (Bruhn et al., 2012; Fine, 2003). This corresponds with the fact that the
need for authenticity is more powerful in times of change and uncertainty, in which people seek for
something to rely on that provides them with continuity (Turner & Manning, 1988). Accordingly,
Holt (2002) states that informed consumers demand consistency and authenticity of the brands they
consume, and no longer accept insincere brand behavior. In addition, Beverland and Farelly (2010)
propose that one reason for the increasing need for authenticity in brands is a result of the increasing

homogenization of the marketplace.

In the context of brand management research, authenticity is referred to as “Brand Authenticity”.
There is no consensus concerning a definition of Brand Authenticity among scholars (Napoli et al.,
2014; Napoli et al., 2016; Beverland, 2005; Fritz et al., 2017) however Akbar and Whymer (2017)
define Brand Authenticity as “the degree to which a brand is considered original and genuine,
meaning it is unique and not derivative, and truthful to what it claims to be” (p. 29). Brand
Authenticity is imperative for brands by playing a crucial role in regard to the identity construction
of today’s consumer (Beverland & Farrelly, 2010), which is based on the work by Belk et al. (1989)
who argue that consumers’ choice of brands is an extension of their desired self, and that brands thus

are used for self-authentication.

In the brand management field, Brand Authenticity has been investigated in terms of the so-called
identity-based brand management approach (e.g., Schallehn et al., 2014). This approach consists of
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two components, namely brand identity and brand image (De Chernatony, McDonald & Wallace,
2011). While brand identity is developed by the internal stakeholders of the brand such as executives
and employees, brand image concerns the view of the brand that is shaped by external stakeholders,
such as consumers (Schallehn et al., 2014). Beverland (2009) argues that in today's market, it is the
consumer who primarily determines what is authentic, and further means that authenticity is
perceptual and subjective, in other words that “what is real or genuine is in the mind of the consumer”
(p. 112). Accordingly, Brand Authenticity could be interpreted as an aspect of brand image, by
constituting characteristics that consumers associate with a brand, which in turn means that highly
authentic brands can lead to a positive effect on the overall image of a brand (Bruhn et al., 2012).
This image-based view can also be referred to as Perceived Brand Authenticity, which means that a
brand is assessed in the light of consumers’ beliefs, expectations and perspectives (Morhart et al.,

2015).

According to Morhart et al. (2015), marketers need to understand the nature of authenticity of their
branded products and services, but also its drivers and consequences, to be able to engage in
meaningful branding efforts. The research in these areas of Brand Authenticity will therefore be

elaborated in the following sections.

2.3.3 Drivers of Brand Authenticity

There is consensus among scholars that consumers use cues in order to evaluate Brand Authenticity
and conversely that a brand can influence its authentic brand perception through cues (Beverland &
Farrelly, 2010; Grayson & Martinec, 2004; Leigh, Peters & Shelton, 2006). Grayson and Martinec
(2004) presents two types of cues, indexical and iconic, which lead to equivalent authenticity types
(presented in detail in the coming section). Indexical cues represent evidence-based facts (Grayson
& Martinec, 2004), and in a brand context, indexical cues are attributes that provide evidence to
consumers of what a brand claim to be (Morhart et al., 2015). When objective information about a
brand is absent (e.g., age, origin), consumers can rely on brand behavior as an information source
(Morhart et al., 2015). While indexical cues are objective, iconic cues refer to a feeling or emotional
response of something that influences perceived authenticity of a brand (Ewing, Allen & Ewing,

2012).
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Morhart et al. (2015)’s investigation of drivers of Brand Authenticity, display that consumers assess
Brand Authenticity with the help of indexical cues in the form of absence of brand scandals and
brand-consistent employee behavior, but also iconic cues such as interpretation of communication
related to a brand’s virtue and roots. Another example that demonstrates drivers of Brand
Authenticity, is the work of Beverland (2009), who identified seven habits of authentic brands which
results in higher authenticity. These included 1) storytelling, 2) stick to your roots, 3) appear as
artisanal amateurs, 4) love the doing, 5) market immersion, 6) be at one with the community, and 7)
indoctrinate staff into the brand cult. Furthermore, Fritz et al. (2017) found that the perceived cultural
fit between the consumer and the brand utilizes the strongest effect on Brand Authenticity, which is
supported by the importance of cultural proximity as a driver of authenticity (Beverland & Farelly,
2010; Kates, 2004). It is therefore argued that brand managers should understand the culture of the
target customers and their symbols and behaviors, which are based on their values and norms (Fritz

etal., 2017).

2.3.4 Dimensions of Brand Authenticity

In line with a brand image-based view of Brand Authenticity (De Chernatony et al., 2011), the degree
of Brand Authenticity is determined by the individual in contact with the brand, however the process
is mediated by the social context (Pinner, 2014). Thereby the determination of Brand Authenticity is
reflexive and meanings may shift over time (Dickinson, 2011). Different scholars argue that it is
imperative to address that authenticity is not a static state, it is rather something that constantly
evolves over time (Napoli et al., 2016; Dickinson, 2011). For instance, Dickinson (2011) suggests
that “authenticity is not a state or static notion, but is in fact a continual process of maintaining and
remaking authenticity” (p. 7). Furthermore, Napoli et al. (2016) argue that consumers do not perceive
brands as either inauthentic or authentic. The degree of authenticity should instead be evaluated on a
continuum along these two extremes, where movement can arise when there are changes in consumer
perceptions based on Brand Authenticity cues (Napoli et al., 2016), such as credibility (Morhart et
al., 2015). Moreover, Napoli et al. (2016) argue that brands can lose authenticity status as a
consequence of poor brand management, changes in consumer preferences or external environmental

changes.
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Thus, scholars who adopt measurement scales in the field of Brand Authenticity have to be cautious
about which one they utilize as the concept is highly dependent on context and culture (Napoli et al.,
2016). Morhart et al. (2015) have developed an integrative framework of Brand Authenticity, which
is argued to be reliable across different brands and cultural contexts. The scholars propose that
Perceived Brand Authenticity should be defined based on the dimensions Continuity, Credibility,

Integrity and Symbolism. These dimensions will be outlined in detail in the following.

Continuity

According to Morhart et al. (2015), the Continuity dimension relates to a brand’s “timelessness,
historicity, and its ability to transcend trends” (p. 202). Bruhn et al. (2012) also note continuity as a
dimension of Brand Authenticity, however, additionally includes originality, reliability and
naturalness, and suggest that continuity refers to “stability, endurance, and consistency” (p. 569).
According to these scholars, Continuity is referred to as something that is enduring. In addition, in
terms of a past-related perspective of the brand, the continuity dimension is similar to the heritage
and pedigree concept presented by Beverland (2006), which relates to the brand’s history and stability
over time, as well as the possibility that it will endure in the future. The Continuity dimension can
also be related to the work of Eggers, O’Dwyer, Kraus, Vallaster, and Guldenberg (2012) who states
that it is crucial for consumers to be able to clearly distinguish brands’ values. Additionally, the
scholars highlight that in order for brands to be perceived as authentic, these should be repeatedly
fulfilled in a consistent manner. According to Schallehn et al. (2014) consistency relates to brands’
actions becoming predictable based on prior ones, which enable consumers to form trustful
relationships. Therefore, Chan, Boksem and Smidts (2018) argue that marketers should ensure that

communication is consistent and in line with the brand image and business definition.

Credibility

Morhart et al. (2015) conceptualize the Credibility dimension as “the brand’s transparency and
honesty toward the consumer, as well as its willingness and ability to fulfill its claims” (p. 202). Bruhn
et al. 's (2012) reliability dimension is similar to the credibility dimension by Morhart et al. (2015),
as both are related to the trustworthiness of a brand and the coherence to its promises. In addition,
Credibility is related to brand quality, in terms of the extent to which a brand performs according to

consumers’ expectations (Frazier & Lassar, 1996), as well as the sincerity aspect of brand personality
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(Aaker, 1997), including traits of being honest and sincere. Moreover, Erdem and Swait (2004) argue
that brand credibility consists of trustworthiness and expertise, where the cumulative impact of
consumers’ perception of these components depends on the brand’s past and present marketing
activities. Furthermore, in the digital age, credibility among brands have become imperative, based
on the fact that consumers have become more cynical concerning advertising and brands, as they have

diverse tools to interpret the trustworthiness of marketing communication (Blackshaw, 2008).

Integrity

The Integrity dimension is associated with the moral purity and responsibility of the brand in other
words its adherence to “good” values and sincere care about the consumer (Morhart et al., 2015).
Therefore, this dimension is similar to the Sincerity aspect of Brand Authenticity presented by
Beverland (2005) which aims to transfer the genuineness of the brand to consumers. The Integrity
dimension also reflects the commercial disinterestedness of authentic brands presented by Holt
(2002). Holt (2002) argues that brands must be without an economic agenda and be disseminated by
people who are intrinsically motivated by deeply held values, to be perceived as authentic.
Furthermore, the Integrity dimension is similar to Beverland and Farrelly (2010)’s argument that

brands are authentic if they stay true to their morals.

Symbolism

Morhart et al. (2015) defines Symbolism as “a brand’s potential to serve as a resource for identity
construction by providing self-referential cues representing values, roles, and relationship” (p. 203).
More specifically, Symbolism is related to the symbolic value of a brand that consumers can use to
define themselves, the meanings that the brands add to people’s lives and reflecting important values
people care about (Morhart et al., 2015). This is in line with Belk (1988), who argue that brands are
used by consumers to achieve identity goals and projects. Additionally, Aaker (1999) states that
consumers use brands to convey their personality as well as self-enhancement. Additionally, the

dimension is linked with the connection benefit of authentic brands (Beverland & Farrelly, 2010).

Further, other frameworks of Brand Authenticity prevalent in literature are for example the work by
Beverland (2006) who addresses other attributes of Brand Authenticity, including “relationship to

place, stylistic consistency, downplaying commercial motives, quality commitments, and method of
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production” (p. 253). Another prominent measurement scale was constructed by Napoli et al. (2014),
who also highlighted heritage and quality commitment as a component of Brand Authenticity,
together with sincerity. Additionally, Guévremont (2018) investigated authenticity of young brands,
and found three dimensions of consumer-perceived authenticity, including brand transparency, brand

virtuousness, and brand proximity.

2.3.5 Consequences of Brand Authenticity

It is evident that Brand Authenticity can have various positive implications for brands. These brand-
related beneficial outcomes can be divided into psychological and behavioral consumer outcomes
(Fritz et al., 2017). In terms of psychological consequences, previous research shows that Perceived
Brand Authenticity affects brand attitude positively. In addition, Blackshaw (2008) demonstrates that
authenticity attributes can enhance a brand’s credibility. This is in accordance with Napoli et al.
(2014), who found a positive correlation between Brand Authenticity and credibility perception
together with brand trust. Furthermore, satisfaction is a concept that has been proven to influence
Brand Authenticity, where for instance Liu and Jang (2009) explored the connection between these
concepts in a restaurant context, and found a positive correlation between the two. Moreover, brands
that are considered authentic to a high degree are also more likely to have higher brand equity (Keller,
2003). This is supported by Lu, Gursoy and Lu (2015) who investigated authenticity of an ethnic
restaurant, and demonstrated a positive relationship between Perceived Brand Authenticity and brand
equity dimensions (i.e., brand awareness, brand image and perceived quality). In addition, consumers
more often connect emotionally with brands which are authentic in comparison to those who are not
(Beverland & Farelly, 2010; Morhart et al., 2015; Guévremont & Grohmann, 2016). This is supported
by Fritz et al. (2017), who found that Brand Authenticity has a positive effect on brand relationship
quality.

Regarding behavioral outcomes of Brand Authenticity, previous research indicates that consumers
are more inclined to purchase authentic brands (Lu et al., 2015), as these are perceived to have a
higher status (Napoli et al., 2014). In fact, Brand Authenticity serves as a more accurate predictor for
purchase intention than brand love, trust or credibility. Also, Brand Authenticity can enable

competitive advantage through intention to recommend the brand to others (Morhart et al., 2015;
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Spiggle et al., 2012), consumer loyalty (Principals-Synovate, 2008, Lu et al., 2015, Fritz et al., 2017),
as well as tolerance for bad brand experience (i.e., the willingness to forgive mistakes) (Fritz et al.,
2017). These behaviors are derived from psychological consequences of Brand Authenticity, such as
emotional attachment to the brand (Fritz et al., 2017). As a result of this beneficial consumer behavior,
authentic brands have the ability to charge premium prices (Fritz et al., 2017; Principals-Synovate,
2008). Resultantly, brands that are considered authentic to a high degree are also more likely to have
higher brand equity (Keller, 2003). Although research supports positive consumer responses to Brand
Authenticity, it is imperative to address that individual and contextual variables moderate this relation

(Guévremont & Grohman, 2016).

2.4 CSR

The following section will first outline the umbrella concept Corporate Social Responsibility (CSR),
where the concept will be defined. Further, the benefits of CSR and how it has been employed in a
marketing and communication context will be described. Subsequently, the researchers will present
the subdiscipline Corporate Social Marketing (CSM) which serves as a foundation for the present
study.

2.4.1 The Concept and Definition of CSR

There has been a growing interest in the last few decades for firms to integrate social aspects into
their strategies as it enables them to achieve both sustainable development and competitive advantage
(Arevalo & Aravind, 2017). This is also known as CSR. Over the years, CSR has gone from being
seen as a social idea to becoming a corporate concept and philosophy, and even a strategic concept
stemming from top management, designed to promote a firm's social legitimacy (Diehl et al., 2017).
CSR as a strategic concept is adopted by most large corporations (Jutterstrom & Norberg, 2013), as
a result of consumer decisions being increasingly influenced by ecological, social and economic
aspects of sustainability (Diehl et al., 2017). However, in order to be successful and accepted by
stakeholders, CSR has to be connected to the overall corporate strategy and to corporate objectives

(Isaksson, Kiessling & Harvey, 2014, pp. 66—67).

There is no real consensus regarding the definition and concept of CSR among scholars. However,

one of the most prominent conceptualizations stems from Carroll’s pyramid model of CSR (Carroll,
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1991, 1996). The pyramid is based on the foundations of economic, legal and ethical responsibilities,
which must be fulfilled in order for corporations to contribute with philanthropic responsibilities.
Philanthropic responsibilities concern “corporate actions that are in response to society's expectation
that businesses be good corporate citizens” (Carroll, 1991, p. 42). More specifically, philanthropic
responsibilities include contributing resources to the community by actively engaging in activities
that promote human welfare or goodwill. Carroll (1991) further argues that philanthropic
contributions are a part of CSR, but that it is less important than the other three categories of social
responsibility, and should thus be interpreted as “the icing on the cake” (Carroll, 1991, p. 42).
Furthermore, recent research describes CSR as “a commitment to improve community well-being
through discretionary business practices and contributions of corporate resources” (Kotler et al., 2012,
p.- 5). Moreover, Jutterstrom and Norberg (2013) state that CSR is a contemporary concept with a
particular content that is expressed in different sets of guidelines, principles and codes and is built on

a fundamental and timeless issue: the role of business in society.

The Pyramid of Corporate Social Responsibility

PHILANTHROPIC
Responsibilities

Be a good corporate citizen.
Contribute resources
to the community;
improve quality of life

ETHICAL
Responsibilities

Be ethical.
Obligation to do what is right, just,
and fair. Avoid harm.

LEGAL
Responsibilitics

Obey the law.
Law is society's codification of right and wrong.
Play by the rules of the game.

ECONOMIC
Responsibilities

Be profitable.
The foundation upon which all others rest.

Figure 3. Carroll (1991)’s pyramid of Corporate Social Responsibility

Benefits with CSR

Firm-related benefits
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Firms which integrate CSR into their strategies receive various benefits. In terms of financial benefits,
several researchers have found that CSR activities provide an increase in corporate social
performance, which resultantly improves the financial performance of the company (Margolis &
Walsh 2003; Margolis, Elfenbein & Walsh, 2007; Orlitzky, Siegel & Waldman, 2011). Other benefits
that relate to the firm's performance includes for instance enhanced operating efficiency (Porter &
Kramer, 2002; Saiia et al., 2003; Brammer & Millington, 2005), product market gains (Menon &
Kahn, 2003; Bloom et al., 2006), improved employee productivity (Tuzzolino & Armandi, 1981;
Trevino & Nelson, 2004; Valentine & Fleischman, 2008) and capital market benefits (Godfrey, 2005;
Dhaliwal et al., 2012). Furthermore, Diehl et al. (2017) argue that firms which adopt CSR can gain a
competitive position in the market by ensuring a company’s legitimacy and strengthening its
reputation with consumers and employees. CSR facilitates legitimacy of a brand as it can

communicate that firms live up to general expectations and demands (Jutterstrom & Norberg, 2013).

Consumer-related benefits

Godfrey (2005) states that corporations engage in CSR initiatives in order to create a positive moral
capital and enhance brand assets such as credibility and reputation. Stanalan, Lwin & and Murphy
(2011) supports the notion that CSR influences corporate reputation, but also found that CSR affects
consumer trust. The authors further argue that these two factors in turn result in one of the most crucial
aspects of a successful company, namely consumer loyalty. However, Tian, Wang and Yang (2011)
argue that firms need to translate their commitment into action before trust can be achieved among
consumers and resultantly lead to beneficial behavior, such as continuance intention. Accordingly,
socially responsible behavior can strengthen consumers' commitment to brands due to
communicating ethicality (Brown & Dacin, 1997), which is rewarded by consumers with loyalty
towards the brand (Maignan et al., 1999). Accordingly, Lacy and Kennet-Hensel (2010) demonstrate
that customer relationships can be strengthened in terms of trust and commitment by engaging in
socially responsible performance over time. It is further evident that CSR enhances other longer-term
consumer-related benefits such as willingness to try new products, favorable word-of-mouth
(Balgiah, Setyowardhani & Khairani 2011) and resilience against negative information about a

company (Du, Bhattacharya, & Sen, 2007). Moreover, Klein (2004) adds to the literature by
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suggesting that consumers who perceive a firm's CSR activities as positive, are more likely to evaluate

the related product as of higher quality.

2.4.2 CSR in a Marketing and Communication Context

In terms of the disciplines of marketing and communication, several implementations of CSR have
been investigated in research. For instance, Lii, Wu and Ding (2011) emphasize sponsorship, cause-
related marketing and philanthropy as ways for corporations to apply CSR in their marketing and
communication initiatives. In addition, Wassmann (2013) addresses sustainable marketing which can
also be employed in a marketing context. Sustainable marketing concerns a broader management
approach that focuses on “creating, producing and delivering sustainable solutions with higher net
sustainable value whilst continuously satisfying customers and other stakeholders” (Charter, Peattie,
Ottman & Polonsky, 2002, p. 12). Overall, it is imperative that firms which communicate CSR in
their marketing communications do so in a credible and authentic manner as it may result in
undesirable consequences otherwise (Diehl et al., 2017). For example, communication of CSR
programs that are perceived as aggressive or dishonest has a risk to fuel backlash against the company,
in particular if the initiative is not in accordance with the companys’ actions (Bruhn, 2014), thus

requiring an avoidance of inconsistent and contradictory messages (Diehl et al., 2017).

Additionally, Lerner and Fryxell (1988) argue that CSR actions performed by a firm should be in
accordance with societal values and expectations. Pomering and Dolnicar (2009) state that consumers
often meet CSR related activities with skepticism, indicating an uncertainty of the effectiveness of
these activities. However, when consumers perceive CSR activities to stem from the company’s
sincere moral behavior, they are more likely to trust the company to fulfill its promises in the future

(Hur, Kim & Woo, 2013, p. 76).

Kotler et al. (2012) use the term “marketing and corporate social initiatives” when describing CSR
initiatives, which are defined as activities that a corporation undertakes to support social causes,
strengthen its business, and fulfill commitments to CSR. The implementation of such initiatives is in
accordance with the ethical principle of utilitarianism, which addresses the importance of maximizing
the public welfare (Schwartz & Carroll, 2003). Kotler et al. (2012) distinguish between marketing-

driven initiatives and corporate-driven initiatives, where marketing-driven initiatives include cause-
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promotion, cause-related marketing and corporate social marketing. The latter will be explained in
detail in the following section, as this type of marketing-driven CSR activity is one of the main

concepts that will be explored in this research.

2.4.3 Corporate Social Marketing

Kotler and Zaltman (1971) introduced the concept of social marketing, which is referred to as “‘the
design, implementation, and control of programs calculated to influence the acceptability of social
ideas’ (p. 5). Traditionally, literature has examined social marketing campaigns in the context of
government agencies and nonprofit organizations. However, the concept of social marketing has
evolved to a more inclusive concept, also covering a corporate context (Kotler & Lee, 2005). This is
based on the notion that for-profit companies also are a part of society and consequently have a
societal responsibility, and should thus engage in social marketing (Anker & Kappel, 2011; Thorne
McAlister & Ferrell, 2002). In line with this, Polonsky (2017) suggests that social marketing efforts
implemented by corporations might be more effective than social marketing initiated by non-profits

or governments.

Corporate Social Marketing (CSM) is according to Kotler et al. (2012) when “a corporation supports
the development and/or implementation of a behavior change campaign intended to improve public
health, safety, the environment, or community well-being” (p. 22). The behavior change focus
distinguishes CSM from other forms of CSR activities, for instance from corporate philanthropy and
cause-related marketing, where the aim is to raise goodwill, money and recognition for a cause
(Bloom, Hussein & Szykman, 1997; Kotler & Lee, 2005a). A behavior change campaign can be
implemented by the corporation on its own, but often involves a partner in public sector agencies
and/or non-profit organizations (Kotler et al., 2012). Through influencing behavior, Kotler and Lee
(2005a) argue that CSM is the “best of breed” among other CSR initiatives in terms of support of
marketing goals and objectives, brand positioning and preference, market development, and increased
sales. However, CSM should not always be seen as positive as there are cases where for-profits might
seek to minimize the effect of positive behavior change, by creating inadequate social marketing

initiatives (e.g., Barry & Goodson, 2010; Landman et al., 2002).
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Kotler and Lee (2005a) suggest that in order for a CSM-campaign to be successful, it should target
behaviors that are directly related to one or more of the company’s products or services. Lee (2016)
adds to the literature by presenting five key principles for successful CSM, including:

1) Commitment and genuine concern for the social issue;

2) the social issue is one the target audience of the corporation cares about;

3) the intended behavior change is beneficial for all, including individuals, society, and the
corporation;

4) the corporation helps remove major barriers to behavior change;

5) the corporation combines CSM with other corporate social initiatives.

Furthermore, Deshpande (2016) utilizes Carroll (1991)’s pyramid of corporate social responsibility
(See Figure 3) through the lens of CSM. More specifically, the author argues that stakeholders will
resist CSM initiatives if they identify tension in how a corporation carries out economic, ethical and
philanthropic responsibilities. Conversely, CSM will be perceived as acceptable when the initiative
is perceived to be in accordance with these responsibilities. The legal aspect of Carroll’s pyramid is
excluded from the framework as it is argued that CSM does not enable companies to fulfill legal
responsibilities (Deshpande, 2016). Based on Carroll’s pyramid, Deshpande (2016) further suggests
that stakeholders could assess the nature and extent of congruency or conflict by for instance
evaluating what benefits the company receives from the CSM initiative, and what its real intentions

arc.

Further, Inoue and Kent (2014) developed a conceptual framework that describes how companies can
influence consumer behavior in terms of both social and business benefits through CSM initiatives.
The research demonstrates that the effectiveness of CSM depends to a great extent on the corporate
credibility of a company in supporting a social cause, which the authors define as “CSM credibility”.
For instance, they propose that companies with more positively rated CSR associations receive higher
CSM credibility, and that consumers are more likely to perceive a company having high CSM

credibility when the social cause they support is personally important to them.
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3. Research Gap and Research Objectives

Based on the comprehensive literature review regarding the constructs CSM, Brand Authenticity and
Brand Loyalty, the authors of the present study have identified a research gap at the crossroad of

these.

3.1 Crossroad: Brand Authenticity, Brand Loyalty and CSM

In the following section, the three concepts Brand Authenticity, Brand Loyalty and CSM have been
coupled and the links between them have been analyzed. First, the crossroads between the constructs
will be presented within the sections Brand Loyalty and Brand Authenticity, Brand Authenticity and
CSM, as well as CSM and Brand Loyalty. Finally, the crossroad of all three concepts will be

presented, to demonstrate the research gap.

3.1.1 Crossroad: Brand Loyalty and Brand Authenticity

While this research does not intend to investigate the relationship between Brand Loyalty and Brand
Authenticity, it may be beneficial to evaluate the crossroad between the concepts in order to not
neglect any literature that could lead to relevant insights. Therefore, the crossroad between the

concepts will be briefly outlined.

Reviewing the theoretical crossroads of Brand Authenticity and Brand Loyalty, it is evident that the
evaluation of the direct correlation between the two concepts has been neglected. However, a few
scholars have investigated the topic. As previously described, research on Brand Authenticity has
shown that brands to which consumers ascribe authenticity have positive implications such as
beneficial psychological consumer outcomes (Beverland & Farelly, 2010; Morhart et al., 2015;
Guevremont & Grohmann, 2016; Fritz et al., 2017) as well as consumer behavior outcomes (Napoli
et al., 2014). Thus, Perceived Brand Authenticity may enhance consumer’s emotional bonds towards
a brand, which consequently leads to Brand Loyalty as well as consumer tolerance for bad brand
experiences (Fritz, et al., 2017). This corresponds to the findings from Kim, Lee, and Kim (2005) that
Brand Authenticity has a positive effect on brand attachment, brand commitment and Brand Loyalty.

Lu, Gursoy, and Lu (2015) concluded similar findings.
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Further, Choi, Ko, Kim and Mattila (2015) found that iconic and indexical authenticity have different
effects on Brand Loyalty. The authors demonstrated that indexical authenticity, due to its correlation
with authority and consistency, serves as a way to build customer loyalty. However, in order for
brands to maintain customers, iconic authenticity factors should be present as these foster a long-term
emotional commitment towards the brand (Choi, et al., 2015). Resultantly, brands must exercise both

indexical and iconic authenticity in order to build long-term customer loyalty.

3.1.2 Crossroad: CSM and Brand Authenticity

Investigating the crossroad between Brand Authenticity and CSM, it is evident that there is scarce
literature that interconnects the recently emerging concepts. However, literature that interrelates
Brand Authenticity and CSR exists, where the latter is a concept from which CSM has emerged. The
following sections will therefore firstly outline the crossroad between CSM and Brand Authenticity.
Subsequently, as a precaution to not neglect relevant literature that could provide important insights

within the topic, the crossroad between CSR and Brand Authenticity will be reviewed.

Evaluating the interconnectedness between CSM and Brand Authenticity, several scholars agree that
in order for CSM initiatives to be successful, they should be consistent with the corporation’s core
values (Kotler et al., 2012; Lee, 2016; Deshpande, 2016). For instance, Kotler et al. (2012) argue that
some causes used in CSM initiatives are not an authentic fit for the corporation, similar to CSR
activities in general. The scholars further argue that campaign communications need a proper tone
that is based on the brand’s core values in order to be perceived as authentic to “who you are" as a
company. Moreover, Kotler and Lee (2005a) states that CSM should fit the interests between what
society needs and the company's goals and objectives, and avoid any signs of inauthenticity or hidden
agendas. Accordingly, Lee (2016)’s first principle of successful CSM (See 2.4.3 Corporate Social
Marketing) implies a crossroad between CSM and Brand Authenticity, as it relates to the importance
of the brand’s commitment and genuine concern for the social issue and the intended behavior change.
In addition, Deshpandu (2016)’s argues that stakeholders oppose CSM initiatives if they are in
conflict with the company’s economic, ethical and philanthropic responsibilities, but will be
positively influenced if the CSM initiative is congruent with these. This implies the importance of
consistency in relation to CSM initiatives, which several authors highlight as a pillar of Brand

Authenticity (e.g., Bruhn et al., 2012; Beverland, 2009).
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Furthermore, relevant literature that can be related to CSM and Brand Authenticity is Kennedy and
Santos (2019) research on social marketing. The authors define social marketing as “marketing aimed
at societal benefit” (p. 522) and investigate how corporations should employ social marketing in an
ethical manner. One principle for ethical social marketing includes authentic engagement without
exploitative intent, which refers to engaging its stakeholders in a “fair” and “just” way that is mutually
advantageous to both. In other words, Kennedy and Santos (2019) argues that social marketing
should, in order to be successful, create a win-win situation for the people the behavior change is

directed to, as well as the company involved.

Shifting focus to the crossroad between CSR and Brand Authenticity, literature has collectively
acknowledged an interconnectedness regarding the concepts (e.g., Wicki & van der Kaaij, 2007;

Alhouti, Johnson & Holloway, 2016; Dwivedi & McDonald, 2018).

Despite the fact that CSR actions are taken in order to benefit society, it is evident that consumers
often question the motives for implementing CSR, as well as perceive CSR communications as
hypocritical (Ellen, Webb & Mohr, 2006; Skarmeas & Leonidou, 2013; Wagner, Lutz, & Weitz,
2009). Consumers’ increasing skepticism of companies that engage in CSR (Mohr, Eroglu & Ellen,
1998; Kim & Lee, 2009; Skarmeas & Leonidou, 2013) indicates that it is not enough for companies
to simply adapt CSR actions, it also needs to be authentic in order to be successful (Alhouti et al.,
2016). In line with this, Wicki and van der Kaaij (2007) state that stakeholders are more likely to trust

CSR efforts if they are perceived as authentic.

Accordingly, Alhouti et al. (2016) introduces the concept “CSR authenticity” which is influenced by
reparation, fit, and impact. CSR activity that is initiated as reparation for misbehavior is interpreted
as authentic if it is perceived by consumers as an act of true regret, or if the company communicates
that it is taking actions to prevent future problems. Regarding fit, CSR actions are perceived as
authentic when the cause it supports is consistent with the company’s offering, brand concept, or
target market’s needs (Alhouti et al., 2016), which corresponds to Kotler and Lee (2005a)’s arguments
to avoid unauthentic CSM. Finally, the authors argue that the impact of the cause is of relevance to

be perceived as authentic in terms of the number of CSR efforts, the time commitment the company
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has invested into the cause, as well as the amount of charitable contribution in the context of the

company’s overall financial performance.

Moreover, Dwivedi and McDonald (2018) state that CSR activity can project a brand’s moral
authenticity, which is in line with Morhart et al. (2015) who state that consumer judgements of
marketing communication can infuse a sense of integrity into the brand through its socially conscious

behavior, such as CSR.

3.1.3 Crossroad: CSM and Brand Loyalty

As previously mentioned, it is evident that CSM is the best among the subdisciplines of CSR in terms
of having positive effects on marketing goals and increased sales (Kotler and Lee, 2005a). In line
with this, Inoue and Kent’s (2014) framework show that high CSM credibility results in the adoption
of the destined prosocial behavior together with enhanced loyalty. Further, research conducted with
the focus on value congruence and CSM credibility collectively indicates that CSM credibility can
have a positive effect on customer loyalty (e.g., Sen & Bhattacharya 2001; Walker & Kent 2012;
Zang & Bloemer 2008). However, despite the acknowledged effectiveness of CSM in terms of
business returns, there is a lack of literature investigating how CSM influences these outcomes (Du
et al. 2008; Peloza and Shang 2011). Thus, Inoue and Kent (2014) encourage scholars to further
explore the relationship between CSM and Brand Loyalty.

However, it is prevailing in literature that CSR has a positive effect on Brand Loyalty (e.g., Amoroso
& Roman, 2019; Du et al., 2007; Maignan et al., 1999; Stanaland et al., 2011). As previously
mentioned, the current study does not intend to explore CSR but instead the subdiscipline CSM, but
disregarding the concept completely would be to neglect literature as these are highly related. Hence,
due to the scarce crossroad in literature between Brand Loyalty and CSM, the crossroad between

Brand Loyalty and CSR will be evaluated in the following.

Reviewing the concepts, it is evident that consumers tend to reward companies that engage in CSR
activities with loyalty towards the brand (Bhattacharya & Sen, 2004; Lichtenstein, Drumwright &
Braig, 2004; Madrigal & Boush, 2008). For instance, Amoroso and Roman (2019) explain that CSR

convinces consumers to think that the firm is benevolent which improves trust towards the firm, which
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in turn is a requirement for loyalty. The authors further argue that CSR has a direct effect on loyalty.
In addition, it is argued that the more CSR projects impact consumers, the stronger the loyalty will

be towards the firm.

Research by Bhattacharya & Sen (2004) show that consumer loyalty as a result of CSR activities is
mediated by the sense of attachment or connection consumers have with the company that engages
in CSR activities, also called “consumer-company identification” (Bhattacharya & Sen, 2003).
Additionally, Bhattacharya and Sen (2004) found that a requirement for consumer loyalty as an
outcome of CSR is the consumer’s personal support of the CSR cause. Pérez and Rodriguez del
Bosque (2015) contribute to this knowledge as their research shows that CSR affects customer loyalty

through not only identification, but also through emotions and satisfaction.

Furthermore, Bhattacharya and Sen (2004) argue that the competitive context of CSR activity can
impact beneficial consumer responses such as loyalty. If the company’s key competitors are all
adopting CSR efforts around similar causes, consumers’ positive attitudes towards a specific
company might not lead to increased loyalty. Simultaneously, a neutral attitude towards CSR can
affect the company negatively, in terms of behavioral outcomes such as decreased loyalty, if the
competitive context is one of high CSR activity. However, their research shows that companies that
are perceived by consumers as to have distinguished themselves on the CSR stage are more likely to

receive a loyal segment of customers.

Based on the previous discussion, it is evident that there is a strong correlation between CSR and
Brand Loyalty (e.g., Amoroso & Roman, 2019; Du et al., 2007; Maignan et al., 1999; Stanaland et
al., 2011). However, there is still a lack in literature regarding how the subdiscipline CSM influences

Brand Loyalty.

3.1.4 Overall Crossroads and Research Gap

The authors have in the previous section presented theoretical connections between the concepts in
this study: Brand Loyalty, Brand Authenticity and CSM. Despite comprehensive evaluation of
existing literature, no research that combines the previous mentioned concepts could be found.

However, it is evident that there is a correlation between CSM and Brand Loyalty (e.g., Inoue and
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Kent, 2014; Sen & Bhattacharya, 2001; Walker & Kent 2012; Zang & Bloemer, 2008), CSM and
Brand Authenticity (e.g., Kotler et al., 2012; Lee, 2016; Deshpande, 2016) and Brand Loyalty and
Brand Authenticity (e.g., Choi et al., 2015; Gilmore & Pine, 2007). However, despite thorough

evaluation, the authors have not found any literature that has synthesised all of these concepts.

It is evident that firms’ implementation of CSM has not received enough attention in research,
especially in relation to Brand Authenticity and Brand Loyalty. Nevertheless, literature present that
high CSM credibility can lead to customer loyalty (Inoue and Kent, 2014), and that CSM-campaigns
should be in line with society’s interests and the firm’s goals and objectives in order to be perceived
as authentic (Kotler et al., 2012; Kotler & Lee, 2005a). Thus, there is a gap in regard to how CSM
influences Brand Authenticity and Brand Loyalty. Identifying this is crucial as it may have

implications on both firm- and consumer related outcomes.

With this thesis, the authors of the present paper intend to find out if and how CSM influences Brand
Authenticity and Brand Loyalty.

In the figure below (Figure 4), the research gap of the present study is graphically shown.

Brand Loyalty Brand Authenticity
Dick and Basu (1994) Morhart et al. (2015)
Aydin & Ozer (2005)

CSM

Kotler et al. (2012)
Lee (2016)
Deshpande (2016)
How does Corporate Social Marketing
influence consumers’ Perceived Brand
Authenticity and Brand Loyalty?

Figure 4. Graphic illustration of research gap.
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3.2 Research Objectives and Research Question

Based on the previous discussion, it is evident that the interconnectedness between the concepts CSM,
Perceived Brand Authenticity and Brand Loyalty, has not been explored in literature. Based on the
identified research gap previously outlined, the authors intend to evaluate the relationship between
CSM and Brand Authenticity and CSM and Brand Loyalty. By conducting this research, the authors

aim to fulfill four primary research objectives.

Firstly, this research has the purpose of contributing to existing literature of CSM, based on an

empirical study of how CSM influences Brand Authenticity and Brand Loyalty.

Secondly, the aim of this empirical study is to find out how consumers’ Perceived Brand Authenticity
is influenced through CSM, and evaluate whether new dimensions or aspects should be considered in

future studies.

Thirdly, by differentiating between consumers with different levels of loyalty, namely true, latent and
spurious, the research aims at investigating whether these groups’ Brand Loyalty are influenced by
CSM in a diverse manner depending on their loyalty relationship, since their relative attitude may

affect how they respond to brands’ CSM initiatives.

Lastly, the authors of this study intend to provide brand managers and other relevant stakeholders
with useful indications concerning how CSM should be conducted in order to preserve or enhance

consumers' Perceived Brand Authenticity and Brand Loyalty.

Through fulfilling these objectives, the outcome of this research intends to yield relevant theoretical
insights regarding the highlighted concepts and encourage future research streams. Further, the
outcome of the following thesis could hopefully serve as a guideline for how marketing practitioners
should utilize the connection between CSM, Brand Authenticity and Brand Loyalty to conduct

successful branding strategies.

Overall, the presented research aims at answering the following research question:
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How does Corporate Social Marketing influence consumers’ Perceived Brand Authenticity and

Brand Loyalty?

4. Methodology

The aim of this chapter is to rationalize the research design considered the most suitable to fulfill the
research objectives and answer the research question. The researchers will present an overview of the
philosophy of social science, which will serve as a foundation for the choice of data collection
methods as well as the analytical approach for the research. Also, the authors will outline the
exemplifying case chosen for this research, consisting of the brand Heineken’s campaign
‘#SocialiseResponsibly’ that will be used to investigate how consumer’s Perceived Brand

Authenticity and Brand Loyalty is influenced by CSM.

4.1 Research Approach

When conducting a study, it is crucial to consider the relationship between theory and research, which
can be either deductive, inductive and abductive (Saunders, Lewis & Thornhill, 2016). Deduction can
be described as a top-down approach as it utilizes existing theory to provide predictions which are
subsequently tested through empirical research (Ghauri & Gronhaug, 2005). A deductive approach is
usually adopted in quantitative studies as it requires a hypothesis-testing procedure (Saunders, Lewis
& Thornhill, 2009). On the other hand, induction is commonly used in qualitative studies where data
is collected to generate theory (Gilbert, 2001). Thereby, the process of induction intends to draw
generalizable inferences through observations, thus theory is the outcome of the research (Bryman,

2012).

However, Alvesson and Skoldberg (2009) argue that strictly following inductive or deductive
reasoning can limit the research and consequently make it one-sided. This is in line with the criticism
concerning the inductive approach as prior research commonly serves as a background for it and that
following it rigorously rarely generates theory (Bryman, 2012). Additionally, it may be challenging
for researchers to adopt a deductive approach as no data has been collected priorly, and consequently
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it is critical to select the appropriate theory (Gilbert, 2001). Resultantly, deduction and induction are

commonly intertwined in the course of conducting research (Eriksson & Kovalainen, 2008).

Based on this, the abductive approach emerged to complement the existing ones. It differs from
induction as it does not aim to produce purely empirical generalizations, but instead it starts with a
specific theoretical framework (Danermark, 2002). However, it neither follows the deductive
approach as abduction is not driven by logical reasoning as the result may be interpreted in various
ways, thus allowing new theoretical ideas to emerge. Hence, by following abductive reasoning, it is
possible for researchers to formulate arguments based on prior theory and simultaneously explore

new themes (Saunders et al., 2016).

According to Danermark (2002), the aim of abduction is to understand reality through utilizing
insufficient specific information and structure it in accordance with existing structures and theories.
This is essential in this study as the exploratory research aim is to contribute to existing literature
within the specific fields, and also bridge the identified research gap between CSM and Brand
Authenticity, and CSM and Brand Loyalty. Hence, the abductive approach enables the researchers to
draw from previous literature to construct a theoretical framework prior to conducting the research.
This was considered critical due to the ongoing interplay between theory and method throughout the

process (Saunders et al., 2016).

Thus, the abductive research approach is considered to be most suitable for this study due to its
exploratory purpose, as it allows the researchers to formulate arguments based on existing theory
while simultaneously exploring new themes. Further, it enables the researchers to understand the
context of the analysis, and resultantly provide implications regarding how brands should adopt CSM

initiatives in the future.

4.1.1 Research Design

In the following section, the strategy of how the authors plan to answer the research question is

presented, together with justifications of the chosen research methods.
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Exploratory Research Design

Saunders et al. (2016) state that the purpose of research is often either descriptive, explanatory, or
exploratory. According to the authors, “an exploratory study is a valuable means to ask open questions
to discover what is happening and gain insights about a topic of interest” (p. 174). In other words,
exploratory studies are useful when the aim is to clarify an understanding of an issue, problem, or
phenomenon (Saunders et al., 2016). The purpose of this research is to explore how CSM influences
consumers’ Perceived Brand Authenticity as well as Brand Loyalty, implying that the nature of the
present research will be of exploratory character. As previously outlined, there is limited research on
the relatively new concepts of Brand Authenticity and CSM, and to the authors knowledge, no
research which synthesizes these concepts together with Brand Loyalty have been conducted. The
limited insights of the concepts together with shedding these concepts under a new light, demands an
in-depth understanding, thereby making an exploratory study relevant and applicable. The
exploratory research design is also reflected in the data collection and data analysis, as it allows for
flexibility and change in terms of the direction of the research, which Saunders et al. (2016) argue is
an advantage of exploratory studies. Furthermore, an exploratory study is in accordance with the
previously presented research approach as well as the philosophical considerations (See 4.1.2

Research Philosophy).

Qualitative Approach

In line with the exploratory design of the research, the method of the study will be of qualitative
character. According to Saunders et al. (2016), qualitative studies are preferable when conducting
exploratory research, when the aim is to interpret phenomena rather than measuring a relationship,
where a quantitative approach would be more applicable. In line with this, Stake (2010) suggests that
qualitative research is preferable when exploring human perceptions and opinions in a particular and
dynamic context. The author further states that the aim of qualitative studies is to analyze personal
experiences, attitudes, and impressions with an empirical study, which in turn contributes to existing
literature. Hence, a qualitative approach is an ultimate fit for the purpose of the present research, as
it investigates consumers’ perceptions of CSM and its influence on Perceived Brand Authenticity and
Brand Loyalty, based on their own subjective thoughts and experiences. Accordingly, it is a common
perception among scholars that Brand Authenticity is a subjective and socially constructed

phenomenon derived from different cues (e.g., indexical and iconic) (Grayson & Martinec, 2004).
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Further, these are assessed in the light of consumer’s beliefs, expectations, and perspectives (Morhart
et al., 2015). In line with this, a qualitative approach seemed most appropriate in order to receive an
in-depth understanding of consumers’ Perceived Brand Authenticity in the context of CSM. In
addition, as the concept of Brand Loyalty is highly dependent on consumers' interpretations and

attitudes, a qualitative approach is suitable to investigate how CSM influences Brand Loyalty.

Moreover, the qualitative approach conforms with the interpretive philosophy of the research (See
4.1.2 Research Philosophy), as the authors of the present study will evaluate the subjective and
socially constructed meanings of the phenomena being studied (Denzin & Lincoln, 2011). Another
reason why a qualitative research approach is appropriate is due to its flexible and unstructured nature,
which enables the researchers to change direction more easily as opposed to in quantitative research

(Bryman & Bell, 2011).

However, there are some disadvantages with qualitative methods that should be addressed. For
instance, it is argued that the research approach has a tendency of being too subjective, and relies
heavily on the often unsystematic view of the researcher on what is significant, as well as being
affected by personal relationships that often is involved in the research (Bryman & Bell, 2011).
Moreover, Bryman and Bell (2011) highlight that qualitative research is often criticized due to the
difficulty of replication, as a result of its unstructured nature without standard procedures to follow.
Another issue raised by the authors regarding the research approach concerns problems of
generalization since unstructured interviews are often held with a small number of individuals in a
specific setting. However, Saunders et al. (2016) suggest that using mixed methods can help establish
the generalisability of a study, as well as credibility or simply to produce more complete knowledge.

In line with this, a multi-method qualitative approach has been applied (See 5. Data Sources).

4.1.2 Research Philosophy

As previously described, this study has adopted a qualitative research approach. Thus, it is critical to
consider the underlying epistemological and ontological assumptions regarding how research should
be conducted. The following section will outline the two main philosophical considerations, as well

as provide a brief discussion concerning the main positions within these.
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Epistemology - Interpretivism

Epistemology concerns the issue of what should be regarded as acceptable knowledge in natural
science, and whether the same principles can transfer to the social world (Bryman, 2012). The two
main positions within this philosophy are positivism and interpretivism. A positivist stance is
commonly adopted in quantitative studies, as it assumes that phenomenon in the social world can be
measured and replicated through data. On the contrary, interpretivism assumes that knowledge should
be seen subjectively and seek to understand rather than explain human behavior (Bryman & Bell,
2015). Thereby, this position is usually prevalent in qualitative methods as these are dynamic and
people have an active role in research as they attribute meaning to events and their environment
(Bryman & Bell, 2011). The underlying aim of this research is to understand how CSM influences
Perceived Brand Authenticity and Brand Loyalty. Hence, an interpretivist position will be adopted in
this study as it is highly subjective and context dependent. The authors of the present study
acknowledge that this may weaken the research, as interpretivism focuses on experiences and
background of the respondents, which is subjective complex, and that this may result in non-
generalizable results. However, it may also benefit the research as unexplored themes may evolve

through perceiving reality as subjective (Bryman, 2012).

Ontology - Constructivism

Ontology is the study of being and considers whether social entities should be regarded as something
that is objective to external social actors or if they are socially constructed (Bryman, 2012). The
objective stance of ontology advocates that social phenomena have an independent existence
separated from social actors and entities, while the constructive position argues that reality is an
ongoing construction of perceptions and actions of social actors (Bryman & Bell, 2015). This study
aligns with the position of social constructionism, as it implies that social phenomena are produced
through social interactions and in a constant state of revision (Bryman & Bell, 2011). This position
is suitable as the research aims to understand the meanings that individuals attach to social phenomena
(Saunders et al., 2006), presented through the gap identified in literature and the research question
outlined, where brands’ communication in regard to the social reality is assumed to affect consumers’
Perceived Brand Authenticity and Brand Loyalty. Further, the qualitative nature of this study will be
from a social constructionism point of view due to the research methods chosen. As will be outlined

in the following, the primary data collection for this research will be semi-structured interviews as

46



well as a focus group. Hence, the results of this study are based on the socially constructed interaction
of meaning formation at a specific time and place among the interviewees and interviewer (Bryman,
2012). Thus, the results of this study may be difficult to replicate as the process of reality is subject

to constant revision.

4.2 Single Case Study

According to Yin (2014), a case study is a research design that provides in-depth insights into a topic
or phenomenon within its real-life setting. The scholar defines a case study as “an empirical inquiry
to investigate a phenomenon rooted in a real-life context and whose boundaries with the context are
not clearly evident” (Yin, 2003, p. 13). In line with this, Bryman (2012) states that a case study
“entails the detailed and intensive analysis of a case” (p. 66). Hence, a case study can assist in the
identification of what is happening and why, as well as facilitate an understanding of the effects of
the situation and implications for action (Saunders et al., 2016). According to Bryman and Bell
(2011), it is favorable to adopt a case study in qualitative research that employs unstructured
interviews or participant observation, as these methods are advantageous when examining a case in a

detailed and intensive manner.

Scholars can adopt either a single case study or a multiple case study (Eisenhardt, 1989). It is highly
relevant to outline potential benefits and drawbacks, as well as differentiate between the two designs,

as the choice has a substantial impact on the data collection, analysis and research outcome.

Multiple case studies, also known as collective case study research (Stake, 1995) refer to a case study
that incorporates more than one case (Saunders et al., 2016). However, in order to result in theory
building as an outcome of the research, four to ten cases should be adopted (Eisenhardt, 1989). Thus,
the advocates for multiple case studies argue that it improves theory building (Bryman, 2012) as it,
by contrasting cases, may identify the circumstances in which a theory will or will not hold
(Eisenhardt, 1989; Yin, 2009). Further, multiple case studies are employed as a comparison
mechanism, investigating social phenomena across multiple cases (Bell et al., 2019). This indicates
that the empirical evidence is deeper and more varied in multiple case studies (Eisenhardt & Graebner,
2007). However, multiple case studies do not only require a greater amount of resources to conduct,

but there are also potential disadvantages with the design that could affect the research (Eisenhardt,
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1989). Firstly, it is highly difficult to select cases as these should collectively contribute to the
generation of theory (Eisenhardt & Graebner, 2007). Additionally, the rigorous nature of data
collection in multiple case studies may encumber the research, due to the challenging task of
managing and analyzing the empirical evidence. Hence, the outcome of the research may result in

overly complex theories (Eisenhardt, 1989).

It is evident based on the previous discussion that multiple case studies are beneficial for
generalizability and validity, as well as theory building (Bryman, 2012). However, the authors of the
current research have chosen to adopt a single case study due to several reasons. According to Yin
(2014) the study’s focus, the research question, and the researchers’ scope of control should be taken
into account when choosing a case study design. The focus of the current study is concerned with
investigating a social phenomenon (See 4.2.1 CSM Brand Case: Heineken) and may therefore
according to Yin (2014), benefit from adopting a case study design. Further, Brand Authenticity is
overall an understudied area of research on its own (Fritz et al., 2017) and especially within the
stakeholder brand era (Napoli et al., 2016; Beverland, 2005). Also, limited research that interlinks
CSM and Brand Authenticity has been conducted. Thereby, this study can be interpreted as rather
complex as the authors aim to fill a theoretical gap in literature (See 3. Research Gap and Research
Objectives) within a contemporary emerging context. Thus, a single case study is considered suitable
as a research design as it provides the authors to comprehend the complexity of the research focus.
This corresponds with Eisenhardt and Graebner (2007), who argue that single case studies are
advantageous when analyzing and discerning complex issues, in comparison to multiple case studies

where a common foundation between cases is sought.

Further, case studies are suitable to answer research questions formulated “how” or “why” (Yin,
1994). This study has an exploratory purpose and intends to understand how consumers are influenced
by CSM in terms of Perceived Brand Authenticity and Brand Loyalty. In order to answer the research
question, it is crucial that the authors conduct a detailed and in-depth analysis. Thus, a single case
study is suitable for this research as it provides researchers with the opportunity to conduct an in-
depth investigation and grasp the complexity of one specific case (Bell, Bryman & Harley, 2019).
Further, when analyzing details and meanings, a single case study is the most appropriate choice of

research design (Eisenhardt & Graebner, 2007).
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Lastly, a single case study is advantageous to choose as a research design due to the limited resources
of time to conduct the study and analyze the data, as according to Baxter and Jack (2008) shorter time

is needed for single case studies.

The main disadvantage with adopting a single case study is that it is commonly not representative of
the whole population, and therefore has limited external validity and generalizability (Gerring, 2007;
Eisenhardt & Graebner, 2007). In order to increase the validity and credibility of the research and
provide a more multidimensional view of the particular social setting, a multi-method qualitative
approach will be used (See 5. Data Sources). This is supported by Eriksson and Kovalainen (2008),
who state that case studies are often more accurate, convincing, diverse, and rich if they are based on

different sources of empirical data.

Further, it is possible to make some generalizations on existing theory through conducting a single
case study (Stake, 1995; Yin, 2014) and validity can increase if the case can be characterized as an
exemplifying (Bryman, 2012). An exemplifying case is commonly chosen as it epitomizes a broader
category of cases, and thereby provides a suitable context for answering the research question. The
case chosen for this research can be seen as a representation of brands that have adopted CSM

communication (See 4.2.1 CSM Brand Case: Heineken).

4.2.1 CSM Brand Case: Heineken

In order to answer the research question adequately, the single case study used will serve as an
exemplifying case within a specific context. The following section will outline the context in which

the case resides.

The food and beverage industry continuously adapts to evolving consumer demands and trends.
During the recent years, influences on the industry have constituted a focus on sustainability, the
coronavirus pandemic and digital innovation (Statista, 2021). The retail landscape in this industry has
become increasingly competitive due to multiple retail formats, such as emerging digital channels
(Statista 2021a) as well as the numerous actors within the industry (Mahmood & Haider, 2020).

Therefore, the international food and beverage industry is too large and diverse to adequately discuss
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within a single chapter (Barrows, 2008). Instead, the researchers will narrow the scope of the research
context and focus on fast-moving consumer good (FMCG) brands within the food and beverage
industry. FMCG brands provide low-involvement, non-durable goods bought for frequent use
(Dwivedi & Mcdonald, 2018). This market differentiates from others through low operational costs,
well-established distribution system as well as a strong rivalry between segments (Mittal, Sinha &
Singh, 2008). Many multinational companies are present in this market where products are usually
consumed by a habitual interval and purchased at least once a month (Rishi, 2013). While literature
consistently highlights the limited decision-making process consumers who purchase FMCG
products have, Summers, Gardiner, Lamb, Hair, and McDaniel (2005) argue that consumers consider
various alternatives with a moderate effort. Further, the switching costs for consumers is low and
therefore brand switching is common within the market (Graf-Vlachy, Oliver, Banfield, Konig &
Bundy, 2020). Therefore, Brand Loyalty has become a critical subject for managers across the world
as losing a customer is not a one-time loss and may have a negative impact on long- and short-term
profits (Filatotchev, Wei, Sarala, Dick & Prescott, 2020). Thus, it is imperative for food and beverage
brands within the FMCG industry to optimize strategies to maintain customer loyalty in this

competitive market (Statista, 2021a).

The FMCG brand within the food and beverage industry that has been identified as an appropriate
exemplifying case to answer the research question and fulfill the research objectives (See 3. Research
Gap and Objectives and Research Objectives), is the beer brand Heineken. The following section will
present the brand Heineken briefly, its brand identity, the brand’s earlier campaigns, and finally

Heineken’s CSM-campaign launched during 2020.

Information about the Brand
Heineken is a Dutch beer brand founded in 1873 by the entrepreneur Gerard Heineken, with the
mission to improve beer brewing fundamentally (The Heineken Company, 2020). On Heineken’s

29

website, the brand is referred to as a “national symbol of quality” and being a “premium beer”
(Heineken, 2020). It is further mentioned that 25 million “Heineken’s” are served the beer every day
across 192 countries, and that the founder’s uncompromised drive for quality and perfection lives on
in the brand even today. Followed by Budweiser, Heineken was in 2020 the second most valued beer

brand worldwide, with a worth of approximately 11.14 billion U.S. dollars (Kantar Millward Brown,
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2020). In Heineken’s annual report for 2020, it is stated that Heineken is the most trusted international
beer brand in the world (The Heineken Company, 2020a). This statement was based on the fact that
Heineken declined marginally by 0.4% in 2020 and volume grew double-digits in more than 25
markets, despite the expected negative effect of COVID-19. Heineken distributes their products
through both retail and business-to-business channels. Concerning the latter, the brand is commonly

present in restaurants, bars, and hotel chains.

Today, Heineken is the flagship global brand of The Heineken Company, which holds a large
portfolio of different beer brands, namely over 300 brands (e.g., Sol, Amstel, and Desperados) that
are available in more than 190 countries (The Heineken Company, 2020b). The Heineken Company
stands for three values as a company, business partner, and employer, namely “passion for quality”,
“enjoyment of life” and “respect for people and for the planet” (The Heineken Company, 2020b). In
2019, The Heineken Company had a 20% market share in the beer segment (Statista, 2020) and the
company’s revenue amounted to approximately 24 billion euros (Heineken, 2020a). However, the

focus in the following study will be on the Heineken brand, not the company.

From the authors’ point of view, Heineken tries to build a relationship with their customers that is
characterized by spending time with friends, partying and sharing nice moments. This is also evident
through the motto of Alfred Heineken, the grandson of the founder and also the founder of the brand’s
advertising department, which Heineken argues still is relevant: “I don’t sell beer, I sell enjoyment”
(Heineken, 2020c). Moreover, Heineken has a rich history of engaging with different fanbases,
especially in sports and music by being involved in sponsorships (Heineken, 2020c). Further,
Heineken can be argued to be characterized by its green-colored bottle, with a logo of a red star.
Additionally, the green color is a consistent attribute on Heineken’s website, its advertisements and

campaigns.

Kapferer (2008) states that brands often build an image of the typical customer of the brand that it
seems to be targeting. Derived from Heineken’s advertisements and campaigns, the reflected
customer that Heineken wants to address could be interpreted as dynamic, confident and trendy. Also,
as Heineken’s target audience consists of young, beer-drinking people who live in big cities all over

the world (LBB Editorial, 2013).
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Previous Communication and Campaigns

Over the years, “catchy” commercials on various platforms have been a part of Heineken’s marketing
strategy, (Bhasin, 2019). Derived from Heineken’s advertisements, a consistent theme in these is that
it involves young adults, in line with the brand’s target group, that is socializing, and are always
portrayed in a happy mood. As mentioned, Heineken has been associated with sports and events
through sponsorships which is visible in various communication efforts. Additionally, celebrities

have been used to endorse the brand, including Daniel Craig and Jennifer Aniston.

The last decade, the Heineken brand has engaged in several CSM-related activities. This includes for
instance the promotion of moderate consumption of their products into their marketing activities
(MarketLine, 2016). This is in accordance with Heineken’s “Responsible Marketing Code”, which
guides all employees at Heineken that are involved in marketing or sales to ensure that they do not
contribute to excessive consumption or misuse of its products (Heineken, 2020b). In fact, Heineken
was one of the first brewing brands advocating for moderate alcohol consumption in a marketing
campaign, beyond minimum government requirements (MarketLine, 2016). The campaign was
carried out based on the fact that excessive alcohol consumption can have public health and social
implications, and was simultaneously a way for the brand to reach an increasingly sober younger
generation (MarketLine, 2016). In line with this, Heineken launched the responsible drinking
campaign ‘Dance More, Drink Slow’ in 2014, which has been viewed over 25 million times online,

and articles related to the campaign have been read over 600 million times (MarketLine, 2016).

In 2020, Heineken launched the campaign ‘When You Drive, Never Drink’. The commercial featured
the Formula 1 World Champions Keke and Nico Rosberg and addresses that “that no matter how
confident a driver you are, the best driver is always the one that does not drink and drive” (The
Heineken Company, 2020a). Heineken 0.0%, which is the brand’s non-alcoholic beer, became in
2020 an official sponsor of UEFA Europa League, which is one of the leading football leagues in
Europe. This sponsorship represents the largest single-sponsorship deal connected to non-alcoholic
beer (The Heineken Company, 2020a).

Exemplifying case
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The following section will outline the exemplifying case chosen for this research, which consists of
three videos where Heineken displays CSM. These three different videos is included Heineken’s
campaign ‘#SocialiseResponsibly’ and will be used when investigating how consumer’s Perceived

Brand Authenticity and Brand Loyalty is influenced by CSM.

As elaborated above, responsibility has been a consistent theme in Heineken’s marketing
communication in the last decade. Accordingly, during the COVID-19 pandemic, Heineken launched
the global campaign ‘#SocialiseResponsibly’ in 2020, with the tagline “Stay apart. Stay together”
(Heineken, 2020d). On Heinken’s website, the following is stated about the campaign:
“As a brand that has been social networking since 1873, Heineken has always encouraged
social experiences. But today, as many of us are in lockdown or in self-isolation, we
understand the value of our social life even more. We want to keep socialising, but in a
responsible way. We can’t meet in person, but that doesn’t mean we can’t socialize. For the
first time, Heineken encourages people not to meet up but instead, use their creativity to

socialize differently” (Heineken, 2020d).

In line with this statement, the ‘#SocialiseResponsibly’ campaign is interpreted by the authors of the
present study as an activity that can be classified as CSM. The campaign aligns with Kotler et al.
(2012)’s definition of CSM as Heineken intends to change consumers’ behavior to improve public
health. Through this campaign, the brand encourages social distancing and suggests socializing in
creative ways to reduce the spread of COVID-19, and consequently improve public health. Therefore,
the campaign will serve as an exemplifying case to the present study, which will enable the authors

to answer the research question.

The campaign consists of various commercials and initiatives, which can be found on Heineken’s
official YouTube channel with 522 000 subscribers, where the brand posts different brand- and
product-related communication. The first advertisement of the campaign, ‘Ode to Close’ was released
in the beginning of April 2020 with the message: “We’re Further Apart. Yet, we’re closer than ever”
(YouTube, 2020). The video shows different ways of being together in social settings that people

were used to before the pandemic, for instance including high-fives and hugging, and ends with the
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words “With the million ways of being together, now it’s staying a part that brings us closer than

ever” and “Stay apart. Stay together” (See 11.6.1 CSM-campaign - Video 1, Appendix).

One month later, Heineken released the advertisement ‘“Connections” as part of the
#SocialiseResponsibly campaign. The video shows the difficulties of having a beer over a video call,
and the description of the video is the following: “From reconnecting video calls to roommates in the
background, it’s not always easy. Cheers to all the ways you’ve found to #SocialiseResponsibly”
(YouTube, 2020a). In the end of the video, Heineken encourages people to stay at home and minimize
social contacts with the message: “It’s not the best get-together, but it’s the best way to get together”

(See 11.6.2 CSM-campaign - Video 2, Appendix).

When many societies gradually opened up in the summer of 2020, Heineken introduced an initiative
in July 2020 called ‘Back to the Bars’, which aimed to engage consumers and also support business-
to-business partners in the challenging business climate (The Heineken Company, 2020a). The
campaign celebrated the re-opening of the hospitality industry, but simultaneously encouraged
consumers to behave in a responsible manner with the call to action to “socialise responsibly to keep
bars open” (The Heineken Company, 2020a). The TV commercial with the same name, shows how
to behave when visiting bars, and the description of the commercial is: “From air hugs to elbow
bumps to 1.5m cheers, there are plenty of ways to #SocialiseResponsibly to keep the bars open”

(YouTube, 2020b) (See 11.6.3 CSM-campaign - Video 3, Appendix).
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5. Data Sources

In accordance with the exploratory research design, this study aims to investigate how CSM
influences consumers’ Perceived Brand Authenticity and Brand Loyalty through primary data

collection.

Patton (1999) argues that qualitative studies are often concerned with issues of quality and credibility
in terms of the intended research purpose. In order to enhance the quality of the research, the author
states that multiple methods of data collection can be applied, which is based on the premise that “no
single method ever adequately solves the problem of rival explanations" (p. 1192). Moreover, the
author suggests that studies that only adapt one single method are vulnerable to errors linked to that
specific method (e.g., biased or untrue responses in interviews), compared to studies that utilize

multiple methods where different types of data facilitate cross-data validity checks.

Therefore, in order to enhance the quality of the research, a multi-method qualitative study has been
applied, more specifically various qualitative methods have been grouped to collect data (Saunders
et al., 2016). Moreover, using a multi-method approach was considered appropriate due to the fact
that the present study is a case study. This is supported by Eriksson & Kovalainen (2008), who state
that case studies are interpreted as more accurate, convincing, diverse and rich if they are derived

from several sources of empirical data.

The two different data collection methods that have been chosen for the present research includes:
e Semi-structured Interviews

e Focus Group

The first data collection source involves in-depth, semi-structured interviews. The aim of these
interviews was to explore how Heineken consumers are influenced by their CSM-campaign in terms
of their Perceived Brand Authenticity and Brand Loyalty. The second data collected consisted of a
focus group, which was held with the aim to discuss subjects derived from the interviews more in-
depth, to ensure that the research questions were answered, and the research objectives were met. The

semi-structured interviews and the focus group have been undertaken with different participants. This
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ensures independence of data sources (Yin, 2010). The two different data sources will be discussed

in more detail in the following sections.

5.2 Semi-structured Interviews

In line with the qualitative approach chosen, the first phase of the primary data collection consists of
conducting twelve semi-structured, in-depth interviews. Prior to conducting semi-structured
interviews, the researcher develops an interview guide with a list of topics or questions to be covered
(Bryman, 2012). However, in contrast to quantitative data collection methods where a strict line of
questions must be followed, qualitative interviewing allows for adjustments of the sequence and
directions of questions asked. Hence researchers are provided with the opportunity to engage and
react to respondents’ answers, which is beneficial when exploring emerging themes (Bell, Bryman &
Harley, 2019). Thereby, semi-structured interviews are characterized by flexibility (Bryman & Bell,
2011) as well as openness and guidance (Saunders et al., 2016). Thus, adopting this method to collect
data allows the researchers to lead the dialogue and ensure that relevant topics of interest are covered
in-depth, while simultaneously giving the respondent leeway in their answers (Bryman & Bell, 2011).
However, it is also important to note that the interview method also holds disadvantages. First, the
result of the interview and its quality is dependent on the interviewer’s ability to uphold flexibility
and be non-directive in questions posed. Therefore, to uncover relevant insights, it is crucial that the
interviewer carefully listens and follows the topics the respondent highlights (Malhotra & Birks,
2007). Second, the interview may be faced with the challenge of interpreting the respondent correctly,
due to answers being incomplete or misleading. Thus, the researcher needs to adopt different data
sources and ensure theoretical awareness in order to add richness to the data analysis (Malhotra &

Birks, 2007).

The researchers of the current study have, in order to explore the research question, chosen to
undertake twelve semi-structured, in-depth interviews. With the previous disadvantages in mind, this
method also holds several advantages that may assist in the purpose of the research. Firstly, semi-
structured interviews are beneficial due to the level of flexibility that ensures the researchers with the
opportunity to engage and go in-depth (Bryman & Bell, 2011). This is highly valuable as the construct
of Brand Authenticity is based on subjective interpretations of the respondent and may vary from
person to person, hence the researchers may ask spontaneous questions that are not included in the
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interview guide. Secondly, the personal interacting setting of in-depth interviews contributes to
respondents feeling comfortable to share personal experiences and open up about their thoughts
regarding brands’ use of CSM overall and in regard to Brand Authenticity and Brand Loyalty. In fact,
Bryman (2012) states that “rambling or going off at tangent” (p. 470) should be encouraged by the
researcher as it may benefit the recognition of what the respondent believes is important. This is
valuable within this research, for example in order to understand respondents’ interpretations of CSM
initiatives, and receive insights concerning why these are perceived as authentic or not. Thirdly, the
freedom that both the interviewer and the interviewee has is beneficial to uncover insights and
outcomes which might not have been considered by the researchers, regarding consumers’ loyalty
toward brands that adopt CSM marketing. Overall, this data collection method is in line with the

needs of exploratory studies where little previous research exists (Bell et al., 2019).

5.2.1 Interview Design

The twelve semi-structured in-depth interviews were undertaken with candidates who matched the
priorly determined sample criteria (See 5.2.3 Sampling). The interviews were conducted over a period
of ten days and took place over Zoom Video Call. While it would have been more beneficial to
conduct the interviews face-to-face, circumstances regarding the participants’, researchers’ and
public health made it unfeasible to do so. However, it provided the participants with the opportunity
to answer the researchers’ questions in an environment that they were comfortable in, and the
researchers could still interpret facial expression and body language of the respondents, and adjust
the interview accordingly (Bryman, 2012). The interviews lasted between 45-70 minutes and resulted

in 92 transcribed pages of text (See /1.2 Interview Transcription, Appendix).

The process of preparation, conducting and transcribing the interviews took roughly one month to
complete. The process was executed in the following steps:

e Definition of sample criteria and searching for people who met these (See 5.2.3 Sampling)

e Constructing the interview guide (See /1.1 Interview Guide, Appendix)

e Scheduling a time and date that would fit the respondent to conduct the interview

e Confirm the appointment the day before
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e In order to avoid delay due to technical issues, the interviewee was asked to log in to the
video-call ten minutes prior to the set time. Also, the interviewee was also asked to sit in an
undisturbed environment without potential distractions.

e Recording the interviews

e Transcribing the interviews (See /1.2 Interview Transcriptions, Appendix)

5.2.2 Interview Guide

In order for the researchers to ensure that relevant insights to the topic were covered during the
interview, an interview guide was constructed (See /1.1 Interview Guide, Appendix), which served
as a foundation for the interview. However, in line with the nature of semi-structured interviews,
questions that were not included in the guide also arose when the researchers identified interesting
opinions of the respondents. In order to test the interview guide, a pilot interview was conducted. This
yielded relevant insights and is therefore included in the data collection. However, the interview guide
was modified afterwards as the researchers discovered some weaknesses in the questions as well as

topics that should be further elaborated on.

The following section will outline the overall structure of the interview, where the focus of the
questions was to understand the influence of CSM on consumers’ Perceived Brand Authenticity and

Brand Loyalty.

The aim of the first part of the interview was to achieve rapport with the respondent in order to put
the person at ease and feel comfortable. The researchers therefore introduced themselves and the topic
of the study. Further, the respondents were informed that they would be anonymous and asked
whether they agreed to the researchers recording the interview. Afterwards, to get an overview of the
respondent, questions regarding demographic information were asked. This was followed by
questions regarding the concepts that were going to be discussed during the course of the interview,
namely Brand Authenticity, Brand Loyalty and CSM, in order for the researcher to understand the
respondents’ knowledge and interpretation of the subject. If this did not correspond to the researchers’

interpretation, the concepts were explained to the respondent.
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The second section of the interview was divided into three parts. First, the researchers aimed to
identify the respondents’ knowledge and loyalty relationship with the brand. The questions asked
were based on the Brand Loyalty framework on different levels of loyalty established by Dick and
Basu (1994). The main reason for integrating Dick and Basu (1994)’s framework in the questions,
was that the scholars have included both repeated patronage and relative attitude toward an aim or
object in their conceptualization of Brand Loyalty, as well as divided loyal consumers into different
levels depending on this. Thus, it was possible to divide the respondents into either true, spurious or
latent loyalty. Further, the questions regarding Brand Loyalty also aimed to evaluate consumers’

Stochastic and Deterministic Loyalty based on Aydin and Ozer (2005) outline of the subject.

Secondly, the respondents’ Perceived Brand Authenticity of the chosen case brand was examined
based on Morhart et al. (2015)’s framework. The questions were formulated based on the dimensions
Continuity, Credibility, Integrity and Symbolism. The authors decided to adopt parts of the Brand
Authenticity framework developed by Morhart et al., (2015) as it is argued to be reliable across
different brands and cultural contexts. The aim of these questions was to provide an understanding of
how the respondents perceived the chosen brand case’s authenticity prior to being exposed to the

CSM-campaign.

Thirdly, the researchers intended to understand the respondents’ thoughts regarding CSM. The
questions posed regarding this subject were based on previous literature concerning CSM, such as
Kotler et al. (2012)’s definition of the concept and Lee (2016)’s and Deshpande (2016)’s criterias for
successful CSM. This provided the authors with the opportunity to evaluate consumers’ interpretation
of CSM-initiatives and determine whether the respondents’ perceived the CSM-campaign to be in

congruence or conflict with the brand.

Subsequently, the respondents were exposed to the chosen CSM-campaign, including three videos
launched by the chosen brand (See 4.2.1 CSM Brand Case: Heineken, 11.6.1 CSM-campaign - Video
1, Appendix, 11.6.2 CSM-campaign - Video 2, Appendix, 11.6.3 CSM-campaign - Video 3, Appendix).
The following parts of the interview concerned the respondents’ Perceived Brand Authenticity and
Brand Loyalty, and included similar questions to the ones prior to the exposure. The reason why

similar questions were posed after exposing the CSM-campaign, was to identify changes in
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respondents’ answers, in order to determine if CSM had influenced consumers’ perception of the

brand’s authenticity and their loyalty relationship with the brand.

Lastly, a conclusive part of the concepts through interrelated questions was conducted. The purpose
of this section was to examine how the respondents perceived the CSM-campaign and consciously
changed their perception of the brand’s authenticity and intended behavior after being exposed to a
CSM-initiative. This section also intended to detect alternative conditions that brands should fulfill
in order to authentically employ CSM. Thus, it may yield insights that could be further analyzed in
future research. Finally, the respondents were asked whether they would like to add or emphasize

something to the interview regarding the research topic.

5.2.3 Sampling
Generic Purposive Sampling

The researchers of the study have chosen to adopt generic purposive sampling for the collection of
primary data. Purposive sampling is a form of non-probability sampling where the researcher aims to
sample respondents who are relevant for answering the research question (Bryman, 2012). According
to Robinson (2014) purposive sampling is commonly adopted when the researchers believe, based on
their understanding of the research topic, that certain individuals have a better understanding of the
investigated phenomenon than others and are therefore more suitable to participate. Thus, in order to
meet the objectives of the study, the researchers have to depend on their own judgment for selecting
members of the population to participate in the study (Saunders et al., 2016). Therefore, this type of

sampling technique is also called judgement sampling.

According to Bryman (2012) generic purposive sampling may be employed in a fixed or sequential
manner and the criteria for selecting participants may be formed a priori or be contingent. However,
it is most common that generic purposive sampling is fixed and a priori. Further, it is common to
adopt purposive sampling when conducting case study research and working with very small samples

(Neuman, 2014).

In line with this, the researchers of this study have chosen participants that are suitable for

investigating the topic of this research based on the following criteria.
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First, based on the loyalty framework constructed by Dick and Basu (1994) a balance between
consumers with latent, spurious and true loyalty to Heineken was chosen for the sample. Second, to
ensure representativeness, the sample had a 50/50 balance between male and female respondents.
Thirdly, all of the selected interviewees fit with the assumed target audience of Heineken, ranging
from 21-33. This was relevant in order to evaluate whether the CSM-campaign was seen as successful
by the target audience based on the previously described framework by Lee (2016) (See 2.4.3
Corporate Social Marketing). Thus, the main criteria for selecting respondents were based on their
relationship to the brand rather than the demographic variables. However, in order to achieve
homogeneity in the sample, another criteria was that the interviewees should origin from different
nationalities. This deemed relevant for the researchers in order to investigate whether different

insights may derive from demographic factors.

The majority of participants that were asked to participate in the interviews were recruited from

Copenhagen Business School and through the researchers’ network.

Sample Size

Qualitative research adopting purposive sampling technique is commonly characterized by a small
sample size. However, the advantage of this is the possibility of obtaining in-depth and high-quality
knowledge (Saunders et al., 2016; Malhotra & Birks, 2007). According to Bryman and Bell (2011)
there is no definite answer to how large a sample should be, instead it is usually a compromise
between the constraint of time and cost. According to the Grounded Theory approach, interviews
should be conducted until theoretical saturation is reached, which occurs when continued data
collection no longer provides new insights regarding the social phenomenon under investigation
(Bryman, 2012). However, no established criteria for when theoretical saturation is reached exists

(Guest, Bruce & Johnson, 2006).

Based on this, the researchers conducted interviews with 12 respondents (Table 1) with a 50/50
balance between male and female and with age ranging from 21-33. Thus, the sample meets the
criteria of the assumed target audience of Heineken. Furthermore, based on the core criteria for the

research, all of the respondents were loyal to Henieken and equally represented the three different
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loyalties in consideration: latent (Interviewee 1, 2, 3 and 6), spurious (Interviewee 5, 9, 10, 11) and
true loyalty (Interviewee 4, 7, 8, 12). To meet the criteria of heterogeneity in regard to nationality,
the respondents originated from eight different countries: Sweden, Denmark, England, USA, Mexico,
Thailand, Island and France. Three of the respondents were students but the remaining sample had

various occupations.

Based on the above discussed sampling criteria for this research, the authors deemed the sample to
meet a moderate level of representativeness and variety, thus able to ensure validity. Thus, the sample

was considered appropriate for the first stage of collecting primary data.

In the following table, the interview sample is illustrated, displaying gender, age, nationality,

occupation and loyalty group.

Table 1. Interviews sample

Interviewee Gender Age County of origin Occupation Loyalty

1 Female 25 Mexico Student Latent Loyalty
2 Male 33 Sweden Lawyer Latent loyalty
3 Female 24 France Account Manager Latent loyalty
4 Female 24 England Security Guard True Loyalty

5 Male 25 Sweden E-commerce manager | Spurious Loyalty
6 Female 29 Iceland Economic assistant Latent loyalty
7 Male 33 France Teacher True loyalty

8 Male 25 USA Therapist True loyalty

9 Female 21 Thailand Student Spurious Loyalty
10 Male 26 Sweden Architect Spurious Loyalty
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11 Male 31 Sweden Firefighter Spurious Loyalty

12 Female 25 Denmark Student True loyalty

5.3 Focus Group

After conducting the semi-structured interviews, a focus group was held. The aim of the focus group
was to gain additional insights into how CSM influences consumer’s perceived authenticity and its
potential connection to Brand Loyalty, as well as clarify subjects that were discussed in the semi-
structured interviews. A focus group refers to a group interview with a clearly defined topic and where
there is a focus on enabling and recording interactive discussion between participants (Saunders et
al., 2016). Compared to individual interviews, focus groups allow participants to probe their
reasoning of particular views, enabling the researchers to understand why people feel the way they
do (Bryman & Bell, 2011). In individual interviews, interviewees are often faced with little challenge,
for instance when being inconsistent in their line of thoughts. In focus groups on the other hand,
participants might argue and challenge each other’s views, helping the researchers to receive realistic
accounts of people’s thoughts, as they are forced to consider and potentially revise their views.
Therefore, it seemed more appropriate to conduct a focus group instead of additional semi-structured
interviews to meet data saturation, but also in order to gain a more comprehensive view of the
phenomena being studied. Moreover, conducting a focus group as a complement to the semi-
structured interviews is also in line with the qualitative, exploratory and interpretivist approach of the
study, as a focus groups “offers the researcher the opportunity to study the ways in which individuals
collectively make sense of a phenomenon and construct meanings around it” (Bryman & Bell, 2011,

p. 504).

Due to the emerging COVID-19 pandemic, it was not appropriate to arrange a focus group face-to-
face, as previously discussed (See 5.2.1 Interview Design). Therefore, the focus group was conducted
over a video-call, more specifically via Zoom Video Call. In line with Bryman and Bell (2011),
conducting the focus group virtually enabled the researchers to reach participants that would normally
be inaccessible (e.g., because of being located in another country or not having the time to meet up

physically). Another advantage of having the focus group over Zoom was that the participants could
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participate from their homes, contributing to a more relaxed setting (Malhotra & Birks, 2007). Similar
to the semi-structured interviews, the video-call enabled the researchers to interpret facial expression
and body language and adjust the discussion accordingly (Bryman, 2012). However, conducting a
focus group over a video-call can also be related to some difficulties, such as technical difficulties
that can interrupt the flow of conversation. Another potential disadvantage related to online focus
groups are that distractions related to the home-environment may appear. Thus, it is not possible to
isolate interviewees in a controlled setting, as would have been possible if the focus group was

conducted physically.

5.3.1 Focus Group Design

Preparation
Preparing, conducting and transcribing the focus group took around 5 days. The preparation of the
focus group involved several steps, including the following:

e First, a topic was chosen based on the data analysis of the semi-structured interviews, and
subsequently, a focus group guide was prepared (See /1.3 Focus Group Guide, Appendix) in
order to guide the participants towards fulfilling the research objectives.

e Second, a sample was decided (See 5.3.3 Sampling).

e Third, a Facebook-event was created in which the selected participants were invited.

e Fourth, a poll was posted by the researchers in the Facebook group, proposing several dates
where the invited participants got to vote for a date that suited them to participate in the focus
group. The date that got the most votes was selected (08.04.2021).

e Fifth, a reminder through a post in the Facebook-event was made one day prior to the focus
group together with a link to the video-call. Each of the participants were also contacted
personally to ensure their participation. Also, in order to avoid delay due to technical issues,
the participants were asked to log in to the Video-call ten minutes prior to the set time.
Participants were also asked to sit in an undisturbed environment without potential
distractions.

e Recording the focus group

e Transcribing the focus group (See /1.4 Focus Group Transcription, Appendix).
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5.3.2 Focus Group Guide

In order to guide the participants towards the research objectives and research question of the study,
in other words moderate the discussion, a focus group guide has been conducted (See /1.3 Focus
Group Guide, Appendix). The focus group guide was built on the insights of the first manual data
analysis of the semi-structured interviews (See 6.2.1 First Stage: Manual Analysis). The focus group
guide was structured to clarify subjects that were unclear to the researcher’s after analyzing the semi-
structured interviews. More specifically, the focus group guide was designed based on a two-folded
purpose. Firstly, after analyzing the data from the semi-structured interviews, it was not clear how
consumers with a spurious loyalty of the brand case were influenced by the CSM-campaign, in terms
of Stochastic and Deterministic Loyalty. Therefore, one aim of the focus group was to analyze these
consumers further, by including a majority of consumers with spurious loyalty (See 5.3.3 Sampling).
In addition, the data from the semi-structured interviews indicated that the respondents reacted
differently to the three Heineken videos from the CSM-campaign. Thus, as opposed to the semi-
structured interviews, the videos were shown one at a time, followed by a discussion after each video
in order to draw conclusions of how each video separately influenced consumers’ Perceived Brand
Authenticity and Brand Loyalty. The following paragraphs will outline how the focus group guide

was structured.

In line with Bryman and Bell (2011)’s guide on how to structure focus groups, the focus group
commenced with a brief introduction, where the moderators thanked the respondents for participating,
and introduced themselves to achieve rapport. The goals of the research were also stated briefly as
well as a question posed regarding the participants agreement for recording the session. Finally, the
format of the focus group was explained, and the participants were informed about some conventions
of focus groups, including the importance of only speaking one at a time, the estimated time of the
session, that data will be treated confidentially and anonymized, and finally stating that everyone’s
view is valuable. The participants were then asked to introduce themselves and state their relationship
to Heineken, in order for the participants to become more comfortable and for the researchers to
understand the participants' consumption pattern. Thereafter, a few warm-up questions about

Heineken as a brand and CSM were posed to the participants.

In the second part of the focus group, the participants were exposed to the video ‘Ode to close’ which
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was the first video that was released as a part of the brand’s CSM-campaign ‘#SocialiseResponsibly’
(See 11.6.1 CSM-campaign - Video 1, Appendix). Subsequently, a section regarding the perceived
authenticity of the particular video and its influence on participants’ Stochastic and Deterministic
loyalty was carried out. This included questions from the semi-structured interview guide that were
deemed most important for clarification. After this discussion, the participants were exposed to the
second video from the CSM-campaign, ‘Connections’ and lastly the video ‘Back to the Bars’, with
the same guiding questions after being exposed to each video (See, /1.6.2 CSM-campaign - Video 2,
Appendix, 11.6.3 CSM-campaign - Video 3, Appendix).

The final section of the focus group included interrelated questions about CSM, Perceived Brand
Authenticity, and Brand Loyalty, which was carried out to ensure that data saturation was met. The
participants were also allowed to bring up thoughts that they felt that they had not got the chance to

express.

As stated by Bryman and Bell (2011), focus groups aim to reveal how the group participants view the
issues in which they are confronted. Therefore, the focus group guide was of rather unstructured
nature. In accordance with this unstructured approach, the moderators (i.e., the authors) only used a
few general questions to guide the focus group discussion, in order to allow the participants to discuss
the topic quite freely (Bryman & Bell, 2011). However, in order to receive the benefits of a focus
group, Saunders et al. (2016) state that it is imperative to encourage all participants to participate in
the discussion. Hence, contributions by all participants were ensured by asking questions such as

“What do you think x?” (Saunders et al., 2016).

The focus group lasted for approximately 50 minutes and resulted in 12 pages of transcribed text

(See 11.4 Focus Group Transcription, Appendix)

5.3.3 Sampling

The sampling strategy was similar to the semi-structured interviews based on generic purposive
sampling, due to the reasons stated previously (See 5.2.3 Sampling). However, the criterions that were
employed for the semi-structured interviews were revised based on the need for further insight

collection regarding consumers with a spurious loyalty. Hence, a majority of consumers with a
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spurious loyalty of Heineken were selected, as the researchers had a difficulty of drawing conclusions
from this loyalty-group after analyzing the semi-structured interviews. The participants were selected
through the researcher’s own personal network. Thus, some of the participants knew or were familiar
with each other, which is known as natural grouping, and can provide the authors with greater insights
as they are more likely to share their views on certain topics without feelings of embarrassment

(Bryman, 2012).

Sample Size

Focus groups usually include at least four participants (Saunders et al., 2016). However, Morgan
(1998) argues that the size of a focus group normally consists of six to ten participants, but states that
smaller groups are recommended when the researchers know the participants and are certain that the
participants chosen could contribute greatly to the discussion. Thus, based on the fact that the
participants were selected through the researchers’ own network and knowing that all participants
were talkative, a focus group size of four participants was deemed reasonable. Also, four participants
were considered reasonable to include due to the fact that the focus group was held over a video-call.
The reason for this was related to the risk that situations might occur where participants talk over one
another (Saunders et al., 2016), and the researchers deemed that the flow of the discussion could be
affected negatively if more participants were included due to the potential issues of conducting the
focus group over the video-call. Therefore, to facilitate a better flow and ensure that all participants
had an opportunity to state their opinions, as few participants as possible seemed appropriate. Another
reason why four participants were chosen was due to the rather complex subject matter of the research

(Saunders et al., 2016), as participants might not be familiar with the concepts being studied.

Moreover, the sample was rather homogenous in terms of socio-demographic variables, such as
education and age, with an age-range of 25 to 33 years old (See Table 2). This is in line with Malhotra
and Birks (2007), who argue that a commonality between group members will reduce the risk of
potential conflicts. However, to increase representability, the gender ratio was 50-50 and the

participants had different European nationalities.

Focus groups are often characterized by the problem of people that agree to participate but do not

turn up on the day, and therefore over recruiting is recommended (Bryman & Bell, 2011).
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Accordingly, five people were invited to participate in the focus group, although only four were

deemed necessary for data saturation. One of the participants who had agreed to participate was not

able to attend at the last minute.

Table 2. Focus Group Sample

FG Participant Gender Age Nationality Occupation Level of Loyalty
1 Female 25 Sweden Student Spurious loyalty
2 Female 30 Iceland Account Manager Latent loyalty
3 Male 33 Germany District Notary Spurious loyalty
4 Male 27 Denmark Supply Manager True loyalty
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6. Data Analysis

The following chapter will present the methodology used for the data analysis, based on twelve semi-
structured interviews and one focus group. In addition, the coding process of the data collected will
be outlined, with representative examples of each coding stage to illustrate the process. The Grounded
Theory approach has been chosen as a method to analyze the data, where main principles will be
justified and discussed in the following section. Moreover, an abductive approach has been applied
when analyzing the data in order to fulfill the research objectives and answer the research question.
Therefore, the primary data was firstly interpreted through a deductive or bottom-up approach.
Secondly, categories derived from the data were delineated, and thirdly, the categories were

connected to the theoretical framework utilized in the study (See 2. Literature review).

6.1 Grounded Theory

The Grounded Theory approach is a methodology approach for data analysis, which procedures are
designed to develop a comprehensive theoretical explanation of the social phenomena being studied
(Corbin & Strauss, 1990). In other words, the aim of the research approach is to contribute with new
theoretical understandings based on reality. The approach has been widely used in the field of
management and business, due to its capability to predict and explain behaviors (Saunders et al.,

2016).

The Grounded Theory approach is associated with its concrete and a pre-arranged procedure (Corbin
& Strauss, 1990). However, the approach allows, despite its structured character, a high degree of
flexibility which is in accordance with the exploratory nature of the research. In addition, Corbin and
Strauss (1990) argue that the data analysis method is appropriate for discovery, which also is coherent
with the exploratory research design. Finally, the data collection and analysis is not linear, but instead

a parallel process (Corbin & Strauss, 1990).
Data for a Grounded Theory can according to Corbin and Strauss (1990) be derived from various

sources (e.g., interviews, observations and secondary data), which can be coded in the same way. As

this research applies a multi-method qualitative approach, coding according to the grounded theory
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approach was deemed beneficial in order to discover repetitive themes within the semi-structured

interviews and focus group.

As mentioned, the Grounded Theory approach is associated with a set of procedures to follow at each

stage of the data analysis (Corbin & Strauss, 1990). These will be delineated in the following sections.

6.2 Coding Process

The process of coding is within Grounded Theory referred to as “the analytic processes through which
data are fractured, conceptualized, and integrated to form theory” (Strauss & Corbin, 1998, p. 3).
Thus, in order to find a theoretical explanation of the social phenomena under study, data is
conceptualized. This includes the labeling of words and sentences, derived from the researchers’
subjective understanding. Concepts that pertain to the same phenomenon, hence which are
interconnected with one another, are grouped to form categories. In order to achieve validity of the
concepts and categories, only data that are representative for a wider phenomenon constitute a
category. During the process of coding, the concepts are continuously compared and rearranged into
different categories. If inconsistencies within concepts emerge, the researchers construct additional
categories within the already existing ones, in order to represent divergences within a phenomenon.
According to Corbin and Strauss (1990) the categories form the “cornerstones” of developing theory
and thus provide researchers with the possibility of integrating existing theory. This analytical process

is defined as “coding” (Seidel & Urquhart, 2013).

6.2.1 First stage: Manual Analysis

After the first stage of data collection, in the form of the twelve individual semi-structured interviews,
was completed, the researchers transcribed and read through the interviews several times. Further,
the researchers initiated a process of manually identifying recurring topics and similarities that
emerged and grouped these together. The aim of this stage was to recognize analogous or contrasting
views among the respondents, rather than constructing concepts and categories. This was conducted
through color coding, where each topic was assigned a color in order to create a visual overview. The
objective of the manual analysis was to identify potential flaws in the interviews or topics that were
not sufficiently highlighted and improve these sections for the focus group interview. Further, topics

that were assessed to be valuable for further investigation were outlined. Thus, the manual analysis
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contributed to a new structure for the focus group interview guide which intended to encourage
interactions among the respondents. Further, the researchers organized a strategy in order to cover all

themes, which the authors could rely on if the interview would get off topic.

6.2.2. Second stage: Open, Axial and Selective Coding

Following the principles of Grounded Theory, the second stage of the data analysis was conducted
for both the focus group and the semi-structured interviews. The aim of this stage was to identify
similarities or differences regarding how the CSM-campaign had influenced the different dimensions
of Brand Authenticity and Brand Loyalty. In order to evaluate this, the researchers created three
shared Excel files where consumers were firstly divided into groups based on their loyalty status
(Latent, Spurious or True). The aim of this was to group the quotes of interviews and focus group.

All three files have been structured as follows:

e In the columns, all of the respondents from the focus group and the semi-structured interviews
were positioned with three columns each. The first column intended the respondents quote
before the exposure of the CSM-campaign. In the second column, a0,a 1, a -1 and “n/a” was
inserted to illustrate how the respondent was influenced. The O represents the absence of
influence, the 1 serves as an indicator of positive influence, while the -1 illustrates a negative
influence by the CSM-campaign. The “n/a” represents that the participant has not provided
an answer to the question. The third column includes significant quotes given by the

respondent regarding the topic of discussion after the exposure of the CSM-campaign.

e The rows illustrate the codes, outlined in the following. The Brand Authenticity dimensions
(Continuity, Credibility, Integrity and Symbolism) each has an assigned section. The Brand
Loyalty dimensions (Stochastic and Deterministic) are structured accordingly. In addition, a
section for Brand Authenticity, CSM and Brand Loyalty combined has been created. Each of
the sections was split into different categories (See /1.5.1 Consumers with True Loyalty,
Appendix 11.5.2, Consumers with Spurious Loyalty 11.5.3, Appendix, Consumers with Latent
Loyalty, Appendix). Some of the codes (e.g., Social Responsibility) were repeated in the

different dimensions to understand the potential link between CSM and Brand Authenticity
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and/or Brand Loyalty. Other codes were specific for each dimension (e.g. Relatedness within

the dimension Credibility)

By constructing these tables and assigning each quote to a category, the researchers conducted the
Grounded Theory approach by hand. In detail, the previously described Excel Sheets were used to
color match and link the quotes and assert them to open, axial and selective codes. As suggested by
Corbin and Strauss (1990), these three layers of coding should be conducted when adopting the
Grounded Theory Approach. In the following the Open, Axial and Selective Coding for this research

will be outlined in detail.

Open coding

Open coding refers to “the analytic process through which concepts are identified and their properties
and dimensions are discovered in data” (Strauss & Corbin, 1998, p. 101). In other words, researchers
analyze similarities and distinctions between interactions, sentences and actions, in order to cluster
these together and form categories and subcategories. According to the scholars, researchers can
approach open coding in several ways (Strauss & Corbin, 1998). In line with this paper’s interpretive
research philosophy (See 4.1.2 Research Philosophy) the authors evaluate the subjective and socially
constructed meanings of the phenomena being studied through their own subjective point of view.
Hence, to not inflict personal meanings on the interviews, nor on each other, the researchers
conducted the process of open coding separately and subsequently compared the results. These
measures were taken in order to increase external validity and prevent potential biases, however
according to (Strauss & Corbin, 1990) merely the process of open coding enables researchers to break

through subjectivity and bias.

During this stage of coding, the authors first broke down the data collected into single sentences in
order to link these to concepts. However, if an interviewee’s sentence was long or included several
main ideas, this was broken up into several concepts. Secondly, each concept was labelled and
clustered together with associated views in order to form categories and subcategories. However,
according to Strauss and Corbin (1998), this process of open coding allows for the researchers to use

predetermined categories. This was utilized by the authors to align the categories with the literature
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review. A category was considered saturated when it had established dimensions and no new relevant

data could be identified. Table 3 illustrates an example from the open coding for this research.

Table 3. Open coding.

Open code Sample quote

Taking responsibility “The campaign gave me a more loving feeling for the brand than I had before.
The message about the virus, to keep distance. They take responsibility in the

current situation, but continue to promote a good product.”

Caring “I feel closer to them now because they took a standpoint and showed that they

care.”

Axial coding

Axial coding is the second stage of the coding process and concerns the identification of relationships
within the open codes, and categories are related to their subcategories. This is conducted through
interconnecting the axis of a category, hence the properties and dimensions (Corbin & Strauss, 1990).
It is therefore crucial at this stage of the coding process to differentiate between the categories and
their subcategories. Subcategories aim at answering questions regarding the phenomenon under
study, and thus allow researchers to gain further insights in the various concepts (Corbin & Strauss,
1990). Categories are used to link a phenomenon that is perceived significant by the researcher,
however, if these do not research data saturation, they are disregarded. During the stage of axial
coding, the researchers have tested and verified the relationships through the data collected, and
further developed potential categories. The outcome of this stage was a reduced number of categories,
however these improved in terms of linkage to the research question. An example of the Axial coding

is illustrated below (Table 4).
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Table 4. Axial coding example.

Axial code

Open code

Sample quote

Emotional bond

Taking responsibility

“The campaign gave me a more loving feeling for the
brand than I had before. The message about the virus,
to keep distance. They take responsibility in the current

situation, but continue to promote a good product.”

Caring

“I feel closer to them now because they took a

standpoint and showed that they care.”

Selective coding

Selective coding is the final stage of the coding process and refers to “the process of integrating and

refining the theory” (Strauss & Corbin, 1998, p. 143). During this stage, researchers decide which

categories to keep and which to discard, depending on their relevance in terms of generating theory

(Strauss & Corbin, 1998). The final core categories were linked to the research question which aims

to answer how CSM influences Brand Authenticity and Brand Loyalty. The constructed theory was

subsequently validated through comparing it to the data collected, to ensure that the larger concepts

could be identified and were based on real data (Strauss & Corbin, 1998). Table 5 illustrates an

example of selective coding.

Table 5. Selective coding example.

Selective code

Axial code

Open code

Sample quote

Relationship

Emotional bond

Taking responsibility

“The campaign gave me a more
loving feeling for the brand than I
had before. The message about the
virus, to keep distance. They take
responsibility in the current situation,
but continue to promote a good

product.”

Caring

“I feel closer to them now because
they took a standpoint and showed

that they care.”
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6.2.3. Third stage: from selective coding to theoretical dimensions

After analyzing the data collected from the interviews and the focus group, in accordance with the

previously presented method, the authors were capable of connecting the finalized categories to the

pre-theorized dimension of Brand Authenticity and Brand Loyalty. An example of how the full

process of data coding resulted in a link to the theoretical dimensions of this research is illustrated in

the following table (Table 6).

Table 6. Example of selective coding into Brand Authenticity dimensions.

Theoretical
Dimensions

Selective code

Axial code

Open code

Sample quote

Symbolism

Relationship

Emotional bond

Taking
responsibility

“The campaign gave me a more
loving feeling for the brand than
I had before. The message about
the virus, to keep distance. They
take responsibility in the current
situation, but continue to

promote a good product.”

Caring

“I feel closer to them now
because they took a standpoint

and showed that they care.”
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7. Findings

The aim of the following chapter is to present the findings collected from the semi-structured
interviews, the focus group and the secondary data, in order answer the research question of the

research:

How does Corporate Social Marketing influence consumers’ Perceived Brand Authenticity and

Brand Loyalty?

The findings are based on the chosen single case study (See 4.2.1 CSM Brand Case: Heineken),
namely Heineken’s CSM-campaign ‘#SocialiseResponsibly’, therefore it should be emphasized that
the results are not generalizable. However, the single case study serves as a representation of FMCG

brands in the food- and beverage industry in general.

The outline of the findings is structured as follows: First, a section presenting how CSM influences
Perceived Brand Authenticity is outlined, based on each dimension of Morhart et al. (2015)’s
conceptual framework presented in the literature review (See 2.3.4 Dimensions of Brand
Authenticity). Thereafter, a section presenting how CSM influence on Brand Loyalty is outlined,
divided into the two different aspects of loyalty, more specifically Stochastic and Deterministic
Loyalty (Aydin & Ozer, 2005) (See 2.2.1.1 Stochastic Approach, 2.2.1.2 Deterministic Approach).
In this section, consumers with different levels of loyalty, based on Dick and Basu (1994)’s
framework, are evaluated as these have diverse implications on relative attitude and patronage. At the
end of each of these sections, a summary of the findings as well as additional insights gathered from
the data collection is presented. Finally, the last section summarizes the findings of the research, with
the aim to answer the research question, namely how CSM influences consumers’ Perceived Brand

Authenticity and Brand Loyalty.

Throughout this chapter, the dimensions will be supported by statements from the consumers from

the semi-structured interviews and the focus group.
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7.1 The influence of CSM on Perceived Brand Authenticity

Continuity

Brand promise. After being exposed to the CSM-campaign, half of the respondents were not
influenced by the campaign in terms of brand promise. Instead, they argued that the brand promise of
Heineken was to provide a good beer, and that the brand has fulfilled this promise over time due to

its accessibility.

Interviewee 7: “I think the alignment is perfect. Heineken was there before Corona, it’s here
right now, and it will be there later, when everything gets better. Heineken’s promise to me is
that we will be here for you whenever you want. We have been there for you for 20 years, and
we will be here for you for 20 more years. Under different circumstances maybe, but we’re

still here. It’s 100% alignment.”

Interviewee 8: “I think it’s aligned, they haven’t changed any values or direction, only paid

attention that their brand promise can be fulfilled in other ways.”

Interviewee 12: “I definitely perceive them with high trust, I mean their promise that they’ll

provide us with good beer even in tough times is greatly portrayed in this campaign.”

However, the other half of the respondents were positively influenced by the campaign. After the
exposure of the CSM-campaign, the consumers who had not related Heineken to societal change,
agreed that Heineken’s brand promise was in addition to providing a beer, to engage in social

responsibility.

Interviewee 2: “Give me a good tasting beer, and they also send a message that they are a
brand that cares about important societal issues. So it’s positive, it's not only a beer. It’s a

brand that works actively with these questions, which is positive for me as a consumer.”

Interviewee 6: “It’s still a beer that you drink when you’re at a bar, but at the same time they

take responsibility.”
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Brand values. Prior to the exposure of the CSM-campaign, a majority of the consumers had a
difficulty of pointing out the brand values of Heineken. However, after the exposure of the CSM-
campaign and when the respondents were asked about Heineken’s values again, it was evident that a
majority of the respondents got a clearer idea about how they could describe the brand’s values, and
were thus influenced by the campaign. These values were mainly associated with the brand being

socially responsible, fun and friendly.

Interviewee 6: “I feel like they have developed a profile of being responsible, but that they
still want to get their product out, that has to be their focus. [...] They represent a good beer
that you drink together.”

Interviewee 5: “I would say that they are a little hip. Playful, fun, social.”

Interviewee 7: “I think you get the feeling that Heineken radiates warmth and togetherness,

or cohesion. It’s very loving and I see them in a different light now.

Moreover, the respondents agreed that the CSM-campaign was in line with the brand and its values.
This was related to the earlier CSM-campaigns made by Heineken, the basic profile of Heineken, as

well as the aspect of socializing.

FG Participant 2: “It feels genuine because I feel like Heineken is representing these social

settings you know.”

Interviewee 1: “It is a great fit. It is still quite basic and normal, and that is in line with their

beer as they do not want to be something ultra expensive or extravagant.”

Trend-following. Although a majority of the respondents agreed that Heineken is a brand that is rather
static and classical, there was a general agreement that Heineken followed a trend by launching this
CSM-campaign in times of COVID-19. This was related to the fact that Heineken acted quickly on

the emerging situation of the pandemic.
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Interviewee 5: “This is absolutely a trend [...] just this with social distancing. They ran the
campaign to show that “we care and support society”, and so probably everyone did when the

corona broke out, I think.”

Moreover, following this marketing trend was not necessarily something that was perceived as
negative among the consumers. The arguments for this concerned the alignment of the campaign with
the Heineken brand, the genuineness of the campaign, as well as the fact that it would not be

appropriate for an alcoholic brand to promote their products in another way during a pandemic.

Interviewee 1: “It would’ve been weird if they didn’t do anything at all as they have done

similar campaigns before, so I would react if they did nothing.”

Interviewee 6: “At the same time, it doesn’t feel like greenwashing or anything, there is
something genuine behind this message, although they of course still want people to buy as

much of their products as possible”

Interviewee 8: “It’s a trend as many others have adapted their commercials after the pandemic,

so in some way they follow a trend but they still do it with their original values.”

FG participant 1: “Yes it is a trend but it does not feel like they could have had any of their

regular commercials now. We are in a situation where they must be adaptable.”

Interviewee 12: “I understand that the concept per se is to follow a trend, but I don’t think it’s

a negative thing since they are in line with their values.”
FG participant 2: “You have to adapt your marketing to what the outside world looks like. So

it would be almost strange if a company like we said has been hit so hard, their sales must

have gone down, so they must do something to try to solve it.”
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Credibility

Trust to fulfill the brand promise. Prior to the exposure of the CSM-campaign, a majority of the
respondents had a high trust towards Heineken to fulfill the brand promise, where the general
perception of the brand promise was as previously mentioned related to being provided with a good-
tasting beer when desiring one. Post exposure of the campaign, it was evident that the trust towards
Heineken to fulfill this promise was increased among a majority of the respondents. Thus, the
campaign affected the respondents’ trust in the brand to fulfill its promise. The reasons for the
increased trust varied, including for instance the ability for the respondents to relate to the issues
being brought up in the campaign and that Heineken conveys that their beer is still available despite

the circumstances.

Interviewee 3: “Yes absolutely, because I can see people as myself in the campaign. I can

picture myself in the campaign.”

Interviewee 6: “Yes, I got thirsty for beer after seeing this, so they can really fulfill that.”

Interviewee 7: “If I trusted them to give me a good tasting beer to 100% before, I trust them

to 110 % now, as they show that they are here for me despite the pandemic.”

Interviewee 12: “I definitely perceive them with high trust, I mean their promise that they’ll

provide us with good beer even in tough times is greatly portrayed in this campaign.”

Honesty and trustworthiness. A majority of the respondents perceived Heineken as an honest and
trustworthy brand prior to the exposure of the campaign. Post exposure, it was evident that their
perception of Heineken as an honest brand was marginally increased, and were thus influenced
positively by the campaign. Reasons for why Heineken was perceived as honest after the campaign,
was for instance based on that the campaign highlights the difficulties of the pandemic, and that they

convey that they want people to continue to purchase their product despite the on-going pandemic.

Interviewee 3: "Very high. They put themselves on the same level as the consumers by

showing these everyday situations. Also that sometimes it’s difficult, like the second video
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when everyone’s struggling, the recognition is high. Like, everything sucks right now but you

have to make the best out of it."

Interviewee 4: “I think they are honest and trustworthy by recognizing that they can use their
powerful voice to encourage people to engage in social distancing, while still encouraging

people to continue to buy their beer."

Interviewee 6: "Yes, similar to what I said, I think it feels honest because they show that they

want to sell a product.”

Interviewee 8: "Good, it really feels like they mean what they say: buy a beer and stay home"

Among a few consumers, no significant change was detected after showing the first two videos of the

campaign, however the third video evoked contrasting opinions.

Interviewee 9: “Based on that campaign with the bar, it feels like it might be a little too honest

in some way so it gets disturbing.”

FG participant 3: “The third one feels more honest and trustworthy based on the fact that they
probably make a lot more money from people being out at bars than from people having

“FaceTime-beer” after work.”

Ability and willingness to fulfill brand promise. It was evident from the interviews that the
respondents were influenced by the CSM-campaign in regard to the brand’s ability and willingness
to fulfill its promise. The respondents generally argued that Heineken’s ability and willingness to
fulfill their brand promise of providing good beer was reinforced through the campaign, as the brand

proves that they are still there for their customers despite the ongoing pandemic.

Interviewee 3: “[...] they show that society has changed drastically, but that we’re still here

for you.”
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Interviewee 2: “I feel that it has been confirmed, that is, that once again I expect or know that

I will get a good beer when I buy Heineken because the brand is so strong.”

Interviewee 4: “Yeah, I guess my trust increases, in the sense that Heineken communicates
that we’re still here, you can still have a high-quality beer, despite the fact that it is a pandemic

going on.”

Interviewee 12: “I absolutely have a higher belief now that Heineken wants to fulfill its
promise and they also show that they are able to. For example, the video where people are
face-timing with one another shows that Heineken are accessible and that they want

everybody to make the best out of this, which feels in line with their promise.”

Perform according to expectations. Prior to the exposure of the CSM-campaign, a majority of the
respondents agreed that Heineken was a brand that performed according to their expectations, which
was related to the brand’s ability to fulfill its promise over time. There were mixed ideas among the
respondents in terms of if the CSM-campaign was something that they had expected. A few of the
respondents argued that the campaign performed according to their expectations of the brand’s
actions, with reasons including that the campaign corresponds with the social profile of the brand, but

also that they were expected to adapt their marketing due to the pandemic.

Interviewee 6: "It does not feel unpredictable that they want to take responsibility, based on

their previous commercials."

Interviewee 1: “[...] I’ve seen other campaigns that are in line with this. Even though it is a

trend, there is so much to work with and I expect them to do this.”
Interviewee 5: “This was expected as they have to advertise to promote their product, and to

make a new commercial as an alcohol company under the situation that was or is now, and

not take this into account, then you have to be completely stupid.”
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Interviewee 4: “As responsibility is what differentiates Heineken as a brand from its
competitors in my opinion, I guess I had expectations that they would send a message like

this.”

However, two of the respondents did not agree, and involved the aspect that a company that produces
alcohol beverages should not engage in any marketing communication in times that is characterized
by a pandemic, as people should not socialize, and Heineken is a brand that is associated with

socializing. However, the general perception of Heineken was not affected negatively.

Interviewee 3: “You can feel that it’s wrong for an alcohol company to promote itself during
these times when you do not want people to socialize, and often socializing means drinking
alcohol. To stop the spread of infection, drink less alcohol. So you might feel that all alcohol
companies should stay a little low. But I didn’t feel that when I saw this campaign, I just felt
a fun and positive feeling, and that one should avoid social contacts.”

FG participant 3: “Corona is something very sad, which affects many very seriously. So

maybe you shouldn't use it for marketing purposes, because people die and lose relatives.”

Nevertheless, a few consumers did not expect that the brand would launch this type of campaign.

However, it was evident that they highly appreciated that they launched the campaign.

Interviewee 7: “I did not expect that [....] Because it feels like Heineken is a company in
general that sells a product that is associated with social gatherings. Therefore I could not
have imagined how they would create an advertisement and still keep that perception in
regards to the pandemic. But it feels commendable that a beer brand reminds us that this is

the situation right now.”
Interviewee 8: “I had no expectations that they would launch this type of campaign, but I think

it was great that they did because you keep people informed about the situation and it shows

that the brand cares.”
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Interviewee 12: “I was not expecting them to launch a campaign just like this, but since I have
seen other social initiatives that they have done it was not surprising. It is great that they take

a stand in this situation as well.”

Integrity

Sincere care for consumers. Overall, the CSM-campaign did marginally influence the respondents in
how they perceive Heineken to sincerely care for its consumers. The campaign confirmed the sincere
care that the respondents perceived the brand to have for their consumers. The reason for this was
that the brand portrayed that they want their consumers to continue to socialize and have fun, but in

a responsible way.

FG Participant 2: “I feel strongly that it’s relatable, that they’re trying to understand me, or
show that we know how things are right now, we know how it feels and we know how you

socialize right now. [...] It feels genuine because Heineken represents these social meetings.”

Interviewee 2: “We can continue to socialize, but we have to do it in a different way, and it's
nice to have a beer too when we do. [...] It felt well-balanced, you have a concern, that we
have a pandemic and that we should take responsibility, but at the same time you want to
encourage people to buy Heineken and drink beer, because it's good. Why should one refrain

from it, so to speak.”

Interviewee 7: “It feels like Heineken is friendly as usual, and just wants to remind us of the

prevailing social situation.”

Interviewee 8: “[...] they just want to highlight that it is possible to socialize and drink
Heineken in a responsible way even under the corona. Also, it is important that we keep our
local businesses alive which they show that they care about, and that is somewhat to show

care for consumers t00.”

Interviewee 12: “I think they do care a lot about their customers’ health, they show that both
through their products like the non-alcohol beer and this campaign.”
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Moral Behavior. Prior to seeing the campaign, all of the interviewees believed that the brand was
behaving in a moral way. The main reasons for this were their communication regarding their
alcoholic free beer and their information of the consequences of how alcohol may harm you.
However, none of the interviewees believed that the brand launched the campaign primarily due to
its moral responsibility. Instead, the respondents argued that the purpose of the campaign is to
increase sales by adapting their marketing to prevailing circumstances. However, it was clear that the
consumers believed that the brand’s action in regard to taking responsibility played an imperative
role in the campaign, as it encouraged people to behave in a way that was beneficial for society. Thus,
the campaign can still be viewed as effective, even though the consumers generally viewed the

campaign with skepticism.

Interviewee 2: “If you are a little harsh, it probably means that they want you to continue to

buy Heineken even though it is corona times, but that there are different ways.”

Interviewee 9: “No, I have a hard time believing that they did this just to be kind and moral.
If so, why have you not seen anything like this before? For example, a campaign about Black

Lives Matter or women's rights in society? I have not seen it anyway.”

Interviewee 12: “I believe that the brand launched this campaign as a great way to make a

new commercial. However, as it reminds us about societal concerns it isn't a bad thing either.”
Interviewee 4: “Maybe not primarily out of moral responsibility since they want to sell a
product, but definitely partly. I can imagine that Heineken realized that they are a huge actor

in the industry, and should therefore use its voice to affect society in a positive way.”

Interviewee 7: “I think they see this as a nice and credible way to advertise their product. Not

to do their duty as a company should act in 2021.”
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Motivation. 1t was evident that the majority of consumers believed that the brand was mainly
motivated by extrinsic values both prior and post the campaign, which is in line with the fact that they
did not think the brand acted primarily out of moral responsibility. Hence, this aspect was not
significantly influenced by the CSM-campaign. However, the respondents argued that while
Heineken conveys through the campaign that they are mainly motivated by extrinsic values, the CSM-

campaign highlights their intrinsic values as well.

Interviewee 6: “I think it’s a combination. That there’s certainly a culture within the company
that it's important to represent responsible drinking, but also that they know that it looks good

from the perspective of the consumer to do that.”

Interviewee 1: “It’s not like Heineken was founded to be a good brand that changes things.
The brand was founded to sell beer and that’s probably the most important thing, that the beer

tastes the way it always has, that you should know what you have in your hand.”

Interviewee 4: “I think that the main purpose of this campaign is to show people that it is
possible to consume Heineken in ways that still are in line with social distancing, and in that
sense sell more beer. But also intrinsic values, based on what I just said about using their voice

as a powerful brand.”

Symbolism

Relationship. 1t was evident from the interviews that almost all respondents were positively
influenced by the CSM-campaign in terms of their relationship with the brand. The recurrent reasons
for this expressed by the interviewees was that the brand took responsibility and that consumers

believed that their own values, and the brand’s values, aligned with the campaign.
Interviewee 2: “The campaign gave me a more loving feeling for the brand than I had before.

The message about the virus, to keep distance. They take responsibility in the current situation,

but continue to promote a good product.”
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Interviewee 4: “I would say that my relationship has become stronger. With this campaign,

they confirm all the positive values that they stand for.”

Interviewee 7: “I must say that since [ have associated Heineken more with parties, festivals,
ski slopes and so on. Now I have a more positive image for the brand because they represent

me and my values better.”

Interviewee 11: “My relationship with the brand feels deeper because they highlight that you
are not alone and that there are ways to socialize digitally. And that you should support the

business.”

Interviewee 12: “I feel closer to them now because they took a standpoint and showed that

they care.”

Further, it was possible to detect differences between how the different videos influenced consumers’
relationship to the brand. The majority of respondents were positively influenced by the second video
“Connections”, where the brand shows the difficulties of having a beer over a video call. Reasons for
why this campaign positively influenced the consumers relationship with the brand was for instance

due to its entertaining value and recognition, while still incorporating social responsibility.

FG participant 3: “This one feels more new and fresh, that you can actually have an after work
on face-time. Like they came up with something new and made something fun out of it. The
other felt more melancholy. This one had something nice to it somehow. [...] My iPad is

currently leaning against a tulip vase, so it's a lot of recognition for this.”
FG participant 1: “I feel that I get positive associations with Heineken after seeing this. I also

think of other values that are apparent in this advertising, like diversity and different age
groups and so on. It feels like they have thought this through on different levels.”
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Interviewee 5: “I think the second one was good. I think they look a little more fun, but maybe
it was just because I had not seen any commercials with them before. So if you take it from a

CSR perspective, they appear to make more sense. Pretty good and sensible advertising.”

FG Participant 2: “Yes, I smiled a little. There was even more recognition somehow.”

However, the third video ‘Back to the Bars’, which aimed to engage consumers in the reopening of
the hospital industry (The Heineken Company, 2020a) did not influence the respondents relationship
with the brand positively due to the insecure state of several countries in regards to with capitalizing

on the social issue too early.

Interviewee 9: “If we were to say that it was another brand that had the third advertisement
with the bar (‘Back to the Bars’, ed.) and Heineken had the other two, then I would probably

have chosen to buy Heineken instead.”

Interviewee 11: “No I do not think so. As I experienced it, it (‘Back to the Bars’, ed.) was a
mockery of the corona and I do not think it is good. You have to be very careful when
advertising with masks and distance, it is easy for it to go wrong because people hate it as it

1S now.”

FG participant 3: “I do not see them negatively because of an advertisement. At the end of the
day, some countries were different, but those countries may have had restrictions so that there
were not even open bars. So maybe you can not blame Heineken for that, but I would not say
it was a great choice for them to launch it. Well, I think such advertisements can come when
we know that the corona is over, then it would have been a great idea. That you can look back

and laugh a little at all these situations [...] This was a little too early I felt.”

FG Participant 1: “You understand that this advertisement came when it came, because it's a
bit like it was in the beginning before you realized what a big problem this would be [...] if
one found out how far the corona would extend and how big a problem it would be, companies

would probably not dare to give this perspective. It does not feel really responsible.”
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FG Participant 1: “I agree, it feels like they were a little eager maybe. It may have been a
mentality then “that now it is soon over”, but it is a very big risk to take as a company to do

such an advertisement when there is a risk that it is too early.”

Brand values in comparison to self. Evaluating how the CSM-campaign influenced the respondents
in terms of the perceived brand values of Heineken, it was evident that the majority of respondents
were positively influenced by the campaign and associated the brand with new values after the
exposure, which they perceived to be in line with their own. The new brand values expressed to be in

line with their own were primarily responsibility and enjoyment.

Interviewee 12: “Before seeing the campaign, I could align with them on values such as
responsible drinking and socializing, however, I feel happy that they also highlighted this very
important issue as this is very much in line with my own values. It kind of makes them socially

responsible too which makes them grow in my eyes.”

Interviewee 2: “Yes, I mean it’s boring times now, but you can have a beer over digital

meetings and make people happy in some way.”

Interviewee 3: “Yes I think so. You should take your responsibility to stay at home but still

stay positive. You can have a beer if you want, but drink responsibly.”

Interviewee 5: “The last one was also in line with my values, because yes, you should go to

bars when they’re open and grab a beer, but you should be very careful.”

Interviewee 7: “I think that what I said initially about security and how I trust the brand, that
it is a different way of describing something that is familiar, which I feel that this campaign
is in relation to their previous ones. So that image of Heineken has been reinforced through

the campaign.”
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Identity construction and meanings to life. It was evident from the interviews conducted that the
CSM-campaign did not add any meaning to consumers’ lives, nor did it influence how they use
Heineken products for identity construction. Thus, neither of these aspects of symbolism was
generally influenced by the CSM-campaign. The respondents stated that the CSM-campaign made
them happy, but not more than that.

Interviewee 2: “It’s not that important to me, so no. But it was warm and with humor and

other things, so I got happy. You get a small positive stimulus.”

Interviewee 3: “Not really, it was fun in the moment [...]. For me, it’s still just a beer brand

and nothing bigger.”

Summary - The influence of CSM on Brand Authenticity

In the following section, a summary of the CSM-campaign’s influence on the dimensions of Brand
Authenticity are presented. Further, additional results from the semi-structured interviews and the

focus group are outlined.

It is evident that the CSM-campaign influenced Perceived Brand Authenticity positively among a

majority of the consumers. However, the different dimensions were affected to various extents.

The Perceived Brand Authenticity dimension Continuity was in general influenced by the CSM-
campaign, however not to a great extent. In general, the CSM-campaign positively influenced the
respondents’ perception of the brand values that characterize Heineken, which were related to values
of social responsibility, fun and friendliness. Further, the findings display that the CSM-campaign
was perceived as a trend that the brand followed. Nevertheless, it was evident that this did not

influence the perceived authenticity of the brand.

It is evident from the interviews that the CSM-campaign had a high influence on the dimension of
Credibility, as it strengthened consumers' belief in the brand to fulfill its promise. Further, tentative
results display that the brand’s honesty and trustworthiness was positively influenced by the CSM-

campaign. In line with this, the CSM-campaign positively influenced consumers’ belief that the brand
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is able and willing to fulfill its promise. Elements that were discussed were of sustained quality of the
product despite the societal change and uncertainty, as well as the brand’s demonstrated social

responsibility. Thus, the dimension of Credibility was positively influenced by the CSM-campaign.

The dimension of Integrity was the least influenced by the CSM-campaign. In other words, the
researchers could not identify any significant change in consumers' answers prior and post the
exposure of the CSM-campaign regarding this dimension of Perceived Brand Authenticity. A
recurrent reason for why the consumers were not influenced by the CSM-campaign in relation to this
dimension was due to the fact that consumers believed the brand to mainly be extrinsically motivated

by revenue and not moral behavior.

The most significantly influenced dimension of Perceived Brand Authenticity among the consumers
was Symbolism. Particularly, it was evident that the CSM-campaign had a positive impact on the
majority of consumers’ relationship to the brand. The recurrent reasons for this was that the CSM-
campaign influenced the respondents to perceive the brand as socially responsible and that the
consumers’ values were reflected in the campaign. Further, it was possible to detect how the different
videos within the CSM-campaign influenced consumers' relationship to the brand. Additionally, the
CSM-campaign influenced consumers to perceive the brand as more in line with their own values, as

they ascribed new values to the brand after the exposure.

Finally, the respondents argue that it is crucial that brands which adopt CSM do so in an authentic
manner in order for consumers to trust the brand. When posing questions in regard to how brands
should adopt CSM, the respondents argued that the brand should find a balance between selling the
product and convey a message for societal change. Further, it is important that the brand does not
communicate any contradictory messages to their own CSM. A majority of the consumers perceived
Heineken’s CSM-campaign as authentic by recognizing the brand as serious and responsible. Thus,
the majority of respondents state that the CSM-campaign has positively affected the overall perceived
authenticity of the brand. Further, consumers believe that brands should adopt CSM, as they believe

that brands should utilize their resources to contribute to society.
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Interviewee 4: “[...] for me it is important that brands try to make a difference, so doing
campaigns like Heineken’s would make it easier for me as a customer to choose between

alternatives as I would also like to contribute to society.

Interviewee 11: “There is a very big responsibility on the larger brands, it can be great if they
(adopt CSM, ed.) do well. If you want to get people to change a behavior then it must be
included in advertising and associated with brands, for example that Coca Cola encourages
consumers to recycle their cans after usage - then you brainwash some people and maybe you

change their behavior to something better.”

Interviewee 5: “I want to feel that the brand genuinely wants to change something for the
better, like it feels like they are not trying to fool people. I think that can be very positive for
brands in general to adopt CSM and that it can benefit them, rather than that they should just

make money as well and exploit weak people.”

7.2 The influence of CSM on Brand Loyalty

According to Dick and Basu (1994)’s definition of loyalty, both Stochastic and Deterministic
conditions are included. However, these were isolated during the interview in order to determine

whether any of these were influenced by the CSM-campaign.

Stochastic Loyalty

Purchase frequency. 1t was possible to detect differences prior to the exposure of the campaign
concerning consumers’ purchase frequency depending on the degree of loyalty among the consumers.
However, after the exposure of the campaign the majority of consumers across all levels of loyalty
stated that they intended to increase their purchasing frequency due to the perceived differentiation
of the brand in relation to other actors in the industry. Thus, it was evident that the CSM-campaign

influenced consumers’ intended purchase frequency.
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Interviewee 4: “I almost always pick Heineken among other alternatives, but I feel that my
preference has grown even stronger after seeing this campaign. They really differentiate

themselves with this campaign.”

Interviewee 12: “I have always liked Heineken, but I have also tried other similar brands. But
after seeing this I would not buy anything else because I don't feel like other brands take

responsibility to the same extent”

Interviewee 6: “I think I would choose Heineken more often. If I was in a bar now, I would
easily choose Heineken. Maybe I wouldn’t think that it was because of the campaign, but a

positive image follows anyway, I think.”

Interviewee 5: “I thought the campaign was pretty good, so it could probably have had a
positive effect on how often I buy Heineken, because it had a joyful feeling to it. But just this
CSR angle on the whole thing, maybe not... Or yes, the last video might make me think a

little, it was quite good, so I might increase the purchase frequency by 10% or something.”

In general, consumers with spurious loyalty stated that their purchase frequency of Heineken would

not increase actively as a result of any of the videos from the campaign, but perhaps unconsciously.

FG Participant 1: “If I saw this ad very often, maybe my subconscious would choose

Heineken, but not actively.”

FG Participant 3: “No I don’t think so. Maybe by talking more about it.”

Interviewee 2: “Yes, there is a chance that I choose Heineken more often after seeing it, purely

subconsciously. It may affect me subconsciously that I have seen this campaign and see it as

positive.”
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Shares of purchase. It was evident that the CSM-campaign positively influenced the majority of
interviewees’ preference for Heineken and consequently their estimated shares of purchase. This was
in particular evident among the consumers with a latent and true loyalty, while the spurious consumers

were not significantly influenced.
Interviewee 4: “I always pick Heineken among other alternatives, but I feel that my preference
has grown even stronger after seeing this campaign. They really differentiate themselves with
this campaign.”
Interviewee 12: “I have always liked Heineken, but I have also tried other similar brands. But
after seeing this I would not buy anything else because I don't feel like other brands take
responsibility to the same extent”
Interviewee 10: “Yes, I will choose this over Carlsberg next time.”

Interviewee 9: “If I'm having a beer I will choose them over something else.”

Interviewee 1: “Yes, now when I’ve seen this and compared it to Carlsberg, I would choose

Heineken.”

Interviewee 3: “I think that I would purchase Heineken to a higher extent than Carlsberg for

example. [ don’t care a lot, but this campaign helped me choose between brands I think.”

Interviewee 6: “It has definitely been affected positively. I want to choose them and support

their business now.”
One respondent with spurious loyalty who was not affected by the CSM-campaign in terms of shares

of purchase, mentioned that a donation would have increased the probability of choosing Heineken

compared to another brand.
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FG Participant 3: “[...] I needed something more, not much, but maybe donate 1 euro per
purchased beer for health care or whatever. But they feel fresh and contemporary, but I don’t

feel more loyal.”

Deterministic Loyalty

Favorability. As all respondents were loyal consumers towards Heineken, it was evident that all of
the respondents had a favorable attitude towards the brand prior to the exposure, however to varying
degrees. Recurrent reasons for why they favor Heineken was due to familiarity, in other words that
the beer is a safe choice. Although initially having high favorability towards Heineken, the CSM-
campaign increased the favorability towards Heineken among a majority of the respondents with a
latent and true loyalty towards Heineken, as they highly appreciated the campaign. More specifically,
the respondents appreciated that Heineken engages in societal issues, and the campaign also evoked
emotions, for instance by making them happy. Another theme that was discovered was that

respondents felt that they could relate to it.

Interviewee 1: “Yes, a bit more, I have got more knowledge about them and they have
succeeded. They are actually cool, and they’re doing something smart, I feel like I wanted to

be in the campaign. They resembled me and my friends.”

Interviewee 3: “It has been affected positively. The campaign made me happy and made me

laugh.”

Interviewee 6: “Yes, I like them even more now. It felt genuine, and I can relate. It was quite

emotional.”

Interviewee 4: “I favor them stronger now, based on the fact that this campaign stands out
from the crowd as they use their power to affect societal change. The campaign is also fun,

creative and gives a little hope in these difficult times.”

Interviewee 12: “Before I saw this, Heineken for me was just a great beer brand that I really
like, but now I feel another type of almost love for them. I really enjoy when brands overall

try to make the world a better place.”
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It was evident that “Connections” caused the highest favorable attitude towards Heineken, with

similar statements as above.

FG Participant 2: “Yes, | was smiling a bit when I was watching. It was even more relatable

in some way.”

FG Participant 1: “I feel like I get positive associations to Heineken. I also think about other
values that they bring into this commercial, it is diversity and different age-groups and so on.

It feels like they have thought this through on many levels.”

However, the video “Back to the Bars”, evoked some negative feelings with the arguments that the
brand is not in the position to decide what is acceptable behavior and what is not. Nevertheless, these
thoughts were not perceived as critical in terms of favorability of the brand, in other words not

affecting the positive attitude.

FG Participant 2: “I get some negative associations actually. Why should Heinken make
guidelines in how it’s okay to socialize [...]. It’s different authorities that should decide that?
They take a risk in some way. But a commercial does not affect me in how I look at a brand

like Heineken in that way.”

Interviewee 11: “No, I don’t think that the last ad was good so I wouldn’t say that it has

affected me positively”.

Furthermore, the consumers with a spurious loyalty were least affected by the campaign in terms of
favorability towards the brand, where half of the respondents meant that their favorability was
marginally increased, while the other half stated it did not change their attitude at all, either positively

or negatively.

Interviewee 5: “Well a bit better maybe, a bit. But it didn’t have a significant influence on

2

me.
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Interviewee 10: “No, the campaign is great but it doesn’t change the product.”

Interviewee 9: “I don’t really know, maybe I like them a little bit more now.”

Relative attitude. Prior to exposure of the CSM-campaign, a majority of the respondents argued that
Heineken does not differ significantly from similar offers, based on the product itself, for instance
that the taste is very similar to competitors providing a light lager. Thus, the relative attitude was
initially quite low. Post exposure, the relative attitude was generally enhanced, for the majority of
consumers, especially among the consumers with a latent and true loyalty towards Heineken. The
respondents argued that Heineken stands out from the crowd, by taking more responsibility than their

competitors in the pandemic.

Interviewee 6: “As a person who does not have a very good grasp of different beer brands, I
feel that it has been affected in such a way that they have an advantage now that they took the

opportunity to take responsibility and contribute to change.”

Interviewee 2: “Yes, but not when it comes to taste, then it’s more about how they promote

themselves, that they take responsibility compared to other beer producers, which is great.”

Interviewee 4: “Yeah, I mean the campaign does not affect how it tastes in comparison to
competitors, but it makes them stand out even more than before as they are taking action in

benefit for society, in a charming way.”

Interviewee 7: “Possibly they seem more different now in a positive sense. I think this

campaign speaks of a great ingenuity in Heineken that I really appreciate.”
Interviewee 8: “I think they seem more different now, because I haven’t seen any other brand

do a campaign like this and highlight problems in this manner, and it does not feel like the

main focus is on their beer that much which I like.”
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Interviewee 12: “I have not seen any other brand do anything like this, it makes them stand

out more.”

The spurious consumers did in general not change their perception of the similarities and differences

regarding Heineken in comparison to competitors after being exposed to the CSM-campaign.

Interviewee 5: “I have not seen anyone else do an advertisement like this, but I can’t imagine
that it is unique. Maybe it is, it might be unique. But the fact that it’s so obvious to do a
campaign like this, makes it not so effective if you know what I mean. So it probably hasn’t

made a huge impact like that. More than that, it was a good campaign.”

Purchase intention. Prior to exposure of the CSM-campaign, a majority of the interviewees stated
that it was likely that they would purchase Heineken in the near future. Post exposure of the campaign,
it was evident that a majority of the respondents with spurious and true loyalty towards Heineken

were not significantly influenced by the CSM-campaign.
FG participant 4: “From my perspective, I had a pretty high intention to purchase them before
(the CSM exposure, ad) but for me it takes more than commercials in order to change that.
Maybe that they, or I, did something more. For example, for every Heineken I buy, I also
donate money to health care.”

Interviewee 11: “[...] probably because of this interview, but not because of the campaign.”

Interviewee 4: “I look forward to the next time I’'m having an excuse to drink beer, because

then Heineken will be the obvious choice, like it has been before.”

Interviewee 8: “I think I’m going to buy Heineken in the same contexts as before but not more

than that.”

98



The respondents with a latent loyalty were on the other hand positively influenced by the CSM-
campaign in terms of purchase intention, as their reason for purchasing Heineken in the near future

was related to the campaign.

Interviewee 2: “It has affected me positively, the campaign is great, so it might get in the back

of my mind somewhere when buying beer.”

Interviewee 3: “[...] I feel that I got very thirsty for beer now. I will not buy a Heineken to
drink by myself, but I feel inspired by the campaign and will have an after work over Zoom

or something with a Heineken in the near future.”

Interviewee 6: “For the better. I could’ve bought Heineken over other brands easily already

this weekend.”

Recommendation willingness. As previously stated, a majority of the respondents have a more
favorable attitude towards Heineken after being exposed to the CSM-campaign. More specifically,
the respondents with latent and true loyalty to Heineken were positively influenced by the campaign
in terms of recommendation willingness, based on the fact that Heineken takes social responsibility

through the campaign.

Interviewee 1: “Yes, based on the fact that they are cool by making this campaign, not so

much about the product.”

Interviewee 3: “I will recommend Heineken next time someone needs help to buy a beer,

especially as this campaign is top-of-mind now.”

Interviewee 6: “I would have recommended them before, but now it feels like you have a great

reason why. One more reason other than it’s a good beer.”

Interviewee 4: “I think that I would encourage my friends to choose Heineken next time, due

to the fact that they take societal responsibility with this campaign.”
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Interviewee 8: “I would highly recommend them now because I like this campaign and want

to support it.”

Interviewee 12: “If someone had a difficulty of choosing between two beer brands, I would
recommend Heineken. But as the taste isn’t that distinct and everybody kind of likes it, it is
not the type of product that you recommend overall. However, I will probably talk about this
campaign the next time I'm drinking beer with someone, and that is kind of a recommendation

of the brand I guess.”

The CSM-campaign did not have a significant influence on the spurious consumers recommendation
willingness. They would still recommend Heineken, but for the same reasons as stated prior to being

exposed to the campaign, related to the good taste of the beer and the fact that the beer is a safe choice.

Summary - The influence of CSM on Brand Loyalty

In the following section, a summary of the CSM-campaign’s influence on the dimensions of Brand
Loyalty is presented. Further, additional results from the semi-structured interviews and the focus

group are outlined.

Overall, the findings indicate that both Stochastic and Deterministic Loyalty was enhanced among a
majority of the consumers. However, it was evident that consumers with a latent and true loyalty to

Heineken were particularly influenced.

Regarding Stochastic loyalty, the majority of consumers estimated an increase in their purchasing
frequency due to the perceived differentiation of the brand in relation to other actors in the industry.
Further, estimated shares of purchase was significantly affected in a positive sense among consumers

with latent and true loyalty, due to an increased preference for the brand.

Furthermore, Deterministic Loyalty was also improved among the consumers with a true and latent
loyalty, in terms of a more favorable attitude towards the brand. The recurrent reasons for this was
due to the positive feelings evoked by the campaign. Also, the relative attitude was affected in terms
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of seeing Heineken as a brand that takes social responsibility compared to its competitors. Another
aspect of Deterministic Loyalty that was enhanced among consumers with a latent and true loyalty
was recommendation willingness, due to the social responsibility of the campaign. Finally, while the
purchase intention was increased among consumers with a latent loyalty of Heineken, it was not
possible to detect a difference in consumers with true loyalty’s purchase intention post the exposure

of the CSM-campaign.

Evaluating consumers with a spurious loyalty towards the brand, findings from the interviews and the
focus group indicate that they were in general not influenced by the CSM-campaign in terms of their
loyalty towards the brand. Evaluating Stochastic Loyalty aspects, the consumers with a spurious
loyalty of Heineken were not significantly influenced in terms of purchase frequency and shares of
purchase after exposure of the campaign. Regarding Deterministic Loyalty, it was evident that the
spurious consumers were in general not influenced by the CSM-campaign in terms of favorability
and relative attitude towards the brand. The spurious consumers recommendation willingness and

purchase intention of Heineken were neither affected significantly by the CSM-campaign.

Moreover, there was a general agreement among all of the consumers that they would be more
inclined to be loyal to brands who adopt CSM in an authentic way, and that their relationship with
Heineken could grow deeper if they perceived the CSM-campaign as authentic. Examples of how the
relationship would grow included for instance choosing Heineken more often than similar offers,

trying new brand extensions, or just remembering the brand to a higher extent.

Interviewee 11: “Yes absolutely, that’s possible. It would be strange if a company like
Heineken, which has so much resources, wouldn’t do anything. I think it’s good that they at

least try to contribute and I think I’ll remember that.”
Interviewee 4: “Well, as you probably have noticed I already have a strong relationship to

Heineken, but now I definitely have a good explanation for why people should buy Heineken

next time instead of, say, Carlsberg.”
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Interviewee 7: “Yes, maybe it would result in that if Heineken provided a new product, I'm
very attached to lager, but if they would provide an IPA, or any other kind of beer, I would
have been more likely to try the alternative product within the Heineken brand, which I don’t
think I would do otherwise, then I would stick to the light lager. I got a deeper respect for
Heineken as a brand due to their creativity and their way of using a campaign to remind us

about the current situation, and it was a nice production and so on. I got a positive experience.”

Interviewee 9: “Yes it could, since I will remember them more now.”
9

7.3 Findings summary: The influence of CSM on Perceived Brand

Authenticity and Brand Loyalty

The following section aims to outline a comprehensive answer to this study’s research question:

How does Corporate Social Marketing influence consumers’ Perceived Brand Authenticity and

Brand Loyalty?

The influence of CSM on Perceived Brand Authenticity and Brand Loyalty has been examined by
exposing consumers to a CSM-campaign and evaluating the influence on four dimensions of Brand

Authenticity and two main dimensions of Brand Loyalty.

The findings of this research show that consumers in general are positively influenced by CSM in

terms of Perceived Brand Authenticity and Brand Loyalty.

It is evident that CSM generally influences the Perceived Brand Authenticity dimensions Continuity,
Credibility and especially Symbolism. Evaluating how these dimensions are influenced by the CSM-
campaign, it is evident that Symbolism has a great impact on consumers' relationship with the brand.
The reason for this is that through the CSM-campaign, consumers can correspond their own values
to the brand’s. Additionally, the dimension of Continuity is influenced, where consumers can ascribe
new values to brands after being exposed to CSM. Thus, the results indicate that CSM influences

Perceived Brand Authenticity as consumers attribute new values to brands, which also align with
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their own. Consequently, consumers’ relationship with brands is improved by CSM through the
dimensions of Symbolism and Continuity. It is also evident that consumers perceive CSM as a trend
that brands follow, however this does not influence Perceived Brand Authenticity negatively. Further,
Credibility is influenced through CSM as consumers’ trust in the brand to fulfill its promise is
enhanced. A recurrent reason for this is that consumers appreciate brands that are transparent with
the economic benefits it receives by adopting CSM. As consumers are influenced with an increased
trust towards brands and recognize them as honest, it also positively affects consumers to perceive

brands as willing and able to fulfill their promise.

In terms of Brand Loyalty, both Deterministic and Stochastic Loyalty is in general positively
influenced by CSM, especially when there is an initially high attitude towards the brand in question.
In other words, consumers with latent and true loyalty are influenced by CSM to a higher extent than
consumers with spurious loyalty. Regarding Stochastic Loyalty, both estimated purchase frequency
and shares of purchase was positively influenced by the CSM-campaign. In terms of Deterministic
Loyalty, CSM influences consumers' relative attitude towards brands as they can differentiate
between actors in the industry to a higher degree. In addition, CSM influences brand favorability
positively by evoking emotions. Further, consumers are willing to support brands that are socially
responsible through increased repeated patronage. However, it was evident that consumers with a
spurious loyalty, thus with an initially low attitude towards the brand, were in general not significantly
influenced by the campaign. These results indicate that depending on consumers’ attitude of the
brand, prior to the encounter with CSM, CSM has greater or weaker influence in terms of their loyalty

towards the brand in question.
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8. Discussion

In this chapter, the authors will first of all discuss how the findings from this research contribute to
existing theory in the field of branding, especially concerning the concepts CSM, Brand Authenticity
and Brand Loyalty. In addition, possible implications for brand managers will be discussed. Finally,

limitations of this research will be identified together with suggestions for further research.

8.1 Theoretical Contributions

Overall, this study contributes to existing research of the rather understudied constructs CSM and
Brand Authenticity, as well as advancement of the more mature construct Brand Loyalty.

In the following sections, the authors will discuss how the research gap was addressed, with a focus
on the relationship between the constructs CSM and Brand Authenticity, and CSM and Brand
Loyalty. Further, the authors will suggest contributions to existing theory in the fields of CSM,
Perceived Brand Authenticity and Brand Loyalty.

The present research aims to explore how CSM influence consumers’ Perceived Brand Authenticity
and Brand Loyalty in the context of FMCG brands within the food and beverage industry, by

answering the research question below:

How does Corporate Social Marketing influence consumers’ Perceived Brand Authenticity and

Brand Loyalty?

This research question highlights a research gap, which has been attempted to be filled through
exploratory research with a single case study, based on twelve semi-structured interviews, a focus

group and secondary data.

The results of the present study shows that successful CSM leads to enhanced Perceived Brand

Authenticity and enhanced Brand Loyalty.

Overall, this study contributes to research in the field of Brand Authenticity and CSM. For instance,
this research can give an empirical validation of Morhart et al. (2015)’s dimensions of Perceived

Brand Authenticity to be “reliable across different brands and cultural contexts” (p. 200) as this study
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confirms that these dimensions are applicable when evaluating CSM adopted by brands within the
food and beverage industry. Moreover, this research contributes to theory through evaluating the
relationship between the constructs CSM and Brand Authenticity, which has previously been
neglected in literature (See 3. Research Gap and Research Objectives). Overall, the results from this
research display a tentative correlation between CSM and Brand Authenticity. By adopting CSM,
brands are perceived as serious and responsible, which consequently positively influence Brand
Authenticity. The following sections will outline specific contributions within CSM related to the

different dimensions of Brand Authenticity, namely Continuity, Credibility, Integrity and Symbolism.

Firstly, it is possible to see a correlation between Brand Authenticity and CSM within the dimension
of Continuity. Kotler et al. (2012) argue that some causes used in CSM-initiatives are not an authentic
fit for the corporation, similar to CSR activities in general. The scholars further argue that campaign
communications need a proper tone that is based on the brand’s core values in order to be perceived
as authentic to “who you are" as a company. It was evident from this research that CSM is perceived
as authentic although the brand values were perceived differently among consumers after exposure.
Therefore, this research shows that it is not necessarily imperative that consumers ascribe the same
values to the brand prior and post exposure in order for brands who adopt CSM to be perceived as
authentic. Furthermore, as another aspect of Continuity, Morhart et al. (2015) argue that the ability to
transcend trends characterizes an authentic brand. However, this research shows that following trends
in relation to CSM initiatives is not necessarily something that affects Perceived Brand Authenticity

negatively, instead it can be appreciated by consumers if the trend concerns an issue they care about.

The results show that an imperative reason in order for CSM to be perceived as acceptable, is the
alignment of the CSM-initiative with the corporation’s ethical, economical and philanthropic
responsibilities, and that the extent of congruity could be assessed by evaluating the real intentions of
CSM (Deshpande, 2016). In line with this, the results from this research indicates that CSM influences
a brand's Credibility, when consumers can identify that brands are honest about the economic benefits
it receives by adopting a particular CSM-campaign. Resultantly, results from this study display that
being transparent with the intentions of the initiative will increase consumers' trust and perceived
honesty of the brand, as well as enhance the belief that the brand is willing and able to fulfill its

promise. Furthermore, Morhart et al. (2015) argue that the extent to which the brand performs
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according to consumer’s expectations is an imperative aspect of Brand Authenticity. However,
findings from this study indicate that a CSM initiative developed by a brand does not necessarily need
to be aligned with consumer’s expectations, as it does not influence Perceived Brand Authenticity.
This contradicts previous literature that states that an authentic brand should stay coherent over time

(Bruhn et al., 2012; Morhart et al., 2015).

As previously outlined (See 2.4.1 The Concept and Definition of CSR), consumers are becoming
increasingly concerned with ecological, social and economic aspects of sustainability (Diehl et al.,
2017) and resultantly CSR is adopted by most large corporations (Jutterstrom and Norberg, 2013).
The findings from this study show that when consumers assess the authenticity of a brand, factors
related to social responsibility have been highlighted as an important aspect. Overall, this can be
related to several dimensions within Brand Authenticity, but within the dimension of Integrity, social
responsibility can be related to “moral purity” and “sincere care about the consumer” (Morhart et al.,
2015). However, the dimension of Integrity is generally not influenced by CSM as consumers do not
believe that CSM stems from moral responsibility. As CSM is an evolving concept adopted by many
brands and can be linked to Brand Authenticity, scholars should intertwine these concepts to a greater
extent. Therefore, the researchers suggest that social responsibility should be included in the
dimension of Integrity, as the theoretical framework developed by Morhart et al. (2015) does not take
this into account, while simultaneously the results show that it is a crucial factor for consumers when

evaluating Brand Authenticity.

Further, another aspect of the dimension Integrity concerns the motive of brands, and that in order for
brands’ to be perceived as authentic, they should be without an instrumental economic agenda
(Morhart et al., 2015). However, the results from this study display that when brands adopt CSM,
consumers are aware and accept that brands primarily exist for revenue reasons. Nevertheless, this
study also shows that consumers value brands that combined with being transparent with their
economic agenda, contribute to beneficial societal change. Thus, tentative results display that CSM
influences this aspect of Integrity in terms of consumers’ recognition and acceptance of an economic

motive.
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Lastly, the results display that CSM mostly influences the dimension of Symbolism. Morhart et al.
(2005)’s conceptualization of the dimension mainly focuses on how brands are leveraged by
consumers as a means for identity construction through self-referential cues representing roles,
relationships and values. However, the findings from this research display that CSM in general does
not influence consumers’ identity construction. Instead, the results show that CSM influences
consumers to ascribe new values to the brand, and that the values ascribed also align with consumers’
own. For example, CSM can influence consumers to perceive brands as responsible, which works as
a self-referential cue of their own values. Further, results show that this increases consumers'
emotional connection with the brand due to the additional values consumers ascribe. Resultantly,
consumers' relationship with brands is enhanced by CSM through the dimension of Symbolism.
Evaluating the relationship between CSM and Symbolism, the findings from this research show that
the dimension is highly significant when evaluating Perceived Brand Authenticity, however the
aspect of identity construction may be negligible for FMCG brands within the food and beverage
industry. Thus, the tentative findings may contribute to existing theory in terms of which aspects of

Symbolism that should be emphasized when evaluating the influence of CSM.

The second part of the theoretical contribution will focus on how CSM influenced Brand Loyalty.
First, an overview of how CSM influences Brand Loyalty in general will be outlined. Secondly, the
researcher will specifically display results that add to the literature in regard to how CSM can

influence the different aspects within Stochastic and Deterministic Loyalty.

As previously stated, the relationship between CSM and Brand Loyalty has been neglected in
literature (See 3. Research Gap and Research Objectives) as well as encouraged to be further explored
by Inou and Kent (2014). This research shows that consumers highly appreciate and reward brands
that engage in behavioral change activities which consumers believe are beneficial for society. This
supports the fact that for-profit companies should engage in social marketing (Anker and Kappel,
2011; Thorne McAllister and Ferrell, 2002). Previous research conducted within the branch of CSR,
demonstrates that consumer loyalty as a result of CSR activities is mediated with the sense of
attachment consumers have with the company that engages in the CSR-activity (Bhattacharya and
Sen, 2003). Research has also shown that CSR affects consumer loyalty through emotions and

satisfaction (Pérez and Rodriguez del Bosque, 2015). The current research shows that the previously
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outlined statements regarding CSR, is also applicable on CSM and will be further explained in the

following.

Further, the results from this study indicate that depending on consumers’ loyalty relationship with
the brand prior to the exposure of CSM affects how the consumers perceive the initiative and
consequently how the dimensions of Brand Loyalty is influenced. Accordingly, this study adds to the
literature as the results display that CSM mainly influences Brand Loyalty positively among
consumers that initially have a high attitude towards the brand (i.e., consumers with a latent and true
loyalty). Thus, tentative results indicate that brand attitude is an important factor of the relationship

between CSM and Brand Loyalty.

The results from this study display that Stochastic Loyalty is influenced by CSM in terms of estimated
purchase frequency and estimated shares of purchase. Some scholars oppose the Stochastic approach
for the reason that it is highly difficult for companies to influence repeated purchasing behaviors as
there is limited understanding of what motivates consumer loyalty (Odin et al., 2001) However, in
the context of CSM, it is possible to detect why consumers estimate enhanced Stochastic Loyalty.
The main reason for this is that if consumers perceive the behavior change the brand is trying to
implement as beneficial for themselves and society, consumers' estimated shares of purchase will
increase as a way to show support to brands that engage in CSM. Additionally, consumers may more
easily differentiate between brands that adopt CSM in relation to those who do not and resultantly
choose the brand based on recall of the brands’ societal concern. Thus, these results indicate that there
is a positive relationship between CSM and Stochastic Loyalty if consumers support the behavior
change the brand is attempting to implement. Additionally, this finding may contribute to a deeper

understanding of what drives Stochastic Loyalty.

Evaluating the relationship between CSM and Deterministic Loyalty, which concerns consumers'
attitudes towards the brand, it is evident that CSM positively influence most aspects within the
concept. Dick and Basu (1994) argue that the more different consumers perceive a brand to its
competitors, the higher the relative attitude. Furthermore, Odin et al. (2001) argue that there are a few
explanatory factors generating loyalty. However, this research displays that CSM influences the

relative attitude among consumers by being able to differentiate between brands who engage in

108



societal issues, similar to why consumers are willing to increase shares of purchase. This research
therefore indicates that an enhanced relative attitude through CSM can generate Stochastic Loyalty
and can thus be interpreted as one explanatory factor that generates behavioral loyalty as a result of

CSM.

Moreover, the results from this study indicate that CSM overall could influence Deterministic Loyalty
through an increased positive attitude towards brands. For instance, CSM may influence brand
favorability positively mainly through the engagement in societal issues which consequently evoke
emotions among consumers. This indicates that CSM affects Deterministic aspects of Brand Loyalty
through emotions. Thus, tentative results from this study can be seen as a theoretical contribution in
regard to that CSM affects Brand Loyalty in similar ways as CSR, where literature indicates that CSR
can affect Brand Loyalty through emotions (Pérez and Rodriguez del Bosque, 2015).

Other aspects of Deterministic Loyalty that were positively influenced by CSM is recommendation
willingness due to the social standpoint taken by brands, which corresponds to Balgiah et al. (2011)’s
statement that CSR enhances favorable word-of-mouth. These results reinforce the idea that CSM
affects Brand Loyalty in similar ways as CSR. In addition, this study indicates that CSM positively
influence consumers' relationships with brands, based on an increased willingness to try brand
extensions, as well as the enhancement of brand preference and brand recall. However, CSM does
not seem to influence purchase intention among consumers with a true or spurious loyalty, which
may be due to an initially high purchase intention in line with these types of loyal consumers' high
consumption pattern (Dick & Basu, 1994). Overall, these insights contribute to knowledge of what

factors that may influence Deterministic dimensions of Brand Loyalty.

8.2 Managerial Implications

The results of this study include valuable implications for brand managers regarding CSM, and

confirms its influence on Perceived Brand Authenticity and Brand Loyalty.

In the following, the researchers of this study will outline suggestions for brand managers and provide
indications for elements that should be emphasized in order to leverage CSM in relation to Brand

Authenticity and Brand Loyalty. First, the researchers will outline managerial implications that can
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be drawn from the investigated relationship between CSM and the different dimensions within Brand
Authenticity. Subsequently, the researchers will provide managers with suggestions based on findings

concerning CSM influence on Deterministic and Stochastic Brand Loyalty.

Findings from this study display that brands overall should adopt CSM, as consumers perceive it as
a way for brands to show sincere care for consumers and society, and overall believe that brands
should utilize their resources to contribute to beneficial society change. However, it is also evident
that consumers are skeptical towards CSM, by believing that it does not stem from moral behavior.
Therefore, in an ever more competitive business environment, where companies engage in unethical
practices (e.g., Bruhn et al. 2012) and where consumers do not accept insincere behavior (Holt, 2002),
managing the dimension of Credibility and Integrity is crucial to reduce any skepticism towards CSM.
Brand managers should therefore ensure that CSM should not only be related to the brands’ ethical
and philanthropic responsibilities. Instead, brands should be transparent with its economic agenda.
Therefore, in order to adopt CSM in an authentic manner, brand managers could develop CSM that
portray how the brand benefits from the intended behavior change. Accordingly, brands should find
a balance between selling the product and convey a message for societal change, and not communicate
any contradictory messages regarding brands core business and the intended behavior change.
However, it might be difficult for brand managers to understand this balance from an internal
perspective. The authors of this study therefore suggest that external agencies could assist in the
production of CSM, as these may have an overview of the brand and consumers perception of what

may be defined as a contradictory message.

From evaluating the influence of CSM on the dimension of Continuity, it is possible to elicit
managerial implications based on how brands should adapt to trends. If consumers have an
established willingness to change a current behavior in benefit for society, brands should not be afraid
to endeavor CSM, as the results from this study imply that it does not influence Brand Authenticity
negatively. Instead, the results from this research shows that consumers support brands that follow
trends when the trend concerns a behavioral change in benefit for society. Thus, this research suggests
that brands can to some extent follow trends while ensuring that other aspects of authenticity are

intact, and still leverage from consumer-related benefits.
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Derived from findings regarding the dimension Continuity, the authors of this study suggest that
brand managers could leverage CSM as a way to emphasize existing brand values, but also to adopt
new values in line with the ever-changing consumer beliefs and marketing environment. In order to
identify imminent consumer values in an early stage, managers should continuously conduct market
research. This could be executed through in-depth interviews with early adopters within the target
audience, in order to evaluate what values will be important for the majority of consumers within the
next years. Further, brand managers could also extend the market research for societal concerns
beyond the target audience, as it may not only concern the specific industry that the brand currently
operates in. From this, managers could also achieve relevant insights concerning evolving consumer
tendencies beyond the scope of CSM, by having consumers contribute with ideas for brand extensions
or adaption of existing communication or products. All in all, this could result in co-creation of value

with consumers.

From the dimension of Symbolism, it is possible to suggest managerial implications in terms of how
CSM should be conducted. It was evident from the findings of this research that consumers responded
differently to various videos of the campaign, which managers should take into consideration when
developing CSM. The results display that consumers’ relationship with brands are most positively
influenced by CSM that emphasizes everyday behaviors that consumers can relate to and that are in
line with the behavior change the brand is trying to implement. Therefore, it is suggested that
managers who adopt CSM ensure that the values and everyday behavior communicated in the
campaign conforms with the target group. As previously outlined, managers are suggested to
continuously conduct market research to ensure that the brand’s communication is corresponding
with the target audience. For example, the brand could investigate how and in what situations the
brand’s product is used among the target audience. If the managers distinct new consumer behaviors
of the target group, it could be beneficial to portray CSM-campaigns in accordance with these. All in
all, managers are suggested to develop CSM that consumers can recognize themselves in and relate
to. Results from this study indicate taking these actions may increase the emotional connection
consumers feel toward the brand and consequently, consumers' relationship with the brand may be

strengthened as they perceive their identity to be reflected in the brand.
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As previously mentioned, the results from this study indicate that depending on consumers’ loyalty
relationship with the brand prior to the exposure of CSM affects how the consumers perceive the
initiative and consequently how the dimensions of Brand Loyalty is influenced. Therefore, another
example of how brand managers and other internal stakeholders could leverage from this research is
by differentiating between consumers’ various loyalty relationships and prioritizing efforts in
accordance with these. For instance, as the results indicate that consumers with a spurious loyalty are
difficult to influence in terms of both Stochastic and Deterministic Loyalty through CSM, marketing
efforts should not be directed to this group. Instead, managers are suggested to primarily focus on
stimulating the purchase frequency and shares of purchase within this group through loyalty programs

or discount campaigns in store.

Instead, marketing efforts should be directed towards consumers with an initially high attitude
towards the brand, namely consumers with a latent or true loyalty. Managers are therefore advised to
conduct CSM, as the findings of this research display that CSM can be utilized to enhance consumers'
relative attitude towards the brand as well as increase Stochastic dimensions of Brand Loyalty. More
specifically, if competitors do not adopt CSM, brand managers should implement this marketing
method as it can result in a competitive advantage, by helping consumers differentiate between brands
and in turn be a way for consumers to prioritize the brand over others. As the findings indicate that
consumers with a latent loyalty have a higher estimated repeated patronage after exposure to CSM,
conducting CSM-campaigns can be a way for managers to transform these consumers into true loyal
consumers. However, as accessibility may be a reason for why these consumers do not have a high
repeated patronage, brand managers are also suggested to increase product distribution

simultaneously as launching CSM, in order to make the product accessible and thus increase sales.

Finally, in order for managers to positively influence Deterministic Loyalty through CSM, the
findings indicate that CSM enhances brand favorability by evoking emotions. Thus, sending an
emotional message is something that brand managers should take into consideration when developing
CSM-campaigns. However, tentative results indicate that negative feelings and provocation could be
evoked when brands seem to encourage consumers towards a behavior change too aggressively or

eagerly. Managers are therefore suggested to be mindful in terms of launching CSM in a sensitive
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stage of the social issue. Additionally, brand managers should be careful in regard to tone-of-voice in

how the intended behavior change is communicated.

8.3 Limitations and Further research

In this section, the limitations of the present study will be presented, together with suggestions for

future research to fill these limitations.

Regarding the research design, a single case study was chosen based on various reasons (See 4.2
Single Case Study). However, single case studies are not advantageous in terms of generalizability,
as it connects the research to a particular context of analysis (Yin, 2003). Therefore, a research design
with a multiple case study including contrasting CSM-related cases is suggested for future research,
as this research design could identify the circumstances in which theory will or will not hold

(Eisenhardt, 1989; Yin, 2009), and increase generalizability and validity (Bryman, 2012).

Another aspect that influences the result of the study and thus affects generalizability is the chosen
brand. In other words, if another brand was chosen for this single case study, the results could be
considerably different. Thus, the researchers cannot ensure that the research can be replicated to other
brands. Additionally, the product the chosen brand provides can be considered a low involvement
product (Kapferer, 2008). Hence, it is suggested that further research evaluate another brand, for
instance one that markets high involvement products, in order to compare the results with the present
study. In order to investigate if the influence of CSM on Brand Authenticity and Brand Loyalty is
prevalent in other industries, it is also suggested that future studies adopt another research context,

such as the fashion industry, which can help detect differences across industries.

Another methodological concern of the study is the chosen sample. First, as the sample was based on
the chosen brand for the case study’s target group, the sample was rather homogenous in terms of
age. Therefore, future research could recruit participants of other age groups, either a younger or older
generation, to evaluate if these generations value socially responsible brands to the same extent.
Further, this may be beneficial as loyal consumers may exist outside of the brands’ set target group.
Moreover, the consumers that were considered to assess the influence of CSM on Brand Authenticity

and Brand Loyalty were actually loyal customers. Therefore, future research should complement
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these findings with non-loyal customers or with new customers to evaluate if they are influenced in

similar ways.

Furthermore, although the authors of the present study considered that theoretical saturation had been
met after conducting twelve semi-structured interviews and one focus group, a suggestion for future
studies is to increase the number of interviews as well as focus group, or even add another data
collection method, such as secondary data collection. This could enable higher validity and

generalizability of results.

Another limitation of the study that should be addressed concerns the theoretical framework, and
more specifically the difficulty of interpreting the influence on Stochastic Loyalty, as this is a
behavioral construct. It should therefore be highlighted that purchase frequency and shares of
purchase have only been estimated by consumers, and therefore the authors cannot determine if this
was actually influenced by CSM. The authors therefore propose that future studies should follow up
with consumers after a period of time, either through field studies to assess shopper behavior at the

point of purchase, or through interviews.

Finally, the authors want to highlight a subject for future research related to this study. This study has
tentative evidence pointing at that CSM’s influence on consumers’ Brand Loyalty is potentially
mediated by Perceived Brand Authenticity. Thus, it is suggested that future research evaluate this

relationship closer, more specifically analyze authenticity as a mediating factor of these two.
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9. Conclusion

In the following section, the researcher of this study will first provide a graphical overview of the
conducted research. Subsequently, the authors will outline key aspects of the results and the

managerial implications derived from these.

The aim of this research was to fill the gaps discovered in literature between the constructs of CSM
and Brand Authenticity, and CSM and Brand Loyalty. Thus, the aim of the present study was to fulfill

the research objectives and answer the following research question:

How does Corporate Social Marketing influence consumers’ Perceived Brand Authenticity and

Brand Loyalty?

Based on the results derived from the single-case study on the brand Heineken’s adoption of CSM, it

is possible to conclude that CSM had a positive influence on Brand Authenticity and Brand Loyalty.

In terms of Brand Authenticity, it was evident that the dimensions were influenced to different
degrees, however the dimensions Credibility, Continuity and Symbolism were particularly positively
influenced. Moreover, Symbolism is especially influenced by CSM, as results show that the brand
values communicated through CSM could align with consumers’ own. For instance, CSM influences
consumers to perceive brands as socially responsible, which works as a self-referential cue of their
own values. Thus, brand managers are suggested to develop CSM that consumers can recognize
themselves in and relate to, as consumers' relationship with the brand may be strengthened if they

perceive their identity to be reflected in the brand.

The results from this study also display that CSM has a positive influence on Brand Loyalty, both in
terms of Stochastic and Deterministic Loyalty. However, it was evident that consumers are influenced
by CSM to various degrees depending on their level of loyalty. While consumers with a latent and
true loyalty are in general positively influenced by CSM, consumers with a spurious loyalty are
generally not. Thus, brand managers are suggested to not direct CSM efforts toward consumers with

spurious loyalty, but instead focus on enhancing true and latent loyalty. This could for instance be
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achieved by developing CSM initiatives that evokes emotions, which results in a more favorable

attitude towards the brand (See 8.2 Managerial Implications).
To conclude, the aim of this thesis was to contribute to the existing branding literature through filling

the previously outlined gap. However, the authors encourage future researchers to continuously

evaluate the effects of CSM with a higher degree of generalizability.
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11. Appendix

11.1 Interview Guide

Welcome and thank you for participating in this interview for our master thesis. This is a part of our
data collection process and in order for you to be as objective as possible, we can unfortunately not
tell you any details or what the goal of this research is. However, the topic concerns brands’ use of
COVID-19 in their marketing initiatives and your perceived brand authenticity and loyalty. Anything
that you will tell us in this interview is confidential and your name will not be disclosed in the thesis
but only between us and our supervisor. However, we might use some insights and quotes from the
interview, but we will not reveal your identity. For us to conduct a thorough analysis of your answers,
we would like to record this interview. Do you agree with these terms?

Personal information
We would like to start with some personal information about you, could you please present yourself and specify your
name, gender, age, nationality, level of education and current occupation?

Introduction
What does the concepts brand loyalty, corporate social marketing (CSM) and brand authenticity mean to you?

(If the respondent are unaware of any of the definitions of the concepts, these will be explained by the authors)
Which one is more important to you? Why?

Questions about the brand (Heineken)

What do you know about Heineken?

How would you describe the brand in three words?

What do you know about the brand’s marketing and communication to promote their products?

Loyalty relationship (aim - find out if the respondents have true, spurious, or latent loyalty towards Heineken)
Can you tell us three attributes that would make you loyal to a brand?

Why and when do you purchase Heineken?

Stochastic Loyalty
Would you say that you buy the brand more or less in comparison to similar offers? (Shares of purchase)

How often do you purchase the brand? (Purchase frequency)
Deterministic Loyalty
What are your thoughts regarding differences/similarities between this particular brand and similar offers in the industry?

(Relative attitude)

Do you favor the brand over others? Why?
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How likely are you to purchase the brand in the near future? (Purchase intention)

Would you recommend this brand to others? Why? (Recommendation willingness)

Perceived authenticity of Heineken
Continuity
How would you describe Heineken’ brand promise and in what way, if any, has been this fulfilled over time?

How would you describe Heineken’ brand values and in what way, if any, has this been fulfilled over time?

How do you perceive the brand in terms of a trend-follower?

Credibility
Could you describe how you perceive the brand in terms of...
1. Your trust in the brand to fulfill its promise?
2. The brand’s honesty and trustworthiness?
3. Being able and willing to fulfill its promise?
4. Performing according to your expectations?

Integrity

How and in what way, if any, do you perceive the brand to...
1. Sincerely care for its customers in the past?
2. Behave in a moral way?
3. Be motivated by intrinsic or extrinsic values?

Symbolism
How would you describe..

1. Your relationship with the brand?
2. The brand’s values in comparison to your own?
3. Your usage of the brand as a way to construct your identity?
4. The meanings, if any, the brand adds to your life?
CSM

What do you think are brands’ role in society?

What do you think about brands who encourage behavior change in benefit for society? (e.g. stop smoking campaigns)
How do you perceive the importance of social distancing in order to stop the spread of COVID-19? (2)

EXPOSURE OF CSM

Now you will be exposed to a marketing campaign by Heineken that was released in 2020. We will pose
some other questions to you afterwards.

CSM (Based on Lee (2016) and Deshpande (2016) criterias for successful CSM)

How do you interpret the genuine concern by Heineken regarding this campaign?

Do you think that the intended desired behavior (i.e. to stay at home/practice social distancing) is beneficial for
consumers, society and the brand?

What benefits or drawbacks do you believe that the brand receives by carrying out the CSM campaign? What are
the intentions?
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Does this campaign affect your knowledge and behavior regarding social distancing?

Do you think that this is in line with other social initiatives that the brand has done?
Perceived Brand Authenticity in relation to the CSM campaign

Continuity

How do you perceive the alignment of the brand promise of Heineken and this campaign?
What values do you ascribe to the brand after seeing this campaign?

How do you perceive the fit of the brand’s values and this campaign?

What is your perception of this campaign being a trend that the brand follows?

Credibility

How do you perceive the brand's honesty and trustworthiness with this campaign?

In what way, if any, has your perception of the brand’s ability and willingness to fulfill its promise been affected?
Has the campaign affected your trust towards the brand to fulfill its promise? If yes, in what way? If no, why not?
How would you describe your expectations about Heineken to engage in marketing initiatives related to COVID-19?

Integrity
Do you think that the brand launched this campaign primarily due to its moral responsibility? Why/Why not?

What do you think motivated the brand to launch this campaign? Intrinsic or extrinsic values?
Symbolism

How has the campaign affected your relationship with the brand?

How do you perceive the campaign to be in correspondence with the brand’s values?

How do you perceive the campaign to be in line with your own values?

Does the brand, through this campaign, change the meanings that the brand adds to your life?
Brand Loyalty in relation to the CSM campaign

Stochastic loyalty

In what ways, if any, have your intention to purchase the brand more or less often been affected after seeing this campaign?
(Purchase frequency)

In what ways, if any, have your intention to purchase the brand in comparison to similar offers changed? (Shares of
purchase)

Deterministic loyalty
In what ways, if any, have your favorability towards the brand changed?

In what ways, if any, have your intention to purchase the brand in the near future changed? (Purchase intention)
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In what ways, if any, has this campaign changed your intentions to recommend the brand? (Recommendation willingness)

In what ways, if any, have your thoughts regarding the brands differences or similarities in comparison to similar offers
been affected? (Relative attitude)

Interrelated questions of Brand Authenticity, Brand Loyalty and CSM
In what ways, if any, has this campaign influenced your perception of the brand’s authenticity and your loyalty towards
the brand?

Overall, are you more inclined to be loyal to brands who you believe adopt CSM in an authentic way? Why/Why not?

In your opinion, how should a brand that you are loyal to (such as Heineken) behave in order to use CSM in an
authentic way?

Assuming that you perceive this CSM campaign as authentic, could your current relationship with Heineken grow
deeper?

Wrap up
Is there anything else you would like to add?
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11.2 Interview Transcription

Interviewee 1

[A]: Welcome and thank you for participating in this interview for our master thesis. This is a part of
our data collection process and in order for you to be as objective as possible, we can unfortunately
not tell you any details or what the goal of this research is. However, the topic concerns brands’ use
of COVID-19 in their marketing initiatives and your perceived brand authenticity and loyalty.
Anything that you will tell us in this interview is confidential and your name will not be disclosed in
the thesis but only between us and our supervisor. However, we might use some insights and quotes
from the interview, but we will not reveal your identity. For us to conduct a thorough analysis of your

answers, we would like to record this interview. Do you agree with these terms?

[Interviewee 1:] Yes I do.

[A] Thank you, great. We would like to start with some personal information about you, could you
please present yourself and specify your name, gender, age, nationality, level of education and current

occupation?

[Interviewee 1]: My name is XX, a female, 25 years old from Mexico. I have a bachelor’s degree in
Economics and am currently studying my master in International Management.

[A]: Perfect. What does the concepts brand loyalty, corporate social marketing and brand authenticity
mean to you?

[Interviewee 1]: Ok, so Brand loyalty - despite factors like price and accessibility, I always choose a
brand over another brand. It is closer for me to go to one food-store, but I choose another because I
love that one. Corporate Social Marketing, my spontaneous thought is that it could backfire like hell,
that you try to communicate a message in your marketing that is not in line with the product, but that
you want to add more values to your brand.

[A]: Yes, something like that! Corporate social marketing is when brands encourage their customers
to change a behavior in benefit for society. So what about Brand Authenticity then?

[Interviewee 1]: Brand Authenticity is when the brand is consistent. It can work in some cases, but in
others not at all.

[A]: Which one is more important to you? Why?
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[Interviewee 1]: Loyalty is important to me, am I loyal to a brand, then that brand is important to me.
But I think brand authenticity is more important for brands now.

[A]: Great, let’s move on. What do you know about Heineken?

[Interviewee 1]: That they produce good beer and that they have a profile that they work with
fellowship, being open-minded and love.

[A]: How would you describe the brand in three words?
[Interviewee 1]: Good taste, qualitative and smart.

[Interviewee 1]: What do you know about Heineken’s marketing and communication to promote their
products?

I have never seen anything that I can think of, but in my education we have seen that they often handle
societal questions, but I can’t recall what right now.

[A]: Can you tell us three attributes that would make you loyal to a brand?

[Interviewee 1]: Quality, that it’s price worthy, and that they’re not bad. You know that there’s no

huge scandal, or that they in that case try to manage it.

[A]: Why and in what situations do you purchase Heineken?

[Interviewee 1]: I think it fits me, it says something about a person that drinks beer and you don’t just
come with any beer to a party. They represent the same values as I do, because it’s good. If I were at
a bar and there was a good deal on Heineken that day I would’ve taken it, but I wouldn’t with any
other beer.

[A]: Would you say that you buy the brand more in comparison to similar offers?

[Interviewee 1]: No, because there’s no big differences between this beer and other beers that I drink.
[A]: How often do you purchase the brand?
[Interviewee 1]: Maybe every other time [’m at the store to buy beer.

[A]: What are your thoughts regarding differences/similarities between this particular brand and
similar offers industry?
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[Interviewee 1]: I think Heineken is very similar to other beer brands in terms of taste. But on the

other hand, they have different positions in the market as Heineken works a lot with values.

[A]: Do you favor the brand over others? Why?

[Interviewee 1]: Yes, or I think so. At least they never dissapoint in terms of taste.
[A]: How likely are you to purchase the brand in the near future? (Purchase intention)
[Interviewee 1]: Quite likely.

[A]: Would you recommend this brand to others? Why?

[Interviewee 1]: Yes, because it’s a beer that tastes great.

[A]: How would you describe Heineken’ brand promise and in what way, if any has this been
fulfilled over time?

[Interviewee 1]: I just realized that they work a lot with Responsible Drinking based on the
campaigns I’ve seen in school, that they don’t show a lot of drunk people, they want to open up a
conversation or be a part of something bigger. They don’t show a lot of partying, more

conversations between people.

[A]: How would you describe Heineken’ brand values and in what way, if any, has this been
fulfilled over time?

[Interviewee 1]: Responsibility, inspire to being part of something bigger. They have fulfilled this
quite well based on what I’ve seen.

[A]: How do you perceive the brand in terms of a trend-follower?

[Interviewee 1]: No, I wouldn’t say that, they haven’t launched any new flavors or such. They have
a strong brand that they want people to be loyal to.

[A]: Could you describe how you perceive the brand in terms of your trust in the brand to fulfill its
promise?

[Interviewee 1]: Absolutely. You know how it tastes, what it costs, and what you’ll get. It’s stable.
[A]: What about the brand’s honesty and trustworthiness?
[Interviewee 1]: I think so, I haven’t heard about a disaster in a factory or something.

[A]: How do you perceive Heineken to be able and willing to fulfill their promise?
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[Interviewee 1]: Absolutley, they have such a strong economical foundation in their brand.
[A]: How do you perceive Heineken to perform according to your expectations?

[Interviewee 1]: They do, but [ want to see more campaigns from them.

[A]: How and in what way have you perceived the brand to sincerely care for its customers in the
past?

[Interviewee 1]: I think they have, as their commercials are not about buying another beer, their
marketing is nice, they don’t push drinking alcohol, instead they make us want the beer anyway in a
smart and tasteful way.

[A]: Have you perceived Heineken to behave in a moral way?

[Interviewee 1]: Yes, as much as they can as beer can be considered a drug. Their ultimate goal is to
sell beer and that can have many consequences, so you have to be very smart in how you promote
it. I think it has been tasteful.

[A]: Do you perceive the brand to be motivated by intrinsic or extrinsic values? Why?

[Interviewee 1]: I think more extrinsic because I don’t think they had the same kind of commercials
in the 70’s, you have to be updated on what's going on in socierty. It’s not like Heineken was
founded to be a good brand that changes things. The brand was founded to sell beer and that’s
probably the most important thing, that the beer tastes the way it always has, that you should know
what you have in your hand.

[A]: How would you describe your relationship with the brand?

[Interviewee 1]: Other than the fact that I really like their product, my relationship is quite weak.
But I would’ve chosen Heineken over a beer I didn’t know anything about. But my relationship
with Heineken has potential.

[A]: How do you perceive the brand’s values in comparison to your own?

[Interviewee 1]: It’s quite in line with me, I mean I want to be a good person. I don’t know if they
care about the environment, but that would be something maybe.

[A]: How do you perceive the brand as a way to construct your identity?

[Interviewee 1]: If I buy Heineken, it’s because I’'m a simple person that doesn’t buy special kinds
of beer just to show off.

[A]: How do you perceive the meanings, if any, the brand adds to your life?

[Interviewee 1]: Fun, they make me have a good time.
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CSM
[A]:What do you think are brands’ role in society?

[Interviewee 1]: That’s difficult, because in many ways brands should give us things that make our
everyday life easier, better, more good-looking. But at the same time, they also contribute to the
negative sides of capitalism and that you take advantage of people. Role in society, to make us buy
more things and to provide people with jobs. But on the other hand, what responsibilties they have
is something different. For instance, the fast-fashion industry is shit, but if they would dissappear a
lot of jobs would also dissappear.

[A]:What do you think about brands who encourage behavior change in benefit for society? (e.g.
stop smoking campaigns)

[Interviewee 1]: Great, I easily fall for that stuff. All brands who make it easier for me to contribute
to society, I support, if it doesn’t mean I have to sacrifice something.

[A]:What are your thoughts about the importance of social distancing in order to stop the spread of
COVID-19? (2)

[Interviewee 1]: Yes I think it’s very important, but something has gone completely wrong. I mean
lockdowns is a way to reduce infection rates, but sometimes it doesn’t work but it’s the only tool we
have. Then some authoritis are quite unclear on what’s going on.

Now you will be exposed to a marketing campaign by Heineken that was released in 2020. We will

pose some other questions to you afterwards.

[A]: How do you interpret the genuine concern by Heineken regarding this initiative?

[Interviewee 1]: I feel a bit cynical about this, of course they want the bars to open again so they
can sell their product, but it’s a very nice acmpaign that sends a message. But everything they do is
to sell more beer.

[A]: Do you think that the intended desired behavior is beneficial for consumers, society and the
brand?

[Interviewee 1]: Yeah right now it is, there’s not a lot of alternatives to choose from. There’s a
tough way out and then it gets better if we all could contribute.

[A]: What benefits do you believe that the brand receives by carrying out the CSM initiative? What
are the intentions?

[Interviewee 1]: And for the brands it will get better if infection rates decrease, so we can go back to
normal. And I think their intention is for consumers to remember Heineken.

[A]: Does this campaign affect your knowledge and behavior regarding social distancing?
153



[Interviewee 1]: Not really.

[A]: Do you think that this is in line with other social initiatives that the brand has done?
[Interviewee 1]: Yes, but I think this one was even more up-to-date then other campaigns they’ve
made. They have quite the courage to do this kind of campaign, as other brands often do similar

things but that doesn’t feel real. It really helps that they have made campaigns before that’s not
related to encouraging consumers to drink more beer.

[A]: How do you perceive the alignment of the brand promise of Heineken and this campaign?
[Interviewee 1]: It’s very nice, it’s the same glasses, it’s the same as it has been. They take
responsibility for the issues they can, If they would’ve made a campaign about alcoholism after the
pandemic is over saying buy our alcohol free beer, it wouldn’t have worked. You have to choose
between the issues that fits.

[A]: What values do you ascribe to the brand after seeing this campaign?

[Interviewee 1]: Smart, innocative, worthy but also very real. But in a way it’s also cynical, because
in the end they want to sell beer.

[A]: How do you perceive the fit of the brand’s values and this campaign?

[Interviewee 1]: It is a great fit. It is still quite basic and normal, and that is in line with their beer as
they do not want to be something ultra expensive or extravagant.

[A]: What is your perception of this campaign being a trend that the brand follows?

[Interviewee 1]: Yes absolutely, similar to what I said before about brands who adapt this kind of
marketing and those who don’t, but they do it well. It would’ve been weird if they didn’t do
anything at all as they have done similar campaigns before, so I would react if they did nothing.
[A]: How do you perceive the brand's honesty and trustworthiness with this campaign?

[Interviewee 1]: It’s strong because they do it in such a good way.

[A]: In what way, if any, has your perception of the brand’s ability and willingness to fulfill its
promise been affected?

[Interviewee 1]: Nothing negative, just another proof that they really have the willingness and
ability to make their customers happy.

[A]: Has the campaign affected your trust towards the brand to fulfill its promise? If yes, in what
way? If no, why not?
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[Interviewee 1]: It has been enhanced as they show me again that they take responsibility.

[A]: How would you describe your expectations about Heineken to engage in marketing initiatives
related to COVID-19?

[Interviewee 1]: High, as I said as I’ve seen other Heineken campaigns that are in line with this.

Hog, som jag sa att eftersom jag har sett andra kampanjer som &r i linje med detta. Even though it is
a trend, there is so much to work with and I expect them to do this,

[A]: Do you think that the brand launched this campaign primarily due to its moral responsibility?
[Interviewee 1]: No, I think they took the chance. If it was moral responsibility, they would’ve
talked about that a lot of people drink more at home now, because that’s what they inflict on the
world. Or at the same time we all have to take responsibility to get back to normal.

[A]: What do you think motivated the brand to launch this campaign? Intrinsic or extrinsic values?

[Interviewee 1]: I think it’s mostly extrinsic, because this subject is trendy and that they have
jumped on a train that goes very fast.

[A]: How has the campaign affected your relationship with the brand?

[Interviewee 1]: It feels deeper, I like them more now, they teached me some things and it was fun.
[A]: How do you perceive the campaign to be in line with your own values?

[Interviewee 1]: Great, I would like to be responsible when partying.

[A]: Does the brand, through this campaign, change the meanings that the brand adds to your life?

[Interviewee 1]: Not so much, it was quite expected. But if it was a new brand, I would perhaps feel
different and wanted to try them.

[A]: In what ways, if any, has your intention to purchase the brand more or less often changed after
seeing this campaign?

[Interviewee 1]: No, not so much.

[A]: In what ways, if any, has your intention to purchase the brand in comparison to similar offers
changed?

[Interviewee 1]: Yes, now when I’ve seen this and compare it to Carlsberg, I would choose Heineken

[A]: In what ways, if any, has your favourability towards the brand changed?
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[Interviewee 1]: Yes, a bit more, I have got more knowledge about them and they have succeeded.
They are actually cool, and they’re doing something smart, I feel like I wanted tk be in the campaign.

They resembled me and my friends.

[A]: In what ways, if any, has your intention to purchase the brand in the near future changed?
[Interviewee 1]: Yes, I'm really craving Heineken now.

[A]: In what ways, if any, has this campaign changed your intentions to recommend the brand?

[Interviewee 1]: Yes, based on the fact that they are cool by making this campaign, not so much about

the product.

[A]: In what ways, if any, have your thoughts regarding the brands differences/similarities in
comparison to similar offers been affected?

[Interviewee 1]: I have received a new value of Heineken through this campaign and would choose
them over another brand.

Interrelated questions of brand authenticity, brand loyalty and CSM
[A]: In what ways, if any, has this campaign influenced your perception of the brand’s authenticity
and your loyalty?

[Interviewee 1]: I think it feels very smart and worthy, it’s quite obvious that they want to hop on
this trend. It gives me hope for the future. My loyalty has been strenghtened a lot.

[A]: Overall, are you more inclined to be loyal to brands who you believe are authentic and adopt
CSM? Why/Why not?

[Interviewee 1]: It depends, because for some brands it’s not suitable to act good. If they have a bad
product and it doesn’t fit, you shouldn’t do it just to do it, then it won’t be good. Then I’'m more
drawn to brands who do nothing and stand for it. At the same time, you are drawn to brands who do
it in a good and tasty way.

[A]: In your opinion, how should a brand that you are loyal to (such as Heineken) behave in order to
use CSM in an authentic way?

[Interviewee 1]: It can’t be awkward and you should never get the feeling that they do it just to act
good, it has to feel genuine.

[A]: Assuming that you perceive this CSM campaign as authentic, could your current relationship
with Heineken grow deeper?

[Interviewee 1]: Yes, and if it wasn’t authentic, my relationship would’ve been destroyed.
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[A]: Is there anything else you would like to add?

[Interviewee 1]: I don’t think so, no.

Interviewee 2

[E]: Welcome and thank you for participating in this interview for our master thesis. This is a part of our data collection
process and in order for you to be as objective as possible, we can unfortunately not tell you any details or what the goal
of this research is. However, the topic concerns brands’ use of COVID-19 in their marketing initiatives and your perceived
brand authenticity and loyalty. Anything that you will tell us in this interview is confidential and your name will not be
disclosed in the thesis but only between us and our supervisor. However, we might use some insights and quotes from the
interview, but we will not reveal your identity. For us to conduct a thorough analysis of your answers, we would like to
record this interview. Do you agree with these terms?

[Interviewee 2]: Yes.

Personal information

[E]: First, we would like to start with some personal information about you, could you please present yourself and specify
your name, gender, age, nationality, level of education and current occupation?

[Interviewee 2]: Jag heter XX, jag &r en 33-arig man och har en juristexamen. Jag arbetar som advokat pa en advokatbyra
inom afférsjuridik.

Introduction
[E]: What does the concepts brand loyalty, corporate social marketing (CSM) and brand authenticity mean to you?

[Interviewee 2]: Brand loyalty - tycker man om nagot, tycker nagot &r bra, dr det ltt att man fortsatter med det. Ibland
ska det mycket till att byta om man gillar ndgot eller forknippar sig med ndgot, typ ett bilmirke. Om man gillar Volvo
som varumérke sa fortsitter man kdpa Volvo. Corporate social marketing later som nér bolag vill marknadsfora sig som

samhillsmedvetna, att man ar bra samhéllsmedborgare.

[E]: Yeah that is a good description, but corporate social marketing means that corporations want to change a behavior
that is beneficial for society. What about Brand authenticity?

[Interviewee 2]: Brand authenticity - &kthet pa nagot sitt, trovérdighet? Kan tdnka mig att ett varumérke maste sta for var
det utger sig vara. Det kan inte bara vara floskler eller tomma ord, utan séiger man att man ar nagot eller star for nagot s&
maéste man verkligen gora det ocksa.

[E]: Which one is more important to you? Why?

[Interviewee 2]: Nej, jag tycker att alla tre later viktiga.

Questions about the brand (Heineken)
[E]: What do you know about Heineken?

[Interviewee 2]: Jag vet att det kommer frén Holland, den 6l jag kénner till & den hér ljusa lagern och att det ar ett
virldsberomt 6lmarke.

[E]: How would you describe the brand in three words?
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[Interviewee 2]: Gott, gott, gott. Nej men det kéinns som ett inarbetat, seriost, viletablerat varumérke med lang historia,
professionellt, aa.

[E]: What do you know about the brand’s marketing and communication to promote their products?

[Interviewee 2]: Jag tror att de sponsrar Champions league och att de &r med i trudelutten i borjan, dér & dom nog
huvudsponsor tror jag.

Loyalty relationship (aim - find out if the respondents have true, spurious, or latent loyalty towards Heineken)
[E]: Can you tell us three attributes that would make you loyal to a brand?

[Interviewee 2]: Dels s ska det vara ett varuméirke som jag kénner att jag sjélv kan sta for, om jag sjdlv &r exponerad for
ett varumérke ska det rimma med mig och mina virderingar, passa min personlighet. Jag ska kunna std for varumérket,
sen ska varumirket sta for kvalitet.

[E]: Why and when do you purchase Heineken?

[Interviewee 2]: Jag kdper Heineken nér jag dr sugen pé en god 6l en lager. Tycker om, dricker inte jattemycket 61, men
speciellt ljus lager som jag gillar, kall 61, socialt men édven till maten.

[E]: Och da &r det Heineken som du dricker?

[Interviewee 2]: Det kan vara Heineken, men ljus lager generellt, finns andra mirken som jag ocksa tycker ar goda. Men
Heineken &r absolut en god 61 som jag absolut kan téinka mig.

Stochastic (Behavioral) loyalty
[E]: Would you say that you buy the brand in comparison to similar offers?

[Interviewee 2]: N4, det skulle jag inte vilja sdga.

[E]: How often do you purchase the brand?

[Interviewee 2]: Till sommarsemestern att ha i kylskapet. Koper nog mest pd sommaren, men koper dnda 16pande. Jag
kanske inte 4r sa varumaérkestrogen att jag véljer bort andra varumérken, det dr mer att jag 4r ute efter en god ljus 61, d&
dr det flera olika varumaérken jag kan tdnka mig, och Heineken 4r en av dom.

Deterministic (attitudinal) loyalty
[E]: What are your thoughts regarding differences/similarities between this particular brand and similar offers in the

industry? (Relative attitude)

[Interviewee 2]: Jag tycker att vissa Olsorter &r godare dn andra. Man kdper ju det man tycker om. Kdper man pé en 61
som &r godare, sd véljare man den.

[E]: Sa du tycker att Heineken &r godare dn annat?

[Interviewee 2]: Ja absolut, men det dr framforallt att det ska vara en ljus lager som styr. Men Heineken é&r absolut en god
ol.

[E]: Do you favor the brand over others? Why?

[Interviewee 2]: In the category of light lager, Heineken tastes better than others. Men priset kan ju styra, om
du har ett antal likvérdiga dlsorter och Heineken skulle vara prisméssigt attraktiv skulle jag vélja Heineken framfor dom
andra.

[E]: How likely are you to purchase the brand in the near future?
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[Interviewee 2]: Very likely. Especially now when we’ve had this interview.
[E]: Would you recommend this brand to others? Why?

[Interviewee 2]: Yes, I would recommend them as a very good beer.

Perceived authenticity of Heineken
Continuity
[E]: How would you describe Heineken’ brand promise and in what way, if any, has been this fulfilled over time?

[Interviewee 2]: Dom vill ge sina kunder en god 61 och de har dom lyckats med sen de borjade silja 6l téanker jag.

[E]: How would you describe Heineken’ brand values and in what way, if any, has this been fulfilled over time?
[Interviewee 2]: Jag har nog inte stott p& deras values, d& fir man nog titta pa deras hemsida och ldsa pa mer, sé jag har
svat att f4 en uppfattning om deras values. Men de kénns som ett modernt foretag som &r mana om sitt varumérke och
det skulle forvdna mig om de har virderingar som inte ar okej i dagens samhaélle. Jag upplever Heineken som en véldigt
serids Olproducent.

[E]: How do you perceive the brand in terms of a trend-follower?

[Interviewee 2]: Aaa men det 4r dom nog, i och med det hér att dom sponsrar Champions Leauge och sé dér, och de hér
noll-procentiga 6lerna som kommer, alltsa alkoholfria. Det kénns absolut som de vill vara med dér pa toppen.

Credibility

[E]: Could you describe how you perceive the brand in terms of your trust in the brand to fulfill its promise?
[Interviewee 2]: Litar pé att de ger mig en god 6l till 90%.
[E]: Could you describe how you perceive the brand in terms of the brand’s honesty and trustworthiness?

[Interviewee 2]: De kdnns seridsa och érliga i sin marknadsforing och vad de producerar. Man blir inte misstainksamma
pa ndgot sitt.

[E]: Could you describe how you perceive the brand in terms of being able and willing to fulfill its promise?
[Interviewee 2]: Jag har ju inte gjort en undersdkning, men absolut kdnns det som att de jobbar med att vara angeldgna.

[E]: Could you describe how you perceive the brand to perform according to your expectations?

[Interviewee 2]: De har producerat god 61 och i dvrigt upptriader och agerar som en serids 6lproducent, sa ja. Och de har
ju marknadsméssiga priser.

Integrity

[E]: How and in what way have you perceived the brand to sincerely care for its customers in the past?

[Interviewee 2]: Aa, alltsa det man gor 4r att kopa en god 61 som man dricker, jag dr inte jéattepaldst nér det géller deras
corporate values och sa, men det kidnns ju som att de &r angelégna att synas och de marknadsfor sig och de vill att man

ska kopa deras produkter, i det ligger vél det att de bryr sig om vad kunderna tycker. Sa ja det kénns sa.

[E]: How and in what way have you perceived the brand to behave in a moral way?
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[Interviewee 2]: Man kan ju ha uppfattningen att man inte kan vara moralisk om man séljer alkoholhaltiga produkter,
for det i sig &r omoraliskt. Men det tycker inte jag, utan det ar upp till respektive person. Om man ténker pa
alkoholmissbruk och sant dar, det tycker jag inte som 6lproducent att man ska behova ta hinsyn till... Eller det &r klart
man kan uppmana folk till att dricka mattfullt, och sen har de ju tagit fram en non-alcohol produkt som ménga andra,
och pé sa sitt sa tar de vél sitt ansvar. Nej jag tycker inte att de agerar omoralskt, det &r inte min uppfattning att dom
sdljer for att de vill att folk ska bli alkoholiserad.

[E]: How and in what way have you perceived the brand to be motivated by intrinsic or extrinsic values?

[Interviewee 2]: Jag tror att manga foretag drivs av en kombination. Det kan inte bara vara hard-core och vinstmaximera
och sa som driver, jag tror att ett stort internationellt foretag som Heineken ocksé méste ha en inre drivkraft, motivera
anstéllda och kdnna att man gor nagot bra. Det handlar inte bara om att maximera i resultatrdkningen, det tror jag inte.
Min gissning &r att de drivs av att tjina pengar, vinstmaximera, det goér man ju som foretag, men att det ocksé finns en
vilja att gora rétt och korrekt och sé, en inre vilja.

Symbolism
[E]: How would you describe your relationship with the brand?

[Interviewee 2]: Na men det dr nog bara som dlkonsument assa. Nar jag vill ha en god 61 och ser Heineken sa kan jag
absolut tinka mig att kopa Heineken. Men det kidnns som ett varumirke som man forknippar sig lite med, som ar oke;j
utifran vem man sjélv dr. Men det &r inte jattestarkt sa, det &r det inte.

[E]: How would you describe the brand’s values in comparison to your own?

[Interviewee 2]: Detta forutsatter att man dr ganska pélast om Heineken, men jag uppfattar Heineken som en serids
Olproducent och som ocksé har non alcoholic alternativ vilket ar viktigt, s& absolut kan jag forknippa mig med
Heineken.

[E]: How would you describe your usage of the brand as a way to construct your identity?

[Interviewee 2]: Ja assa jag dr nog en ljus lager kille snarare &n en IPA-kille och sant dir, men det kanske Heineken
ocksa har nu. Men jag tianker framforallt pa den ljusa lagern.

[E]: How would you describe the meanings, if any, the brand adds to your life?

[Interviewee 2]: En god dryck uppskattar man ju, det 4r ju livskvalitet. Att ta en god 61 nér man &r sugen och nér man da
far en kall Heineken sé absolut att det 4r en njutning.

CSM
[E]: What do you think are brands’ role in society?

[Interviewee 2]: Varumaérkens roll dr att man ska kunna sirskilja olika producenter fran varandra. Dom ska bidra med
konkurrens, en bra produkt som blir kénd for det bidrar till god konkurrens och i sin tur till battre produkter. Och man
kan da forknippa en produkt med ett visst varumaérke, sa till gagn for konsumenten. Och utifran ett foretagsperspektiv sa
ir det ett sitt att profilera sig mot andra och sérskilja sig mot andra och i slutindan &ka forséljning. Ar man ett kiint
varuméarke som star for ndgot bra okar vél forséljningen. Sa det &r positivt pA manga sétt.

[E]: What do you think about brands who encourage behavior change in benefit for society?

[Interviewee 2]: Ja det 4r ju det hér med att vara ett “good company”. Men uppmanar till menar du? Alltsd man vill att
folk ska fordndra sig mer direkt sa? Jag har inte tinkt sa mycket pa det, men om jag skulle fa en uppmaning fran
Heineken att “drick gérna 61, men vélj da gérna en 6lsort med lite alkohol” for att det &r bra for folkhélsan eller sa, ja,
varfor skulle det vara déligt? Ar det positiv for mig, s& skulle jag nog inte ha nigot emot att ett foretag sticker ut hakan
och forsoker paverka saker i rtt riktning. Det ser jag inga problem med.

[E]: What are your thoughts about the importance of social distancing in order to stop the spread of COVID-19?
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[Interviewee 2]: Det tycker jag &r viktigt. Det &r det som myndigheterna séger dr den viktigaste sakerna for att halla nere
smittspridningen, att hélla avstind.

EXPOSURE OF CSM
Now you will be exposed to a marketing campaign by Heineken that was released in 2020. We
will pose some other questions to you afterwards.

CSM (Based on Lee (2016) and Deshpande (2016) criterias for successful CSM)

[E]: How do you interpret the genuine concern by Heineken regarding this campaign?

[Interviewee 2]: Ar man lite krass s gar det vl ut pa att de vill att man ska fortsitta att kopa Heineken trots att det ir
corona-tider, men att det finns olika sétt. Vi kan fortsatta att umgés, men vi méste goéra det pé ett annorlunda sétt, och
det ar trevligt att ta en 6l ocksa nér vi gor det. Det &r inte sé att man inte tar de hér avstdndsreglerna pa allvar, nd men
jag fick inte det intrycket att... Det kdndes vélavvégt, man har ett concern, att vi har en pandemi och att vi ska ta ansvar,
men samtidigt vill man uppmuntra folk att kdpa Heineken och dricka 61, for det &r ju gott. Varfor ska man avsta frén det
sa att sdga.

[E]: Do you think that the intended desired behavior, in other words social distancing, is beneficial for consumers,
society and the brand? (3)

[Interviewee 2]: Alla tre skulle jag vila sdga. Heineken vill ju fortsétta sdlja 61, de vill ju inte att det ska sluta. Och for
samhdllet hjélper det for att det pdminner folk om att halla distans, som i sin tur kan minska smittspridningen, vilket
gynnar individen ocksa. Sa jag tycker nog att alla gynnas av detta.

[E]: What benefits/drawbacks do you believe that the brand receives by carrying out the CSM campaign? What are the
intentions?

[Interviewee 2]: I grund och botten vill dom ju att folk ska fortsétta kopa Heineken. Man brassar inte bara pa med
reklam som vanligt, utan man har det hér social repsonsbility och avstand osv, sé jag tycker att benefiten &r att man
visar att man ar ett seridst foretag som visar att man tar dessa fragor pa allvar. Den signalen sénder man ju, absolut. Det
handlar om att bygga sitt varumaérke, visa att man férutom att vara en dltillverkare som siljer goda dlsorter, s visar man
ocksa att man bryr sig om det har med corona.

[E]: Does this campaign affect your knowledge and behavior regarding social distancing? (4)

[Interviewee 2]: Né egentligen inte, det har ju gatt ett helt &r, och man har fatt hora fran myndigheter att det ar viktigt att
halla avstand. Den hér kampanjen trummar in det budskapet bara. Men det &r inte sé att jag l4r mig nagot nytt nér jag
ser filmerna.

[E]: Do you think that this is in line with other social initiatives that the brand has done? (5)

[Interviewee 2]: Ja assd om man jamfor det med att dom marknadsfor alkoholfria alternativ, absolut. Men man maste ju
hénga pa den trenden, annars hamnar man ju i bakvattnet. Jag vet inte om Heineken var forst med alkoholfri 61, men det
maéste man ju ha nu for att hdnga med for det finns en stor efterfrdgan. Men ja, absolut, det handlar inte bara om
laskande dryckesreklam, det finns en vinkel till pé det som anspelar pa ansvar.

Perceived Brand Authenticity in relation to the CSM campaign

Continuity
[E]: How do you perceive the alignment of the brand promise of Heineken and this campaign?
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[Interviewee 2]: Ge mig en god 6l, och de sénder ocksa budskapet att dom &r ett foretag som bryr sig om viktiga
samhiéllsfragor. S& det dr vél positivt da, det &r inte bara en kall 6l. Det &r ett foretag som jobbar aktivt med sana hér
fragor, vilket &r positivt for mig som konsument.

[E]: What values do you ascribe to the brand after seeing this campaign?

[Interviewee 2]: Serids och samhéllsengagerad dlproducent.

[E]: How do you perceive the fit of the brand’s values and this campaign?

[Interviewee 2]: Det kidnns som en bra fit, det ar seriost.

[E]: What is your perception of this campaign being a trend that the brand follows?

[Interviewee 2]: Det kan jag inte svara pé. Jag har inte sett ndgon annan dlproducent gora en koppling till COVID pa det
hir séttet. Kédndes som det var forsta gdngen man ség det.

Credibility

[E]: How do you perceive the brand's honesty and trustworthiness with this campaign?

[Interviewee 2]: Jag uppfattar det som é&rligt och palitligt, det kénns inte sa dér sliksigt som det kan bli ibland nér
foretag tar stillning i samhaéllsfragor. Det vill séga att man under galjen maste gora nagot sa utnyttjar man det har for att
sdlja mer 01, folk ska sitta hemma och ha mer AW. Det kéndes arligt.

[E]: Vad menar du med att det inte kinns sliskigt?

[Interviewee 2]: Det kanske inte framgar av filmerna, men man vet ju allvaret av smittan i pandemin. De talar om att
man ska ta ansvar och halla avstdnd, dé bidrar dom till att sprida den kunskapen. Dom gor det i en reklamfilm som
handlar om att man ska tycka om deras produkt och s, men jag tycker inte det kénns sliskigt eller insmickrande, det
gjordes pa ett balanserat sétt.

[E]: In what way, if any, has your perception of the brand’s ability and willingness to fulfill its promise been affected?
[Interviewee 2]: Jag kénner att det har bekréftats, alltsé att det aterigen att jag forvéntar mig eller vet att jag far en god 61

nér jag koper Heineken for att varumaérket ar sa starkt. Man ténker just nu lite extra p& det, men nej reklamen péverkar
nog inte mig pa synen pa produkten som sadan. Det dr vil att man tar smittan pa allvar.

[E]: How would you describe your expectations about Heineken to engage in marketing initiatives related to COVID-
19?

[Interviewee 2]: Ja hade det bara varit en san dér kampanj med hur gott det & med en svalkande 61 under
sommarsemestern, alltsa ingen referens till pandemin nu, d& hade det nog varit negativt. Om de bara hade brassat pa som

vanligt med traditionella reklamkampanjer, det hade varit ritt oansvarligt. Nu visar man att man &r lyhord for situationen,
sa det dr postivt. S& jag hade forvintat mig att de inte skulle bete sig som de gjorde pre-covid.

Integrity
[E]: Do you think that the brand launched this campaign primarily due to its moral responsibility? Why/Why not?

[Interviewee 2]: Ja, jag tror att de som stort virldsként mirke, kinner att de har ett ansvar, det tror jag.

[E]: What do you think motivated the brand to launch this campaign? Intrinsic or extrinsic values?
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[Interviewee 2]: Inre handlar det mycket att for hela sin personal och hela sin organisation visa att man engagerar och
bryr sig, motivera medarbetarna sé att de kan kénna identitet med sitt foretag. Externt kan det engagera kunderna att de
viljer Heineken for att de tar ett ansvar hér.

Symbolism
[E]: How has the campaign affected your relationship with the brand?

[Interviewee 2]: Jag tyckte kampanjerna gjorde att jag fick en mer postiv bild av Heineken &n jag hade innan.
[E]: Why?

[Interviewee 2]: Budskapet kring smittan, att hélla avstand. De tar ansvar i rddande situation, men fortsatter
marknadsfora en god produkt.

[E]: How do you perceive the campaign to be in correspondance with the brand’s values?
[Interviewee 2]: Ja, det &r i linje med varandra tycker jag.
[E]: How do you perceive the campaign to be in line with your own values?

[Interviewee 2]: Ja, assa det 4r ju trist nu, och kan man 6ver en 6l pé digi-moten dndé gladja folk pa négot sétt, sd né jag
har inget negativt att sdga.

[E]: Does the brand, through this campaign, change the meanings that the brand adds to your life?

[Interviewee 2]: Sa viktigt dr det inte for mig, s nd. Men den var varm och med humor och annat, sa jag blev vél glad.
Man fér en liten postitiv stimulans, men jag &r inte en sa stor 6lkonsument sé att det paverkar mig sa mycket.

Brand Loyalty in relation to the CSM campaign

Stochastic (Behavioral) loyalty

[E]: In what ways, if any, have your intention to purchase the brand been affected after seeing this campaign? (Purchase
frequency)

[Interviewee 2]: Ja, det finns chans att jag véljer Heineken oftare efter att ha sett den, rent undermedvetet. Den péverkar
mig kanske undermedvetet att jag har sett den hdr kampanjen och ser den som positivt.

[E]: In what ways, if any, have your intention to purchase the brand in comparison to similar offers changed?
[Interviewee 2]: Nu nér kampanjen ar farsk pa néithinnan, tror jag gor att det ar storre chans att jag valjer Heineken

framfor ndgon annan méarke nésta gang. Men priset ar ju viktigt for mig, sé jag hade ju inte kopt om det var fem kronor
dyrare dn en annan ljus lager.

Deterministic (attitudinal) loyalty
[E]: In what ways, if any, have your favourability towards the brand changed?

[Interviewee 2]: Ja kanske pa marginalen till dett battre, att man stér dir och ska vilja nésta gang, sd kan jag inte
utesluta att jag véljer Heineken efter att ha sett denna kampan;.

[E]: In what ways, if any, have your intention to purchase the brand in the near future changed?

[Interviewee 2]: It has affected me positively, the campaign is great, so it might get in the back of my mind somewhere
when buying beer. Nothing negative at all.

[E]: In what ways, if any, has this campaign changed your intentions to recommend the brand?
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[Interviewee 2]: Ja det kdnner jag. Det var en trevlig kampanj, de sdnde ett positivt budskap i svara tider. Det gar att ha
trevligt, men pé ett lite annorlunda sdtt. Om man da ska dricka en 6l till s& varfor inte Heineken?

[E]: In what ways, if any, have your thoughts regarding the brands differences/similarities in comparison to similar
offers been affected?

[Interviewee 2]: Ja men inte ndr det géller smaken, da handlar det mer om hur dom marknadsfor sig, att de tar ansvar
j@mfort med anda 6lproducenter.

Interrelated questions of brand authenticity, brand loyalty and CSM
[E]: In what ways, if any, has this campaign influenced your perception of the brand’s authenticity and your loyalty
towards the brand?

[Interviewee 2]: It has been a bit affected I think, I get positive vibes from the campaign, and it’s good commercials. I
might feel a bit more for Heineken now when I have seen the campaign than before. It feels authentic because it’s a
credible and serious campaign. It feels genuine.

[E]: Overall, are you more inclined to be loyal to brands who you believe adopt CSM in an authentic way? are authentic
and adopt CSM? Why/Why not?

[Interviewee 2]: Ja, foretag som sénder signalen att de tar ett socialt ansvar eller CSR, att de har det, absolut det &r
viktigt om jag véljer mellan olika produkter.

[E]: In your opinion, how should a brand that you are loyal to (such as Heineken) behave in order to use CSM in an
authentic way?

[Interviewee 2]: Jag kan ju inget om marknadsforing, men det dr vél att hitta den hér balansen. Folk forstar ju att det
handlar om att de ska sélja sina produkter. Ett balanserat budskap, det fér inte kénnas konstlat eller krystat, det ska
kénnas érligt. Da tror jag det funkar. Uppfattas det inte som é&rligt, utan bara &r ett sétt att idka smart markandsforing
kan det nog sla fel. Jag kan téinka mig att det &r svart att gora sana hér kampanjer sa att anslaget blir ratt eller balanserat.

[E]: Assuming that you perceive this CSM campaign as authentic, could your current relationship with Heineken grow
deeper?

[Interviewee 2]: Varfor inte? Det utesluter jag inte.

Wrap up
[E]: Is there anything else you would like to add?

[Interviewee 2]: God 61 och ansvarsfull kampanj, det &r en bra kombination.

[E]: Welcome and thank you for participating in this interview for our master thesis. This is a part of our data collection
process and in order for you to be as objective as possible, we can unfortunately not tell you any details or what the goal
of this research is. However, the topic concerns brands’ use of COVID-19 in their marketing initiatives and your perceived
brand authenticity and loyalty. Anything that you will tell us in this interview is confidential and your name will not be
disclosed in the thesis but only between us and our supervisor. However, we might use some insights and quotes from the
interview, but we will not reveal your identity. For us to conduct a thorough analysis of your answers, we would like to
record this interview. Do you agree with these terms?

[Interviewee 3]: Yes.

Personal information
[Interviewee 3]: We would like to start with some personal information about you, could you please present yourself and
specify your name, gender, age, nationality, level of education and current occupation?
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[Interviewee 3]: My name is XX, I’m 24 years old and I’'m from outside of Paris in France. I have a bachelor’s degree in
Business Administration, and work as a Junior Account Manager at Lavazza.

Introduction
[E]: What do the concepts of brand loyalty, corporate social marketing (CSM) and brand authenticity mean to you?

[Interviewee 3]: Brand loyalty is when a consumer has gone through the marketing funnel, from not knowing anything
about the product or knowing that it is a problem that can be solved, to identifying your problem, find your product,
buying your product, being satisfied, and continuing to buy the product. So like a repeated buyer, who likes your product
but also you as a brand. I guess Corporate social marketing is when corporations market their soft values. Like if it has
environmental sustainability, social work, all those soft values. If you donate to a charity organization, you market stuff
so the customer will see you as more human. Brand Authenticity is how the brand is interpreted from a customer’s point

of view, like if you trust what the company says, like Patagonia, I feel that they have very high authenticity, you trust
their product and also everything they say.

[E]: Good. Corporate social marketing is when a corporation encourages its consumers to change their behavior in some
way, in benefit for society. Which of these concepts is more important to you, and why?

[Interviewee 3]: I think the last one. It is something that could help me decide if I want to support a brand, and it wouldn’t
matter how much it costs, instead that I want to buy the product because I believe in it.

Questions about the brand (Heineken)
[E]: What do you know about Heineken?

[Interviewee 3]: Beer. It is Danish?

[E]: No, it’s Dutch.

[Interviewee 3]: Ah of course it is! I was thinking about Carlsberg, but Heineken is a great beer, a lager.

[E]: How would you describe the brand in three words?

[Interviewee 3]: An everyday beer that I also drink when I’m at bars. Nothing weird, just a regular beer.

[E]: What do you know about the brand’s marketing and communication to promote their products?

[Interviewee 3]: I have seen a few TV commercials that I think are fun. But I don’t follow them on social media, so I feel
like our relationship is not that strong. But in that case it would be on TV or billboards, or maybe some point-of-sales
material at a bar, like a branded bar-carpet, branded cap openers or similar.

[E]: Can you tell us three attributes that would make you loyal to a brand?

[Interviewee 3]: First of all, that it’s a grood product that solves an existing problem. The other thing is the communication
I think, how they want me to feel, and if I feel what they say is honest. I don’t know, it's difficult.

[E] Why and when do you purchase Heineken?

[Interviewee 3]: I either buy it in the store before having friends over, especially male friends, because it’s always a safe
choice with that kind of beer.

[E]: Why is it a safe choice?

[Interviewee 3]: Because everyone likes Heineken. And everyone knows what it is. But otherwise, when I’m at a bar, or
a club.
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[E]: Would you say that you buy the brand in comparison to similar offers?

[Interviewee 3]: I don’t buy a lot of beer, but yeah, absolutley. If I drink a lager at a bar, it feels like I always end up with
a Heineken.

[E]: How often do you purchase the brand?

[Interviewee 3]: Pre-covid - a lot. Post-covid - less.

[E]: How often was it pre-covid?

[Interviewee 3]: Like everytime I was out with my friends and craved beer.

[E]: What are your thoughts regarding differences/similarities between this particular brand and similar offers in the
industry?

[Interviewee 3]: No, I don’t think that the differences are huge. Zero differences if you compare to other light lagers, like
Carlsberg. But if you compare with IPA then there’s of course differences in taste.

[E]: Do you favor the brand over others? Why?
[Interviewee 3]: Nah, I don’t know. I haven’t really thought about that, I just buy Heineken a lot because I like it.
[E]: How likely are you to purchase the brand in the near future?

[Interviewee 3]: I craved Heineken now, but I don’t think I would’ve thought before that now I’'m going to buy a Heineken,
it has to be the interview.

[E]: Would you recommend this brand to others?

[Interviewee 3]: Yes.

[E]: Why?

[Interviewee 3]: Regular beer, everybody likes it, but apart from that no particular reasons.

[E]: How would you describe Heineken’ brand promise and in what way, if any, has been this fulfilled over time?

[Interviewee 3]: Well. To quinch my beer-thirst. And they have succeeded with that as it’s easy to get a hold of their
beer.

[E]: How would you describe Heineken’ brand values and in what way, if any, has this been fulfilled over time?

[Interviewee 3]: Wow, what are their brand values even? But, it’s good that they promote alcohol free ber, that it’s not
just about getting people drunk.

[E]: How do you perceive the brand in terms of a trend-follower?

[Interviewee 3]: They feel quite static. They do their thing, and they do it well.

[E]: Could you describe how you perceive the brand in terms of your trust in the brand to fulfill its promise?
[Interviewee 3]: I really trust them to quinch my beer thirst. It’s really an established beer brand.

[E]: Could you describe how you perceive the brand’s honesty and trustworthiness?
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[Interviewee 3]: I think they feel trustworthy and honest. They have existed for so long, it feels like tradition. They’re
everywhere, whatever country you visit.

[E]: Could you describe how you perceive the brand to be able and willing to fulfill its promise?

[Interviewee 3]: I don’t know what they’ve been up to lately, if they have released new products. It feels like they could
do that, since it’s such a big and powerful company.

[E]: Could you describe how you perceive the brand to perform according to your expectations?
[Interviewee 3]: Yeah, it’s an old company and they do their thing, they do it well, but they’re perhaps not that innovative.
[Interviewee 3]: How and in what way have you perceived the brand to sincerely care for its customers in the past?

[E]: Yes sure, but I don’t know if I’m their primary customer, so I don’t know. But if I were to go to a soccer game, |
would feel that Heineken is there for me.

[Interviewee 3]: How and in what way have you perceived the brand to behave in a moral way?

[Interviewee 3]: They sell beer. And they want me to buy beer, and then I might get drunk, which is not good for
anyone really. It is good for them but not for me.

[E]: How and in what way have you perceived the brand to be motivated by intrinsic or extrinsic values?

[Interviewee 3]: Extrinsic. Of course they want to make money. I haven't encountered any communication from them
where they say anything different. And they sell a harmful product.

[E]: How would you describe your relationship with the brand?

[Interviewee 3]: It’s not that special. I mean, I buy Heineken quite often but I wouldn’t say that I’m their best customer.
I know who they are, I like their beer a lot, but I don’t know a lot about the brand itself.

[E]: How would you describe the brand’s values in comparison to your own?

[Interviewee 3]: Like I said, they could do even more. It’s a very established brand with loads of money, so they can
make people drink more responsibly by being more innovative and launch more alcohol-free products. Especially now
in times of the coronavirus, when people don’t want to consume alcohol to the same extent as before.

[E]: How would you describe your usage of the brand as a way to construct your identity?

[Interviewee 3]: No, I don’t think I do. My relation to Heineken in a branding sense is too small for me to use Heineken
as a way to construct my identity.

[E]: Does Heineken add any meaning to your life?
[Interviewee 3]: No, no meaning at all, except from quenching my thirst when I crave beer.

CSM
[E]: What do you think are brands’ role in society?

[Interviewee 3]: I think that a brand should be as we said, authentic, but also transparent. That you care about other stuff
than just selling the product, for instance environmental impact. You want to support businesses who has climate
compensation or have climate projects, over other brands who don’t. Especially when there’s many brands to choose
between.
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[E]: What do you think about brands who encourage behavior change in benefit for society? (e.g. stop smoking
campaigns)

[Interviewee 3]: Very good.
[E]: What are your thoughts about the importance of social distancing in order to stop the spread of COVID-19?

[Interviewee 3]: Very important. It is proven. In Portugal for instancce, two months of lockdown significantly decreased
the degree of infections, so that and vaccine crucial.

Now you will be exposed to a marketing campaign by Heineken that was released in 2020. We will pose some other
questions to you afterwards.

[E]: How do you interpret the genuine concern by Heineken regarding this campaign?

[Interviewee 3]: Really genuine. The campaign reflects society today. That you should stay home to reduce infection
rates, but still spread positivity.

[E]: Do you think that the intended desired behavior (i.e. to stay at home/practice social distancing) is beneficial for
consumers, society and the brand?

[Interviewee 3]: Yes, all of them. It’s smart, because if they had released this campaign and you couldn’t visist bars and
encourage people to do it anyway, it would’ve been negative. But they communicate that we should make the best out

of the situation and continue to drink their product.

[E]: What benefits/drawbacks do you believe that the brand receives by carrying out the CSM campaign? What are the
intentions?

[Interviewee 3]: It evokes feelings regarding the situation, their brand, it makes me in a good mood. That’s what they
want to accomplish I guess.

[E]: Does this campaign affect your knowledge and behavior regarding social distancing?
[Interviewee 3]: Yes, it gives me ideas in how to socialize in a safe way.
[E]: Do you think that this is in line with other social initiatives that the brand has done?

[Interviewee 3]: If you think about the fact that they’ve made campaigns regarding alcohol free beer, then yes. They see
what happens in society and how they could contribute.

Perceived Brand Authenticity in relation to the CSM campaign

Continuity

[E]: How do you perceive the alignment of the brand promise of Heineken and this campaign?

[Interviewee 3]: It’s great, only because it’s covid and you can’t be out as usual, it’s natural that they focus on drinking
at home now instead of at bars, and that’s what they’re trying to do here. They want to put the product in a home setting,
and want me to feel happy feelings.

[E]: What values do you ascribe to the brand after seeing this campaign?

[Interviewee 3]: I have a better idea of Heineken’s values now, that they care more. But that’s maybe because I haven’t
seen a lot before. I’'m positively surprised, I would definitely buy a Heineken over a Carlsberg after seeing this when

buying beer, since I mainly care about that it’s a light lager.

[E]: How do you perceive the fit of the brand’s values and this campaign?
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[Interviewee 3]: Great. If you connect it to the alcohol free part, that they think about and care about their community
here as well.

[E]: What is your perception of this campaign being a trend that the brand follows?

[Interviewee 3]: Yes absolutely, they’re very quick and follows what’s happening. They pick up things that are trendy
right now.

[E]: Do you mean that it is trendy for brands in general to conduct campaigns in relation to COVID-19?

[Interviewee 3]: They follow trends by picking up things that people are talking about right now. Like problems on Zoom,
to have a beer over Zoom after a work day. They pick up these trends.

[E]: How do you perceive the brand's honesty and trustworthiness with this campaign?

[Interviewee 3]: Very high. They put themselves on the same level as the consumers by showing these everyday
situations. Also that sometimes it’s difficult, like the second video when everyone’s struggling, the recognition is high.
Like, everything sucks right now but you have to make the best out of it.

[E]: In what way, if any, has your perception of the brand’s ability and willingness to fulfill its promise been affected?
[Interviewee 3]: Absolutley, they show that society has changed drastically, but that we’re still here for you.

[E]: Has the campaign affected your trust towards the brand to fulfill its promise? If yes, in what way? If no, why not?

[Interviewee 3]: Yes absolutely, because I can see people as myself in the campaign. I can picture myself in the
campaign.

[E]: How would you describe your expectations about Heineken to engage in marketing initiatives related to COVID-
19?

[Interviewee 3]: No not really. You can feel that it’s wrong for an alcohol company to promote itself during these times
when you do not want people to socialize, and often socializing means drinking alcohol. To stop the spread of infection,
drink less alcohol. So you might feel that all alcohol companies should stay a little low. But I didn’t feel that when I saw
this campaign, I just felt a fun and positive feeling, and that one should avoid social contacts.

[E]: Do you think that the brand launched this campaign primarily due to its moral responsibility? Why or why not?
[Interviewee 3]:.No, because all companies could’ve done the same. But it makes me trust them a bit more maybe.

[E]: What do you think motivated the brand to launch this campaign? Intrinsic or extrinsic values?

[Interviewee 3]: Both I think. They try to do both and they succeed. They are both trying to sell, because they are in a
critical situation where they’ve lost a large part of their income through all the bars that are closed, so it is clear that
they want to sell. But I also think it's good that they change their advertising to remind people to stay home and so, that
it is not just the responsibility of the state or the government to do so.

[E]: How has the campaign affected your relationship with the brand?

[Interviewee 3]: I wouldn’t have cared so much before since I had little knowledge about Heineken. But now I feel a
deeper connection with them, as my image is more positive now.

[E]: How do you perceive the campaign to be in correspondanc with the brand’s values?

[Interviewee 3]: Yes, sure. I said something about that earlier.
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[E]: How do you perceive the campaign to be in line with your own values?

[Interviewee 3]: Yes I think so. You should take your responsibility to stay at home but still stay positive. You can have
a beer if you want, but drink responsibly. Drink in social settings, but then through Zoom or similar.

[E]: Does the brand, through this campaign, change the meanings that the brand adds to your life?

[Interviewee 3]: No, not really, it was fun in the moment and may leave a mark in my head that I next time choose
Heineken actively. For me it’s still just a beer brand and nothing bigger.

[E]: In what ways, if any, have your intention to purchase the brand been affected after seeing this campaign?

[Interviewee 3]: Yes I think so, as I haven’t had a special relationship with any beer brand, so the possibility is bigger that
I choose Heineken activelt after seeing this.

[E]: In what ways, if any, have your intention to purchase the brand in comparison to similar offers changed?

[Interviewee 3]: I think that I would purchase Heineken to a higher extent than Carlsberg for example. I don’t care a lot,
but this campaign helped me choose between brands I think.

[E]: In what ways, if any, have your favourability towards the brand changed?
[Interviewee 3]: It has been positively affected. The campaign made me happy and made me laugh.
[E]: In what ways, if any, have your intention to purchase the brand in the near future changed?

[Interviewee 3]: Yes, I feel that I got very thristy for beer now. I will not buy a Heineken to drink by myself, but I feel
inspired by the campaign and will have an after work over Zoom or something with a Heineken in the near future.

[E]: In what ways, if any, has this campaign changed your intentions to recommend the brand?

[Interviewee 3]: I will recommend Heineken next time someone needs help to buy a beer, especially as this campaign is
top-of-mind now.

[E]: In what ways, if any, have your thoughts regarding the brands differences and similarities in comparison to similar
offers been affected?

[Interviewee 3]: Since there’s no difference in taste, bottle or attributes that I care about, it is definitely the brand that I
go for. And I got a positive feeling of Heineken now, so of coure I will pick them over a similar beer now.

Interrelated questions of brand authenticity, brand loyalty and CSM
[E]: In what ways, if any, has this campaign influenced your perception of the brand’s authenticity and your loyalty
towards the brand?

[Interviewee 3]: For the better. They feel genuine, they didn’t decide to do a monster-commercial just to promote their
beer or put up a big billboard - this was genuine and reflects the real life we’re living right now, and includes their
product in a very tasteful way.

[E]: And what about your loyalty?

[Interviewee 3]: Because the brand and the campaign feels so genuine, my loyalty has increased in terms of future
purchases, absolutley.

[E]: Overall, are you more inclined to be loyal to brands who you believe adopt CSM in an authentic way? are authentic
and adopt CSM? Why, or why not?
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[Interviewee 3]:Yes I think so.
[E]: Why?

[Interviewee 3]: Authenticity is really important, if you abuse it, or I mean covid is a sensitive subject right now, like
what you’re allowed to do and not, but if you do something authentic that feels real, that’s great. But if you don’t, or do
nothing, maybe it affects the loyalty in a negative sense. A brand that should take more responsibility but doesn’t do
anything feels strange, or someone who uses covid just to make money.

[E]: In your opinion, how should a brand that you are loyal to, such as Heineken, behave in order to use CSM in an
authentic way?

[Interviewee 3]: Like Heineken did. Pick up small scenes in life that consumers can recognize is good. But also
communicating more values than making money. I think that is beneficial for everyone in the end. Something that
makes you feel that you can relate, like a little compassion, or that we’re in this together. That I like.

[E]: Assuming that you perceive this CSM campaign as authentic, which I have the impresison that you think, could
your current relationship with Heineken grow deeper?

[Interviewee 3]: I think so, absolutely. Like, now they’re top-of-mind, I have got some ideas how to socialize in times
of covid, they want the best for me. Heineken has provided a feeling through the campign, I might feel that feeling next
time i drink a Heineken hopefully. If they achieve that with this campaign, that I connect drinking a Heineken and
simultaneously sanitize my hands or thinking in a covid safe way, that’s great for everyone involved.

[E]: Is there anything else you would like to add?

[Interviewee 3]: No.

[E]: Welcome and thank you for participating in this interview for our master thesis. This is a part of our data collection
process and in order for you to be as objective as possible, we can unfortunately not tell you any details or what the goal
of this research is. However, the topic concerns brands’ use of COVID-19 in their marketing initiatives and your perceived
brand authenticity and loyalty. Anything that you will tell us in this interview is confidential and your name will not be
disclosed in the thesis but only between us and our supervisor. However, we might use some insights and quotes from the
interview, but we will not reveal your identity. For us to conduct a thorough analysis of your answers, we would like to
record this interview. Do you agree with these terms?

[Interviewee 4]: Yes that’s fine.

[E]: Okay, so first - some personal things about you. Could you please state your name, gender, nationality, education
and occupation?

[Interviewee 4]: Of course. My name is XX, I’'m 24 years old, and as you might now, a female. I’'m currently working as
a security guard at a museum. Was there anything else?

[E]: Yes, your nationality?

[Interviewee 4]: Right, I’'m from Sussex in England

Introduction

[E]: Perfect! So to begin with, what does the concepts brand loyalty, corporate social marketing (CSM) and brand

authenticity mean to you?

[Interviewee 4]: For me, brand loyalty means that you always buy a particular brand due to a strong favorability, despite
discounts or similar on other brands in the same segment. I don’t really know what corporate social marketing is, but I’'m
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guessing that it is similar to CSR, that you employ marketing messages that are supposed to benefit society in some way.
Brand authenticiy is for me a brand that is real and does its own thing, despite trends to follow.

[E]: Yes, corporate social marketing is when corporations in their marketing initiatives encourage their customers to
change a behavior in benefit for society. Which one is more important to you? Why?

[Interviewee 4]: If I have understood CSM correctly, I think this is important as I believe that many companies contribute
to a lot of bad things, for instance by not being environmentally friendly, and they should compensate for that by engaging

in things that do something for the greater good.

Questions about the brand (Heineken)
[E]: What do you know about Heineken?

[Interviewee 4]: I know that Heineken sells the best beer there is on the market.

[E]: How would you describe the brand in three words?

[Interviewee 4]: Quality, accountability, fun.

[E]: What do you know about the brand’s marketing and communication to promote their products?

[Interviewee 4]: I know that they make a lot of fun and creative commercials, and that they also have engaged in different
iniatives related to responsible drinking.

Loyalty relationship (aim - find out if the respondents have true, spurious, or latent loyalty towards Heineken)
[E]: Can you tell us three attributes that would make you loyal to a brand?

[Interviewee 4]: Quality/price ratio, social responsbility and creative marketing.
[E]: Why and when do you purchase Heineken?

[Interviewee 4]: Everytime I’m at the store to buy beer, I buy Heineken. It’s simply the obvious choice for me, you can
always count on it to be good.

Stochastic (Behavioral) loyalty
[E]: Would you say that you buy the brand in comparison to similar offers?

[Interviewee 4]: Definitely. For instance, if ’'m in a bar and they serve two alternatives of beer, I would choose Heineken.
[E]: How often do you purchase the brand?

[Interviewee 4]: Now in times of COVID-19, I guess I drink a little less beer than usual as there’s not a lot of social things
going on and that’s primarily when I drink beer. But before the pandemic, say, once a week maybe?

Deterministic (attitudinal) loyalty
[E]: What are your thoughts regarding differences/similarities between this particular brand and similar offers in the
industry?

[Interviewee 4]: Actually, I believe that the differences when it comes to taste are quite small, I like light lagers in general.
But in terms of marketing, I guess Heineken are focusing on being perceived as more responsible compared to other

brands.

[E]: Do you favor the brand over others? Why?
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[Interviewee 4]: Yeah, I just have this weird attachment to Heineken. I guess it has to do with the fact that I have been
drinking it for such a long time and you can always count on them to behave as a company. Heineken 0.0% is also the
best tasting alcohol-free beer.

[E]: How likely are you to purchase the brand in the near future?

[Interviewee 4]: Very likely. Well, it’s Friday tomorrow so I guess then?

[E]: Would you recommend this brand to others? Why?

[Interviewee 4]: Yeah why not? Heineken sells good beer and engages in good causes, and that’s two things that people

in my surroundings like.

Perceived authenticity of Heineken
Continuity
[E]: How would you describe Heineken’ brand promise and in what way, if any, has been this fulfilled over time?

[Interviewee 4]: I would describe their promise to serve high quality beer to people all over the world. I think they have
succeeded with that, as they never compromise on quality.

[E]: How would you describe Heineken’ brand values and in what way, if any, has this been fulfilled over time?

[Interviewee 4]: Their brand values are for me quality and responsibility. They fulfill this as they have always provided
good tasting beer, and at the same time promotes responsible drinking towards their audience.

[E]: How do you perceive the brand in terms of a trend-follower?

[Interviewee 4]: I would not say that Heineken is a trend-follower. I haven’t noticed any remarkable changes of the
brand the last 10 years. They have their original beer and that works for the company, and for their customers.

Credibility
[E]: Could you describe how you perceive the brand in terms of your trust in the brand to fulfill its promise?

[Interviewee 4]: You can always count on the beer to be good, and in that sense I really trust Heineken.
[E]: What about the brand’s honesty and trustworthiness?

[Interviewee 4]: It feels like Heineken is a transparent brand, and they have never done anything weird or been involved
in something scandalous, so in that sense they are trustworthy.

[E]: Could you describe how you perceive the brand to be able and willing to fulfill its promise?

[Interviewee 4]: I really have the impression that Heineken never compromises on quality, so they are definitely
succeeding with fulfilling the promise of being a premium beer brand.

[E]: How do you perceive Heineken to perform according to your expectations?
[Interviewee 4]: As I said, I have never heard of any scandalous events that Heineken has been involved in. As Heineken
containts alcohol, which isn’t a “good” thing, I expect them to engage in different social causes to minimize harm that

their brand can do, and I believe that Heineken succeeds with that through their different responsible drinking campaigns.

Integrity
[E]: How and in what way have you perceived the brand to sincerely care for its customers in the past?
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[Interviewee 4]: I guess this relates to what I previously said. Selling alcohol is not caring about people, as it can cause
a lot of harm. However, I believe that Heinken sells beer in a very tasteful way by not promoting intoxication, and
therefore I think they care as much as they can.

[E]: How and in what way have you perceived the brand to behave in a moral way?

[Interviewee 4]: As I said, being a beer brand, it is difficult to behave in a moral way. But Heineken succeeds with this
by taking the conversation of what alcohol can do to you.

[E]: How and in what way have you perceived the brand to be motivated by intrinsic or extrinsic values?

[Interviewee 4]: Mainly extrinsic values, they want to sell beer. And to sell more to a more aware generation, they are
selling the beer responsibly.

Symbolism
[E]: How would you describe your relationship with Heineken?

[Interviewee 4]: It is a long-lasting relationship, as I always turn to Heineken when I want to quench my thirst with
beer.

[E]: How would you describe Heineken’s values in comparison to your own?

[Interviewee 4]: Heineken promotes responsible drinking, and I rarely drink beer to get drunk, so I guess our values are
aligned.

[E]: How would you describe your usage of Heineken as a way to construct your identity?

[Interviewee 4]: Hmm.. This one was difficult. I haven’t really thought about Heineken in that way, but my friends
often comment on that I always ask for Heineken when we’re at a bar, so I guess it is a part of my identity by being
“The heineken-dude/girl”

[E]: How would you describe the meanings, if any, the brand adds to your life?

[Interviewee 4]: I relate Heineken to hanging out with friends and socializing, and in that sense Heineken adds meaning
because having a beer together is a good excuse to meet up, and spend time with my friends is very important to me.

[E]: What do you think are brands’ role in society?

[Interviewee 4]: Brands help capitalism thrive, which has economical benefits but also social drawbacks, for instance in
terms of environemntal questions and child labor. In that sense, I think that brands should engage in societal questions
as much as they can. They should really use their power.

[E]: What do you think about brands who encourage behavior change in benefit for society?

[Interviewee 4]: Well, why not? As long as this encouragement is not contradictory to what the brand’s business is all
about.

[E]: Can you elaborate?

[Interviewee 4]: I mean, it would be quite strange if Heineken would encourage its customers to stop drinking alcohol
beverages.

[E]: What are your thoughts about the importance of social distancing in order to stop the spread of COVID-19?
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[Interviewee 4]: I think it is very important, I mean it is known for a fact that it helps reduce the spread if we limit our
social contacts, work from home, don’t go to dinners and parties and so on. And I really want this pandemic to end now,
so yeah, it is important.

Now you will be exposed to a marketing campaign by Heineken that was released in 2020. We will pose some other
questions to you afterwards.

[E]: How do you interpret the genuine concern by Heineken regarding this campaign? (1)

[Interviewee 4]: First of all, I really like this campaign. It actually feels genuine. I guess Heineken wants this pandemic
to end ASAP as anyone else, so we all can go to bars again and consume their product.

[E]: Do you think that the intended desired behavior (i.e. to stay at home/practice social distancing) is beneficial for
consumers, society and the brand?

[Interviewee 4]: Actually yes. The campaign is beneficial for consumers as it highlights how we can continue
socializing in safe, creative ways. For Heineken, it is beneficial as they want the pandemic to end so we can go back to
normal and consume more of their beer. For society, it is also beneficial as this campaign hopefully reaches out to a lot
of people, which in turn can help reduce the spread of the virus.

[E]: What benefits or drawbacks do you believe that the brand receives by carrying out the CSM campaign? What are the
intentions?

[Interviewee 4]: Heineken receives benefits in the sense that people are enlightened to think about social distancing when
drinking, which in turn can lead to reducing the spread of the virus. But I guess the intention of the campaign is that they
want to sustain an image of being responsible, and show that they care about what’s going on, which in the end will make
people like the brand, and in turn lead to increased sales.

[E]: Does this campaign affect your knowledge and behavior regarding social distancing? (4)

[Interviewee 4]: Not really, but it inspired me to have an after work with my friends on zoom anytime soon!

[E]: Do you think that this is in line with other social initiatives that the brand has done? (5)

[Interviewee 4]: Totally! I mean, they have done campaigns about responsible drinking before, and this can also be seen
as a responsible drinking campaign but in a COVID-19 context.

Continuity
[E]: How do you perceive the alignment of the brand promise of Heineken and this campaign?

[Interviewee 4]: Ok, so if Heineken’s brand promise is to serve people with high-quality beer, I couldn’t see how the
campaign wouldn’t be aligned with the brand promise. Even though the first two videos encourage us to not meet up at a
bar, and hang out online instead, they don’t tell us to not drink beer.

[E]: What values do you ascribe to Heineken after seeing this campaign?

[Interviewee 4]: Responsibility, care, and fun.

[E]: How do you perceive the fit of the brand’s values and this campaign?

[Interviewee 4]: I think the alignment is good. They are acting responsible and caring with this campaign, but in a fun
and creative way.

[E]: What is your perception of this campaign being a trend that Heineken follows?

175



[Interviewee 4]: I haven’t seen any other beer brands doing something similar, but it was very trendy for brands overall
during the outbreak of the pandemic to include COVID-19 in advertisements and such. So I guess they are following a
trend with this initiative, but not in a bad way.

Credibility
[E]: How do you perceive the brand's honesty and trustworthiness with this campaign?

[Interviewee 4]: I think they are honest and trustworthy by recognizing that they can use their powerful voice to
encourage people to engage in social distancing.

[E]: In what way, if any, has your perception of the brand’s ability and willingness to fulfill its promise been affected?

[Interviewee 4]: It hasn’t been affected really. With this campaign, they communicate as in any other campaign, that
they can provide high-quality beer, but in other types of settings.

[E]: Has the campaign affected your trust towards the brand to fulfill its promise? If yes, in what way? If no, why not?

[Interviewee 4]: Yeah, I guess my trust increases, in the sense that Heineken communicates that we’re still here, you
can still have high-quality beer, despite the fact that it is a pandemic going on.

[E]: How would you describe your expectations about Heineken to engage in marketing initiatives related to COVID-
19?

[Interviewee 4]: As responsibility is what differentiaties Heineken as a brand from its competitors in my opinion, I guess
I had expectations that they would send a message like this.

Integrity
[E]: Do you think that the brand launched this campaign primarily due to its moral responsibility? Why/Why not?

[Interviewee 4]: Maybe not primarily, but definiteley partly. I can imagine that Heineken realized that they are a huge
actor in the industry, and should therefore use its voice to affect society in a positive way.

[E]: What do you think motivated the brand to launch this campaign? Intrinsic or extrinsic values?
[Interviewee 4]: I think that the main purpose of this campaign is to show people that it is possible to consume

Heineken in ways that still are in line with social distancing, and in that sense sell more beer. But also intrinsic values,
based on what I just said about using their voice as a powerful brand.

Symbolism
[E]: How has the campaign affected your relationship with the brand?

[Interviewee 4]: I would say that it has become even more strong. With this campaign, they confirm all the positive
values that they stand for.

[E]: How do you perceive the campaign to be in correspondance is corresponding with the brand’s values?
[Interviewee 4]: I think they are very aligned, as the brand again shows signs of responsibility.
[E]: How do you perceive the campaign to be in line with your own values?

[Interviewee 4]: As I believe that social distancing is important, but still believe that you can socialize but do it
carefully, it is in line with my own values.

[E]: Does the brand, through this campaign, change the meanings that the brand adds to your life?
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[Interviewee 4]: I don’t know if the campaign adds any meaning to my life, but it makes me happy and hopeful. When I
hear the song in the campaign I will think of Heineken, with only positive associations.

[E]: In what ways, if any, have your intention to purchase the brand been affected/changed after seeing this campaign?

[Interviewee 4]: If it wasn’t for the fact that I don’t want to consume beer more than I do right now, I would buy Heineken
every day.

[E]: In what ways, if any, have your intention to purchase the brand in comparison to similar offers changed?

[Interviewee 4]: But as mentioned, I always pick Heineken among other alternatives, and I feel that this preference has
grown even stronger after seeing this campaign. They really differentiate themselves with this campaign.

[E]: In what ways, if any, have your favourability towards the brand changed?

[Interviewee 4]: It has grown even stronger, based on the fact that this campaign stands out from the crowd as they use
their power to affect societal change. The campaign is also fun, createtive and gives a little hope in these difficult times.

[E]: In what ways, if any, have your intention to purchase the brand in the near future changed?

[Interviewee 4]: I look forward to the next time I’m having an excuse to drink beer, because then Heineken will be the
obvious choice, like it has been before.

[E]: In what ways, if any, has this campaign changed your intentions to recommend the brand?

[Interviewee 4]: I think that I would encourage my friends to choose Heineken next time, due to the fact that they take
societal responsibility with this campaign.

[E]: In what ways, if any, have your thoughts regarding the brands differences/similarities in comparison to similar
offers been affected?

[Interviewee 4]: Yeah, I mean the campaign does not affect how it tastes in comparison to competitors, but it makes
them stand out even more than before as they are taking action in benefit for society, in a charming way.

Interrelated questions of brand authenticity, brand loyalty and CSM
[E]: In what ways, if any, has this campaign influenced your perception of the brand’s authenticity and your loyalty
towards the brand?

[Interviewee 4]: I have always thought that Heineken has been an authentic brand, as they are very consistent in terms
of their branding of their products. It feels like this campaign enhances Heineken’s authenticity, by again taking
responsibility and showing that they really care about their customers and society in general.

[E]: Overall, are you more inclined to be loyal to brands who you believe adopt CSM in an authentic way? Why/Why
not?

[Interviewee 4]: I think so, yes. There are so many brands out there and it is often difficult to choose between them
nowadays. And for me it is important that brands try to make a difference, so doing campaigns like Heineken’s would

make it easier for me as a customer to choose between alternatives.

[E]: In your opinion, how should a brand that you are loyal to (such as Heineken) behave in order to use CSM in an
authentic way?

[Interviewee 4]: I think the campaign needs to be in line with what the company stands for, evoke emotions, and that it
is consistent with their previous campaigns. Otherwise, it would not affect me as a customer.
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[E]: Assuming that you perceive this CSM campaign as authentic, could your current relationship with Heineken grow
deeper?

[Interviewee 4]: Well, as you probably have noticed I already have a strong relationship to Heineken, but now I
definitely have a good explanation for why people should buy Heineken next time instead of, say, Carlsberg.

Wrap up
[E]: Is there anything else you would like to add?

[Interviewee 4]: No I don’t think so. I became thirsty for Heineken after this interview so I think I’ll go down to the
store and buy a bottle as soon as we hang up.

Interviewee 5

[E]: Welcome and thank you for participating in this interview for our master thesis. This is a part of our data collection
process and in order for you to be as objective as possible, we can unfortunately not tell you any details or what the goal
of this research is. However, the topic concerns brands’ use of COVID-19 in their marketing initiatives and your perceived
brand authenticity and loyalty. Anything that you will tell us in this interview is confidential and your name will not be
disclosed in the thesis but only between us and our supervisor. However, we might use some insights and quotes from the
interview, but we will not reveal your identity. For us to conduct a thorough analysis of your answers, we would like to
record this interview. Do you agree with these terms?

[Interviewee 5]: Jajemen, det gér sa bra sé.

[E]: Great, let’s get started then! We would like to start with some personal information about you, could you please
present yourself and specify your name, gender, age, nationality, level of education and current occupation?

[Interviewee 5]: Mitt namn &r XX, jag dr 25 ar gammal, svensk. Jag har en bachelor i ekonomi och jobbar som E-
commerce manager pa ett modebolag.

[E]: What does the concepts brand loyalty, corporate social marketing (CSM) and brand authenticity mean to you?

[Interviewee 5]: Brand loyalty 4r vl da lojalitet till ett visst varumérke liksom, till exempel om man har en produkt som
man néstan alltid koper eller vad man foredrar, da har man nagon slags lojalitet till det varumérket.

Corporate social marketing, det &r en bra fraga. Jag tdnker eftersom att man slénger in social att det har en koppling till
CSR. I sédana fall kan jag tdnka mig att det har att géra med ansvarsfull marketing, man vill visa att man har en hallbar

profil pa nagot sitt kanske.

[E]: Toppen! Corporate social marketing handlar om nér foretag uppmanar sina kunder till ndgon slags beteende
forandring i deras marknadsforing, som gynnar samhallet i stort. Och Brand Authenticity?

[Interviewee 5]: Brand authenticity ar precis vad det later som antar jag, eller jag kan tdnka mig att det har att gora med
att du kénner att du kan lita p& varumaérket, att det kdnns autentiskt och inte tillgjort, man kan lita pd dom.

[E]: Which one is more important to you? Why?
[Interviewee 5]: For min del &r det nog brand loyalty, man har ju sina varumérken som man gar till ganska naturligt

antagligen for att man pa nagot sitt forknippar sig sjélv lite med det varumaérket. S& om man gar efter ndgot niar man ska
kopa nagot sé ar det den forsta.

[E]: What do you know about Heineken?

178



[Interviewee 5]: Jag vet att det ar ett hollandskt olforetag, eller dryckesforetag antar jag? Jag antar att de gor mer &n bara
0l sékert i dagsldget, men det ar typ det egentligen.

[E]: How would you describe the brand in three words?

[Interviewee 5]: Okej, tre ord. Jag hade nog sagt lattillgdngligt, enkelt, och s lite festligt kanske.
[E]: What do you know about the brand’s marketing and communication to promote their products?
[Interviewee 5]: Typ ingenting.

Loyalty relationship (aim - find out if the respondents have true, spurious, or latent loyalty towards Heineken)
[E]: Can you tell us three attributes that would make you loyal to a brand?

[Interviewee 5]: Bra produkter, hog kvalitet dverlag skulle jag séga. Det kanske gar lite hand i hand med authenticity,
men generellt sétt att det dr, sa hér, produkten som dom ger 4r en bra produkt i sig om du forstar vad jag menar, assa for
att gora ett enkelt exempel: snabblan, SMS-14n, da ar produkten i sig sjilv javligt usel, s& det ar liksom jévligt daligt. Sa
det forsta ér att det ska vara en produkt som é&r en jévligt bra produkt, det ar ett steg i rétt riktning. Och nésta steg ar att
sjdlva produkten &r hogkvalitativ. Sen tredje att man kanske har en viss profil pa varumérket som man pa nagot sitt kan
relatera till. Det &r nog det som gor mig lojal.

[E]: Why and when do you purchase Heineken?

[Interviewee 5]: Hmm, nej men man kdper vil Heineken for att det ofta finns tillgdngligt och det ar ett véldigt sakert kort,
det ar kanske inte den godaste 6len man kinner till, men man vet att den kommer gora jobbet. Den &r sjukt stabil. Och
sen sa finns den oftast ddr man &r, och man kénner till det. S& pé sa sétt d&r Heineken ett véldigt starkt varumarke.

[E]: Och nér koper du Heineken da?

[Interviewee 5]: Da skulle jag séga framforallt ndr man &r pa ett stélle dér du inte kan ha obegransat med val. T.ex. om
du &r pa en restaurang eller bar eller dér det finns en meny med fem olika 61, och varav en dr Heineken, da ligger det ratt
néra till hands for man kénner till det.

[E]: Would you say that you buy the brand in comparison to similar offers? (Shares of purchase)

[Interviewee 5]: Da skulle jag nog séga att jag... S& hér, det hdr behdver du inte transkribera men den faller i samma
kategori som typ Carlsberg, att den ofta finns dér, och det &r ett jakligt sékert kort, s& det dr ofta man faller i den kategorin
for att man inte vet vad man vill ha, eller det &r enkelt. S& man kanske dricker Heineken 60% av gédngerna man koper 61,
och 40 % kanske man koper nagot annat. Men det &r &nda en javligt stor kategori av 6ldrickande, att du star i en bar och
sé ska du ha en 61, och sé tanker du vad ska du ha, da kor du en Heineken for att det ar det du kdnner till.

[E]: How often do you purchase the brand? (Purchase frequency)

[Interviewee 5]: Jag koper Heineken vildigt ofta nér jag dr ute pa bar, ofta pd sommaren pa en uteservering eller ndgonting.

[E]: What are your thoughts regarding differences/similarities between this particular brand and similar offers in the
industry?

[Interviewee 5]: Jag tycker Heineken verkligen dr en mellandl liksom. Det dr ingen premiumprodukt, men inte heller en
budgetprodukt. Den &r verkligen i mitten. Men det dr ocksa dérfor det dr en sa jakla bra vardagsol. Den ar relativt
intetsdgande men valdigt stabil. S& den &r verkligen mid-brand.

[E]: Do you favor the brand over others? Why?

[Interviewee 5]: Ja, inte Gver alla andra, men over vissa.
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[E]: Varfor foredrar du den 6ver vissa?

[Interviewee 5]: For att den 4r god, bra lager liksom. Det &r en bra produkt, en hogkvalitativ produkt som kénns véldigt
saker, det &r ett sikert kort det ar vél darfor. Jag tar hellre den &n en som jag inte kdnner igen.

[E]: How likely are you to purchase the brand in the near future?
[Interviewee 5]: Det dr absolut sannolikt.
[E]: Would you recommend this brand to others? Why, or why not?

[Interviewee 5]: Ja absolut det hade jag kunnat gora, da hade jag sagt att det &r ett sékert kort.

[E]: How would you describe Heineken’ brand promise and in what way, if any, has been this fulfilled over time?
[Interviewee 5]: Assé jag maste séga att jag har véldigt dalig koll. For mig &r ju Heineken typ en rétt sa ansprakslos ol.
Sa jag tinker att de har ett promise att den ska smaka som en ljus lager och det gor den typ alltid, s& det uppfyller den
ju. Men om man jamfor med Carslberg, som sédger typ “Probably the best beer in the world”, det &r ju ett mycket
starkare brand promise. Och det kanske ar dérfér dom just uppfyller vad dom lovar, typ vi dr rdtt modest men vi gar
alltid hem.

[E]: How would you describe Heineken’ brand values and in what way, if any, has this been fulfilled over time?
[Interviewee 5]: Jag har ingen aning, for jag vet inte hur jag skulle beskriva deras virden.

[E]: How do you perceive the brand in terms of a trend-follower?

[Interviewee 5]: Nja, det skulle jag sdga att dom inte ar faktiskt. I min vérld, sen jag drack min forsta Heineken, s har
dom sett ut och smakat precis likadant liksom. Aterigen, de ir ju extremt stabila och inte si dynamiska skulle jag siga.

[E]: Could you describe how you perceive the brand in terms of your trust in the brand to fulfill its promise?
[Interviewee 5]: Mitt fortroende i Heineken i vad dom uppfyller att dom lovar?
[E]: Ja.

[Interviewee 5]: Det &r hogt liksom. Men det &r for att jag har jévligt 1&g ribba. Det ska smaka som en ljus lager, och det
gor det varje gang liksom.

[E]: Could you describe how you perceive the brand’s honesty and trustworthiness?
[Interviewee 5]: Ja assa de kénns véldigt rena liksom.
[E]: How do you perceive Heineken to be able and willing to fulfill its promise?

[Interviewee 5]:Min uppfattning ar att dom vill géra en helt okej lager, liksom. Det tror jag dom vill gora. Fran det vad
jag tror att dom vill gora, sa tycker jag att dom gor det bra.

[E]: Do you feel that Heineken performs according to your expectations?

[Interviewee 5]: Ja.

[E]: Hur d&?
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[Interviewee 5]: Jo men det alltid &r en bra 61. En Heineken gor precis vad den ska gora. Man dricker inte en Heineken
for att den ska “blow your mind”, det ska vara en god, bra, helt okej 61 liksom - och det &r den.

[E]: How and in what way have you perceived Heineken to sincerely care for its customers in the past?
[Interviewee 5]: Det tycker jag vil att dom gor bra. Eller liksom sa hér, dom gor ju vad dom ska.

[E]: How and in what way have you perceived Heineken to behave in a moral way?

[Interviewee 5]: Utifran min vetskap om dom sa gér dom det. Jag har inte hort att dom har gjort ngot sketchy.
[E]: How and in what way have you perceived Heineken to be motivated by intrinsic or extrinsic values? Why?

[Interviewee 5]: Nej men dom vill ju tjana pengar som alla andra.

[E]: How would you describe your relationship with the Heineken?

[Interviewee 5]: Heineken dr en 6l som jag dricker nér jag vill ha en stabil 61. Men jag har typ ingen connection till
brandet alls. Det &r inte s att jag dricker Heineken for att uttrycka mig sjélv eller s. Men nu nér jag tinker pa det sa
finns det ju sdna hér Heineken kylar, det har jag sett p& nagra stillen. Vet du vad, jag tycker fan att det &r en party-6l
alltsa, desto mer jag tdnker péd det. Det ar en riktig party-6l. Och det gor dom bra, man kan ju dricka ménga.

[E]: How would you describe Heineken’s values in comparison to your own?

[Interviewee 5]: Om att vara party &r ett av deras values s stimmer det 6verens med mig, for jag dr ocksa lite party.
Men det dér &r javligt intressant, okej, de stimmer Gverens med sitt syfte liksom. Men jag kan &nda tycka att mina
vérden dr lite mer s hér, ur det perspektivet att man skulle klamma i sig typ 12 stycken Heineken, och det ar inte sa
jévla gott. S& om det inte &r ett partysammanhang tar jag hellre tre stycken Peroni typ.

[E]: How would you describe your usage of Heineken as a way to construct your identity?

[Interviewee 5]: Nej assd, jag forknippar mig inte direkt med Heineken som brand tror jag. Jag dricker det mest for att
det r ratt gott.

[E]: Varfor gor du inte det?

[Interviewee 5]: Det grundar vél sig i att det &r en véldigt average 6l liksom. Den &r javligt bra, stabil, men lite trékig.
Jag kan inte direkt identifiera mig med det.

[E]: Do you feel that Heineken adds meaning to your life? In that case, why or why not?

[Interviewee 5]: Nej, inte mer 4n att det ger mig en god 6l.

[E]: What do you think are brands’ role in society?

[Interviewee 5]: Brands kan vara bra pa det sétt att folk kan uttrycka sig sjélva och forknippa sig sjdlva med, det blir pa
négot sétt religids att du kan hitta nagot som du kan binda upp dig sjdlv i eller din identitet och sa dér. Sen kan jag
personligen tycka att det &r ganska dumt och konstlat, hela det hir konsumentsambhéllet &r ganska nytt och forstor ju
virlden pé vildigt ménga sitt, sé jag kan egentligen tycka att vérlden vore béttre utan brands. Men det ar val kul ocksa
att kunna forknippa sig med saker och ting, aterigen den hér religidsa och samhorighetsgrejen. S& samhorighetsgrejen &r
vil det som é&r positivt med brands, att folk kan uttrycka vem dom &r genom produkter. Sen &r det ju véldigt daligt for
miljon, psykisk hélsa och allt annat.

[E]: What do you think about brands who encourage behavior change in benefit for society? (e.g. stop smoking
campaigns)
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[Interviewee 5]: Det &r vil bra. Nej men det ar verkligen jéttebra om man kan gora det, om brands kan promota saker till
det béttre, och dven att brands kan gora det till sin identitet att “vi gor vérlden till ett battre stille”, det ar ju super.

[E]: What are your thoughts about the importance of social distancing in order to stop the spread of COVID-19?

[Interviewee 5]: Det &r jétteviktigt sdklart. Superviktigt.

Now you will be exposed to a marketing campaign by Heineken that was released in 2020. We
will pose some other questions to you afterwards.

[E]: How do you interpret the genuine concern by Heineken regarding this campaign?

[Interviewee 5]: Jag tror inte det &r helt genuint, men jag tror att dom gor sa gott dom kan. Och dom fér det dnda att
verka genuint. Jag tycker de gor ett bra jobb, det &dr bra reklamer som framhéver att.. Nej men genuiniteten kanske inte
kénns jattegenuint, men jag tycker dnda att de gor det bra, jag koper det dom gor pa nagot sétt.

[E]: Do you think that the intended desired behavior (i.e. to stay at home/practice social distancing) is beneficial for
consumers, society and the brand?

[Interviewee 5]: Ja det tror jag.
[E]: Alla tre?

[Interviewee 5]: Jag maste tdnka lite men, jo det tror jag. Alltsé de tvé forsta, som handlade mycket om att hdnga Sver
video, det blir lite 16jligt for alla vet ju att de hér virtuella after worksen suger. Det dr inte direkt att folk kommer se det
dér och kénna “nu vill jag ringa upp négon pa Skype och ta en 61”, men det 4r bra reklamer, pa nagot sitt att man kan
relatera vildigt mycket till det dom gor, och man blir lite glad utav det. Sen tycker jag att den tredje reklamen var
faktiskt jévligt bra. Den kidndes mer genuin &n de tva forsta, faktiskt.

[E]: Vad gjorde den mer genuin?

[Interviewee 5]: Dér dr pd nagot sitt alignment of interest liksom. Dom vill ju att barerna ska vara 6ppna, och om folk
gér runt och beter sig som idioter pa barerna sd kommer inte det funka. S& dér ligger det verkligen i deras intresse att
man ska bete sig pa barerna. Och dir gjorde man manga bra exempel som var ganska talande liksom. Sa den tyckte jag
var riktigt bra.

[E]: What benefits or drawbacks do you believe that Heineken receives by this CSM campaign? What are the intentions?
[Interviewee 5]: Nej men det &r helt uppenbart, och det hor ihop med det hir om det &r genuint, att de gor den hér
kampanjen for att de maste gora det. Och dom vill framsta som att dom gor en god gérning for society och allt sént.
Men det dr klart att dom vill marknadsfora sig, och det hér &r &nda séttet man kan gora det, s& det &r A for effort. Det ar
deras intention. Och drawbacken av det att folk fattar, kanske gor att manga inte tycker att det kénns helt genuint. Men
de gor det dnda bra liksom.

[E]: Does this campaign affect your knowledge and behavior regarding social distancing? (4)

[Interviewee 5]: Nej. Det kommer den inte gora. Jag &r relativt nogrann &nda, men den sista videon till exempel, den
tror jag dr ganska bra, for den kéndes mer genuin, och déir ser man lite coola ménniskor ga i munskydd och tvéttar
hénderna ordentligt, den tror jag kan ha lite paverkan &nda.

[E]: Do you think that this is in line with other social initiatives that the brand has done? (5)

[Interviewee 5]: Jag vet inte, dé jag inte har koll pd om och vad for liknande grejer dom gjort innan.

[E]: How do you perceive the alignment of the brand promise of Heineken and this campaign?
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[Interviewee 5]: Jag kan sdga att jag typ aldrig sett en reklam av Heineken tidigare, eller det har man sédkert, men man har
inte tdnkt pa det. Men det blev vildigt tydligt ndr man ser den hir kampanjen tycker jag, att dom ska vara lite hipp, lite
cool, lite party-0l liksom. Och det ar vél i linje med det att de ska ge en god party-6l, folk sédg dnd4 ut att ha kul och var
lite glada, det var lite hippa folk mellan 20 och 40 ar.

[E]: What values do you ascribe to the brand after seeing this campaign?

[Interviewee 5]: Kanske lite hippt. Lekfullt, roligt, socialt.

[E]: How do you perceive the fit of the brand’s values and this campaign?

[Interviewee 5]: Har ju dalig koll pa deras values, men om man ténker att det &r att vara lite festliga och coola sé &r ju
kampanjen i linje med det.

[E]: What is your perception of this campaign being a trend that the brand follows?

[Interviewee 5]: Absolut det tror jag. Jag kollar inte s& mycket reklam, men det skulle jag tro. Vilket foretag som helst
madste vl gora en san hér reklam, om de inte gér det kommer de vl bli shameade, de méste gora det liksom.

[E]: Vad for typ av reklam menar du d&?

[Interviewee 5]: Assa just det hdr med social distancing. De kor ju kampanjen for att visa att vi bryr oss och stottar
samhillet, och sé gjorde antagligen alla, eller det var vil inget foretag som inte gjorde sa nér corona brot ut tdnker jag.

[E]: In what way, if any, has your perception of the brand’s ability and willingness to fulfill its promise been affected?
[Interviewee 5]: Det har nog inte paverkats s& mycket.
[E]: Has the campaign affected your trust towards the brand to fulfill its promise? If yes, in what way? If no, why not?

[Interviewee 5]: Nej. Om man tanker fran borjan att det dr en helt medioker 61 s& kanske det inte hade paverkats. Jo men
kanske, det sag ratt nice ut, lite mojligen, det var bra reklamer. Men framforallt kanske den hér lekfullheten att det ar
mer en fest-01 och social 61, dér visar dom att de &r en san 61 med denna kampanj. Men den hdar COVID grejen har inte
direkt gjort att jag har fatt storre fortroende for dom.

[E]: How would you describe your expectations about Heineken to engage in marketing initiatives related to COVID-
19?

[Interviewee 5]: Ja det tror jag.
[E]: Vad grundar det sig i?

[Interviewee 5]: De maste gora reklam for att promota deras produkt, och att gora en ny reklamfilm som alkoholforetag
under den situationen som var eller som 4r nu, och inte ta hojd for det hir, d& maste man ju vara helt dum. Det &r en
sjdlvklarhet, det kénns inte unikt liksom.

Integrity
[E]: Do you think that the brand launched this campaign primarily due to its moral responsibility? Why/Why not?

[Interviewee 5]: Ja delvis p& grund av deras moral responsbility, men aterigen det har med att dom gor vil reklamer hela
tiden konstant, s& det r inte sé att dom ténkt “okej nu kommer covid, nu méste vi gora en reklam som tar in social
distancing” utan det dr snarare s& har “okej nu ska vi gora ny reklam den har ménaden, vad ska den handla om? Jo, men
det enda folk pratar om ar social distancing, vi maste ta med det”. S& jag tror inte dom gjorde det hér per say, utan jag
tror det foll sig ganska naturligt i deras business att nu gor vi ny reklam och nu gor vi det pa det hér temat liksom.
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[E]: What do you think motivated the brand to launch this campaign? Intrinsic or extrinsic values?
[Interviewee 5]: Jag tror anledningen till att det blir en bra reklam &r oavsett om det hjélper till att folk socialise mer
responsibly, sa tror jag att det resonates with people, assé om du tittar pa den hdr reklamen sé tycker du att det &r ganska

kul for att du fattar direkt, man har en koppling till det. S jag tror det &r anledningen till att de gjorde den hér
kampanjen, for att det &r igenkdnningsfaktor och det 4r sa javla pa tapeten pa nigot sétt liksom.

Symbolism
[E]: How has the campaign affected your relationship with the brand?

[Interviewee 5]: Jag tycker att det var en bra kampanj, Jag tycker de framstar som lite roligare, men det var bara for att
jag inte hade sett nagra reklamfilmer med dom innan. S& om man tar det ur ett CSR perspektiv sé framstar dom som
mer vettiga. Ganska bra reklam, ganska vettig reklam.

[E]: How do you perceive the campaign to be in correspondanceis corresponding with the brand’s values?
[Interviewee 5]: Ja. Jag tycker dom verkar ritt roliga, och reklamerna &r lite roliga, sa det hanger ihop.

[E]: How do you perceive the campaign to be in line with your own values?

[Interviewee 5]: Den sista reklamen tyckte jag var ganska bra liksom. Aa faktiskt, sista, de forsta kanske inte not so
much. Den sista var nog in line med mina vérden, for ja man ska gé ut pa barer nar dom 6ppna och ta nagon 61, men
man ska vara javligt forsiktig liksom.

[E]: Does the brand, through this campaign, change the meanings that the brand adds to your life?

[Interviewee 5]: Nej.

[E]: In what ways, if any, have your intention to purchase the brand more or less often been affected after seeing this
campaign?

[Interviewee 5]: Det som blir lite rundgéng i mitt huvud nu ar att jag tyckte att kampanjen var ganska bra, s& det hade nog
kunnat ha en positiv effekt pa hur ofta jag koper Heineken, for att det var festligt och s& dar. Men just den hiar CSR-
vinkeln pa det hela, kanske inte... Eller jo, men sista videon kanske kommer gora att jag tanker till lite, den var ganska
bra, s& det kanske gor att man kanske okar kopfrekvensen med 10% eller nagot.

[E]: In what ways, if any, have your intention to purchase the brand in comparison to similar offers changed?

[Interviewee 5]: Samma da som tidigare fraga, alltsa att det dr 10 % stdrre chans att jag véljer Heineken fore en annan
ljus lager jag tycker om.

Deterministic (attitudinal) loyalty
[E]: In what ways, if any, have your favourability towards the brand changed? Why/Why not?

[Interviewee 5]: Jo men lite kanske, lite battre. Men det har inte nagon jéttestor paverkan pa mig.

[E]: In what ways, if any, have your intention to purchase the brand in the near future changed?

[Interviewee 5]: Ja, kanske, samma sak dér, kanske 10 % 6kad sannolikt att jag skulle kdpa den inom snar framtid.
[E]: In what ways, if any, has this campaign changed your intentions to recommend the brand?

[Interviewee 5]: Nej. Assé kanske, den hiar kampanjen har nog en véldigt marginell paverkan pa mitt liv.
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[E]: In what ways, if any, have your thoughts regarding Heineken’s differences and similarities in comparison to similar
offers been affected?

[Interviewee 5]: Nej jag tror inte det har paverkats. Nu har jag ju inte sett att ndgon annan har gjort en sén hér reklam,
men jag kan inte tdnka mig att det &r unikt att dom har gjort det. Det kanske det 4r, det kanske &r unikt. Men det faktum
att det r s& uppenbart att gora en sén hér reklam, gor att det anda inte blir sa effektfullt om du forstér vad jag menar. Sa
det har nog inte gjort jattestor skillnad s&. Mer att det var en bra kampan;j.

Interrelated questions of brand authenticity, brand loyalty and CSM
[E]: In what ways, if any, has this campaign influenced your perception of the brand’s authenticity and your loyalty
towards the brand?

[Interviewee 5]: Nagot paverkad i en postiv riktning, bdde gillande authenticity och loyalty. Aterigen, den sista
reklamen i kampanjen kéndes &kta och genuin, och dérfor kan jag 4nda sympatisera med brandet lite mer kanske.

[E]: Hur menar du med att du sympatiserar mer med Heineken?
[Interviewee 5]: Att jag skulle kanske kopa Heineken mer ofta, eftersom sjélva brandet stirktes lite mer i mina dgon.

[E]: Overall, are you more inclined to be loyal to brands who you believe adopt CSM in an authentic way? Why, or why
not?

[Interviewee 5]: Jo det kan jag dnda tycka. Om man kan kénna att det &r genuint, sa kénns det som att dem inte forsoker
lura folk. De vill 4nda uppmana folk till att gora saker och ting battre, det tror jag kan vara véldigt positivt for brands
generellt sdtt, att det kan gynna dom, snarare &n att dom bara ska tjdna pengar liksom och utnyttja svaga ménniskor.

[E]: In your opinion, how should a brand that you are loyal to (such as Heineken) behave in order to use CSM in an
authentic way?

[Interviewee 5]: Man ska inte fa det att verka som att, typ det har kladforetaget Asket eller vad dom heter som séger sa
hér “Kop inte klader sé ofta hos oss”, det &r sa hér fuck off liksom. Vi vet precis vad er business ar, det &r klart som fan
att ni vill sélja s& mycket som mdjligt. S& kom inte med sant jévla skitnack liksom kan jag tycka. Dérfor kan jag kopa
den sista reklamen dér, for det &r sd hér “Ja vi vill att ni ska ga till barer och hénga och dricka 61, for det &r precis det vi
séljer och tjanar pengar pa, men om ni gor det, gor det ansvarsfullt, sA dom inte stédnger barerna, for det r varken bra for
oss eller er”. Det kan man kdpa, men om folk séger “kop inte véara grejer”, det ar helt vérdelost.

[E]: Assuming that you perceive this CSM campaign as authentic, could your current relationship with Heineken grow
deeper?

[Interviewee 5]: Ja, det kan det vl gora. Det kan man vél séga, bra skit liksom.

Wrap up
[E]: Is there anything else you would like to add?

[Interviewee 5]: Ne;j.
Interviewee 6

[E]: Welcome and thank you for participating in this interview for our master thesis. This is a part of our data collection
process and in order for you to be as objective as possible, we can unfortunately not tell you any details or what the goal
of this research is. However, the topic concerns brands’ use of COVID-19 in their marketing initiatives and your perceived
brand authenticity and loyalty. Anything that you will tell us in this interview is confidential and your name will not be
disclosed in the thesis but only between us and our supervisor. However, we might use some insights and quotes from the
interview, but we will not reveal your identity. For us to conduct a thorough analysis of your answers, we would like to
record this interview. Do you agree with these terms?
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[Interviewee 6]: Exciting! Absolutely, that’s fine.

[E]: Great. We would like to start with some personal information about you, could you please present yourself and

specify your name, gender, age, nationality, level of education and current occupation?

[Interviewee 6]: My name is xx, I’'m 29 years old, Islandtic and a female. I have a degree in Economics and am working

as an Economic assistant at a media agency.

[E]: Let’s get started then. What does the concepts brand loyalty, corporate social marketing and brand authenticity mean
to you?

[Interviewee 6]: Brand loyalty, was that the first thing you said?

[E]: Yes.

[Interviewee 6]: Eh, I guess it’s a brand that.. I don’t really know these concepts, but I’'m thinking that it’s a brand that
you are loyal to as you often buy it, because you like those products and what the brand represents. So you buy the
products without thinking because you know you like it.

[E]: What about Corporate Social Marketing?

[Interviewee 6]: I know what Corporate Social Responsbility is, so I’m thinking that it’s related to that? You want to take
some social responsbility, and then maybe it’s when you do it through marketing.

[E]: Absolutley, Corporate Social Marketing is when corporations encourage their consumers to behavior change through
their marketing, which benefits society in general. What about Brand authenticity then, what does that mean to you?

[Interviewee 6]: It sounds like the brand should be charachterized by authenticity, it should be genuine. You should feel
that what the brand represents is authentic. Or what they say that they represent should feel real.

[E]: Which one is more important to you? Why?

[Interviewee 6]: What was the first one now again?

[E]: Brand loyalty.

[Interviewee 6]: I think the second one then, Corporate Social Marketing. Att man tar lite ansvar, det dr viktigt for mig
nér jag vdljer varumérke. Det dr bra nér foretag inte bara séljer produkter, utan ocksé forsoker anvinda sin position till att

gora ndgonting bra. Men det kan ocksa bli lite sa hér att man ténker att de gor det bara for att sélja, som ett séljknep. S&
det r lite dubbelt. Men det dr bra om de kan utnyttja sin situation fér nagot bra.

[E]: What do you know about Heineken?

[Interviewee 6]: I know that Heineken is a good tasting beer. It feels like a classic, good-tasting beer, not a strange IPA
or something. You know that when you buy a Heineken, you get something good.

[E]: How would you describe the brand in three words?
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[Interviewee 6]: Wow, what to say. Oj. It feels like a very big company, a classic beer that’s quite festive. I’'m thinking
that when you’re at a bar and order a beer you get a bottle of Heineken.

[E]: What do you know about the brand’s marketing and communication to promote their products?

[Interviewee 6]: I have seen somewhere that they promote moderate drinking, so it’s great that they take responsibility.
They don’t just highlight that it’s great to have a beer, also that you should think it through.

[E]: Can you tell us three attributes that would make you loyal to a brand?

[Interviewee 6]: Wow, that’s a difficult question. But, first, that you basically like the product. That you’ve tried it once
before and really like it. Then also that you know that it’s a brand that represents good values. What could the third thing
be... I can’t come up with anything else right now.

[E]: That’s fine. Why and when do you purchase Heineken?

[Interviewee 6]: I rarely buy it, I would especially buy it when I’m out at a bar somewhere when I’'m craving a beer. And
then maybe in the summer, on an outdoor terrace. God, I really crave beer right now. But maybe I don’t order Jag kdper
det sdllan, jag skulle framforallt kdpa det nér jag dr ute pa en bar ndgonstans nér jag dr sugen pa en 6l. Och sé kanske pa
sommaren, pa en uteservering.

[E]: Would you say that you buy the brand more or less in comparison to similar offers?

[Interviewee 6]: I have to say less, I’ve got a thing for Peroni recently.

[E]: How often do you purchase the brand?

[Interviewee 6]: Wow, that’s difficult to say. Not so often. Every now and then when I’m at a bar. I don’t buy it home to
have in my fridge.

Deterministic (attitudinal) loyalty
[E]: What are your thoughts regarding differences/similarities between this particular brand and similar offers in the
industry?

[Interviewee 6]: It feels like one of the large beer brands. A safe, large brand, where you know you’ll get a good beer.
Nothing strange. Then I know that they try to take responsibility, that you should drink responsibly, in their marketing,
and I don’t know if others do that.

[E]: Do you favor the brand over others? Why?

[Interviewee 6]: Definitely over some others, just because they have good commercials. They represent good values, but
it is also tasty. Because it is not enough just to convey that we are such a good company, it also needs to be a good product.

[E]: How likely are you to purchase the brand in the near future?

[Interviewee 6]: Very likely.

[E]: Would you recommend this brand to others? Why?

[Interviewee 6]: Yes. It feels like a classic, safe choice. You know what you get. And that they take some responsbility.

[E]: How would you describe Heineken’ brand promise and in what way, if any, has been this fulfilled over time?
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[Interviewee 6]: I’'m thinking that it’s a classic, regular beer. If you ask for a beer at bars, and you get a Heineken, then
you’ll know that it will be good. Nothing strange, no disgusting cheap beer, and neither a beer from a special brewery.
You get a good beer, and I’'m thinking that’s their promise.

[E]: How would you describe Heineken’ brand values and in what way, if any, has this been fulfilled over time?

[Interviewee 6]: Then it’s maybe that they don’t want to be a super cheap beer, that it should be good quality. Also they
encourage people to drink responsible and not consume heavy loads of beer.

[E]: How do you perceive the brand in terms of a trend-follower?
[Interviewee 6]: Hmm.. In one way, sure, as it’s a big company that follows what’s going on. But it still feels like a

classic, stable product, that’s not so affected by trends, but certainly how they promote their products and such, then
they maybe follow some trends. But the same product has been the same over time.

[E]: Could you describe how you perceive your trust in Heineken to fulfill its promise?
[Interviewee 6]: It’s high. It feels like a classic. And that they satisfy my needs.

[E]: The brand’s honesty and trustworthiness?

[Interviewee 6]: I don't know really, at least I haven't seen anything suspicious.

[E]: Could you describe how you perceive Heineken to be able and willing to fulfill its promise?
[Interviewee 6]: The promise to provide me with a good beer?

[E]: Absolutley.

[Interviewee 6]: I mean jesus. It’s such a big brand, widespread. It’s everywhere, it’s not difficult to find, it’s easily
accessible, it’s there when you’re at bars. So absolutley.

[E]: Could you describe how you perceive Heineken to perform according to your expectations?

[Interviewee 6]: Yes they do. What I know, they never do anything controversial.

[E]: How and in what way have you perceived Heineken to sincerely care for its customers in the past?

[Interviewee 6]: In one way, it’s great that Heineken thinks about moderate drinking and similar, but there’s still
something that bothers me, I mean it’s still beer. That it’s a thing they do to look good.

[E]: How and in what way have you perceived Heineken to behave in a moral way?

[Interviewee 6]: Similar to what I said, in one way it’s great that they want to take responsibility. I guess it’s moral to
encourage people to drink responsibly and not contribute to heavy alcohol consumption. But it’s still a company that
sells beer, so I guess it’s difficult to be completely moral, if you could call it moral.

[E]: Be motivated by intrinsic or extrinsic values? Why?

[Interviewee 6]: I have no idea what that means.

[E]: Think about intrinsic and extrinsic motivation.
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[Interviewee 6]: I see.l think it’s a combination. That there’s certainly a culture within the company that it's important to
represent responsible drinking, but also that they know that it looks good from the perspective of the consumer to do
that.

[E]: How would you describe your relationship with Heineken?

[Interviewee 6]: Good I think. It’s not a product I buy very often, but I still have a very positive attitude towards it.
When I buy it, I enjoy it.

[E]: How would you describe Heineken’s values in comparison to your own?

[Interviewee 6]: If you think about their responsible profile, it’s aligned with my values.

[E]: Your usage of the brand as a way to construct your identity?

[Interviewee 6]: I don’t know if I use Heineken to create an identity, but it’s connected to my identity in the way that
I’'m not the kind of person who buys the cheapest beer, but neither the one who wants to show off with a strange IPA or
something.

[E]: How would you describe the meanings, if any, that Heinken adds to your life?

[Interviewee 6]: It’s a little enjoyment, isn’t it?

[E]: What do you think are brands’ role in society?

[Interviewee 6]: That’s a big question. Their role is to sell products. But it’s good that they take some social
responsibility, such as when it comes to the environment, encourage good health and so on. But at the same time, I feel
like it’s a bit double, because it’s about selling products in the end. So you know somewhere in the back of your mind,
that it’s their role in society as well. But it’s absolutely positive if brands feel like they have a responsibility, and take
responsibility.

[E]: What do you think about brands who encourage behavior change in benefit for society?

[Interviewee 6]: As I said, I think it’s great, if it feels genuine and not just that theysay this to sell products. You talk
about greenwashing and stuff, like saying that something is environmentally friendly, then it isn’t, they only say it to
sell. Then I think it’s contraproductive and just stupid and false. But if it’s built on a real engagement, then I think it’s
great.

[E]: What are your thoughts about the importance of social distancing in order to stop the spread of COVID-19?

[Interviewee 6]: Wow, where did that one come from? My thoughts about social distancing is that it’s the only thing
that really works, it’s positive.

[E]: Now you will be exposed to a marketing campaign by Heineken that was released in 2020. We will pose some other

questions to you afterwards.

[Interviewee 6]: For real, I feel very positive towards Heineken now. And I’m really craving beer now. P&

[E]: That’s great. How do you interpret the genuine concern by Heineken regarding this campaign?

[Interviewee 6]: I feel that it was really genuine, and that they really care. It was you know, real. There were real people
and a lot of recognition.
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[E]: Do you think that the intended desired behavior, to stay at home/practice social distancing, is beneficial for
consumers, society and the brand?

[Interviewee 6]: Okay let’s see here. Advantageous over all?

[E]: Yes, if it’s beneficial for every actor involved.

[Interviewee 6]: Yes, for the individual, this is about not risking your health, so it's positive. And for society, it’s
positive that the spread of infection decreases, lowers the pressure on health care. It's good for Heineken, because their
out of home sales have probably decreased a lot now when a lot has been closed. They want the spread of infection to
decrease, so they can return to normal and stay open as usual again and sell their products. So yes, it's positive for

everyone, even if it's perhaps least positive for Heineken.

[E]: What benefits or drawbacks do you believe that the brand receives by carrying out the CSM campaign? What are the
intentions?

[Interviewee 6]: I think it’s that they want to show that they care and be responsible, and not just encourage people to
drink beer as usual. But that people should continue to purchase their products in a safe way.

[E]: Does this campaign affect your knowledge and behavior regarding social distancing?

[Interviewee 6]: It was nothing knew, not that you feelt like wow I didn’t know about this. But still, absolutely, I felt
like it would be nice to have a digital after work again, it was really fun.

[E]: Do you think that this is in line with other social initiatives that the brand has done?

[Interviewee 6]: Yes, it’s not the first time they take repsonsibility, they have been on the same path earlier, so yeah, it’s
definitely alignment.

[E]: How do you perceive the alignment of the brand promise of Heineken and this campaign?

[Interviewee 6]: I think it was good. It’s still a beer that you drink when you’re at a bar, but at the same time they take
responsibility."

[E]: What values do you ascribe to the brand after seeing this campaign?

[Interviewee 6]: I feel like they have developed a profile of being responsible, but still get their product out, that the
focus is the product. The good beer, like a social thing. They represent a good beer that you drink together.

[E]: How do you perceive the fit of the brand’s values and this campaign?

[Interviewee 6]: I mean it’s great. I really liked this campaign. They have captured something, it feels like they've used
regular people, not actors or models. It felt real.

[E]: What is your perception of this campaign being a trend that the brand follows?
[Interviewee 6]: Yes, of course they benefit from appearing to be a responsible compay that encourages the reduction of
infection in society and that it’s probably a trend right now, even if it has arisen in a sick way. At the same time, it

doesn’t feel like any kind of greenwashing or anything, there is something genuine behind the message, although of
course they want you to buy as much of their products as possible.

[E]: How do you perceive the brand's honesty and trustworthiness with this campaign?

[Interviewee 6]: Yes, similar to what I said, I think it feels honest because they show that they want to sell a product.
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[E]: In what way, if any, has your perception of the brand’s ability and willingness to fulfill its promise been affected?
[Interviewee 6]: I’'m thinking that Heineken should be a classic beer that everyone can like. Yes, it really is a beer that
everyone can like, I want to add that, it’s something for everyone. And it feels like they connect to that, because there’s
a lot of different people in the campaign drinking Heineken. So yes, definitely.

[E]: Has the campaign affected your trust towards the brand to fulfill its promise? If yes, in what way? If no, why not?

[Interviewee 6]: Yes I really craved beer after seeing this, so they can really fulfill that.

[E]: How would you describe your expectations about Heineken to engage in marketing initiatives related to COVID-
19?

[Interviewee 6]: It’s not unexpected that they want to take responsiblity, based on their previous campaigns.

[E]: Do you think that the brand launched this campaign primarily due to its moral responsibility? Why/Why not?
[Interviewee 6]: Yes... Primarily? I guess you can say that. It’s difficult to say, but I feel like it’s such an established
brand, maybe they can handle that they are facing some difficulties during a period. So maybe they want to show that
they’re a brand that you can trust, by taking responsibility. At the same time, I don’t know if you can say that it is the
primary reason for the campaign, that’s to sell their products I guess.

[E]: What do you think motivated the brand to launch this campaign? Intrinsic or extrinsic values?

[Interviewee 6]: Both. I think it can be both at the same time. Partly they perhaps think, how should we adapt to the new

market and still reach out with our products? We xan show that you can have a digital after work at home, or that you
can go to bars in a responsible way. But at the same time show that we are here to take responsibility.

Symbolism

[E]: How has the campaign affected your relationship with the brand?

[Interviewee 6]: In a very positive way, I mean you heard me laughing a bit when I was watching the videos.

[E]: How do you perceive the campaign to be in correspondance with the brand’s values?

[Interviewee 6]: Well I think it is aligned.

[E]: How do you perceive the campaign to be in line with your own values?

[Interviewee 6]: I think it's aligned. That they want to emphasize that you can socialize at a distance, but still take
responsibility. They promote taking responsibility. The first one was a bit depressing, the second one was more positive,
that you can make something good out of it anyway, it was fun. But the first and the third show slightly different phases
of the pandemic.

[E]: Does the brand, through this campaign, change the meanings that the brand adds to your life?

[Interviewee 6]: Wow. Right now, absolutely. You recognize yourself and they convey that we’re all in the same boat.
The last video was a bit hopeful.

[E]: In what ways, if any, have your intention to purchase the brand been affected after seeing this campaign?
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[Interviewee 6]: I think I would choose Heineken more often. If I was in a bar now, I would easily choose Heineken.
Maybe I wouldn’t think that it was because of the campaign, but a positive image follows anyway, I think.

[E]: In what ways, if any, have your intention to purchase the brand in comparison to similar offers changed?
[Interviewee 6]: It has definitely been affected positively. I want to choose them and support their business now.
[E]: In what ways, if any, have your favorability towards the brand changed?

[Interviewee 6]: Yes, I like them even more now. It felt genuine, and I can relate. It was quite emotional.

[E]: In what ways, if any, have your intention to purchase the brand in the near future changed?

[Interviewee 6]: For the better. I could’ve bought Heineken over other brands easily already this weekend.

[E]: In what ways, if any, has this campaign changed your intentions to recommend the brand?

[Interviewee 6]: Yes I would. I would have recommended them before, but now it feels like you have a great reason why.
One more reason other than it’s a good beer.

[E]: In what ways, if any, have your thoughts regarding the brands differences and similarities in comparison to similar
offers been affected?

[Interviewee 6]: As a person who does not have a very good grasp of different beer brands, I feel that it has been
affected in such a way that they have an advantage now that they took the opportunity to take responsibility and
contribute to change.

[E]: In what ways, if any, has this campaign influenced your perception of the brand’s authenticity and your loyalty
towards the brand?

[Interviewee 6]: As I mentioned, the commercials feel very authentic. It feels like Heineken not only launched this
campaign to increase sales. My loyalty was therefore affected positively. The campaign was only positive in my
opinion. No negative feelings.

[E]: Overall, are you more inclined to be loyal to brands who you believe adopt CSM in an authentic way? are authentic
and adopt CSM? Why, or why not?

[Interviewee 6]: Yes I think so. But the last part is important then, that it should feel authentic. Like if you compare with
H&M, that you can recycle clothes in their store, but the whole brand is fast fashion, so it’s double standards.

[E]: In your opinion, how should a brand that you are loyal to (such as Heineken) behave in order to use CSM in an
authentic way?

[Interviewee 6]: Difficult, but it must be that there is something genuine behind it, that you understand that it’s
something they really want to influence or change, and that it doesn’t contradict a lot of other things in that company,
like what I said about H&M. People know that they sell sweaters for SEK 79, have factories in China where they give
employees a minimum wage and at the same time they must say that they care about the environment. It doesn’t really
go together. But here you understand that Heineken wants to sell their beer, but the campaign still works. They actually
say that you should continue to buy their beer, but if you do it, it should be done in a responsible way. There should be
no contradictory things, you have to think one step further. You can not only say that we are so good because we do
this, but then they do a lot of other bad things.

[E]: Assuming that you perceive this CSM campaign as authentic, could your current relationship with Heineken grow
deeper?

[Interviewee 6]: Yes I think so.
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[E]: In what way?

[Interviewee 6]: I’1l carry the campaign with me. But like I said, now when I was watching I thought it was cozy. It will
certainly be stored somewhere, I feel that I want to choose Heineken over other brands to a higher extent than before.

[E]: Is there anything else you would like to add?

[Interviewee 6]: I thought it was a lovely campaign, were good production. Heineken really has a great marketing team.

Interviewee 7

[E]: Welcome and thank you for participating in this interview for our master thesis. This is a part of our data collection
process and in order for you to be as objective as possible, we can unfortunately not tell you any details or what the goal
of this research is. However, the topic concerns brands’ use of COVID-19 in their marketing initiatives and your
perceived brand authenticity and loyalty. Anything that you will tell us in this interview is confidential and your name
will not be disclosed in the thesis but only between us and our supervisor. However, we might use some insights and
quotes from the interview, but we will not reveal your identity. For us to conduct a thorough analysis of your answers,
we would like to record this interview. Do you agree with these terms?

[Interviewee 7]: Of course.

[E]: We would like to start with some personal information about you, could you please present yourself and specify
your name, gender, age, nationality, level of education and current occupation?

[Interviewee 7]: My name is xxx, I’'m a 33 year old man from Montpellier from southern France. I work as an teacher
for kids between the ages of 7-10.

[E]: What does the concepts brand loyalty, corporate social marketing (CSM) and brand authenticity mean to you?

[Interviewee 7]: If I start with brand loyalty... I define it as being a recurrent customer, you are loyal to the brand to the
degree that you choose it over other available alternatives. You will maybe regardless of other factors, completely
regardless of competitors quality, you have for some reason a loyalty towards the brand that will make you choose it
over others.

[E]: And what about corporate social marketing then?

[Interviewee 7]: It feels like a definition that is new in the marketing vocabulary. It feels in time, I guess to follow the
other trends, like ESG and so on, you have to be sustainable in terms of marketing. And what does that mean then. For
me, that marketing should be honest. I mean honest and a little more simple, and not so fluffy.

[E]: Yeah sort of! CSM is when a corporation encourages their customers to change a behavior that is beneficial for the
society. What about Brand authenticity then?

[Interviewee 7]: Is it perhaps that the brand should actually reflect the product in a correct way? I can’t come up with an
example though. But that the brand should correlate with what the product.

[E]: Which one is more important to you? Why?

[Interviewee 7]: I think it's nice to have a good brand, but it doesn’t necessarily have to reflect the product. Or it doesn’t
feel like the most important thing to me. When it comes to corporate social marketing, I don’t know... You do not want
others to decide what your consumption pattern should look like, even if it may be good. And what was the first one
again?

[E]: Brand loyalty.
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[Interviewee 7]: I like brand loyalty. I'm that kind of consumer, I find something I like, and just go for that. If I find a t-
shirt brand that I like, then I only buy those t-shirts, if I find a shirt brand I only buy them, I eat at the same burger
restaurant 5 days a week because I think it's nice. So I'm all for loyalty.

[E]: What do you know about Heineken?

[Interviewee 7]: I know it's a Dutch company. I really like the design of the bottle. When I think of Heineken I think of
their glass bottle, they may have a plastic bottle too, but it's the glass bottle I see in front of me. The bottle and the
green, and the label feels fresh and well thought out. Nice layout. I also appreciate light lager beer very much, so it's
easy, you get what you pay for, a simple light lager, nicely packaged.

[E]: How would you describe the brand in three words?

[Interviewee 7]: I would probably say that it’s a nice and timeless design, good tasting beer and... It has something to
do with how it’s shaped. It looks very nice when you line up Heineken next to each other. It attracts large consumption.
But I also think strange enough, a bit about outdoor activities, such as skiing, but also festivals and similar.

[E]: What do you know about the brand’s marketing and communication to promote their products?

[Interviewee 7]: I don’t actually know a lot about it, I have some TV-commercial that I vaguely remember. But I have
to admit that I haven’t seen a lot of marketing by Heineken.

[E]: Except from festivals and similar?

[Interviewee 7]: Exactly. You have seen on pictures and stuff, but I can’ Man har sett pa bilder och sant, men kan inte
riktigt portréttera det framfor mig. Och dom hér 6l-14dorna ar véldigt snygga, och dom ser man ju lite hir och var. Men
inget annat, né.

[E]: Great. Can you tell us three attributes that would make you loyal to a brand?

[Interviewee 7]: Yes. Accessibility, in other words if it’s a product you buy frequently, you want it to be there whenever
you want it. Quality, in other words it should have good taste or good material or whatever it is. And I also think,
superficially enough, that it should look good.

[E]: Why and when do you purchase Heineken?

[Interviewee 7]: I'm a very loyal consumer to Heineken I think. I buy Heineken for instance when me and my fiancée
are having friends over for dinner, we always buy a good lager to have at home. I also buy a few back-up’s regularly,
for unexpected visitors, or to the friday-gaming session when you want to have a beer. I also buy Heineken outside of
home, when I’m on vacation, or if I’'m at a bar. So that’s when I buy Heineken. Why? That’s my choice of beer. When I
buy a beer, I buy Heineken, and I buy Heineken because it has the qualities that [ mentioned that I’m looking for: it is
good looking, it tastes good, and it’s almost always accessible.

[E]: Would you say that you buy the brand more or less in comparison to similar offers?

[Interviewee 7]: More.

[E]: How often do you purchase the brand?

[Interviewee 7]: Then I would say that I buy Heineken every other week.

[E]: What are your thoughts regarding differences/similarities between this particular brand and similar offers in the
industry?
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[Interviewee 7]: That’s a good question. It is tough competition. There’s very fierce competition for me as a consumer,
because there are many good alternatives that I am sometimes attracted to. But I can be pretty basic as I said, when I
have decided on something you go for it. And now I’ve been a Heineken drinker for many many many years. And since
they haven’t disappointed me so far, I choose not to go over to anything else. It's probably not primarily because there
are bad alternatives, but it's because I like it - I think it's still as good, the quality is as good as ever and it looks so
optically good that I want to stick to it.

[E]: How likely are you to purchase the brand in the near future?

[Interviewee 7]: I think I’1l buy some bottles of Heineken for Easter. So it’s very likely.

[E]: Would you recommend Heineken to others?

[Interviewee 7]: I recommend Heineken daily.

[E]: Why?

[Interviewee 7]: Because it’s a great beer. In addition to the factors I have already mentioned, I like Heineken because
it’s affordable. The price is a little above average, but it feels like many people are looking for something that is a little
average. It feels a bit premium, even though it’s quite a simple beer, so there is something a bit premium with it, I think

it's because it's a nice bottle.

[E]: Ok, so now I will move on with some other questions about Heineken. How would you describe Heineken’ brand
promise and in what way, if any, has this been fulfilled over time?

[Interviewee 7]: I think their promise is: here you have a good tasting, simple, and non-anxious, but still a bit premium
beer.

[E]: Har du sett att dom har kunnat uppfylla det har dver tid?

[Interviewee 7]: They have fulfilled it to 100%! And they haven’t changed, they have kept this simple design all the
time, they haven’t tried to make it more or less cool, just a basic light lager. I like that.

[E]: How would you describe Heineken’ brand values and in what way, if any, has this been fulfilled over time?
[Interviewee 7]: I don’t really know. If you compare with competitors, you can feel that some brands feel less fresh. I
don’t know why, it’s just a feeling. Some beer brands don't feel so value-complient. But I don’t really know about
Heineken’s values or what they want to convey.

[E]: In what way are other brands not fresh?

[Interviewee 7]: They feel more macho, the layout is darker, there are skulls and so on, it symbolizes another thing.
Heinken is the green, simple, fresh, unisex beer.

[E]: How do you perceive Heineken in terms of a trend-follower?

[Interviewee 7]: No. I feel like they stick to their simple concept, and I think that’s one reason for why I’'m a loyal
customer.

[E]: Could you describe how you perceive Heineken in terms of your trust in the brand to fulfill its promise?
[Interviewee 7]: I trust them to 100% that they will provide me that good tasting beer when I want it.

[E]: How do you perceive Heineken’s honesty and trustworthiness?
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[Interviewee 7]: I really think they’re honest and trustworthy. And that’s maybe because I have not been encountered
with a lot of marketing. So they haven’t really promised me anything, except the simple that you know about them. It’s
a good and simple non-anxious, but a bit premium beer.

[E]: How do you perceive Heineken to be able and willing to fulfill its promise?

[Interviewee 7]: By not changing their marketing model or taking product development in one direction or another, but
during my 20 years of beer drinking, they have always given me what I want, in the same unconditional and elegant
way.

[E]: How do you perceive Heineken to perform according to your expectations?

[Interviewee 7]: They do. They go for the same things.

[E]: How and in what way have you perceived the brand to sincerely care for its customers in the past?

[Interviewee 7]: Since me as a consumer like when it's the way it usually is, I don’t like when brands that I like are far
too trend sensitive. So therefore it feels like they genuinely care about customers like me, that is, those who have
followed them for a long time and obviously like their concept.

[E]: How and in what way have you perceived Heineken to behave in a moral way?

[Interviewee 7]: Det gor dom absolut. Jag tycker i alla fall inte att dom beter sig omoraliskt. Jag har ingen orsak att tro
att de inte skulle vara moraliska, darfor 4r min slutsats att de dr moraliska.

[E]: How and in what way have you perceived Heineken to be motivated by intrinsic or extrinsic values? Why?

[Interviewee 7]: I happen to know as a lawyer, that all companies' business goal is to make money. My starting point is
that you conduct business in the form of a company to make money. And that’s nothing I think is negative. So I think
they are driven like everyone else by external motivation.

Symbolism

[E]: How would you describe your relationship with Heineken?

[Interviewee 7]: I think Heineken is a security, now I sound like a conservative old man .. But if you talk about things
that you eat and drink, it's fun with change, you learn about new kitchens, learn to like new things, learn more about
wine and try new things and you travel and get new impressions and so on. But Heineken for me is a safe buoy in the
bay. It gives me security - it will always taste like that, it will never change, I know what I get. I see it at a distance of
30 meters at the store and then I know that "That little bad boy is going down here in my basket". Then I take it home,
and open the fridge at home, then I see a strange pepper, tikka masala, vegetables and so on. But, in the middle of that
jungle, I also see a familiar label, it's Heineken.

[E]: How would you describe Heineken’s values in comparison to your own?

[Interviewee 7]: I think I am and want to be a stable person. I also want to have “a buoy in the bay” traits that I think
Heineken has. I haven’t really thought about it, but there are maybe some similarities between us, or at least in regards
to my image of Heineken.

[E]: How would you describe your usage of Heineken as a way to construct your identity?

[Interviewee 7]: I don’t think I do. I think I use Heineken for pleasure and enjoyment. That is my relationship with
Heineken.

[E]: How would you describe the meanings, if any, the brand adds to your life?

[Interviewee 7]: No, no meaning. But Heineken of course adds a golden edge to your life.
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[E]: What do you think are brands’ role in society?

[Interviewee 7]: Yes... You have to assume, or the simple answer is that the purpose of brands is to create fast
associatons and give the recipient a more or less true picture of a product.

[E]: What do you think about brands who encourage behavior change in benefit for society?

[Interviewee 7]: Yes, I like that if it’s societal, or environmental improvements or similar you promote, then it’s of
course positive. But my basic attitude is probably still that companies should not decide what my consumption pattern
looks like, I think that everyone must be able to decide for themselves.

[E]: How do you perceive the importance of social distancing in order to stop the spread of COVID-19?

[Interviewee 7]: I believe in it.

[E]: Now you will be exposed to a marketing campaign by Heineken that was released in 2020. We will pose some
other questions to you afterwards.

[E]: How do you interpret the genuine concern by Heineken regarding this campaign?

[Interviewee 7]: It feels like Heineken is friendly and just wants to remind us of the prevailing social situation. It feels
like they are really aware of what is happening, and through the campaign nicely reminds of it. I don’t think it feels like
controlling, but just a reflection of the state of society.

[E]: Do you think that the intended desired behavior is beneficial for consumers, society and the brand?
[Interviewee 7]: Yes, I think.. Difficult question. I think statistically speaking, alcohol consumption has gone up in
terms of what you buy home. But I would say that my gut feeling is still that it’s beneficial for the individual and
society, but perhaps not possibly beneficial for Heineken.

[E]: Why do you think that it’s not beneficial for Heineken?

[Interviewee 7]: I probably still think that even though you might buy more beer at home then, it still feels like the
general lockdown in society with clubs and bars, that it hits the Heineken brand harder than would otherwise be the

case.

[E]: What benefits or drawbacks do you believe that the brand receives by carrying out the CSM campaign? What are
the intentions?

[Interviewee 7]: As I said, I think it feels like they just remind you of what everything looks like now. You get the
feeling that .. Or it feels like the message is that it will get better. On the one hand, it feels like they want to say that now
it works like this, but it will get better. It feels like with the music and with all the happy people, you get a positive
feeling for the future.

[E]: Does this campaign affect your knowledge and behavior regarding social distancing?

[Interviewee 7]: No, I think it confirms what you already know. It doesn’t affect me, but it reminds me.

[E]: Do you think that this is in line with other social initiatives that the brand has done?

[Interviewee 7]: That’s difficult to answer, as I don’t really know other things that Heineken has done from a CSR

perspective.
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[E]: How do you perceive the alignment of the brand promise of Heineken and this campaign?

[Interviewee 7]: “I think the alignment is perfect. Heineken was there before Corona, it’s here right now, and it will be
there later, whenever everything gets better. Heineken’s promise to me is that we will be here for you whenever you
want. We have been there for you for 20 years, and we will be here for you for 20 more years. Under different
circumstances maybe, but we’re still here. It’s 100% alignment.”

[E]: What values do you ascribe to the brand after seeing this campaign?

[Interviewee 7]: I think you get the feeling that Heineken radiates warmth and togetherness, or cohesion. It is very
loving and I see them in a different light now.

[E]: How do you perceive the fit of the brand’s values and this campaign?

[Interviewee 7]: I think it’s a good fit, it reminds me of their previous campaigns.

[E]: What is your perception of this campaign being a trend that the brand follows?

[Interviewee 7]: I have to say that you are not fed linear advertising to the same extent anymore, but personally I have
seen few advertisements that have capitalized, or used the pandemic as a tool in advertising context, but maybe it's
because I don’t see a lot of advertising. But I don’t think Heineken is following any trend in this, no.

[E] How do you percieve the trust towards Heineken to fulfill their promise through this campaign?

[Interviewee 7]: If I trusted them to give me a good tasting beer to 100% before, I trust them to 110% now, as they
show that they are here for me despite the pandemic.

[E]: How do you perceive the brand's honesty and trustworthiness with this campaign?

[Interviewee 7]: I think it’s 100% honest and trustworthy. They paint a picture based on their perception of what society
looks like right now, without beautifying in any way.

[E]: In what way, if any, has your perception of the brand’s ability and willingness to fulfill its promise been affected?
[Interviewee 7]: As I said, I think this is very promising. I almost have to answer in the same way as before, Heineken
is here for us right now in these tough times and they will be here for us later in the same way as before. And it will be

the same as before with Heineken after the pandemic.

[E]: How would you describe your expectations about Heineken to engage in marketing initiatives related to COVID-
19?

[Interviewee 7]: I did not expect that.

[E]: Why not?

[Interviewee 7]: Because it feels like Heineken is a company in general that sells a product that is
associated with social gatherings. Therefore I could not have imagined how they would create an
advertisement and still keep that perception in regards to the pandemic. But it feels commendable
that a beer brand reminds us that this is the situation right now.”

[E]: But you don’t think that it’s contradictory then?

[Interviewee 7]: No, not at all. The opposite, it feels commendable that a beer brand reminds us of what the situation
looks like right now.
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[E]: Do you think that the brand launched this campaign primarily due to its moral responsibility? Why/Why not?

[Interviewee 7]: No, I don’t think so. I think they see it as a nice and trustworthy way to promote their product. Not to
do their duty as, what do I know, how a company should act in 2021.

[E]: What do you think motivated the brand to launch this campaign? Intrinsic or extrinsic values?

[Interviewee 7]: They want to sell their products and earn money, that's what they want.

[E]: How has the campaign affected your relationship with the brand?

[Interviewee 7]: I have to say that from associating Heineken with parties, festivals, ski slopes and so on, I now got a
more familiar feeling for the brand.

[E]: How do you perceive the campaign to be in correspondance with the brand’s values?

[Interviewee 7]: Yeah definitely. I think that what I said initially about security and how I trust the brand, that it is a
different way of describing something that is familiar, which I feel that this campaign is in relation to their previous
ones. So that image of Heineken has been reinforced through the campaign.

[E]: How do you perceive the campaign to be in line with your own values?

[Interviewee 7]: Yes I would say that, it is fun and nice.

[E]: Does the brand, through this campaign, change the meanings that the brand adds to your life?

[Interviewee 7]: Unfortunately, I can’t say that.

[E]: Because?

[Interviewee 7]: No, I don’t think a good like this, a beer, adds any value to my life, apart from a golden edge.

[E]: In what ways, if any, have your intention to purchase the brand more or less often been affected after seeing this
campaign?

[Interviewee 7]: No, I would say that my consumption pattern won’t change. I have been a frequent consumer earlier,
and I’ll continue to be that. I would say that I like Heineken as much as before, I will be an equally loyal customer, but
possibly my image of Heineken has changed a bit to the positive

[E]: So even when it comes to other offers, you’ll still buy Heineken over them?

[Interviewee 7]: Yep. Same consumption pattern as before.

[E]: In what ways, if any, have your intention to purchase the brand in the near future changed?

[Interviewee 7]: It hasn’t change. I still plan to buy a few Heineken’s for Easter.

[E]: In what ways, if any, has this campaign changed your intentions to recommend the brand?

[Interviewee 7]: I’'m at least not less inclined to recommend Heineken. But I would say it’s unchanged. I was very
inclined to recommend earlier for the reasons I said earlier, and I will continue to be that.

[E]: In what ways, if any, have your thoughts regarding the brands differences/similarities in comparison to similar
offers been affected?
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[Interviewee 7]: Possibly in a more positive direction. I think this campaign shows a great sense of innovativeness of
Heineken that I really appreciate.

[E]: In what ways, if any, has this campaign influenced your perception of the brand’s authenticity and your loyalty
towards the brand?

[Interviewee 7]: I think that by producing a campaign where you are reminded of the particular situation we are in now,
even though you are a brand that lives on selling things in social contexts, it feels like they are very authentic in some
way. They do not try to beautify anything, they still sell beer, and it is very simple, but we present selling beer in the
context as society looks today. I think that is both very strong and authentic.

[E]: And your loyalty?

[Interviewee 7]: The loyalty has not changed. I still like Heineken a lot, and will continue with the consumption pattern
I have today.

[E]: Overall, are you more inclined to be loyal to brands who you believe adopt CSM in an authentic way? Why/Why
not?

[Interviewee 7]: An obvious behavior change message, I don’t think I would like that. But a reminder of something is
just nice. As in this case.

[E]: In your opinion, how should a brand that you are loyal to (such as Heineken) behave in order to use CSM in an
authentic way?

[Interviewee 7]: There should be just enough exposure of the brand itself in the campaign, for it to feel like a credible
reminder.

[E]: Assuming that you perceive this CSM campaign as authentic, could your current relationship with Heineken grow
even deeper?

[Interviewee 7]: Yes, maybe it would result in that if Heineken launched a new product, I’'m very attached to lager,
but if they would provide an IPA, or any other kind of beer, I would have been more likely to try the alternative
product within the Heineken brand, which I don’t think I would do otherwise, then I would stick to the light lager.

[E]: And that has to do with the fact that you liked the campaign?

[Interviewee 7]: I got a deeper respect for Heineken as a brand due to their creativity and their way of using a
campaign to remind about the current situation, and it was a nice production and so on. I got a positive experience

[E]: Is there anything else you would like to add?

[Interviewee 7]: I wonder where that Heineken you promised me is?

Interviewee 8

[A]: Welcome and thank you for participating in this interview for our master thesis. This is a part of our data collection
process and in order for you to be as objective as possible, we can unfortunately not tell you any details or what the goal
of this research is. However, the topic concerns brands’ use of COVID-19 in their marketing initiatives and your perceived
brand authenticity and loyalty. Anything that you will tell us in this interview is confidential and your name will not be

disclosed in the thesis but only between us and our supervisor. However, we might use some insights and quotes from the
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interview, but we will not reveal your identity. For us to conduct a thorough analysis of your answers, we would like to

record this interview. Do you agree with these terms?

[Interviewee 8]: Yeah.

[A]: Perfect. We would like to start with some personal information about you, could you please present yourself and

specify your name, gender, age, nationality, level of education and current occupation?

[Interviewee 8]: Yes. My name is xx, 15 years old from Oregon in the US. I’'m a male, and regarding education I have a

degree in psychology and work as a therapist.

[A]: What do the concepts of brand loyalty, corporate social marketing and brand authenticity mean to you?

[Interviewee 8]: Brand Loyalty, that you are loyal to a brand no matter what. Brand Authenticity is for me how real a
brand is. I don’t know what corporate social marketing is.

[A]: Corporate social marketing is when brands encourage consumers to change a behavior in benefit for society. But
great, which one is more important to you? Why?

[Interviewee 8]: Authenticity, because being too loyal is not good. Then you can highlight some subjects or social issues

but I woudn’t say that I would buy from a brand only because they promote a problem, because they might do other things
that aren’t good.

[A]: I'see. So, what do you know about Heineken?

[Interviewee 8]: Probably the best beer in the world, or no, that’s Carlsberg. Good tasting beer, you can often see it at
festivals and big events, good branding. A nice lager for a fair price.

[A]: How would you describe the brand in three words?

[Interviewee 8]: Sports, socialize, a nice moment.

[A]: What do you know about the brand’s marketing and communication to promote their products?
[Interviewee 8]: Not a lot, but it’s often directed to younger men and sports events.

[A]: Can you tell us three attributes that would make you loyal to a brand?

[Interviewee 8]: Great product, good price for quality, and that it does something extra apart from what benefits society.

[A]: Why and in what situations do you purchase Heineken?

[Interviewee 8]: When I want a good tasting lager to drink with friends, often when I’m out and about.

[A]: Would you say that you buy the brand more or less in comparison to similar offers?
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[Interviewee 8]: Yes, I buy Heineken more than other beers in the same category.

[A]: How often do you purchase the brand?

[Interviewee 8]: A few times a month, maybe for, five times.

[A]: What are your thoughts regarding differences and similarities between this particular brand and similar offers

industry?

[Interviewee 8]: The difference is that i like Heineken more than the other products that are similar, I prefer the taste.
There are a lot of similarities, but I like the taste, price and that it fits into events.

[A]: Do you favor the brand over others? Why?

[Interviewee 8]: Yes, because I like the taste better.

[A]: How likely are you to purchase the brand in the near future?

[Interviewee 8]: Likely, I will do it more when you can go to soccer games again.

[A]: Would you recommend this brand to others? Why?

[Interviewee 8]: Yes, because I like the product. It’s a great beer.

[A]: How would you describe Heineken’s brand promise and in what way, if any, has this been fulfilled over time?

[Interviewee 8]: I think they promise a nice company, and then I buy the beer when I’m with friends, and then the
promise is fulfilled.

[A]: How would you describe Heineken’s brand value and in what way, if any, has this been fulfilled over time?
[Interviewee 8]: Their values is company, togetherness and team spirit, sports overall. That you can gather around
something that is fun and drink a Heineken, that you can gather over the boarders between different teams in sports for
instance.

[A]: How do you perceive the brand in terms of a trend-follower?

[Interviewee 8]: No, I feel like they are more trend setters. They were quite early from my experience by having a sports
niche, and stand out because of that.

[A]: Could you describe how you perceive the brand in terms of your trust in the brand to fulfill its promise?
[Interviewee 8]: I have high trust, you know what you get and there are no surprises.

[A]: What about the brand’s honesty and trustworthiness?

[Interviewee 8]: Would also say it’s quite high, I haven’t heard about any scandals.

[A]: How do you perceive Heineken to be able and willing to fulfill its promise?
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[Interviewee 8]: Yes I definitely believe they are. It feels like they care about their quality as it’s a very old brand.
[A]: And are they performing according to your expectations?

[Interviewee 8]: Definitely, as they still do their thing.

[A]: How and in what way have you perceived the brand to sincerely care for its customers in the past?

[Interviewee 8]: Yes I think they do that, because they don’t pick sides in conflicts. For instance in team sports, they
spread their collaboration between different teams and that benefits more people in the sense that it’s not a niche that
gets help and sponsorship.

[A]: How and in what way have you perceived Heineken to behave in a moral way?

[Interviewee 8]: I think they have a healthy marketing with alcohol free beer, and don't push it towards different groups.

[A]: How do you perceive Heineken to be motivated by intrinsic or extrinsic values?

[Interviewee 8]: Of course they want to make money but I would still say that it feels like they’re motivated by intrinsic
values because they care about beer for real.

[A]: How would you describe your relationship with Heineken?

[Interviewee 8]: Good, I feel happy when I see their logo and have several memories where I have consumed their beer.
[A]: How would you describe the brand’s values in comparison to your own?

[Interviewee 8]: I think it’s quite in line with mine, by helping many different people and having fun.

[A]: Do you use Heineken as a way to construct your identity?

[Interviewee 8]: No, I wouldn’t say that I do.

[A]: How would you describe the meanings, if any, the brand adds to your life?

[Interviewee 8]: No they don’t.

[A]: What do you think are brands’ role in society?

[Interviewee 8]: Do they have to have a role? I couldn’t see that brands have any role in society, actually.

[A]: What do you think about brands who encourage behavior change in benefit for society?

[Interviewee 8]: Yes it’s good to some extent. For the general public health it’s good to make it better, but then you can
also push other trends that aren’t good at all. For instance Tipods, there’s a risk that trends are followed subconciously
from a company that could be harmful for people.

[A]: So do you think that brands have a responsibility regarding those trends?

[Interviewee 8]: Yes and no, it depends on what the intention is initially. But if it’s a grey zone, I think that it’s better if
they take responsibility than don’t.

[A]: What are your thoughts about the importance of social distancing in order to stop the spread of COVID-19?
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[Interviewee 8]: I think it’s important.

Now you will be exposed to a marketing campaign by Heineken that was released in 2020. We will

pose some other questions to you afterwards.

[A]: How do you interpret the genuine concern by Heineken regarding this initiative?

[Interviewee 8]: It’s the spread of infection they care about and I think they succeed to reach out with that, it feels
genuine.

[A]: Do you think that the intended desired behavior, to stay at home or practice social distancing, is beneficial for
consumers, society and the brand?

[Interviewee 8]: Yes, if people behave and keep distance we will be able to go to bars again, so it doesn’t just benefit
the spread of the virus and to keep it under control, also that brands and society in general can go back to normal again.

[A]: What benefits do you believe that the brand receives by carrying out the CSM initiative? What are the intentions?

[Interviewee 8]: Their intention is still to highlight their product but in a adapted way for this siuation. The advantages
with this is that they increase sales and probably a better reputation as they take responsibility.

[A]: Does this campaign affect your knowledge and behavior regarding social distancing?
[Interviewee 8]: No, it doesn’t affect any of it.
[A]: Do you think that this is in line with other social initiatives that the brand has done?

[Interviewee 8]: Nej det skulle jag inte sdga i och med att corona &r ett nytt problem

[A]: How do you perceive the alignment of the brand promise of Heineken and this campaign?

[Interviewee 8]: I think it’s aligned, they haven’t changed any values or direction, only paid attention that their brand
promise can be fulfilled in other ways.

[A]: What values do you ascribe to the brand after seeing this campaign?

[Interviewee 8]: Same as before. That they want to encourage people to socialize in the best possible way.
[A]: How do you perceive the fit of the brand’s values and this campaign?

[Interviewee 8]: Good, because they don’t change direction in their values.

[A]: What is your perception of this campaign being a trend that the brand follows?

[Interviewee 8]: It’s a trend as many others have adapted their commercials after the pandemic, so in some way they

follow a trend but they still do it with their original values.

[A]: How do you perceive the brand's honesty and trustworthiness with this campaign?
[Interviewee 8]: Good, it really feels like they mean what they say.

[A]: In what way, if any, has your perception of the brand’s ability and willingness to fulfill its promise been affected?
204



[Interviewee 8]: I think it strenghtens their promise, as they have done something differently but following the same
values and promise, but encourage people to do it in another way.

[A]: How would you describe your expectations about Heineken to engage in marketing initiatives related to COVID-19?

[Interviewee 8]: I had no expectations that they would launch this type of campaign, but I think it was great that they

did because you keep people informed about the situation and it shows that the brand cares.

[A]: Do you think that the brand launched this campaign primarily due to its moral responsibility? Why/Why not?
[Interviewee 8]: “No, it’s a grey zone. I don’t think primarily, they just want to highlight that it is possible to socialize
and drink Heineken in a responsible way even under the corona. Also, it is important that we keep our local businesses
alive which they show that they care about”

[A]: What do you think motivated the brand to launch this campaign? Intrinsic or extrinsic values?

[Interviewee 8]: I would still say it’s intrinsic, as they want to continue to promote their beer and what they represent,
which I think they do in a good way, but primarily they want to sell their beer, of course.

[A]: How has the campaign affected your relationship with the brand?

[Interviewee 8]: Yes, I think it’s better now because they highlight that you’re not alone, there are still ways to socialize
digitally. And that you should support their business.

[A]: How do you perceive the campaign to be in line with your own values?
[Interviewee 8]: It’s in line with mine, I think it’s important to keep distance but still enjoy when it’s possible.
[A]: Does the brand, through this campaign, change the meanings that the brand adds to your life?

[Interviewee 8]: No, nothing.

[A]: In what ways, if any, has your intention to purchase the brand more or less often changed after seeing this campaign?
[Interviewee 8]: It has increased, because of that they highlight the difficulties for businesses right now, and the loneliness.
[A]: In what ways, if any, has your intention to purchase the brand in comparison to similar offers changed?
[Interviewee 8]: Yes, more, since Heineken highlights important things.

[A]: In what ways, if any, has your favourability towards the brand changed? Why, or why not?

[Interviewee  8]: It’s  better now, for the same reason, the responsibility they take.
[A]: In what ways, if any, has this campaign changed your intentions to recommend the brand?

[Interviewee 8]: I would recommend Heineken to a higher degree now as I like the campaign and want to support them.

[A]: In what ways, if any, have your thoughts regarding the brand’s differences or similarities in comparison to similar
offers been affected?
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[Interviewee 8]: I think they seem more different now, because [ haven’t seen any other brand do a campaign like this
and highlight problems in this manner, and it does not feel like the main focus is on their beer that much which I like.

[A]: In what ways, if any, has this campaign influenced your perception of the brand’s authenticity and your loyalty?
[Interviewee 8]: It has increased because it feels good to support a brand that takes the situation we’re in seriously.
[A]: Overall, are you more inclined to be loyal to brands that you believe are authentic and adopt CSM?
[Interviewee 8]: Yes, because it's good and if you have a voice you should use it for something.

[A]: In your opinion, how should a brand that you are loyal to (such as Heineken) behave in order to use CSM in an
authentic way?

[Interviewee 8]: You should pick a limited amount of problems and stick to it, so you don’t become a trend follower.

[A]: Assuming that you perceive this CSM campaign as authentic, could your current relationship with Heineken grow
deeper?

[Interviewee 8]: Yes, I like them more now.
[A]: Is there anything else you would like to add?

[Interviewee 8]: No, I think you have it all covered now.

Interviewee 9

[A]: Welcome and thank you for participating in this interview for our master thesis. This is a part of our data collection
process and in order for you to be as objective as possible, we can unfortunately not tell you any details or what the goal
of this research is. However, the topic concerns brands’ use of COVID-19 in their marketing initiatives and your perceived
brand authenticity and loyalty. Anything that you will tell us in this interview is confidential and your name will not be
disclosed in the thesis but only between us and our supervisor. However, we might use some insights and quotes from the
interview, but we will not reveal your identity. For us to conduct a thorough analysis of your answers, we would like to

record this interview. Do you agree with these terms?

[Interviewee 9]: Sure!

[A]: Thank you. We would like to start with some personal information about you, could you please present yourself and

specify your name, gender, age, nationality, level of education and current occupation?

[Interviewee 9]: My name is xx, [ am from a small village in Thailand and is currently studying my bachelor in Finance

at Copenhagen Business School. I'm 21 years old
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[A]: What do the concepts brand loyalty, corporate social marketing and brand authenticity mean to you?

[Interviewee 9]: I don’t really know any of them.

[A]: Ok then I will explain them to you. Brand Loyalty can be explained as when you have a brand that you like a lot,
and therefore purchase reguaraly over oher products. Brand authenticity could be interpreted as a brand that is genuine,

real, you name it. Corporate social marketing is when brands or companies encourage their consumers to change a

behavior which is beneficial for society.

[Interviewee 9]: I see, thanks.

[A]: What do you know about Heineken?

[Interviewee 9]: It’s a huge company that produces beer, and they exist all over the world.

[A]: How would you describe the brand in three words?

[Interviewee 9]: Famous, commercials with men and good.

[A]: What do you know about the brand’s marketing and communication to promote their products?

[Interviewee 9]: I remember that commercial when a girl walks into a closet and then there’s a guy with a beer fridge.

[A]: Can you tell us three attributes that would make you loyal to a brand?

[Interviewee 9]: Good price, good reputation and that it looks good or tastes good.

[A]: Why and in what situations purchase the brand?

[Interviewee 9]: For parties or when I’m out, mostly because I don’t know a lot about other beers, so therefore I’'m drawn

to Heineken.

[A]: Would you say that you buy the brand more or less in comparison to similar offers?

[Interviewee 9]: I buy Heineken everytime I’m out and having a beer.

[A]: How often do you purchase the brand?

Several times a year, like I said when I’'m out.

[A]: What are your thoughts regarding differences or similarities between this particular brand and similar offers industry?

207



[Interviewee 9]: It doesn’t stand out a lot, it doesn’t really taste anything particular really.
[A]: Do you favor the brand over others? Why?

[Interviewee 9]: Not based on what it tastes, but depending on the stiaution. Instinctively I do it, because I know what it
tastes like and what I get. It feels safe.

[A]: How likely are you to purchase the brand in the near future?
[Interviewee 9]: Great chance.
[A]: Would you recommend Heineken to others? Why?

[Interviewee 9]: Yes, I like the product and if someone didn’t know what to have or knew a lot about beer, I would
recommend Heineken.

[A]: How would you describe Heineken’s brand promise and in what way, if any, has this been fulfilled over time?
[Interviewee 9]: I think their commercials is about that something’s happening and that people are socializing, and it’s
often in those situations I buy Heineken so I really feel that’s connected, and they’re also often available in those
situations. It’s a good match for what you see in commercials.

[A]: How would you describe Heineken’s brand value and in what way, if any, has this been fulfilled over time?
[Interviewee 9]: I don’t know actually.

[A]: How do you perceive the brand in terms of a trend-follower?

[Interviewee 9]: They don’t do anything special that’s new, they just follow what’s going on.

[A]: How do you perceive your trust in Heineken to fulfill their brand promise?

[Interviewee 9]: Good I think, if the promise is to give me a good tasting beer.

[A]: And the brand’s honesty and trustworthiness?

I trust them, yeah, I know what I get when I buy a Heineken.

[A]: How do you perceive Heineken to be able and willing to fulfill its promise?

It depends a bit about what their promise is, if it’s to provide a good beer, I think they are.

[A]: How and in what way have you perceived the brand to sincerely care for its customers in the past?
[Interviewee 9]: I don't know if they care, I have never felt that they care about me at least.
[A]: Behave in a moral way?

[Interviewee 9]: I don’t know if they have done anything bad, but nothing good either, so that’s so and so.

[A]: How would you describe your relationship with the brand?

[Interviewee 9]: My relationship with them is that there’s no other beer I really like.
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[A]: How would you describe the brand’s values in comparison to your own?
[Interviewee 9]: Good I think, as they haven’t done anything bad.
[A]: How would you describe your usage of the brand as a way to construct your identity?

[Interviewee 9]: No, almost the opposite, that I could pick another brand as Heineken feels a bit macho and I don’t want
people to see me that way.

[A]: What do you think are brands’ role in society?

[Interviewee 9]: It should be both satisfied customers and that it’s beneficial for employees, there are a lot of famous
brands and you notice that if a scandal come up, they fall. I think that highlights how important their role in society is,
because if they don’t behave no one will support them.

[A]: What do you think about brands who encourage behavior change in benefit for society?

[Interviewee 9]: I think it’s great, regardless if they care or not, brands should use their voice.

[A]: What are your thoughts about the importance of social distancing in order to stop the spread of COVID-19? (2)
[Interviewee 9]: Very important.

Now you will be exposed to a marketing campaign by Heineken that was released in 2020. We will

pose some other questions to you afterwards.

[A]: How do you interpret the genuine concern by Heineken regarding this initiative?

[Interviewee 9]: I don’t think it felt genuine. In “Back to the bars”, when a guy took his face mask on I just sighed, it
didn’t feel genuine.

[A]: Do you think that the intended desired behavior, to stay at home or practice social distancing, is beneficial for
consumers, society and the brand?

[Interviewee 9]: Yes, from a short-term perspective. I mean it’s good for all that the pandemic ends, but it’s not good
for any brands that all customers are in lockdown.

[A]: What benefits do you believe that the brand receives by carrying out the CSM initiative? What are the intentions?
[Interviewee 9]: They show that they are up-to-date compared to others who don't bring it up at all, they show that they
care. They bring a lot of people, compared to businesses that don’t care about covid but have customers that care a lot.
Overall, since the pandemic hit, it feels like you feel like your friends with some brands as you care about the same
things. Maybe they just want to make a modern campaign and sell their beer.

[A]: Does this campaign affect your knowledge and behavior regarding social distancing?

[Interviewee 9]: No, but I think it could be interpreted as a reminder that we can socialize while keeping distance, but I
didn’t learn a lot.

[A]: Do you think that this is in line with other social initiatives that the brand has done?
[Interviewee 9]: The last one reminds me a bit about a UEFA commercial, but the others were not in line with their

previous campaigns or commercials I think.

209



[A]: How do you perceive the alignment of the brand promise of Heineken and this campaign?

[Interviewee 9]: A little alignment, they still promise a nice time and that’s in line with their previous campaigns.
[A]: What values do you ascribe to the brand after seeing this campaign?

[Interviewee 9]: I'm thinking that they take a little more responsibility now compared to what they did before.
[A]: How do you perceive the fit of the brand’s values and this campaign?

[Interviewee 9]: The fit was good.

[A]: What is your perception of this campaign being a trend that the brand follows?

[Interviewee 9]: Yes definitely, this is how our lives look like now.

[A]: How do you perceive the brand's honesty and trustworthiness with this campaign?

[Interviewee 9]: Yes and no. Based on that campaign with the bar, it feels like it might be a little too honest in some
way so it gets disturbing.

[A]: Has the campaign affected your trust towards the brand to fulfill its promise? If yes, in what way? If no, why not?
[Interviewee 9]: After seeing this I don't feel like I trust them more, instead almost the opposite.

[A]: In what way, if any, has your perception of the brand’s ability and willingness to fulfill its promise been affected?
[Interviewee 9]: No, I can’t see that it has changed significantly.

[A]: How would you describe your expectations about Heineken to engage in marketing initiatives related to COVID-
19?

[Interviewee 9]: Yes, they are often up-to-date so it was no surprise.

[A]: Do you think that the brand launched this campaign primarily due to its moral responsibility? Why, or why not?
[Interviewee 9]: No, I have a hard time believing that they did this just to be kind and moral. If so, why have you not
seen anything like this before? For example, a campaign about black lives matter or women's rights in society? I have
not seen it anyway.

[A]: How do you interpret the sincere care for their customers through this campaign?

[Interviewee 9]: No, I don’t think that at all, it just feels like they want to sell.

[A]: How has the campaign affected your relationship with the brand?

[Interviewee 9]: If anything would affect me it would be the commercial in the bar, if I had only seen that one, my
relationship would change, but now the others compensated. If we were to say that it was another brand that had the
third advertisement with the bar (‘Back to the Bars’, ed.) and Heineken had the other two, then I would probably have
chosen to buy Heineken instead.

[A]: How do you perceive the campaign is corresponding with the brand’s values?

Altough I don’t see their values as that good based on the third video, they are in line with the advertising.
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[A]: How do you perceive the campaign to be in line with your own values?

[Interviewee 9]: No, this is not in line with my values.

[A]: Does this campaign change your perception of the brand as a way to construct your identity?
[Interviewee 9]: No, it hasn't changed through this campaign.

[A]: In what ways, if any, has your intention to purchase the brand more or less in comparison to similar offers changed?
[Interviewee 9]: Well, yes, if I’'m having a beer I will choose them over something else.

[A]: In what ways, if any, has your favourability towards the brand changed?

[Interviewee 9]: I don’t really know, maybe I like them a little bit more now.

[A]: In what ways, if any, has your intention to purchase the brand in the near future changed?
[Interviewee 9]: Probably because of this interview, but not because of the campaign.

[A]: In what ways, if any, has this campaign changed your intentions to recommend the brand?

[Interviewee 9]: Yeah, maybe! I think they did something to highlight the pandemic, although it wasn’t maybe in the best
way.

[A]: In what ways, if any, have your thoughts regarding the brand’s differences or similarities in comparison to similar
offers been affected?

[Interviewee 9]: Now it feels like they’re more different than beer brands like Carlsberg.
[A]: In what ways, if any, has this campaign influenced your perception of the brand’s authenticity and your loyalty?

[Interviewee 9]: I like them more now, although I know that they just want to sell, they do it in a nice way and I get a
positive feeling.

[A]: Overall, are you more inclined to be loyal to brands that you believe are authentic and adopt CSM? Why/Why not?
[Interviewee 9]: If it was a negative behavior you wouldn’t think it was good, but otherwise it’s great. There can be
situations where companies pormote a certain lifestyle or that we should change a behavior and then you have, then
realize that behavior wasn’t good. I think that brands need to be a bit careful with that so it doesn’t go wrong. I can feel

that it’s hard to trust brands as you don’t know if they’re subjective or what they earn on it.

[A]: In your opinion, how should a brand that you are loyal to (such as Heineken) behave in order to use CSM in an
authentic way?

[Interviewee 9]: You should do it in a nice way that fits the brand values, I mean it would be weird if Heineken would
save dolphins, there’s no match there.

[A]: Assuming that you perceive this CSM campaign as authentic, could your current relationship with Heineken grow
deeper?

[Interviewee 9]: Yes it could, I will remember them more now.

[A]: Is there anything else you would like to add?
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[Interviewee 9]: No. Thanks.

Interviewee 10

[E]: Welcome and thank you for participating in this interview for our master thesis. This is a part of our data collection
process and in order for you to be as objective as possible, we can unfortunately not tell you any details or what the goal
of this research is. However, the topic concerns brands’ use of COVID-19 in their marketing initiatives and your
perceived brand authenticity and loyalty. Anything that you will tell us in this interview is confidential and your name
will not be disclosed in the thesis but only between us and our supervisor. However, we might use some insights and
quotes from the interview, but we will not reveal your identity. For us to conduct a thorough analysis of your answers,
we would like to record this interview. Do you agree with these terms?

[Interviewee 10]: No problem
[E]: We would like to start with some personal information about you, could you please present yourself and specify

your name, gender, age, nationality, level of education and current occupation?

Jag heter XX, jag ar 26 &r gammal och kommer fran Taby utanfor Stockholm. Jag har pluggat Industriell Design och
arkitektur och jobbar nu som arkitekt

What does the concepts brand loyalty, corporate social marketing (CSM) and brand authenticity mean to you?
(If the respondent are unaware of any of the definitions of the concepts, these will be explained by the authors)

Brand Loyalty: att ett mérke &r sdpass coolt att man vill att allt ska vara i det méarket
Brand authenticity: Nar man uppfattar ett varuméarke som att det dr sanningsenligt, min uppfattning stéimmer 6verens med
den bilden som de vill ge.

Which one is more important to you? Why?
Corporate social marketing fran mitt perspektiv eftersom de har “ett greater good” téink, men fran varumérkena &r det
brand loyalty

What do you know about the Heineken?
Holléndskt, de storsta fotbollssponsoring-6len

How would you describe the brand in three words?
Fotboll, “vélgorenhets” reklam, kyld 61

What do you know about the brand’s marketing and communication to promote their products?
Att de &r pa alla fotbollsgrejer, i 6vrigt kan jag inte riktigt differentiate mellan dem och Carlsberg
Can you tell us three attributes that would make you loyal to a brand?

Function, sustainability, darker colors

Why and in what situations purchase the brand?

When it is the tap beer available, afterski, football games

Would you say that you buy the brand in comparison to similar offers? (Shares of purchase)

Jag koper den lika mycket som jag kdper andra dler som ér lika
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How often do you purchase the brand? (Purchase frequency)

Kanske 20 génger per ar, men inte lika mycket i &r som andra eftersom man inte gar pa barer

What are your thoughts regarding differences/similarities between this particular brand and similar offers industry?

(Relative attitude)

Samma svar

Do you favor the brand over others? Why?

Ja, jag skulle hellre kopa denna Heinken 4n massa andra 6ler, men det dr inte min favoritol.
How likely are you to purchase the brand in the near future? (Purchase intention)

Inte jattelikely, &r lite for dyrt

Would you recommend this brand to others? Why?

Ja om négon skulle fraga om vanlig 61

How would you describe Heineken’s brand promise and in what way, if any has this fulfilled over time?
Deras brand promise kidnns som att det ar torstslickande, och det tycker jag de gor bra

How would you describe Heineken’s brand value and in what way, if any, has this been fulfilled over time?
Hallbarhet i forpackningar, att de har alkoholfri 61 och att man ska dricka ansvarsfullt

How do you perceive the brand in terms of a trend-follower?
Ja, det kénns som att de skulle kunna ldgga ut en Harlem-shake nér det var trendigt. De vill vara aktuella.

Credibility

Could you describe how you perceive the brand in terms of...
1) Your trust in the brand to fulfill its promise?
Ja, ett sant stort foretag fran vist behover gora rétt for sig i kravstéllning av tillverkning

2) The brand’s honesty and trustworthiness?
Jag litar pa dem

3) Being able and willing to fulfill its promise?
Samma som forut

4) Performing according to your expectations?
Ja, de smakar som 01, &r tillanglig och kall

How and in what way have you perceived the brand to

1) Sincerely care for its customers in the past?
Ja, de skapade en alkoholfri 61 for folk vill dricka mindre alkohol. Det finns sékert en glutenfti 61 for att de vill
att de ska passa s ménga som mojligt

2) Behave in a moral way?
Ja det tycker jag, jag har inte hort ndgonting omoraliskt om det
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3) Be motivated by intrinsic or extrinsic values? Why?
Extrinsic (han fattar inte fragan). Intrinisc pa det séttet att jag tror de bryr sig om bryggeriprocessen.

Symbolism

How would you describe
1) Your relationship with the brand?
Jag tycker om dem och jag dricker dem gérna, men jag blir inte ledsen om de inte finns som valmdjlighet

2) The brand’s values in comparison to your own?
De stimmer 6verens med mina

3) Your usage of the brand as a way to construct your identity?
Till viss del, jag skdms inte for att dricka dem

What do you think are brands’ role in society?
De hjélper till med jobb och dverlag framjar de ju var ekonomiska vinst. Men jag tycker om nér de anvéinds for en
greater good.

What do you think about brands who encourage behavior change in benefit for society? (e.g. stop smoking campaigns)
I'love it! Jag gillar det for att det kiinns som att vi lever i en galen virld och varumirken som influerar andra
varumérken och investerar i till exempel héllbarhet, det tycker jag &r jéttebra.

What are your thoughts about the importance of social distancing in order to stop the spread of COVID-19? (2)
Det kénns jétteviktigt men trakigt saklart, ut ett humaniskt perspektiv.

Now you will be exposed to a marketing campaign by Heineken that was released in 2020. We will
pose some other questions to you afterwards.
How do you interpret the genuine concern by Heineken regarding this initiative? (1)

Jag forstér att det &r ett billigt trick och en mediatrick att géra corona mérkt reklam och det behover inte reflektera ett
varumérkets varderingar, men detta kénns verkligen geniunt

Do you think that the intended desired behavior (i.e. to stay at home/practice social distancing) is beneficial for
consumers, society and the brand?

(Han menar nog ja) men séger: I slutdndan &r det nog inte beneficial for the brand eftersom man kanske kdper hem
andra varumirken

What benefits do you believe that the brand receives by carrying out the CSM initiative? What are the intentions?
Deras intention dr nog att folk ska bli sentimentala och tycka att det &r kontemporért och héftigt och sa ska man fastna for

det, och det behdver inte spegla deras genuintet men de séger ju vildigt bra grejer med social distancing

Does this campaign affect your knowledge and behavior regarding social distancing? (4)
Nej, jag visste redan om allt

Do you think that this is in line with other social initiatives that the brand has done? (5)
Ja, men det hér dr ndgonting storre.

How do you perceive the alignment of the brand promise of Heineken and this campaign?
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Dir skiljer det sig, for dem pekar ju Heinken - kall och bra 61 for ett event. Men samtidigt har de ju gjort andra social
markeitng kampanjer sd pa nagot sitt dr det ju i linje med det.

What values do you ascribe to the brand after seeing this campaign?
Social sustainablily och umgénge

How do you perceive the fit of the brand’s values and this campaign?
De funkar dndé bra! Deras virden aterspeglas

What is your perception of this campaign being a trend that the brand follows?
Ja absolut! Men det blir ju inte daligt for det

How do you perceive the brand's honesty and trustworthiness with this campaign?
Hog skulle jag sédga, det funkar véldigt bra

Has the campaign affected your trust towards the brand to fulfill its promise? If yes, in what way? If no, why not?
Do you think that the brand launched this campaign primarily due to its moral responsibility? Why/Why not?
Nej och ja, deras brand equity 4r ju till stor del uppbyggt av att de ska ta ansvar och detta ar ju pa ett sitt att gora det

What do you think motivated the brand to launch this campaign? Intrinsic or extrinsic values?

Symbolism

How has the campaign affected your relationship with the brand?
Ja, kortsiktigt kommer jag att vilja kdpa detta mer

How do you perceive the campaign is corresponding with the brand’s values?
How do you perceive the campaign to be in line with your own values?

Does the brand, through this campaign, change the meanings that the brand adds to your life?

In what ways, if any, has your intention to purchase the brand changed after seeing this campaign? (Purchase frequency)
Kanske inte i det 1dnga loppet, men mycket just nu!

In what ways, if any, has your intention to purchase the brand in comparison to similar offers changed? (Shares of
purchase)

Ja, jag kommer vélja detta 6ver en Carlsberg nésta gang!

In what ways, if any, has your favourability towards the brand changed? Why/Why not?

In what ways, if any, has your intention to purchase the brand in the near future changed? (Purchase intention)

In what ways, if any, has this campaign changed your intentions to recommend the brand? (Recommendation willingness)

In what ways, if any, have your thoughts regarding the brand’s differences/similarities in comparison to similar offers
been affected? (Relative attitude)

In what ways, if any, has this campaign influenced your perception of the brand’s authenticity and your loyalty?
Min lojalitet har 6kat for jag tycker om detta initativt, och brand autheniticy har nog inte &ndrats eftersom jag tycker att
detta &r autentiskts
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Overall, are you more inclined to be loyal to brands that you believe are authentic and adopt CSM? Why/Why not?
Ja, jag tycker varumérken ska gora sénna hér saker

In your opinion, how should a brand that you are loyal to (such as Heineken) behave in order to use CSM in an
authentic way?

For mig ar det viktigt att allt man puschar for som socialt iniativ dr direkt slutlett fran och i reklam pushas néra och
kommer frén en vetenskaplig grund och att det finns argument for varfor man ska betee sig sé

Assuming that you perceive this CSM campaign as authentic, could your current relationship with Heineken grow
deeper?
Ja absolut, det finns potential

Interviewee 11

Personal information

Welcome and thank you for participating in this interview for our master thesis. This is a part of our data collection
process and in order for you to be as objective as possible, we can unfortunately not tell you any details or what the goal
of this research is. However, the topic concerns brands’ use of COVID-19 in their marketing initiatives and your
perceived brand authenticity and loyalty. Anything that you will tell us in this interview is confidential and your name
will not be disclosed in the thesis but only between us and our supervisor. However, we might use some insights and
quotes from the interview, but we will not reveal your identity. For us to conduct a thorough analysis of your answers,
we would like to record this interview. Do you agree with these terms?

Ja.

We would like to start with some personal information about you, could you please present yourself and specify your

name, gender, age, nationality, level of education and current occupation?

Jag heter XX, jag dr 31 &r gammal och jobbar som brandman pa Varmdo brandstation, och jag ar svensk

The respondent are unaware of any of the definitions of the concepts Brand Loyalty, CSM and Brand Authenticity and
therefore there were explained by the authors

Which one is more important to you? Why?
Jag skulle dnda séga att jag tycker att det du beskriver som CSM ér viktigt, kénns bra att foretag gor natt gott for samhéllet

What do you know about Heineken?
Stort 6lbolag som gor 6l och finns Sverallt i hela vérlden. For mig ar de forknippade med after ski och fotboll.

How would you describe the brand in three words?
Ljust, ként, idrott

What do you know about the brand’s marketing and communication to promote their products?
De sponsrar mycket fotboll

Can you tell us three attributes that would make you loyal to a brand?
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N: Bra villkor for peronalen och bra rdvaroprodukter som gynnar klimatet. Skulle jag fa reda pé att det var ndgonting som

inte stimde pa det sa skulle jag sluta vara lojal.

Why and in what situations purchase the brand?
N: Pa sommaren nér det dr varmt som pé after beach eller pé after ski, fotbollsmatcher. Jag koper det ofta ute for det ar
lockande och svalkande da. I roliga eller trevliga sammanhang. Det malas upp en bild for mig att det &r sanna tillfdllen

och da kénns det som att &r Heineken, men ska jag bara sitta mig hemma och dricka ett par bérs &r det inte dem jag véljer.

Stochastic (Behavioral) loyalty
Would you say that you buy the brand in comparison to similar offers?

Jag koper mindre Heineken &n vad jag koper andra dler, men mest for att det inte har hént ndgonting kul senaste aret.

How often do you purchase the brand?
Nagra ganger om &ret, om jag skulle vara pé after sail pa sandhamn skulle jag kopa H, de lagger ofta upp dem i isbad och
dr duktiga pa att marknadsfora sin produkt. Det dr ganska likt coca cola pa det sdttet. Det &r inte en supergod produkt, det

dr inte sahdr “wow nu drack jag en H” utan den kénslan fir man for att det har hant ndgonting den dagen ofta.

What are your thoughts regarding differences/similarities between this particular brand and similar offers industry?
(Relative attitude)

Det sticker inte ut s mycket, det smakar ju ingeting speciellt egentligen
Do you favor the brand over others? Why?

Inte frén smaken, men beroende pa situationen. Jag gor det beroende pa sammanhanget. Skulle vélja det framfor en Prips
pa en after sail

How likely are you to purchase the brand in the near future?

Stor chans, skulle kunna kdpa en idag om vi skulle ga ut

Would you recommend this brand to others? Why?

Ja, man vet att det dr en god 6l som ér lattdrucken sa det skulle man ju, men inte till ndgon som ar duktig pa 6l kanske.

How would you describe Heineken’s brand promise and in what way, if any has this fulfilled over time?
Sociala sammanhang, de finns alltid dér

How would you describe Heineken’s brand value and in what way, if any, has this been fulfilled over time?
Jag tanker att de inte star for s& mycket och att det mer handlar om att silja. Att de inte har s& mycket hérliga saker utan
det handlar bara om att fa ut dlen till s manga som majligt.

How do you perceive the brand in terms of a trend-follower?
Ja, for de finns ju dér alla dér. Om det har hédnt nagonting nytt i fotbollen t.ex s& kdnns det som att de skulle vara dér och
gora en grej av det. De dr ju ingen trendséttare direkt
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Could you describe how you perceive the brand in terms of...
1) Your trust in the brand to fulfill its promise?
Jo men jag litar 4nda till viss del pa dem

2) The brand’s honesty and trustworthiness?
Nja det ar svért att veta egentligen, men jag tror &nda de gor bra grejer. Sa dnda rimligt mycket tilltro

3) Being able and willing to fulfill its promise?
Ja men om det dr ndgonting som att de finns tillgéngliga och smakar gott sa tycker jag det

4) Performing according to your expectations?
Ja absolut! De finns ju alltid dir nér man vill ha dem och s&. Det dr nog min enda forvéntan pa dem, att de ska

finnas dér

How and in what way have you perceived the brand to
1) Sincerely care for its customers in the past?
Nej det tror jag inte att de gor, de vill nog inte heller ha missndjda kunder men de bryr sig inte riktigt

2) Behave in a moral way?
Jag tror inte att de dr béttre &n ndgon annan, men de héller sig nog till alla ramverk och regler

How would you describe
1) Your relationship with the brand?
Jag kommer bara i kontakt med dem under roliga happenings och dérav har jag en bra relation

2) Your usage of the brand as a way to construct your identity?
Nej det spelar ingen roll, det &r ju ingen status 0l tidigare

3) The meanings, if any, the brand adds to your life?
De gor det roligare

What do you think are brands’ role in society?

De har ett véldigt stort ansvar i samhéllet, eller de borde ta det. I bade fragor s som personal och klimat men ocksa i
marknadsforing, eftersom de nar en sén stor publik sa borde de har véldigt ansvar att hélla en bra policy att ha
transparens sé att folk far ett dkta fortroende.

What do you think about brands who encourage behavior change in benefit for society?

Det &r jattevitktigt att dem gor det, det behdvs att ndgon borjar jobba for ndgot battre och sa hénger andra pé sen sa det
blir en hallbar konsumtion

What are your thoughts about the importance of social distancing in order to stop the spread of COVID-19?
Jatteviktigt

Now you will be exposed to a marketing campaign by Heineken that was released in 2020. We will

pose some other questions to you afterwards.

How do you interpret the genuine concern by Heineken regarding this initiative?
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Jag tyckte den med barena néstan var nedlatande gentemot corona, man gjorde néstan ett hn av det. Det var inte
genuint och daligt. Den forsta tycker jag ocksa néstan var dverdriven i att man ror varandra s mycket hela tiden.

Do you think that the intended desired behavior, to stay at home and practice social distancing, is beneficial for
consumers, society and the brand?

Nej, jag tror att H tjénar sjukt mycket pa det sociala samanhanget. Det &r lite det som &r Heinken som den forsta
reklamen visar ndr man ar néra, sitter tight och skalar och klingar, har afterski osv. Sen har kanske 61forsdljningen gétt
upp mycket mer i och med att folk sitter hemma och tar en trostbira hir och dar, men det gynnar ju inte varumarket.
Den sista reklamen tycket inte jag dr s forknippad med varumaérket for det 4r inte s& dem brukar vara med att man sitter
hemma.

What benefits do you believe that the brand receives by carrying out the CSM initiative? What are the intentions?

Jag tror tanken dr god med att vidrora &mnet men det betyder inte att de dar reklamerna var sa bra. Men de visar ocksa
att corona faktiskt finns. Men diremot tror jag inte pé att gora en rolig sak av det, som att st upp komikerns skulle
borja skdmta om coronan, det skulle kénnas jéttekonstigt och ingenting att skratta at. Sen tycker jag att det &r bra att
man lyfter det, man kan ju inte lassas att det inte finns. Det braddar ju en hel vérld. Men intentionerna ar ju
marknadsforing och vilja synas och sélja. Man vill visa att att det gér att sitta hemma sjilv att och dricka en 61

Does this campaign affect your knowledge and behavior regarding social distancing? (4)

Nej jag larde mig ingenting s, men jag tycker dndé det &r bra att de visar att man inte behdver gora ingenting man kan
ta en bira och skala digitalt istéllet for att man ska sitta ensam hemma. Som i fotboll nu, det finns ju folk som inte har
vanner och umgénge utéver de som de traffar pa matcher och de skulle kanske mé toppenbra av att digitalt tréffa folk
via facebookgrupper ect. Det pAminner om att man kan ses dnda

Do you think that this is in line with other social initiatives that the brand has done? (5)

Perceived Brand Authenticity in relation to the CSM initiative

Continuity

How do you perceive the alignment of the brand promise of Heineken and this campaign?
Inte den med baren, det 4r ju ndstan ett han mot corona och det blev sorligt och deppigt. S som dem beskriver det dar ar
det ju ingen som vill ha det. Men den sista var ju uppmuntrande om man &nda behdver sitta sjalv

What values do you ascribe to the brand after seeing this campaign?

Jag tycker @nda att det bottnar i att man vill tjina pengar. De reklamerna var jattebra men om det &dnda &r sé att alla sitter
uppkopplade fast de &r sjdlva och inte kan gé pa matchen sa ska man &ndé dricka Heineken, vad &r podngen? Det blir ju
ingen andra viarden man ser.

How do you perceive the fit of the brand’s values and this campaign?

What is your perception of this campaign being a trend that the brand follows?
N: Ja de hakar ju pd allt. Vad som &n hénder ar ju dem dar

Credibility

How do you perceive the brand's honesty and trustworthiness with this campaign?
Svart, jag vet inte riktigt
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In what way, if any, has your perception of the brand’s ability and willingness to fulfill its promise been affected?
Ja men till viss del kanske lite, men inte s mycket

Has the campaign affected your trust towards the brand to fulfill its promise? If yes, in what way? If no, why not?
Nja, det kdnns mer som att man forstér att de har pengar och kommer klara sig genom krisen

How would you describe your expectations about Heineken to engage in marketing initiatives related to COVID-19?
Ja, det tvivlar jag inte pa

Integrity

Do you think that the brand launched this campaign primarily due to its moral responsibility? Why/Why not?
Nej det tror jag inte, jag tror att de vill visa att de finns och gora en bra reklam

What do you think motivated the brand to launch this campaign? Intrinsic or extrinsic values?
Jag tror faktiskt att vad som motiverar dem ér att sélja, men att det blir ju en fin konsekvens av det liksom

Symbolism

How has the campaign affected your relationship with the brand?

Jag tycker inte kampanjerna &r sé stor skillnad fran de tidigare reklamerna man har sett, utan det 4r ju bara en
anpassning egentligen. Om det dr ndgonting som skulle paverka sa &r det den reklamen i baren, hade jag bara sett den sa
hade jag nog éndrat min relation, men nu vigde de upp med de andra

How do you perceive the campaign is corresponding with the brand’s values?

How do you perceive the campaign to be in line with your own values?

Nej det tycker jag inte. Som jag upplevde det sa var det hdn mot corona och det tycker inte jag dr bra. Man ska vara
valdigt forsiktig ndr man gor reklam med munskydd och distans, det &r 1tt att det blir fel eftersom folk hatar som det ar
nu. Dérfor r det svart att hitta en bra form nir det blir bra.

Does the brand, through this campaign, change the meanings that the brand adds to your life?

Brand Loyalty in relation to the CSM initiative
Stochastic (Behavioral) loyalty

In what ways, if any, has your intention to purchase the brand changed after seeing this campaign? (Purchase frequency)
Ja men kanske att den har hojts lite &nda, man blir ju sugen

In what ways, if any, has your intention to purchase the brand in comparison to similar offers changed? (Shares of
purchase)
Jag tycker @nd4 att de dom gor hér ar bra och jag kan ténka mig att dndra till att kopa dem mer!

Deterministic (attitudinal) loyalty
In what ways, if any, has your favourability towards the brand changed? Why/Why not?
Jo men lite, alltsa jag tycker ju om dem tidigare och kanske marginellt mer nu

In what ways, if any, has your intention to purchase the brand in the near future changed? (Purchase intention)
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Jo men den har nog 6kat men inte sa mycket, jag bryr mig inte s mycket om vad en reklam séger liksom

In what ways, if any, has this campaign changed your intentions to recommend the brand? (Recommendation willingness)
Nja, jo men kanske lite mer, men som sagt sd dr det ju bara en reklam och jag vet inte riktigt hur mycket det hér faktiskt
hjalper

In what ways, if any, have your thoughts regarding the brand’s differences/similarities in comparison to similar offers
been affected? (Relative attitude)

Jo men kanske har den 6kat nu, men tyvérr sa gldommer man ju bort sant hér efter ett tag liksom sa jag tror inte det
kommer att paverka jattemycket

Interrelated questions of brand authenticity, brand loyalty and CSM
In what ways, if any, has this campaign influenced your perception of the brand’s authenticity and your loyalty?
Ingen storre skillnad kanske, men om jag hade dlskat alla reklamer hade jag nog blivit mer lojal mot varumarket.

Overall, are you more inclined to be loyal to brands that you believe are authentic and adopt CSM? Why/Why not?
Ja det tycker jag dr bra. Det ligger ett valdigt stort ansvar pé de stdrre varumérkerna, det kan ju bli jattebra om dem gor
det bra. Om man ska fa folk att &ndra ett beteenden da méste det finnas med i reklam och férknippas med varumaérken,
t.ex att coca cola stéller krav pa att du maste panta din burk eller atervinna den - da hjérntvéttar man lite folk och sa
kanske man &ndrar sitt beteende till ndgot béttre. Daremot kan det ju ocksa bli att man hjérntvéttas till ndgot sémre.

In your opinion, how should a brand that you are loyal to (such as Heineken) behave in order to use CSM in an
authentic way?

De gjorde det helt okej men jag tror att det hade behovts att de varit lite mer respektfulla. Jag tror Gverlag att det kan
vara svart att ta i dessa fragor och det bor goras ganska varsamt.

Assuming that you perceive this CSM campaign as authentic, could your current relationship with Heineken grow
deeper?

Ja absolut, det hade det kunnat gora. Det vore néstan konstigt att ett foretag som Heineken som sitter pa s& mycket
resurser inte skulle gora nagonting. Jag tycker det &r bra att de i alla fall forsoker ta i det och det kommer man nog
komma ihég.

Wrap up
Is there anything else you would like to add?

Interviewee 12

[E]: Welcome and thank you for participating in this interview for our master thesis. This is a part of our data collection
process and in order for you to be as objective as possible, we can unfortunately not tell you any details or what the goal
of this research is. However, the topic concerns brands’ use of COVID-19 in their marketing initiatives and your
perceived brand authenticity and loyalty. Anything that you will tell us in this interview is confidential and your name
will not be disclosed in the thesis but only between us and our supervisor. However, we might use some insights and
quotes from the interview, but we will not reveal your identity. For us to conduct a thorough analysis of your answers,
we would like to record this interview. Do you agree with these terms?

[Interviewee 12]: No problem

[E]: We would like to start with some personal information about you, could you please present yourself and specify
your name, gender, age, nationality, level of education and current occupation?
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[Interviewee 12]: My name is xxx, I’'m a 25 year old girl from Copenhagen. I study Brand and Communication
Management at Copenhagen Business School.

[E]: What does the concepts of brand loyalty, corporate social marketing (CSM) and brand authenticity mean to you?
[Interviewee 12]: Well, authenticity for me is when something is “real” or what you say, and I guess that brand
authenticity is when I brand feels real, for example Patagonia would be that kind of brand I guess. Brand Loyalty means

that you are loyal to a brand and corporate social marketing.. Isn't that kind of CSR?

[E]: Yes that’s right, CSM is a subdiscipline of CSR and is when a corporation encourages their customers to change a
behavior that is beneficial for the society. Which one is more important to you? Why?

[Interviewee 12]: I would say that authenticity is pretty important to me, or at least I know that I’'m drawn to those kinds
of brands! But I’m also a succer for loyalty programs, like I’'m a member of every store you can be, so I guess that's
kind of important too.

[E]: What do you know about Heineken?

[Interviewee 12]: I know it's a beer brand that I like pretty much. I think that the brand is Dutch but I’'m not sure, which
is almost embarrassing because I drink Heineken pretty often.

[E]: How would you describe the brand in three words?

[Interviewee 12]: I would say that it's happy, really good and always there. I don't know if those are the three words but
that is what I would say to describe them.

[E]: What do you know about the brand’s marketing and communication to promote their products?

[Interviewee 12]: Hmm though, I don't know if I can recall everything but I know that they have done the commercial
with the walk in closet, but overall a lot of football commercials maybe.

[E]: Great. Can you tell us three attributes that would make you loyal to a brand?

[Interviewee 12]: Talking about food or beverage products it would be for me that it would be available in a lot of
places. I don't want to put a lot of effort into finding the thing I want, so that's important. I would also say that taste is
important for me and I really like brands that do something extra. Like I wish I would be that kind of person that would
give money to charity but I don't, so if I can support a good cause by buying a product I like that’s great.

[E]: Why and when do you purchase Heineken?

[Interviewee 12]: I almost always choose Heineken when I want a regular beer that has a taste you can trust if you know
what I mean? Like usually that’s when I go to a bar or restaurants. But during last year due to the circumstances I
bought it in stores and drank at home. I guess that happens every week so, and I buy a six pack that I have at home
during the weekend.

[E]: Would you say that you buy the brand more or less in comparison to similar offers?

[Interviewee 12]: A lot more than other beer brands

[E]: What are your thoughts regarding differences/similarities between this particular brand and similar offers in the
industry?

[Interviewee 12]: I guess that there really aren't a lot of differences in terms of taste, but I still feel a difference if I drink
another regular beer brand like Carlsberg. I guess it is the same difference as Pepsi and Coke. Pepsi isn't bad but I can
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still taste the difference and I would never buy it myself. So I would say taste and just attachment overall to the brand is
the difference.

[E]: How likely are you to purchase the brand in the near future?
[Interviewee 12]: Very likely, I will probably buy it this weekend
[E]: Would you recommend Heineken to others?

[Interviewee 12]: Yes definitely, if someone would ask me what kind of beer I like or how just want a regular beer, 1
would recommend them!

[E]: T will move on with some other questions about Heineken. How would you describe Heineken’ brand promise and
in what way, if any, has this been fulfilled over time?

[Interviewee 12]: I think their promise is that they are accessible, great tasting and like I don't know.. Maybe like that
they have a the same product year after year that you trust stay the same

[E]: How have they fulfilled this promise over time according to you?

[Interviewee 12]: In a great way, now I just made up the brand promise I think they have but based on those criteria
they’ve done a great job

[E]: How would you describe Heineken’ brand values and in what way, if any, has this been fulfilled over time?
[Interviewee 12]: I’'m not sure really, I think they are kind of nice but I don't know, they don't feel edgy or exclusive but
on the other hand a beer for everybody. I know they are big on responsible drinking because they always show there
alcohol free beer, and people socializing but I don't know if the last one is a value

[E]: How do you perceive Heineken in terms of a trend-follower?

[Interviewee 12]: No, I don't really - sure they change some stuff like layout and so on based on what’s contemporary
but I don't see them as following trends in that way

[E]: Could you describe how you perceive Heineken in terms of your trust in the brand to fulfill its promise?
[Interviewee 12]: I trust them to be accessible and provide a great beer wherever I am!

[E]: How do you perceive Heineken’s honesty and trustworthiness?

[Interviewee 12]: I do perceive them as honest and trustworthy, mostly based on the fact that I don't know that they
have done anything to prove otherwise. But I would be really disappointed if it came out that they had done something
bad, so I trust them to not do anything that would harm them because I guess there is a lot of customers like me

[E]: How do you perceive Heineken to be able and willing to fulfill its promise?

[Interviewee 12]: As I said, I think they are very much willing to fulfill their promises because otherwise it would just
be a bunch of really disappointed customers. And I mean, with all the money they make they should definitely be able
to fulfill their promise and be a “good” company

[E]: How do you perceive Heineken to perform according to your expectations?

[Interviewee 12]: I think they do that pretty well, I don't have that high expectations really, other than I just said.

[E]: How and in what way have you perceived the brand to sincerely care for its customers in the past?
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[Interviewee 12]: Hmm, that’s difficult. I don't know why but I kind of feel like they care a lot about their customers.
But I don't know if I’'m just fooled by marketing or if they actually do that.

[E]: How and in what way have you perceived Heineken to behave in a moral way?

[Interviewee 12]: I have not heard or seen them do anything that’s not morally right. That would be if you go in to the
discussion about alcohol being a drug and so on, but if you disregard that I don't see that they have done anything that
they shouldn’t have

[E]: How and in what way have you perceived Heineken to be motivated by intrinsic or extrinsic values? Why?
[Interviewee 12]: Hmm, I guess that it’s a mix. I mean of course they want to sell and that's their prime motive, but I
still believe that they are somewhat motivated by intrinsic values too. I feel like they are kind of like Google where it is

of course hard work, but also a lot of fun and team spirit, and I think they are also motivated by having customers who
enjoy the product.

Symbolism
[E]: How would you describe your relationship with Heineken?

[Interviewee 12]: I would say that my relationship to the brand is somewhat strong. I have purchased their product for
so long as I can remember and it is always my first choice, but I don't really know why.

[E]: How would you describe Heineken’s values in comparison to your own?

[Interviewee 12]: It’s difficult because it’s a beer brand, but I think that they are kind of similar. Like I also don’t want
to exclude anyone and I believe that you should be nice if you can call it that, so | would say that they are pretty
aligned.

[E]: How would you describe your usage of Heineken as a way to construct your identity?

[Interviewee 12]: No I wouldn’t say that, but maybe to some extent before. I remember when I was younger I was kind
of the only girl who drank beer and I thought that was kind of cool, so more before than now.

[E]: How would you describe the meanings, if any, the brand adds to your life?

[Interviewee 12]: No, I wouldn’t say that they add any meanings, except enjoyment when I drink it.

[E]: What do you think are brands’ role in society?

[Interviewee 12]: That’s a good question! I think that brands are a big part of society and definitely should take
responsibility, both for the workforce condition and the environment. Brands overall should do more to protect the
environment as we are consuming too much and it should be as sustainable as possible.

[E]: What do you think about brands who encourage behavior change in benefit for society?

[Interviewee 12]: Ilike it! As I said I think brands have a huge responsibility. Take the environment for example, if
H&M starts to say that I should recycle my clothes and I’1l get a discount, then that’s great. However it is difficult to
know a lot about what benefits society, right now I can only think of the environment.

[E]: How do you perceive the importance of social distancing in order to stop the spread of COVID-19?

[Interviewee 12]: I believe that it’s very important

[E]: Now you will be exposed to a marketing campaign by Heineken that was released in 2020. We will pose some
other questions to you afterwards.

224



[E]: How do you interpret the genuine concern by Heineken regarding this campaign?

[Interviewee 12]: It feels very genuine, I like that they do this, it is very brave of them!

[E]: What do you mean by brave?

[Interviewee 12]: I mean they could get a lot of criticism for this, but it is a good thing to stand up for!

[E]: Do you think that the intended desired behavior is beneficial for consumers, society and the brand?

[Interviewee 12]: Yes I do, I mean for consumers it is fairly obvious that it will benefit everybody if we stay healthy,

same goes for society. Heineken of course wants us to come back to the bars or what they say, as they must have lost a
lot of revenue when they closed.

[E]: What benefits or drawbacks do you believe that the brand receives by carrying out the CSM campaign? What are
the intentions?

[Interviewee 12]: Difficult to say, I don't know how this campaign was greeted by consumers but I can imagine that it
was both positive and negative, and I guess they knew that when launching it. I believe that the intention is to do a great
commercial in a way that also informs people of the current state.

[E]: Does this campaign affect your knowledge and behavior regarding social distancing?

[Interviewee 12]: No, nothing of this is new but it is always good with a reminder in a way that isn’t a boring poster
from the authorities.

[E]: Do you think that this is in line with other social initiatives that the brand has done?

[Interviewee 12]: I don't know really, I guess but I’'m not sure, I haven’t seen that many commercials.

[E]: How do you perceive the alignment of the brand promise of Heineken and this campaign?

[Interviewee 12]: I think it is great, I mean they have a product that is usually consumed in bars and now you have to
stay home even though everybody, and the brand themselves maybe more than anyone wants it to be like usual. But I
think this shows that you can trust the brand to be there even after this is over.

[E]: What values do you ascribe to the brand after seeing this campaign?

[Interviewee 12]: Before seeing the campaign, I could align with them on values such as responsible drinking and
socializing, however, I feel happy that they also highlighted this very important issue as this is very much in line with
my own values. It kind of makes them socially responsible too which makes them grow in my eyes.

[E]: How do you perceive the fit of the brand’s values and this campaign?

[Interviewee 12]: It’s great, they check all the boxes of what I said before!

[E]: What is your perception of this campaign being a trend that the brand follows?

[Interviewee 12]: I understand that the concept per se is to follow a trend, but I don’t think it’s a negative thing since
they are in line with their values.

[E] How do you perceive the trust towards Heineken to fulfill their promise through this campaign?
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[Interviewee 12]: I definitely perceive them with high trust, [ mean their promise that they’ll provide us with good beer
even in tough times is greatly portrayed in this campaign.

[E]: How do you perceive the brand's honesty and trustworthiness with this campaign?

[Interviewee 12]: I think that they are trustworthy, it is not like they say anything groundbreaking or so - we should take
care of ourselves and the people around us.

[E]: In what way, if any, has your perception of the brand’s ability and willingness to fulfill its promise been affected?
[Interviewee 12]: I absolutely have a higher belief now that Heineken wants to fulfill its promise and they also show

that they are able to. For example, the video where people are face-timing with one another shows that Heineken are
accessible and that they want everybody to make the best out of this, which feels in line with their promise.

[E]: How would you describe your expectations about Heineken to engage in marketing initiatives related to COVID-
19?

[Interviewee 12]: I was not expecting them to launch a campaign just like this, but since I have seen other social
initiatives that they have done it was not surprising.

[E]: Do you think that the brand launched this campaign primarily due to its moral responsibility? Why/Why not?

[Interviewee 12]: I believe that the brand launched this campaign as a great way to make a new commercial. However,
as it reminds us about societal concerns it isn't a bad thing either..

[E]: What do you think motivated the brand to launch this campaign? Intrinsic or extrinsic values?

[Interviewee 12]: I think it was kind of a mix, it is a great way to make a commercial but I also think that they could
have launched something without talking about Covid. But I mean it doesn’t hurt and if they get some goodwill out of
this it is better than to not talk about it.

[E]: How has the campaign affected your relationship with the brand?

[Interviewee 12]: Before I saw this, Heineken for me was just a great beer brand that I really like, but now I feel another
type of almost love for them. I really enjoy when brands overall try to make the world a better place

[E]: How do you perceive the campaign to be in correspondence with the brand’s values?

[Interviewee 12]: Before seeing the campaign, I could align with them on values such as responsible drinking and
socializing, however, I feel happy that they also highlighted this very important issue as this is very much in line with
my own values. It kind of makes them socially responsible too which makes them grow in my eyes.

[E]: Does the brand, through this campaign, change the meanings that the brand adds to your life?

[Interviewee 12]: No I wouldn’t say that, when it comes down to it, it is just a commercial

[E]: In what ways, if any, have your intention to purchase the brand more or less often been affected after seeing this
campaign?

[Interviewee 12]: I have always liked Heineken, but I have also tried other similar brands. But after seeing this I would

not buy anything else because I don't feel like other brands take responsibility to the same extent

[E]: In what ways, if any, have your intention to purchase the brand in the near future changed?
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[Interviewee 12]: I'm a little more inclined actually, I want to support a brand who does this but at the same time I can't
drink that much beer

[E]: In what ways, if any, has this campaign changed your intentions to recommend the brand?

[Interviewee 12]: I think I’ll be more likely to recommend it, I’1l probably talk about this commercial with my friends
and recommend them to see it but also to buy from them to support the cause

[E]: In what ways, if any, have your thoughts regarding the brands differences/similarities in comparison to similar
offers been affected?

[Interviewee 12]: I have not seen any other brand do anything like this, it makes them stand out more

[E]: In what ways, if any, has this campaign influenced your perception of the brand’s authenticity and your loyalty
towards the brand?

[Interviewee 12]: I think I’ve become more loyal, or that I will at least become more loyal. As I said, I probably won't
buy another beer brand for a while now. I also believe that their authenticity got up or what you say after this, it was a

great way for them to show who they are

[E]: Overall, are you more inclined to be loyal to brands who you believe adopt CSM in an authentic way? Why/Why
not?

[Interviewee 12]: Absolutely, if I stand behind the behaviour change they want to implement I am definitely open to
buy from them to support. As I said earlier, it is a great way to contribute while still buying something you like.

[E]: In your opinion, how should a brand that you are loyal to (such as Heineken) behave in order to use CSM in an
authentic way?

[Interviewee 12]: I think that they should stay in line with their brand. I mean you can’t be authentic otherwise, but you
should also not disregard the product. Some brands have a lot of different products but still just talk about the brand,
while for Heineken for example - it would be weird of them to maybe do something with preserving water as I guess
they use a lot of water in their production. What I’m saying is that they thing that you support should not contradict the
product that you have.

[E]: Assuming that you perceive this CSM campaign as authentic, could your current relationship with Heineken grow
even deeper?

[Interviewee 12]: Yes definitely, or I mean I feel like it already has been deepened through seeing this.
[E]: Is there anything else you would like to add?

[Interviewee 12]: No, thank you so much, this was really interesting.
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11.3 Focus Group Guide

Hi and welcome!

This focus group is part of our data collection process for our master thesis. Our research concerns
corporate social marketing, which is when corporations encourage their users to change a behavior in
benefit for society, and how this influences perceived brand authenticity and brand loyalty.
Everything you say is confidential and will only be shared between us and our supervisor. Is it ok if

we record the discussion?

Personal information

We would like to start with some personal information about you so we can get to know each other better. Could you
please present yourself and specify your name, gender, age, nationality, level of education and current occupation? Also,

please include your relationship with beer, and in particular with Heineken.

Warm-up questions

What do you know about Heineken’s marketing and communication to promote their products?

What do you think about brands who encourage behavior change in benefit for society?

EXPOSURE OF CSM INITIATIVE 1
Now you will be exposed to a marketing campaign by Heineken that was released in April 2020.

We will pose some other questions to you afterwards.
How do you interpret the genuine concern by Heineken regarding this campaign?

Brand Authenticity in relation to the CSM campaign
Continuity

How do you perceive the campaign in terms of following a trend?

Credibility
Could you describe how you perceive the brand in terms of the campaign’s (and the brand) honesty and

trustworthiness?

Integrity

How and in what way have you perceived Heinken to sincerely care for its customers through this campaign?
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Symbolism

How has the campaign affected your relationship with the brand?

Brand Loyalty in relation to the CSM campaign
Stochastic (Behavioral) loyalty

Has this video changed your intended consumption pattern?

Deterministic (attitudinal) loyalty

Has this video changed your relationship/feelings towards the brand?

EXPOSURE OF CSM INITIATIVE 2
Now you will be exposed to a marketing campaign by Heineken that was released in May 2020. We

will pose some other questions to you afterwards.

How do you interpret the genuine concern by Heineken regarding this campaign?

Brand Authenticity in relation to the CSM campaign
Continuity

How do you perceive the campaign in terms of following a trend?

Credibility
Could you describe how you perceive the brand in terms of the campaign’s (and the brand) honesty and

trustworthiness?

Integrity

How and in what way have you perceived Heinken to sincerely care for its customers through this campaign?

Symbolism

How has the campaign affected your relationship with the brand?

Brand Loyalty in relation to the CSM campaign
Stochastic (Behavioral) loyalty

Has this changed your intended consumption pattern?

Deterministic (attitudinal) loyalty
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Has this changed your feelings towards the brand?

EXPOSURE OF CSM INITIATIVE 3
Now you will be exposed to a marketing campaign by Heineken that was released in July 2020. We

will pose some other questions to you afterwards.

How do you interpret the genuine concern by Heineken regarding this campaign?

Brand Authenticity in relation to the CSM campaign
Continuity

How do you perceive the campaign in terms of following a trend?

Credibility
Could you describe how you perceive the brand in terms of the campaign’s (and the brand) honesty and

trustworthiness?

Integrity

How and in what way have you perceived Heinken to sincerely care for its customers through this campaign?

Symbolism

How has the campaign affected your relationship with the brand?

Brand Loyalty in relation to the CSM campaign
Stochastic (Behavioral) loyalty

Has this changed your intended consumption pattern?

Deterministic (attitudinal) loyalty

Has this changed your relationship/feelings towards the brand?

Interrelated Questions

In what ways, if any, has this campaign influenced your perception of the brand’s authenticity and your loyalty towards
the brand?

Overall, are you more inclined to be loyal to brands who you believe adopt CSM in an authentic way? Why/Why not?

In your opinion, how should a brand that you are loyal to behave in order to use CSM in an authentic way?
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Assuming that you perceive this CSM campaign as authentic, could your current relationship with Heineken grow

deeper?

Wrap-up
Is there anything you would like to add?

11.4 Focus Group Transcription

[Ella]: Hi everyone, we are so happy to have you here. This focus group is part of our data collection process for our
master thesis. Our research concerns corporate social marketing, which is when corporations encourage their users to
change a behavior in benefit for soceity, and how this influences perceived brand authenticity and brand loyalty.
Everything you say is confidential and will only be shared between us and our supervisor. Is it ok if we record the

discussion?

[FG Participant 1]: Yeah.

[FG Participant 2]: Yes.

[FG Participant 3]: That’s fine
[FG Participant 4]: Ja.

[Ella]: Okay, let’s get started, We would like to start with some personal information about you so we can get to know
each other better. Could you please present yourself and specify your name, gender, age, nationality, level of education

and current occupation? Also, please include your relationship with beer, and in particular with Heineken.

[FG Participant 1]: My name is xx, I'm 25 years old and I'm from Gothenburg. I'm a student studying law. I drink beer
quite often, and think it is very good with a cold beer in the summer. I associate Heineken a lot like this with six-pack

canned beer, like at a house party and beer pong.

[FG Participant 3]: My name is xx, I am 34 years old and am from Diisseldorf in Germany. Like FG Participant 1, I
have studied law, and now work as a district notary at Solna District Court. I drink beer from time to time as but then I
do not make a very active choice, but mostly take what is available. But then it usually means that I want a classic lager,
and I do not want it to be a lot of strange things when I drink beer so when it should preferably be as light as possible.
And then the “green” bottles are usually a safe bet, and that’s Heineken. So absolutely that Heieneken is something I

choose whenever I want a beer.
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[FG Participant 4]: My name is X, I'm from Odense in Denmark and I'm 27 years old. I have a bachelor's degree in
Economics, and am currently working as an Supply Manager at Red Bull. I can drink Heineken, not when I want
canned beer, but when I want bottled beer. Then I want to drink Heineken. I drink a lot of beer, and that's often when it's

summary and I just want something easy to drink as well.

[FG Participant 2]: My name is xx, I am 30 years old from Reykjavik. I also have a bachelor's degree in x as FG
Participant 4, and work as a Key Account Manager at Johnson & Johnson. I'm a beer drinker, and I say like FG
Participant 4, I think of Heineken when you want a good bottled beer, not quite that beerpong feeling maybe, but I also
see them, just like you said FG Participant 3, like them “ green ”. But I still think that Heineken is better than the

Carlsberg type.

[Ella]: Do you know anything about how Heineken market its products?

[FG Participant 3]: I think of sporting events, but it could be that I mix with another of the green ones. But nothing else

connected to their advertising

[FG Participant 4]: I'm also thinking sport, especially soccer

[FG Participant 2]: I think of this commercial when a group of girls in a closet and begged “woaaah”.

[FG Participant 1]: Yeah that one!

[FG Participant 2]: They get stunned when they see a beer cooler. But I can not say whether it is Carlsberg or Heinken
when I think about it. So I probably do not have a good idea.

[Ella]: FG Participant 1 do you think of anything in particular?

[FG Participant 1]: Eh, when I hear sporting events, it feels like I've in front of me a football field and Heineken's green

bottles. But nothing I get up to immediately that is not like this that it is a beer commercial that is precisely Heineken.

[Alexandra]: Ella talked about before that some brands try to change a behavior for the benefit of society. For example,
quit smoking campaigns, stop drinking milk. Do you have any thoughts on whether you think it is good or bad that
brands do such things?

[FG Participant 3:] I don't think much about companies trying to influence, but it might be easy for me to say because I
do not smoke or so. But I love to have coffee, and if someone had advertised that I had to stop having coffee, then

maybe I would have been very offended and annoyed. So there is a bit of a limit to how personal and moralizing it is.
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But if it's more subtle, you might still think it's okay, if there's a positive side to it. It feels strange to do an
advertisement and influence something bad, which maybe alcohol is, but if you do it in a reasonable way then maybe

it's fine.

[FG Participant 1]: Also, it's important that you find a balance with doing something that you want to do that is good but
that not only becomes too strong of good-will so that you feel that it is not genuine. Sometimes when you see certain
commercials, it can feel like they have only done this to win a lot of plus points, although they may not really care that

much about this issue really.

[FG Participant 2]: God how difficult. So can you get some examples? I feel like I'm a little blank on campaigns I've

seen.

[Alexandra]: I think of Oatly for example, that you should stop drinking milk because it is bad for the environment.

[Ella]: I’1l show you an example of this now, and then you will discuss it, and as you may have understood, it applies to
Heineken. So I will share my screen with you now. We will show you a video from the Socialize Responsibly
campaign, which Heineken released in connection with the outbreak of COVID-19. This video was released on April

10th.

1st Video - Ode to Close

[Alexandra]: Do you think this video feels genuine on Heineken's part?

[FG Participant 2]: Just before you showed this video, I thought like this, it might depend on how much the campaign,
advertising or communication permeates what the company does. Like Oatly, if they say you should stop drinking milk,
for example, then they have products that are a substitute. Or type Heineken, then you really think that this to meet in
the social, and if they then connect it to that now we have to socialize in a different way, then type still feels like their
type of communication is genuine, just that we need to socialize in a different way right now. So it still feels like them

somehow. And so are quite young people and so on.

[FG Participant 4]: I agree, it really feels like they want to emphasize "together", and then you should sit and drink beer
in front of the TV, and watch football. Everything is together. What I think they have done before is now, it is not

possible due to social distancing. It's nice that they have found a way to say good things, but still got into their niche.

[Alexandra]: FG Participant 3 and FG Participant 1, something you’d like to add?

[FG Participant 3]: I agree, and I also think that I fully understand that they must be able to make their point on how to
encourage something in corona times without it being inappropriate, and make something good out of it instead. Why

not? They probably have a huge problem with people not going to the pub anymore, and now they are trying to make
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something nice out of it and that is only positive. So I do not see any spontaneous discomfort that they have an

advertisement like this.

[FG Participant 1]: I also only got positive feelings.

[Alexandra]: Would you say that this is a trend that the brand follows by having an advertisement like this?

[FG Participant 4]: "It feels like they're quite early since it's from april 10. Many brands took this approach, McDonald's
had this "We're here for you" which was about the drive-in thing. But it's probably a trend."

[FG Participant 3]: I think it feels like a trend, but Corona is something very sad, which affects many very seriously. So
maybe you shouldn't use it for marketing purposes, because people die and lose relatives. But this is not so explicit. This
works, of course, because they are not trying to say here that "it's no problem to get Corona, drink a beer instead", but
it's about another backside of how businesses are affected. That trend has been seen a bit, that companies are a bit

cautious, and I do not know if it is Heineken that has started it or someone else.

[FG Participant 2]: And then it becomes like this, what a trend? This is our "new normal", what to do? You have to
adapt your marketing to what the outside world looks like. So it would be almost strange if a company like we said has
been hit so hard, their sales must have gone down, so they must do something to try to meet it.

[FG Participant 1]: Yes it is a trend but it does not feel like they could have had any of their regular commercials now.
We are in a situation where they must be adaptable. Heineken has taken the plunge and made something new out of it,
but I almost expected them to adapt their marketing that way.

[Alexandra]: Do you feel that you trust Heineken through this campaign? Do you perceive them as honest?

[FG Participant 4]: They do not promise much, they do not really say much. But I think it feels genuine, it's on an

honest track.

[FG Participant 3]: Yes, it's honest because they want us to persevere and be careful, so that we can go and drink beer as

usual again soon. That way, you might be able to put honesty into it.

[Alexandra]: Do you feel that this video has changed your relationship with Heineken?

[FG Participant 2]: No, well that's right as we said, this is almost expected.
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[FG Participant 4]: It would have made a difference if it was a real charity case, that the last thing they write is that they
donate a certain amount of money to the health care for each beer sold. Then it would probably have been more
emotional for me, but now it's just like "what are they going to do then?"

[Ella]: FG Participant 1 what do you think?

[FG Participant 1]: Hard question, I don't know really. For me this is not an advertisement as I feel like this wow, what

a company. I'm probably a little indifferent.

[Alexandra]: Do you think Heineken shows that they actually care about their customers?

[FG Participant 1]: Absolutely, really. As FG Participant 3 pointed out, they want to find a way for their customers to
drink their beer but still be safe.

FG Participant 4: I agree, by saying that you should hang in with social distance for their own good.

[Alexandra]: Do you think that after seeing this advertisement will change your consumption pattern of Heineken? Will

you buy more or less do you think? Will it change how you think when you stand at the bar or in the store when you

choose beer?

[FG Participant 2]: No

[FG Participant 3]: No I don’t think so. Maybe by talking more about it.

FG Participant 4: No, not from this advertisement

[FG Participant 1]: If I saw this ad very often, maybe my subconscious would choose Heinkeken, but not actively.

[Ella]: Okay, we will move on. The next advertisement was released on May 5, 2020. It thus belongs to the same

campaign, Socialize Responsibly.

Exposure of Video 2 - ‘Connections’

[Alexandra]: Do you feel any different about Heineken when you saw this advertisement compared to the first one?

[FG Participant 1]: I got happier when I saw this.

[FG Participant 3]: Yes the other felt more melancholy. This one had something nice somehow.
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[FG Participant 2]: Yes, you smiled a little. There was even more recognition somehow.

[FG Participant 3]: Really. My iPad is currently leaning against a tulip vase, so it's a lot like it is right now.

[Alexandra]: Do you think this advertisement feels trendy? Or does it feel more different?

[FG Participant 4]: I think you have seen commercials like this as well.

[FG Participant 3]: This with home, video calls, poor connection. Well, you recognize that.

[FG Participant 1]: I do not recognize this as much, but I may not check advertising often enough. But for me, this was

still a bit something new in an advertising context. What I liked about this commercial was that it was not such a

professional commercial, but the quality was not very good, which made it feel genuine and you follow these people's

different situations, as opposed to if it had been a more professional production, then one would not have had the same

perspective either.

[Alexandra]: Does this advertisement change your image of the brand's honesty and credibility?

[FG Participant 2]: No, I would like to say the same as we said last time.

[FG Participant 1]: Same here.

[FG Participant 3]: I agree.

[FG Participant 4]: Me too.

[Alexandra]: And what do you say about the relationship with Heineken? Has it been affected by this advertising?

[FG Participant 4]: No I wouldn’t say that.

[Ella]: How come?

[FG Participant 4]: No, but still, there's nothing special they really say. It is more a recognition factor in how we live.

They say nothing special that makes me react in any positive or negative way.

[Ella]: But now we have still lived with social distancing for a while. Do you think your relationship would have been

affected if you had seen this commercial a year ago?
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[FG Participant 3]: This one feels more new and fresh, that you can actually have an after work on face-time. Like they

came up with something new and made something fun out of it.

[FG Participant 1]: “I feel like I get positive associations to Heineken. I also think about other values that they bring
into this commercial, it is diversity and different age-groups and so on. It feels like they have thought this through on
many levels.”

|Ella]: Does anyone else feel that it has more positive or negative associations with Heineken?

[FG Participant 4]: That's positive, but I'm relatively positive about Heineken from the beginning. So it does not do

more or less. I'm positive to the brand!

[FG Participant 1]: But it's true, it depends on what image you have before. Because if I compare this association with,

for example, sports contexts, then I become much more positive, because I am not a sports fanatic directly.

[FG Participant 3]: If you take the most obvious competitor for me, Carlsberg, then it maybe feels more fun with

Heineken, a bit more cute and not so macho, I mean the stereotype of beer-drinker. This feels more charming.
[Alexandra]: Do you think Heineken shows that they genuinely care about their consumers?

[FG Participant 2]: Yes, the same as last maybe. I feel strongly that it is relatable, that they are trying to understand me,
or show that we know how things are right now, we know how it feels and we know how you socialize right now. It
feels genuine because Heineken represents these social meetings.

[Ella]: And do you see that you genuinely care about your customers?

[FG Participant 2]: Yes, I absolutely think so, it is very much in line with the previous one. It feels genuine because I

think Heineken stands for these social meetings.

[Alexandra]: We will move on shortly, but we have two more questions regarding this advertisement. Do you think that
this advertisement would change your consumption pattern of Heineken? More or less than the previous advertisement,

or at all?

[FG Participant 2]: I think it would be a mere-exposure effect. If I see more Heineken, then maybe it’s a greater chance

that I buy Heineken, but I don’t think it would be an active decision.

[FG Participant 3]: I agree
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[Ella]: If no one else has anything to add, I think we run the last commercial. This was released on July 24, 2020, and it
is still the same campaign, but now it may be a slightly different take on it because here society had gradually begun to

reopen as a result of the spread of infection.

Exposure of Video 3 ‘Back to the Bars’

[FG Participant 1]: Oh...

[Alexandra]: What are your direct thoughts and feelings?

[FG Participant 1]: They would have gotten so much criticism if this was released today.

[FG Participant 4]: Yeah.

[FG Participant 2]: Yes definitely.

[Ella]: Why?

[FG Participant 1]: You understand that this advertisement came when it came, because it's a bit like it was in the
beginning before you realized what a big problem this would be. You recognize yourself in these situations, and it was
exactly as it was and perhaps is in any case in Sweden in many ways. But it does not feel like, if one found out how far
the corona would extend and how big a problem it would be, companies would probably not dare to give this

perspective on it as well. It does not feel really responsible.

[FG Participant 3]: Well, I think such advertisements can come when we know that the corona is over, then it would
have been a great idea. That you can look back and laugh a little at all these situations. Well, I've been to a restaurant
and such, but it's not something you feel very proud of. And then I do not know if that is what a company should

associate itself with. This was a little too early I felt.

[FG Participant 4]: But at the same time as last summer, it was really like that. It was much more under control, a
different situation, so I understand that that advertisement came then. But if one is to be correct now with the result in
hand, it could just as well have been the beginning of the end, that the corona was over in September. You did not know

then.

[FG Participant 1]: I agree, it feels like they were a little eager maybe. It may have been a mentality then that now it is
soon over, but it is a very big risk to take as a company to do such an advertisement when there is a risk that it is too

early.
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[FG Participant 2]: I do not understand that as a global company you dare to take a chance on this. It is so different in
all countries. On a weekly basis, the situation changes. It will be strange if a country suddenly goes into a lockdown,
then this campaign circulates.

[Ella]: But if we think about the genuine concern, does this feel genuine?

[FG Participant 1]: This if anything feels genuine. It may not give such good associations now to the company, but I
mean they want to keep the bars open and they write them too. So it feels genuine in relation to what they want, to sell

their beer.

[Ella]: But considering that you do not get good associations from the advertising, do you then think that it is not so

tasteful to have a more comical advertising about this?
[FG Participant 1]: I do not know, it feels so easy to sit here now with the results in hand and say that it was not the
situation then. It feels genuine that they released it then because they wanted to keep the bars open. It would have been

strange if they wanted something else, given what they knew then.

[Alexandra]: But is it genuine in the way that they convey that you as a human being should know how to socialize? Or

because they are clear about what they want, and therefore you can trust this advertisement?

[FG Participant 1]: So it is not genuine in the way that they care about their customers, but more genuine in a

recognition purpose.

[FG Participant 4]: They continue on this recognition factor thing. And much of what they point out was struggles. It's

still a tricky situation we're in, but let's adapt so we can reopen. And that is a genuine message I can feel.

[Ella]: And what do you say about the honesty and credibility of this ad?

[FG Participant 3]: It feels honest.

[Ella]: More honest than the previous one?

[FG Participant 3]: It feels honest and trustworthy based on the fact that they probably make a lot more money from

people being out at bars than from people having “FaceTime-beer” after work.
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[FG Participant 4]: I would say that. If it were dishonest, they would not film that it is a cross on a chair that you are not
allowed to sit there, but then maybe they would have a little more wonderful feeling, that it is very nice to come back to

a bar. There are a lot of struggles with this situation we are in, and they show it, in that way it is honest.

[Ella]: Has this video affected your relationship with Heineken in any way?

[FG Participant 1]: No, I'm pretty forgiving that they're releasing this commercial when they did not know better. But
maybe a little difference in that they released it globally, in that the situation looked different in different countries. But
it feels difficult to sit this far later to judge them for it. So my relationship with Heineken has not been negatively

affected in any case.

[FG Participant 3]: When you see it now, you think you were there yourself. I can not put a negative value on the fact
that they run an advertisement. At the end of the day, some countries were different, but those countries may have had

restrictions so that there were not even open bars. So maybe you can not blame Heineken for that.

[FG Participant 2]: I still get some negative associations. I'm going to be like this, why should they go in, because it's
almost like they make up some guidelines in how it's okay to socialize, ass both this that it's a bit naive, because it's still
like July of course that you were not really out and about then either, or at least I was. But then it feels a little strange
that they should go in and say that "this is still okay to socialize, you can only be in bars if you have a mouth guard." It
is still different authorities that will decide it? That they take that risk in some way. But a commercial does not affect
me in how I look at a brand like Heineken in that way. I think as FG Participant 3 said, it's a little fun if you have not

been close to someone who has been hit hard. Because you joke about corona.

[Ella]: If we look at your consumption pattern, do you think it will be affected by this advertising compared to the other

two?

[FG Participant 4]: No, I probably would not want to say that.

[FG Participant 2]: No (shakes head)

[FG Participant 4]: No (shakes head)

[FG Participant 3]: No

[Alexandra]: Would you say that this campaign has in any way affected your thinking or feeling towards the brand
authenticity and your loyalty?
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[FG Participant 4]: I would probably still like to say that they take some social responsibility. They adapt to society as it
looks today, and they still do it quite nicely. This last one can be discussed, they could shit in it and run on with regular
advertising, it would have been negative. If they had not adapted, it would have been negative, but now that they have

adapted, it is good, but they are still not very good. It's kind of expected.

[Ella]: Your loyalty then FG Participant 1?

[FG Participant 1]: Had I been more loyal from the beginning, it would probably have increased. Especially when a

brand that you like that takes social responsibility, it will be positive.

[Ella]: You would not choose Heineken now over others just because they take social responsibility?

[FG Participant 1]: No, for me it probably takes more than commercials.

[FG Participant 3]: I agree, it feels like I need something more, not much, but maybe donate 1 euro per purchased beer

for health care or whatever. But they feel fresh and contemporary, but I don’t feel more loyal.

[FG Participant 2]: I probably agree. Even if you react differently to each advertisement, it does not affect my image of

the company. A major setback had been required

[Alexandra]: Is it more likely that you would be loyal to brands that use this type of communication, where you want to

change something in society and who do it in an authentic way?

[FG Participant 4]: Here they only adapt to what society looks like. I do not feel that they want to change anything. I

guess they just want you to follow what the situation in society looks like.

[Alexandra]: Yes, absolutely so you can see it. But is that their role? As FG Participant 2 said, that may be the task of

the authorities. In this way, they influence people to actually follow recommendations, such as wearing a mouth guard.

[FG Participant 4]: Well, that's true, they have really embraced it throughout the campaign. That's a good thing. They
had to change something, and if they were to do it anyway, it would be good to do a whole campaign of it. instead of

throwing in a little side-note “stay home kids”.

[Alexandra]: Do FG Participant 2 and FG Participant 3 know anything else?

[FG Participant 3]: No, I probably agree, to do nothing would have been to still film a large sports audience in an arena

where people toast in beer or at a nightclub, and it would not have worked. So I think this feels like the right way.
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[Ella]: Imagine that you think this campaign is authentic, based on what you yourself consider to be authentic, could
you see that your relationship with Heineken could be deeper than it is today? That you should buy Heineken more

often than Carlsberg, or buy Heineken more generally?

[FG Participant 4]: Had they continued as FG Participant 3 said with football audiences and clubs, then the relationship
would have been negative. So that they have done these have increased any positivity absolutely, on a slightly deeper

level.

[FG Participant 3]: I agree

[FG Participant 1]: For me, it feels crucial that I would see it many times, not just once, then maybe it would affect me

very strongly.

[FG Participant 3]: “Exactly. And maybe if another beer brand did nothing. Right now it feels like you don’t see a lot of
ads, but the ones who do something are better than those who don’t. Even though they could have made the campaign
even better, maybe this will subconciously linger a bit.”

[FG Participant 2]: And then it might be a little over time, like many streams small, I could not think of any
communication that Heineken did before, but it would be that I see this now, then comes another campaign where they
support the World Wide Fund for Nature. No, I do not know, but something that is in line with them, and that they build
up over a longer period of time like this, that they usually react socially responsible.

[Ella]: But great, does anyone want to add anything?

[FG Participant 1]: The best thing would have been if they had taken the last commercial this early summer and the

pandemic and written type "so that the bars can open soon", then they would have made it happen.

[FG Participant 3]: No, but these are so interesting questions, as well as what gets embarrassing in what beer companies

think they can influence, versus doing nothing at all.

[Alexandra]: Thank you very much guys for a great discussion.
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i sns i . but il their dishonest, they
qualty, o they are defiitely in one di d bu its promis i
succeeding with ulfiling the promise 1y 20 years o way" thatthey are abl to. For example. you are notallowed to st
of being a premium beer brand " have i Andl the there,
the same unconditionsl mean, with they iming i it
way defiitely b i thatit
ableto y i
2“good” company” everybody to make the bt out of bz, There are a bt ofsruggles
this, which fel in withteir it his sitston we ae in,
promise.” and they show i inthat way it
ishonest”
"Aslsaid | 0 “They do. They go forthesame 1 it "Defnitely, ir | " 1 thi pretywell, 1 | " s
Heincken has i things." thing " ign, but | think it was great L ke this,
been nvolved n. As K in my opinion, | guess | had expecttions thatthey did ecause you keep people teally, other than | just ssid" butsince | have seen other soial
contints leobol, which thatthey would send a message ke this " associated withsocil gtheings. informed aboutthe sitation and it shows that intites tha they have done it
thing, I expect them o eng Therefore | could not have imagined the brand cares." was ot surised”
different social causes o minimize ow they would crente an
i tht thie beand can do,and | advertsemen and il keep that
belevethat Heineken suceoeds with percption i regads to the
that through their diffret esponsible pandenic. Bt it feels commendable
dinking campaigns.” hata beer brand rminds s hat hs
isthe siuaton right bow.”
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Percieved Brand Authenticity

Inegrity
Sincer care

Moral Behavior

Motivation

Symbolism
Relationship

CODE
"L = yeslpositve

0= not influenced

1= negativly influenced

a=no answer”

Tnterviewee 4: Before exposure ~ CODE
Quote

1 guess this relates to what I reviously 0
said. Selling alcohol s not caring sbout
people a it can cause lot of harm.
However, I believe that Heinken sells
beer ina very tasteful way by not
promting intoxication, and thercfore
thiak they care 8 much as they cen.

AsTsaid,being abeerbrand, itis 1
dificult 0 behave in  moral way. But
Heincken succeeds withthi by taking
the conversation of what alcohal can
dotoyou

Mainly extinsic values, they wantto |
sell beer. And o sell more t0 3 more
aware generation, they are seling the
beer responsibly.

Itis a long-lastng reltionship,as 1 |
always tum to Heincken when | want
1o quench my thirt with beer.

0

Brand values in comparison to own

Identity construction

Meaning in life

CSM corresponding with brand valucs

drinking, and I rarely drink beer o get
drunk, 50 [ guess our values are
aligned.

Hanm.. This one was difficult. | haven't
really thought sbout Heincken n that
way, but my freads often comment on
that | always ask for Heineken when
we're ata bar,so | guess it & part of
my identity by being “The
heincken-dude/gir”

relate Heineken to hanging out with 0
friends and socializing, and in that

sense Heineken adds meaning because
having a beer together is a good excuse

to meet up, and spend time with my
friends is very important to me.

wa

Tnterviewee 4: After exposure
Quote

Interviewee 7: Before exposure  CODE
Quote

Ihelive that the i ke whenifs |
they can. They have chosen to produce the way it usually s, I don't ke when
and market a product that is not "healthy”  brands tha [ ike are fr oo trend
for their customers, however, they still  sensitive. So therefore it fels like they
don't promote intoxication or being  genuinely Tk
imesponsible to cither drinking or e, that i, those who have followed
behaviour be harmful to others  them for byious]

like their concept.”

wa 0
realized tha they are  huge acto in the
industry, and should therefore use its
voice toaffectsociety in s positive way.
thi i his T know as a lawyer, thatall 0
campaign s to show people thatitis  companics’ business goal i to make
possible Heinekeninways  money. My staring point i that you

that stillae i lie with social distancing,
and in that sense sell more beer. But also
intrinsic values, based on what | just said
sbout using their voice 35 & powerful
brand.

conduct businessin the form of a
company to make money. And that’s

nothing | think s negative. So | think
they are driven like everyone ele by

extemal motivation.”

going down here n my basket”. Then
Tiake it ome, and open the fridge at
ome, then | ee a strange pepper,
tikka masals, vegetabls and so on.
But in the middle of that jungl, 1 also

person. [ also want to have “a buoy in
i ink Heincken

nla

with nly positive associaions.

ik they are very aligned, s the brand
again shows signs of responsibilty.

has. T haven'treally
but there are maybe some similaities
betwoen us,or at least n regards to
my image of Heincken.”

L don' think I do. 1 think T use
Heincken for plessure and enjoyment.
Thatis my relationship with
Heincken.”

"No, b0 meaning. But Heinekenof 0
course adds a golden edge to your lfe"

na 1

Interviewee 7: After exposure Interviewee 8: Before CODE
Quote exposure
Quote

It feelslike Heincken s frendly and "Yes I hink they dothat, 0
just wants to remind us of the because they don't pick sides in

iling soc Iefeels  conflicts. Forinstance

i ly whatis  sports, they spr
happening, and through the campaign collboration between different
nicely reminds of it. I don't think it teams and that benefits more.

il ling, but justa i s not
aniche that gets help snd
sponsorship”

"No, I don' think so. I think they see "I think they have a bealthy 0
itas anice and trustworthy wayto  marketing with alcohol free
promote their product. Not to do the beer, and don't push it towards
duy as, what o L know, hows  different groups.”

company should actin 2021."

reflection of the state of society."

"They wantto selltheir products and "Of course they wantto mske 0
carn money, that's what they want " money but I would still sy that
it foels ike they're motivated
by intrinsc values because they
care about beer for real.”

*Good, | fecl happy when Isee |
i their logo and have several
memories where | have
consumed their beer”

familiar focling for the brand."

“Yes I wouldsay that, its fonand "I think it’s quiteinline with 0
nice." mine, by helping many

different people and having

fin*

nia "No, I wouldn't say that I do."

"No, 1 don'tthink & good like this, 3 No they don't 0
becr, adds any value to my life, apart
from a golden edge.”

"I think that what I said initially sbout n/a

tothei previous ones. So tht image
of Heincken has been reinforced
through the campaign.*

Tnterviewee 8: After exposure
Quote Quote

“No,i's 2 grey zone. I don'tthink primarily, "Homm, that’s diffcul. don't

they is possible to y but [ Kind of fel like
socialize and drink Heineken in a responsible _ they care a lot sbout their
‘way even under the corona. Also, it is customers. But I don't know if 'm

important that we keep ou local businesses just fooled by marketing or ifthey

alive which they show thatthey care about”  actualy do that

na "I have not heard or seen them do 0

anything tha’s not morally right.
‘That would be if you go n to the
discussion sbout alcohol being a
drug and so on, but f you
distegard that | don't s that they
have done anything that they
shouldn't have."

I would still sy i’ intrinsi, as they wan to

continue to promote their beer and what they

represent, which I think they do in a good

way, but primaril they want to sell theirbeer,

of course.”
“Yes, L think i’s betternow because they I would say that my relationship |
ighlight that you're notalone,there are still to the brand is somewhat srong. |
ways o socialize digitally. And thatyou  have purchased thei product for
should support their business.” solong as | can remember and itis

always my fist choice, but | don't
eally know why."

ith mine, [ think i’ important to "I’ di it aboer
keep distance but till enjoy when i’s brand, but | think that they are
possible.” kind of similar. Like I also don't
want 1o exclude anyone and |
believe that you should be nce if

you can cal it that, 50 | would say

that they are prety aligned.”

wa "No T wouldn'tsay that, but maybe
1o some extent befoee. | remember
when I was younger I was kind of

the only girl who drank beer and [
thought that was kind of cool, 50
more before than now.

"No, nothing "
any meanings, except enjoyment
when I drink it."

nla nia

Interviewee 12: Before exposure CODE

"No, I wouldn'tsay tat they sdd 0

Interviewee 12: After exposure  FG Participant 4 CODE
Quote Quote

I think it was kind of amix, tis "I agree, by saying that you
a great way to make a commercial should hang in with social
but T aso think that they could  distance for their own good."
have launched something without

talking about Covid. But | mean it

doesn’t hurt and if they get some.

goodswill out of thisit is better

than to not talk sbout it."

“Ldonitbelive that thebrand.
lanuched this campaign prmarly

due o its moral responsibilty, but
453 great way 0 make a new
commercial. However as it

remindes us sbout societal

concerns it st that bad®

"Honm, | guess thatifsamix. |
mean of course they want o sl
and that'sthei prime motive, bat

course hard work, but also ot of
fun and team spiit, and | think
they are also motivated by having
customers who enjoy the

product”

el loser o them now "t would have made a

because they took a standpaint difference if it was a real

and showed that they care, which _charity case, thatthelast thing.

isin line with my values.” they wrte i that they donate 8
certain amount of money to the
health carefor each beer sold.
‘The it would probably have
been more emotional for me,
‘but now it's just like "what are
they going o do then?”

["..] there's nothing special
they reallysay It is more a.
ecogaition fator i how we
live. The
that

positive or negative way.”

Before secing the campaign, |
could align with them on values
such as responsible drinking and
socializing, howev

na

"No I wouldn't say that, whenit  n/a

comes down to i, it i justa
commercial”

na nla
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CODE

"I = yeslpositive
0=notinfluenced

«1= negativly influenced

e =no answer”

Interviewee d: Before exposure
Quote

Brands help capitalism thrive, which
has economical benefits but also social
drawbacks, for instance i terms of
cavironematal questions and child
labor, Inthat sense, | think that brands
should engage in societal questions as
much as they can, They should really
use their power.

Well, why not? As long as this
‘encouragement s not contradictory to
‘what the brand's business is all about.
I mean, it would be quite strange if
Heineken would encourage its
customets 10 stop drinking aleohol
beverages.

Ithink it s very important, [ mean itis
Known for a fact that it helps reduce the
spread if we limit our social contacts,
‘work from home, don't go to dinners:
and parties and so on. And I really
‘want this pandemic to end now, so
ye,itis imporan,

Interviewee 4: After exposure
Quote

First of all, [ really lke this campaign. It
actually feels genuine. | guess Heincken
wants this pandemic to end ASAP &
anyone lse, 5o we all can go to bars again
and consume their product.

Actually yes. The campaign is beneficial
for consumers as it highlights how we can
continue socialzi i

they want the pander
0 back to normel and consume more of
their beer. For society, it is also beneficial
a5 this campaign hopefully reaches out to
4ot of peaple, which in turn can help
reduce the spread of the vinus,

Heincken receives beaefitsin the sease

andin tum lead to increased sales.

Not really,but it inspired me to have an
after work with my friends on z00m
anytime soon!

Totally! I mean, they have done
‘campaigns about responsible drinking
‘efore, and this can also be seen as @
responsible drinking campaign butin g
COVID-19 context,

Interviewee 7: Before exposure
Quote

"You have to assume, or the simple
answer is that the purpose of brands is
1o create fast associatons and give the
Tecipient a more of less true picture of
aproduct”

"Yes, Llike that ift's societa, or
cavironmental improvements or
similar you promote, then it’s of
‘course positive. But my basic attitude
s probably still that compenies should
not decide what my consumption
pattern fooks like, I think that
everyone must be able to decide for
themselves."

Interviewee 7: After exposure
Quote

a positive foeling for the future."

"No, I think it confirms what you
already know. It docsn't affect me,
butitreminds me.”

"That's difficul to answer, s | don't
really know other things that
Heincken has done from 2 CSR
perspective.”

Interviewee 8: Before CODE Interviewee 8: After exposure
exposure Quote
Quote

"Do they have to have a role? |
coulda't see that brands have
any role in society, actually."

"Yes it's good to some extent.
For the general public health
it's good to make it better, but
then you can also push other
trends that aren't good at al.
For instance Tipods, there's &
tisk thattrends are followed
‘subconciously from a company
that could be harmful for

spread of infection they care sbout
and [ think they succeed to reach out with
that, it feels genuine."

"Yes, if people behave and keep distance we
will be able to go to bars again, so it doesn't
Just benefit the spread of the virus and to keep
itunder control, also that brands and society
in general can o back to nomal again.”

"Their intention is stillto highlight their
product butin & adapted way for this sivation.
‘The advantages with thi is that they increase

"No, it doesn't affect any of it."

Nej det skulle jag inte siga i och med att
corona i ett nytt problem

Interviewee 12: Before exposure CODE
Quote

“That'sa god quesion! | think
that beands are & big pert of society
and efinitely should take
responsibiliy, bot forthe
workforce condition and the
eavironment. Brands overall
should do more o protect the
cavironment as we are consuming
100 much and it should be as
sustainable a5 possible.”"

ke it! As I said [ think brands
have a huge responsibility, Take
the environment for example, if
'H&M starts to say that | should
recyclomy clothes and I'll geta
discount, then that's great.
However itis difficul toknow 8
Lot about what benefits society,
right now I can only think of the
eaviroament"

Interviewee 12: After exposure  FG Participant 4 CODE
Quote Quote

"Well, that's true, they have
ealy embesced it hroughout
the campaign. That's s good
thing. They had to change
something, and if they were to
do it anyway, it would be good
10.do a whole campaign of it

"I believe that it's very important” nla

ine, ik that "] agree, by saying that you
rybraveof  should hang in with social
distance for their own good."

"Yes I do, I mean for consumers it n/a

healthy, same goes for society.
Heincken of course wants us to
come back to the bars or what
they say, as they must have losta
ot of revenue when they closed."

commercial in 8 way that also
informs people of the current
state.”

"No, nothing of this is new butit  n/a
s always good with a reminder in
away that isn't a boring poster

il

"1 don't know really, [ guessbut  nla
I'mnot sure, [ haven'tseen that
many commercials.”
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Interviewee 4: Before exposure CODE

Quote

Definitely. For instance, if I'mina bar |
and they serve two altematives of beer,
Iwould choose Heineken.

Now in times of COVID-19, I guess [ |
drink 2 s beer than usual a8

once & week maybe?

Actually, [ believe that the difference
Wwhen it comes to taste are qui

ke lghtagers in general, But el
like T can always trust that [ will enjoy
4 Heineken you know? But in terms of
‘marketing, I guess Heineken are
focusing on being perceived as more
responsible compared to other brands,

Yeah, | just have this weird attachment |
to Heineken. I guess it has to do with

the fact that [ have been drinking
such a long time and you can always
count on them to behave a5 2 company.
Heineken 0.0% i also the besttating
alcohol-free beer.

Very likely. Well, it's Friday tomomow 0
501 guess then?

Yeah why not? Heincken sells good |
beer and engages in good causes, and
that's two things that people in my
sumoundings like.

Interviewee 4: After exposure Interviewee 7: Before exposure ~ CODE
Quote Quote

Ialways pick Heincken among other ~~ "More." 0
altemnatives, but | foel that my preference

has grown nger after seeing this

campaign. They really differentiate

themselves with this campaign.

Ifit wasn't for the fact that [ don't wantto "Then I would say that [ buy Heincken 0
‘consume beer more than | do right now, I - every other week"
would buy Heincken every day.

Yeah, | mean the campaign d "That'sa good Itstough |

affect how it tastes in comparisonto  competiton. There's vy fierce

‘competitors, but it makes them stand out - competition for me a5 4 consumer,

tha before s they ane aing  ecause g00d

action in benefit for society,in & charming altemmatives that | am sometimes

way. attracted to. But [ can be pretty basic
a8 said, when I have decided on
something you go for it. And now I've
been a Heineken drinke for many
many many years. And since they
haven't disappointed me so far, |
choose not to go over to anything else.
It probebly not primarily because
there are bad alternatives, but s

good, the quality is a5 good as ever
and itlooks 5o optically good that |
wanttostick toit"

Ithas grown even stronger, basedon the  na 1
fact that this campaign stands out from the

‘crowd as they use their power to affect

societal change. The campaign s also fun,

‘createtive and gives a little hope in these

diffiult times.

1look forward to the next time I'm having 1 think I'll buy some bottles of 0
an excuse to drink beer,b Heincken for Easter.So t's very
Heincken will be the obvious choice, like ~ likely.

ithas been before.
Ithink that | would encourage my friends 'l recommend Heineken daily.[..] 0
1o choose Heineken next time, due tothe  Because it's & great beer. In addition to
factthat they take societal responsibilty  the factors I have already mentioned, |
with this campaign. like Heincken because it's affordable.

think s because s a nice bottle.”

Interviewee 7: After exposure Interviewee 8: Before CODE

Quote exposure
Quote
5, o patern 85 "Yes, | buy Hei than |
before." other beers in the same
category.”

“No, I would say that my "A fow times a month, maybe |
‘consumption pattern won't change. | - for, five times."

have been a frequent consumer

carlier,and I'll continue to be that."

"The difference is thatilike |
Heincken more then the other
‘campaign speaks of a great ingenuity  products that are similar, |

in Heineken that I really appreciate."

"l would say that I like Heinckenas ~"Yes, because Ilike the tate |
beter"

loyal customer, but possibly my
image of has changed a bit

"It hasn’t change. [ stll plan to buy & Twill do it more when
few Heineken's for Easter.” YOU Can g0 10 Soceer-games
again."
"Yes, because [ ike the 1

recommend Heineken. But [would  product. I's a great beer."
say it's unchanged. | was very
inclined to recommend.

Interviewee 8: After exposure Interviewee 12: Before exposure CODE
Quote Quote

"Yes, mote, since Heineken highlights
important things."

"It has increased, because of that they
highlight the difficulties for businesses right
now, and the loneliness.”

"I think they seem more different now, "I think of Heinken s another |
because I haven't scen any other brand dos  regalr beer brand, but that [ like
campaign and highlight problems in - partculary much."

this manner, and it does not feel like the main

focus is on their beer that much which [ like."

"I’ better now, for the same reason, the |
responsibility they take."

[ "Haha, Lalways intendtobuy |
Heincken.”

"I would recommend Heineken to & higher I
degree now as [ like the campaign and want to
support them.”

Interviewee 12: After exposure  FG Participant 4 CODE
Quote Quote

“Ihave always liked Heincken,  nla
but Thave also tried other similar
brands. But afer secing this |
‘would not buy anything clse

brands take responsibility to the

same extent”

"I'ma litte more inclined [t
actually, [ want to support 2 brand
‘Wwho does this but at the same

time | can'tdrink that much beer."

"Thave not seen any other beer  n/a
brand do anything like this, it
makes them stand out more."

that I really ‘audiences and clubs, then the
N -
p
negative. So that they have
overall try tomake the world 3 done these have increased any
better place.” positivity absolutely, on &
lightly deeper level."

"I'm e more inclined I dont feel more incliend, not
actually, | want to supporta brand  from this advertisement.”
‘who does this but at the same

time | can'tdrink that much beer."

"Ifit stood between someone

choosing two beer brands, I

‘would recommend Heineken. But

45 the taste isnt that distinct and

campaign the next time I'm
drinking boer with someone, and
thatis kind of s eccommendation
of the brand [ guess”

[ think Il be more kel to
recommend it I'll probably talk
‘about this commercial with my
friends and recommend them to
see it but also to buy from them to
support the cause."
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Tnterviewee d: After exposure Interviewee 7 Before exposure ~ CODE.
Quote Quote

Thave ahways thoughtthat Heineken has
becnan authentic brand, s they ae vy
consistent interms of their branding of
thei producs. 1 feels ke this campaign
eahances Heincken's authentcty, by

that they really care abouttheir customers
and society in general.

T think so, yes. There are 50 many brands
outthere and it i ofien iffcult to choose
between them nowadays. And for me tis
mportan that brands ry to make &
difference, so doing campaigns like
Heingken's would make it easir for meas

1 think the campaign needs o b i ling
‘with what the company stands for, evoke
emations, and that it consistent with
heir previous campigns. Orhes
would not affeet me as a customer.

Well, as you probably have noticed
aleady have  strong relatonship to
Heincken, but now | defnitely have 8
good explanation for why people should
buy Heincken next time instad ofsay,
Carlsberg,

Tnterviewee % After exposure — Interviewee §: Before

Quote epostre
Quote

| hink that by producing s canpuign

where you re eminded o the

paticula sitation we re i now,

even though you are s brand that lives
onsellng thingsin socal contens, i
foels ke they are very authentc in

iy

very simple,but we preseat slling

beerin the content as socity looks
today. | think that s both very strong

" An obvious behavior change
message, | don'tthink I would ike
that, Buta reminder of something is
Justnice. As in his case."

There should be just enough exposure

“Yes, maybe it would resultintatif
Heincken launched a new product,
I'mvery attached to ager, but if they
would provide an IPA, orany odher
Kind of beer, | would have been more

creativity and
canpign o e
situation, and it was & nice production
and so on | got positve
experience.”

Tnterviewee 8 After exposure Interviewee 12: Before exposure CODE
Quote Quote

Ithas increased because it feels good to
support  brand thattakes the stuaton we're
nseriousy.

"Yes, because its good and i you have a

voice you should use it orsomething. "

“You should pick a imited amount of
problems and ik to i, 50 you don't become
atrend follower”

“Yes, ke them more now."

Tnterviewee 12: Aer exposure G Partcipant 4 CODE
Quote Quote

they still do it quite nicely.

Thisl e dicussed

g0t up or what ,
‘yousay aftr this, it was agreat  they could shitn it and run on
‘Way forthem to show who they  with regular advertisng, it

wn' ‘Would have been negative, I
hey had not adapted, it would
have been negative, but now

‘good, butthey ae till not vry
‘good. I kind of expected.”
"Absolutely, if [ stand behind the /g
bebhaviour change they wantto
implement  am definitely open to

something you like."

| think that they should sty in

line with their brand. | mean you
can'tbe authentic therwise, but
‘you should also not disregard the

=

beweird of them to maybe do
something with preservi

product that you have."

“Yes definitely, or  mean [ el nla
ke it aleady has been deepencd
through secing this"
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Spurious Loyal Consumers CODE
"1 = yes/positive
0=notinfluenced
1= negativly
influenced
n/a=no answer"
Interviewee 5: Before exposure CODE Interviewee 5: After exposure Interviewee 10: Before exposure CODE  Interviewee 10: After exposure  Interviewee 11: Before CODE  Interviewee 11: After exposure Interviewee9: Before  CODE  Interviewee%: After  FGParticipant CODE  FG Participant 3 (CODE
Quote Quote Quote Quote exposure Quote exposure exposure 1 Quote
Quote Quote Quote Quote
Continuity
Brand promise: "For mig i ju Heineken typ en it si 1 3 dl 1 "Dir skiljer det sig, fr dem pekar l hang, dc finns 0 “Inte den med baren, det i ju ni his I think 0 "Alittle alignment, they  nfa
anspriksls L. S jog tinker att debarett Heincken idigae, cllerde bar man ke, men man i st h dettyckerjog de juHeizk i alid dar® coronsoch dtblv sorligtoch deppt. 4 som dem 3 il
promise atdenska smaka som en s lageroch harine tinkt i det. Men detblev vildigtydligtnir  girbra” event. Men samiidigt hr e u ot i M ‘s
et gor dentyp altid, 4 detuppfylerden ju. ‘man serden b kampenien tycker jag, attdom ska anda socal markeimg kempanjer den sista var ju uppmunirande om man ind bebdver  are socializng, and if's sheir previous campuigns
‘Men om man jimfor med Carslberg, somsiger var it hipp,ltcool, lt party-4l Hiksom. Och detir s pd ot sitirdet jui linje med sitasjilv” ofcn inthose sitatons |
typ “Probably the best beer in the world”, det ir val i linje med detatt de ska ge cn god party-9l, folk det” buy Hemeken so I really
Juett mycket starkare brand promise. Och det sig indd utattha kul och var lite glada, det var lite feel that's connected, and
Kanske i dirfordom just uppfyler vad dom hipa fok melln 20 och 40 " they're also ofen avalable
>, Jovar typ vi it modest men vi g allid inthose situaions. s 3
- hem ‘good matchfor what you
o sce in commercials.”
.w Brand values *Jag ha ingen aning fir jag vetntehurjag 1 “Lwoukd sy Vit hip. lyte, fn, adebr 1 g sirfe 0 i g ldontkoow acualy” 1 "Yos, | hink they ake
~— skule beskriva derasvirden” socal” alkobolfi 6 och att man ska dricka mginge” 4 mycket och at b P i detindi it more respansibilty
= pr—— Atdeinte i i ow than what | hought
e \ir ks & indi dicks before”
= i Heiacken, vd i oingen? i
N ut dlen tll s minga som virden man ser”
= il "
A Aligomentbrand vales and campagin " 1 Har ju dilig koll i eras vlues, menom man tinker 1 "Definkrindibra! Denas virden n'a 1 "Bra! Stimer fin verens.” " 1 “The fitwasgood*
it det i att vaa e festiga och coola si irju erspeglas”
=] tampasien lnje med det.
& Trendollowing "N det sklle jag siga tt dom e i kst 1 0 g Jagkola o etk 0 “Jaabsolut! Men det bt "l firdefonsjudiralladic 0 "Ves, they just & y don' 0 "Yos defnily,this is bow “Yesitisatrend
] I minvird, senjag drack min sta Hencken, 3 i diligt e det” i shout they arethere” s new, they * butitdoesnot
S s hardomset ut och smakt preciskadant 3l gira ensin hir ek i rendgt o fobollentx s kimns det st follow what's going fee like they
B Hiksom. Aterigen, de i ju extremt stabila och de vl bli shameade, de miste gira det liksom. Assi som att de skulle vara dir och o' ‘could have had
inte sé dynamiska skule jog siga." Just det hir med social distancing. De kir ju greaggwdt Deirp any of their
d kampanjen for att visa at vi by oss och stittar ingen trendsittare dirckt * regular
[5) samhillet, och sd gjorde antagligen alla, elle det var ‘commercials
V vl inget foretag som inte gjorde sd nir corona brdt ut now. Weareina
o tinker jag " situation where
[5} they must be
3] ;
1
D
a Credibility
Trustto fulfill promise "Det i hogt liksom. Men det i for attjag har 0 "Nej. Om man tinker frén béx i "I i 1 o jagsiga detfumkar  na 0 "Svirt, jag vet inte rktigt " "Good | think, if the -1 "Afier secing this | don't
_ Jivligtlig ribba. Det ska smaka som en ljus ol P Jomen behGver gora rt i kravstl vildigt bra" foel ik
@ lage, o det g det varie ging lksom.” anske, det sig it mice ut, e migen, detvarbra v tillverkeing " good ating ber” instcad lmostthe
— reklamer Men famfral kanske den b ekfullten apposic”
[5) att et rmer en fest-51 och social 8, dir visar dom att
de ir en sin 6 med denna kampen). Men den hir
m COVID grejen har ine dirckt gior att jag har it
u storre fortroende fir dom."
@R Honesty and trustworthiness "Jaass de kims viigt rena lksom." 0 w “lag itar i dem" 1 G N jag ki 0 "Nejjag tyckerte ot det b gordeshjag kinde at "1 trust them, yeah, | know -1 "Yes ando. Based on AL "o ifshonest 1
= ke lar . . ) whatl et when | buy 2 ‘hat campuign withthe becausethey want us fo
(=) Heincken." bar, it fecls ke it might ‘persevere and be carcful, so
C be a litle too honest i that we can go and drink
some way S0 it gets beer as usual again soon.
— disturbing” That way,you might b able
[~~1 toput honesty into it
>
[=] Ad 3: “The third one feels
L ‘morc honest and trustworthy
based on the factthat they
17, probably make a lot more:
= moncy from peaple being
=) ‘out at bars than from people
o having “FaceTime-beer”
o afterwork”
=3 Ableand willngto il promise "Min uppfating i attdom vill gra cnbelt 0 Det har noginte piverkats s mycket. I 0 lmcajsglirplatdckmdet, 0 0 & deta, detir 0 "No, | cantseethtit has
(=9 okej lager, kksom. Det tro jag dom vill gére. i det ir en sinstor aktir virt ¢ sillnad it changed sigificanty”
S Frin det vad jag tror att dom vil gora,sé tycker i degordet” it d b
jagatt dom g detbra.” think they are”
.O.biasﬁsegsnﬁnéa "Ja. Jo men detallid ir en bra 6L En Heineken 0 "Yes, | think so. " ol irtllinghgoch 0 “Jamen de girdom, de fimsju " 0 "l jagirink fininad 2 ing 02 0 "Yes they ac often
= g precs vad den ska gora. Man dricker inte en theirproduct,and to makea new conmercial san. all” inglga." i & sinthic” wp-odate st was 0o
o Heincken for attdenska “blow your mind”,det alcobol company under the situationthat was oris suprise”
d ska vara en god, bra, heltoke) 6 liksom - och ‘now, and nottake this into account, the you have to
=) detirden” be completely stupid. It's a matter of cours, i does not
O aa
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Spurious Loyal Consumers

Integrity

Sincere care

Moral Behavior

Motivation

Symbolism
Relationship

Brand values n comparison to own

Identity constructon

Meaning i life

CSM corresponding with brand values

CODE
"1 = yesiposiive
0= notinfluenced
1= negativly
influenced

n/a = 1o answer”

Before exp CODE
Quote

"Dettyckerjag vil st dom glrbea. 0
Eller lisom s h, dom gor ju vad dom
o

Interviewee 10: Before exposure CODE
Quote Quote

1 do ot think it s compltely genuine, but
ihink cy can. And they

emphasize that. No but the genuineness
may ot fee vy genuine, but  stl hink
they do well, I understand what they do in

i gor 0
dom det. Jag har inte hort att dom har
gort ndgot sketchy."

"Nej men dom vill ju som 0

0

snararesi i “okej nu ska v gora ny
reklam den hi minaden, vad ska den
handla om? Jo, men det ends folk pratar om

g vi det pl det b temat liksom.”

alla andra. "

incken i ca 0l som jag dricker ndr |
jog vil ha enstabil 6. Men jag har typ
ingen conneetion tll brandet als Det ir
inte s tt g dricker Heineken fi

i “Extrinsic Inrinise p det sitet at jag
ill at folktor de ey g
socilise mer responsibly, i tro jog at det

esonstes with people, assh om du ittar pi

den i reklamen b tycker duat det ir

igenkinningsfaktor och det dr s ivia ph
tapeten pd ndgot it liksom."

"I think the second one was good. | think
they look a e more fun, but maybe it

"lag tyeker om dem och g dricker dem |
gima, men g bl ine ledsen om de nte
finns som valm§lighet *

utrycka mig sl eller s Men nu nir
jog tinker p et s4 finns det ju sina hir
i dethar

take it from a CSR perspective, they appear
1o make more sense. Pretty good and

stillen, Vet du vad,jag tycker fan attdet
i en party-G1 allts, desto mer jag
tinker pd det. Det i en rikig party-L.
Och det gor dom bra, man kan ju ricka
minga."

party !
s stimmer dt Gverens med mig, for
arocksd lte party. Men det dir ir
gt ineessan, ok, de stimmer
‘verens med sitt syt liksom. Men jag
Kan i tycka att mina virden i lte
mer s hir,ur det perspektivet att man
skulle limm i sig yp 12 stycken
Heincken, ch det i inte s jivla got.
$4 om de inte i et partysammanhang
tarjag hllre e stycken Peroni typ."

“Nej assd, jag Rknippar mig nte direkt 0
med Heineken som brand tor jag. Jog

*Den mift jog var ganska "D stimmer
bra liksom. A fktiskt, mitten, de frsta

Kanske inte notso much. Den st var nog

ocksd in line med ming virden, fr ja man

ska ghut ph barer nir dom dppos och ta

nigon o1, men man ska vara jivligt rsiktg

liksom."

Nei. il viss del, jag skims nte fr att drcka 0
dem

na na

"l g tycker dom verkar it rolga, och  w/a 1

reklamema dr lte roliga, sd det hinger

Interviewee 10: After exposure
Quote

*Ja men det trorjag ind it de g,
inte behivt ligga en sin
i vikt vid corona, s lte bryr de

*Ja, deras brand equity dr ju tllstor
del uppbyget av att de ska ta ansvar
och detta i ju pd et sitt at ghra
det”

na

*Ja, kortskiigt kommer jag att vilja
kipa detta mer”

wa

Nej detta g egentlgen ingen
skillnad for mig

"l tifrdn vad jag vet s tycker jog

sig nte rikiigt”

"Jag tror inte att de i biittre dn 0

na

" Jag kommer bara i kontakt 0
med dem under roliga
happenings och dirav har jag

ea bra reltion.”

na Bl

"Nej et spelaringen roll, et 0

Tnterviewee 11: After exposure
Quote

jag tror bara detta i for att
18l och gora en rolig grej

“Ibelieve that this was a way for

the brand nd to

Interviewee 9: Before  CODE
exposure
Quote

1 don't know ifthey care, [ -1
have never felt that they
care about me at least.”

"1 don’t know if they have 0
hing bad. but

how you should et i ev
itis not ike | need them to inform

na na

"lag tycker si "My relationship wit 0

storskillnad frin de tidigare them i that there’s no
other beer [ really lke."

plverka sd i det den reklamen i
baren, hade jag bara settden si
hade jag nog dndrat min rlstion,
men nu vigde de upp med de
andea

"No I donot think so. As I

“Good I think, asthey -1

expericaced i, it was & mockery of haven't done anything

now. Thereore, cultto
find a good shape when it gets
go0d”

lrju

De gir det oligare

na 1

‘dem mer fir att "visa"

na

"Yes, | think the values between
the brand and the advertsement
agree with one anothe, they want
s 10 be social and that's what they
say 100"

“No, almost the opposite, 0
that I could ick another
brand as Heineken feels a

bit macho and I don’t want
people o s me that way."

na

na 1

Interviewee 9: After

"No, I ave & hard ime
believing that they did this
just o be kind and moral.
1 so, why have you not
seen anything like this
before? For example, 3
campaign sbout black
lives matter or womer's
rightsn society? | have
not seen it anyway."

"Ifwe were o say thatit 1

‘was another brand that b
the third advertisement
withthe bar (‘Back o the
Bars', ed) and Heineken
had the other two, then |
‘would probably have
chosen to buy Heincken
instead”

"N, tis i not inline
with my values”

"No, it hasn't changed
through this campaign. "

i

"Although | don't e thei
values as that good based

on the third video, they are

in line with the
advertising"
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FG Participant 3 CODE

FG Participant  CODE
1 Quote

Quote

“This one feclsmore 0

posi new and fresh, that you
associaions with can actualy have an
Heincken afier afer work on face-time.
secing this. also Like they came up with
think of other something new and made
values that are something fun out of it.”
apparent in this
advertising,like “Ido not see them
divensity and negatively because of an
diferent age advertisement, At the
groups and so on. end of the day,some
It fecls like they counties were differat,
y
though on have had restictions so
diferent levels.” that there were not even
ope burs. S0 maybe you
can not blame Heincken
for that, but I would not
say it was a great choice
for them to launch it."
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rers CODE
1= yespsiive
0= not influenced
1= negativly
influnced
2 = o answer”
Interviewee 5: Before exposure CODE Interviewee 5: After exposure Interviewee 10: Before exposure CODE  Interviewee 10: After exposure  Interviewee 11: Before CODE  Interviewee 11: After exposure Interviewee 9: Before CODE  Interviewee 9: After FG Participant  CODE FG Participant 3 CODE
Quote Quate Quote Quote exposure Quote exposure exposure 1 Quote
Quite Quote Quote Quite
sM
Brands role in society Brands kan vara bea pd det sitt att nfa nfa "De har ett vildigt stort ansvar na "It should be both satisfied nfa
i samhillet, eller de borde ta. ‘customers and that it’s
det. 1 bide frgor st som beneficial for employees,
grester good” personal och klimat men ocksd there are alot of famous
identitet och s . Sen kan jag pesonlien  marknadsfiing, fersom de brands and you notic that
tycka att det dr ganska dumt och konstat, hela e n s storpublik s Borde ifa scandalcome u, they
det hir konsumentsambillet ir ganska nytt och de har vildigt ansvar att hilla fall. I think that highlights
forstde ju virlden pd vildigt minga sit, s jag en bra policy att ha transparens.
kan cgentign ycka at virden vore bt an st folk fi et ik
‘brands. Men det dr val kul ocksd att kunna fortroende.”
Drknippasig med sake oh g, derigen den
b eligiosaoch sambirighetsgren S
‘samhérighetsgrejen i vil et som dr positivt
med brands,t folk an utrycka vem dom it
senom produktr Sen i et u vildigtdilit
miljon, psykisk hilsa och allt annat,
Atitude toward behaviour change Detfir vil bra. Nej men det ir verkligen itiebra na “Llove it Jag gillar det or at det kinns nla "Det i jittevittigt att dem gor a *1 think 's great, na
om man kan g det, om brands kan promota e, det behovs att gon veganless i hey care o
bérjar jobb for nigot btre not, brands should use their
och s hinger andra pd sen & Voice."
hillbarht, dt tycke ug dr it detblic ca hillbar
konsumtion.”
Concemed Issue "Det i jitteviktigt siklart, Supervikiigt.” "Det kinns jitieviktigt men trikigt "Jitevikiigt" "Very important”
silart ut et humanisk perspekt”
‘Genuine concen by the brand 1 *Dirdr pd ndgot sit alignment of nterest liksom. 1 “Jag frstdr at det & et billigt rick n/a Kl “Jag tyckte den med berena nistan var nedldtande 0 *1 don't think it fet ‘They probably have s huge 0
Dom villju at barerna ska vara Sppna, och om folk och en mediatric att gbra corona ‘gentemot corona, man hjorde ndstan tt hin av det. geauine. In “Back to the ‘problem with people not
e unt och bete s som e i barena s ik rekam och detbehover nte Det varinte genuit och gt Den forsta tycker jog soing (o the pub anymare,
Kommer inte det funka. S4 di ligger det verkligen i reflekters ett varumdrkets ‘ocksd ndstan var dverdriven i att man 16r varandra sd and now they are trying o
‘deras intresse att man sk bete sig pd barerna, Och dir vilrderingar, men detta kinns mycket hels tiden,” ‘make something nice out of
M gorde man minga bra cxempel som varganska verligen genunt” itand that s only posive.
talande iksom. S4 dea tyckte jag var riktigt bra" So1 donot see any
S spontancous discomfort that
they havean adverisement
“ v like this.
Beneficial actors 1 0 1 slutindan i det nog inte a Kl Nej, g tror att H tdnar sjukt mycket ph det sociala 0
_ benefical for the brand efersom samanhanget, Det dr lite detsom dr Heinken som den
man kanske koper hem andea orsta reklamen visr le man i i, iter ight och
wn t varumirken”™ skilar och klingar, har afterski osv. Sen har kanske
r att folk kommer se det ddr och kiinna “nu vill jag ringa Glfrsdljningen gitt upp mycket mer i och med att good for any brands that
o upp ngon p Skype och t cn &1, men det irbra folk it hemma och tr a stbir hir och di,men all astomers e in
reklamer, pi ndgot sitt att man kan relatera vildigt det gynnar ju inte varumirket Den sista reklamen lockdown."
il tycket inte jag e sd forknippad med varumdrket for
Sen tycko jag tden e reklamen var kst detdrinte s dem brukar vaa med st mansiter
u jévligtbra. Dea Kiindes mer genuin in de tvd forsta, hemma.
faktiskt."
] BenefiIntetions 0 “Nej men det irhet uppeabart, ochdet b ihop med 1 "Derus intetionirnog att ok ska L ag tortanken b god med it vidra et mea det 0 “They show thatthey are
n det i om det fir genuint, att de gor den hir bli seatimentala och tycka att det dr betyder inte att de dir reklamerna var sd br, Men de up-to-date compared to
=) Kampanjen for att de miste gbra det. Och dom vill Kontemporirt och hiftigt och s4 ska sk finns. Men diremot tror others who don't bring it
framsthsom st dom gt en god giming i soiety man fastna o dt och det behiver sak v det,som tt st upp upatal thy show that
“ ) och allt sdnt. Men det ir Klart att dom vill inte spegla derus genuintet men de they care. They bring a lot
marknadsfora sig, och det hir i inda sittet man kan Kinnas jattekonstigt och ingenting att skratta it Sen of peaple, compared to
— s6ra de, s det i A for ffrt, Det b deras intenfion. socal disancing." tyckerjug at det i br it man yfer det, man kan ju businesses that don't care
< Och drawbacken av det it ok utar, kanske g at
mdnga inte tycker att det klans helt genuint. Men de
> sordet dnds b lksom.”
0 sitta hemma sjdly att och dricka en 61"
m wantto make 8 moder
campaign and sell their
(=) beer.”
o 0 "Nej. et kommer denine gha. Jg i elatit 0 Nejjugvisteredmomall'  na 0 ™Nejjag lide migingeting s men jag tycker i 0 "No, but think it could be
j nogrunn s, men den sista videon il xcmpel, den detdrbr t de visrat man e bebiver gira intrpeted 353 reminder
u trorjag i ganska bra, fr dea Kindes mer genuin, och ingenting man kan ta en bira och skila digitat isillet that we can socialize while
i man it cool miiskor g  munskydd och orat manskasita cnsam hemma. Som | fotboll s, keeping distance, bt
(=9 tittar hindema ordentligt, den trorjag kan ha lite det finns ju folk som int har vinner och umglnge didn'tleam alot”
S piverkan dndd." utbver de som de triffar pi matcher och de skulle
Kanske md oppenbra v i dighalt il ok via
faccbookgnupper et Detphminne om it man kan
.o i
on "Jag vet inte, d jag inte har koll pi om och vad for wa a "The last one reminds me
= liknande grejerdom giort innan.” abitabout a UEFA
ot commercial, butthe ohers
° oion i
[=) commercials | think”



Spurious Loyal Consumers — Brand Loyalty

Coding

Spurlous Loyal Consumers

Loyalty
Suchute

Shares of purchase

Purchase frequency
Determniste
Relutveatinade

B Fvonbily

Purchase Intntion

Reconmendation willingness

CODE

| = yesfpsitive
0=notinluenced
= negativly
influenced
=00 aswer”

Tnterviewee §: Before exposure CODE Tnterviewee 8¢ Ater exposure Tnterviewee 10: Before exposure ~~ CODE Interviwee 10: After exposure ~ Interviewee 11: Before ~~ CODE  Interviewee 11: Afer exposure Interviewee 9: Before ~ CODE ~ Interviewee9: After
Quote Quote Quote Quote xposure Quote expostre exposure
Quote Quote Quote
Thea | would sy that... Ok youdon'thaveto | *Samma i 0 buy tasmuch as [ buy oterbeersthat | Ve, il chouse this i Wl Heinken nu" I buy Hinck | “Well,yes, if ' having
i but it i brre chans atjag vljer Hoi anesmilr such as Carlberg." Carlberg neat e vad jag Kiperandra les, men I'mout and having a beer" beer [will choose them
lagerjag tycker om." st fratdet ne har it oversomething ele.!
‘ngonting kul senaste et
‘want beer, nd hink what should [ gt then
you geta Heineken because that is what you're
familar with.
Then | would say especally when you'reata | “What gets alile round i my head now i that |~ "Kanske 20 goger per b menntelka | "Kanske inte i det dnga loppet, ~ Ngraglogerom brel, omjag | "N, jo men kanske" "Several imes  year, ke 1]
I imited choiees. For tought the campaign was prety good, s it could ket rsom andr i men mycket just mu!" sholl verepd after sal pb Isaid when 'mout”
probebly have had & positive effecton how ofien [ buy gl ph barer” sandhamn skolle jag ko H,
rent beers, Heineken, beeause it wasfetive and so on. But just e ligger ofta upp demi shad
ot this CSR angle on the whole thing, maybe not.. Or och b duktiga phatt
hand because you'e il ‘yes, the st vido might make me think a e, it was marknadsforasn produbt. Det
quite good, 5o | might increasethe purchase requency i ganska ik coca colapd det
by 10% or something." site,Det drine en supergod
produkt, de i nte sl
“wow nu drack jag en H" utan
den Klnslan fl man et dt
har hint ndgonting den dagen
ofi
| think Heinken i & mediumbeet tisnota 0 Il led lke s 0 "Detharinte irindrats ittemycket It doesn'tstand out 0 Seringen stire kilnad " “Nowit foels ke they're
duct,but neither & budgetprod 1his, bt can'timagine thtit s uniqe. Maybe itis, it filtisk" consierably it docs' resly morediffrent than beer
I0sreally i the middle. Butthat's lso why if's i asteanything special anything particularreally." brands ke Carsberg”
bland but very stable So i’ really mid-brand.
I nte ber all ande,men vervisa Foratt | *Jomen it kanske, e bite, Men dethar inemdgon "l & ke 0 "Nojthe campaignis geatbut it e fln smaken, men 0 ™Nejjg tyekeju ne densis sibn Notbsedonwhatit | 'l y
den i god, bralage iksom. Det i cn bra Jitetor plverkan ph mig." i dra ler, men det b nte min doesn't change the beroende ph it lig i di Jagintes g tasts, but depending on majbe | like thema lte
wrodukt, en hghvalitatly produkt som Kians favorithl.* glrdetberoende pb il ndgot posiiv.” the staution st bitmore now."
ke, det et skert kot det b il sammanhanget, Skulle vl ot because know what
irfir. Jag tr ellre den in ensom jag inte et framfor en Prips pd en aftr ittastes ke and what | get
Kinnerigen, sl fe!
Detbr absolut sannolkt. | *Ja Kanske, samma sak dir, kanske 10% Okad e jatelikely, &l for dyt” 0 "Sammasvar” Great chance, | could buy one | o muen jag tror det dndd § socials sammanhang i Grat chance, 0 Probably because o this
sannoliktat jagskulle kipa den inom snar framtid" today if we were going out. franiden s Kommer man kanske snegla lte extra” inerview, but ot because
of the campaign.
Tl dt b g Kt g A e g 0 Nowngbe hiscopigphadaveyndl  "homognslle g onvatigh’ 0 N, M [ Vo kethepdtand | “Youh mayhe! ik ey
sagtatdet b ettt ko, inflence o my lfe" eqentigen.” i I didsomeh i
what o have ot kaew ot the pandeic, altoughit
dhout bee, I would ‘wasn't maybeinthe best
recommend Heincken," Wy

FG Particpant CODE

1
Quote

“Iflswtisad 0
very often,
naghemy
subconseious
would chouse
Henkeken,but

ot aetively.”

‘el tatlget |
posiive
asociaions wih
Heineken after
secing thi. | also
think of other
valus that are
apparentn this
advertising,like
divesity and
diffrent age
groups andso 1.
nfecls ke they
have thought this
through on
differentovels”

FG Particpant 3 CODE
Quote

(. Inceded something 0
more, ot much,but maybe
donate | euro per purchased
eer for theheakh careor
whatever Buttheyfee fresh
and contemporay,but |
don'tfee more loyal."

“Nol don'tthink so. Maybe 0
by talking more shout it
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Spurious Loyal Consumers - Overall Evaluation of CSM, Brand Authenticity and

Coding

Brand Loyalty

Spurious Loyal Consumers CODE
0= ot nlenced
nlenced
o= omswe’
Interviwee$: Belore exposure
Quite
Intreted questions
S influence on Brand Authendcty and
Brand Loyaly?
Loyahy towerds brand’ tat e othenti nd
aopt CSM
Pratcal Inplietons

P of elatonhip

Tnteviewee $: After exposure
Qute

fore exposure

“Nigot phveked i postv riking, bde lnde
aubentiity ochhyely i

hampanin ides S och genui, och difb kan jog
nddsynmpssers modbranet it merkske, Atjog

*Jo detan jag indd tyeke. O man ko Kt et
rgoouit, s s et somat dem o ke e

siaga sk

“Man sk f detat verk som at, yp et

intemed o vl skimack ksom kenjg tycka
Dt kan g Kip den it reklamen di, e det e
it sk ghtll e oh g och

e
peagar e om i e et g det ansvarsfll, s
domnte stingerbarern o det b vaken b s
lerer” Det ke man ks, men om folksger ‘Kb
inte vl g, et dr et vl

ot det vl g, Det ke man vl s, bra
o'

CODE Interviwee 10: Aftr exposure — Intervlwee 1 Beore
Qute taposure
Quite

*Nin ot bar Gt i g

tyckerom deta v, ch brand
by bar g e Indrats
frsom jg netyker et dett b
et

I, jagtyckervanumkken sk g
o brsaker

Pt mig drdot vikigh
puschr frsom social ity
ikt st och el
pushs des o kommer el en
‘yetenskaplig grund och tdet ions
argunent o vt v ska betee
gl

*Jusholut det o poenil"

CODE  Intevlewee 1: Afte exposure Tntervienee % Belore
Qute postre
Quite

Ingen stdme ilnad kanske,memomjag hde kot
allreklmerhade g pog it mer bl mat
vinmirket"

it om demgde ot b Om man sk £ okt
e ttbeenden st Gt s med ekl
och fOrkppasmed varumdrken v at coa ol
stllekray pl tdumdstepata i urk el
tevinn den - 4t man e folkoch s
ke man ndar st btende il ndgot b,
Diremot kan ot u ocksd bl tt man bl
nhgotdoe”

*De gorde det el oke men jag torat det ade

Ovelg atdekam v vt at ] dosa flgoroch
det b e gaska v,

resoutes, Woukdn'doanthing.
theya sty o contrbuteand | hink | emember
that!

CODE

Interviowee i After G Particlpant CODE G Paricpant 3 CODE
pisure 1 Qute
Quote Qute

1 kethemmorenow, —"Had beenmore 0
lbough knowthathey - loyalfrom the
stwantt el tey doit begining, it
inanicewayendlgeta  would probably
o neresed
Especdlly when
brand tht you
ke tattakes
sl

Compuits pomate
cran eyl or that we
shoudchange s behvior
andthen you have, then
ez tht behavior
asn' good. | ik hat
runds nodto b bt
cueful wi datsoit
does'tgo wrong | can
foeltht's hadto st
brands 1 you don'tknow
ifthy'reubjcive o

¢ Aot 0

doingsomehing
thatyou want
dothetis god
bt that ot enly
becomes oo
stongof

goodwill o tat

s i could, il
emeniberthem more
0N
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11.5.3 Consumers with Latent Loyalty

Coding

Precieved Brand Authenticity Interviewee 1: Before exposure ~~ CODE. Interviewee I: After exposure  Interviewee 2: Before exposure CODE  Interviewee 2: Ater exposure~ Interviewee 3: posure CODE  Interviewee 3: pos Interviewee 6: Before exposure  CODE  Interviewee 6: After exposure ~ FG Participant CODE G Partcipant 2: Afte exposute
Quote Quote Quote Quote Quote Quote Quote Quote 2: Before Quote
exposure
Quote
Continulty
Brand promise ina kunderengod | 4ol And 1 1 s
ol och de hardom lyck
de bitiade sila 61t Jold of their
1, det drinte bara en
it fireag som jobbar
b frgo, viket i i
posiivt fir mig som konsument. abeer fom a special brewery. You
‘geta good beer, and ' thinking
that's their promise.”
Brand vlues " i d 1 0 i
value, i fr man nog tta pi dlproducent,
deras hemsids och lisa pd
jogharsvitatt fLen
om deras values. M i Also
som ett modent firetag som ir they encourage people to drink drink together.”
mina om st varumirke och det esponsible and not consume
skule firvina mig om de har beavy loads ofbeer."
o virderingar som inte ir okej
.nlb dagenssambille, Jog pplever
- Heineken som en vildigt seids
= Slproducent”
Q) | Migoment brand vales and campagin [ 1 n 1 Det ki som en br i, det r serdst, /s 1 *Great. If you conneet it o the alcobol s 1 “Lmean s great. L realy liked this nia 1 Is genine because | fel like
= free par, thatthey think sbout and care campign. They have captured ens represcnding these social
- theirbeer as they do ot want tobe sbout their community here s well” something, it el ik theyve used setings you know."
= something ulra expensive or regulr people, not actors or
extravagant.” mode
A Trendfollowing "No, | wouldn't ey that, they haven't | “Yes absoluely,similr to what | sid *Asa men det irdom nog ioch 0 s "They foel quite statc. They do | “Yes absolutely, they're very quick and "In one way,sure ssicsabig | L] anykind of nia “Thisis our "new norml’, whatto do?
Launched any new flavors o such. who adaptthis  med dt hir att theirthing,and they do it well" follows what's happening. They pick i greenwashing or anyhing,there is You have to adapt your marketng|
=} They b kind who  Champions Leauge och i, up things hatar trendy rght now. something genuine behind the ‘whatthe utside worldlooks lke. So it
= want peaple o be oyal to." don't butthey do it well. It would've  och de i nol-pocentiga Sema (] They follow trends by picking up  stable product, that'snotso message, although of ourse they Wwould be almostsrange
< been weind i they didn't do anyting. som kommer, i things that people e tlking sbout  affcted by rends, but certinly Wwantyou to buy s much oftheir Tike wesaid hasbeen hit o hard, their
o Det kinns absolu som devil rightnow, Like problems on Zoom, to how ' sales must have gone down, 50 they
vara med dir pd toppen.” havea be awork  and such, then 3l ‘must do something to try to meet it
B day. They pick up " some trends. But o
= has been the same over time."
an Credibilty
o | Trustto flfll romise "Litar phatde germig engod 8 0 1 1 Yo Ireally craved beerater  nla s
[<5) 1l 90% s S0 they can ealy fulfil
(5]
B
QD | Honesty and trustworthiness il 0 1 1 wa
= producerar. M
1 misstinksamma pd ndgot st
w
1o
]
m Able nd will Yes | really think that they show "Jag har ju e gioten 1 " they'vebeen | 0 s
= that as they prove to us in some  UndersOkning, men absolut kinns
»n way that they il stayhere forus 96t50m a dejobar med st vara
= daring he pandemic gl
=) ;
C inte mig pdsynen i produle
‘sidan. Det ir vil att man tar smittan pd
ray v
m Perfomn acording fo expectations "They do,but I wantosee more | "High,as | ssidas I've seen other "D har producerat god ol och i s "Yeah, i’ 1 B Ithatis wrong foran Ve they do. What know, they 0 wnexpected thatthey want 0 No, I mean s like we said, you almost
~— campigns from them H inline o och agerarsom they do theirting,thy do it leobol comp i ol iblity, besed on their
[~ withthis. Even though s a trend,  en sris Sproduceat, s ja. Och ‘wel,but they re perhaps not that during these times when you do pot previous campaigns."
L withand | de har innovative.”
expectthem o do this* priser socializing means drnking sleobol. To

stopthe spread of infotion, drink less
alcobol. So youmight o thatall
alcobolcompanicsshould sty ltle

avoid social contacts.”
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| Latent Loyal Consumers

Precieved Brand Authenticity

Inegriy

Sincere care

‘Moral Behavior

Motivation

Symbolism
Relatonship

Brand values i comparison 0 own

Identiy construction

Meaning i e

CSM corresponding with brand values

Interviewee 1: Before exposure ~~ CODE Interviewee 1: After exposure Interviewee 2: Before exposure CODE  Interviewee 2: Afer exposure Interviewee 3: Before exposure CODE  Tnterviewee 3: Aftr exposure Inevewse s Blre xposure CODE. Inteniewee 6 Afer xposare FG :a.__:._ CODE  FG Participant 2: Afer exposute
Quote Quote Quote Quote Quote Quote Quot Quote Quote
1 hink they have, a "Ag, allsh det man gbe i at kopa ca god 81 0 "Ar man lte kras s gl et vil ut phat devill "Yes sure,but | don’t knowif 1 "Yes rally genine, The campaign ~'In one way, hat 1 "L feel that it was really genuine,  n'a 1 "] fel strongly that it relatable,that
commercials are not som man dricke,jag dr inte jittepdlst ir att man ska fortt attKipa Heineken tots att ' ther primary custome reflects society what itlooks ke Heineken thinks about moderate and thattheyreally care, It was you they are rying to understand me, or
‘another beer, their det gl men r, men att det finns olika sét. Vi don’t know. But o 1dday. ilar, but there’s Know, :5:5.&3%: show that we know how things are right
they don' push drnking acobol, et kinns u som att de & angeligna att Kan fortsdta ot umgls, men vi miste gbra det pl 2 soccer game, | at ofnfcion bu sl il something 1 ada now, we know how it feels and we
instead they make us want the beer synas och de marknadsfor sig och de vill att ett annorfunda sitt, och det dr trevligt attta cn 8l Heincken is there for me still beer. That it's & know how you socialize right now. [..]
anyway in a smart and tastefl way." man ska kbpa dera produkter, i detligger ocksd nir vi g det. Det i inte 4 att man inte tar thing they do to look good” Tt feels genuine because Heineken
Vil det attde bry s om vad kundemna de b avstindsreglerna pd allva, nd men jag fick Tepresents these sovial meetings”™
tycker.S4 ja det kinns s1." e detintrycket at... Det kindes vilavigl,
corn, att vi har en pandemi och att
i ‘men samiidigt vill man
uppmuntrs folk att kipa Heineken och dricka 8,
o det i ju got. Varfo ska man avstd frin det
attsiga”
“Yes, b il I "Man kan ju b ] "Ja jag tror att & "They sell beet. And they want | "No, because all companies could've | :__.E_EEEQ:.._E wa wa
‘be considered a drug, Their ultimate kan vara moralisk om man siljer Klinner att de har ett ansvar, det tror jag " ‘me to buy beer, and then | might done the same. But it makes me trust
‘goal s to sellbeer have e deti sigir ‘get drunk, whichis not good for i .
many consequences, 0 you ave o be people drink more athome now,  omoraliskt, Men dettycker ntejag, utan det anyone realy, I s good for them Exsﬁsgif
Very smartin how you promote it | because hr'swhat they inlt o the. i upp il respkive peson. Om man ke butnot for me." contribute i ifficultes duri
think it has been asteful " warld. Or sint i, dettycker aperiod. So maybe they want to
ity to get ack jag ka beht show hatthey e  brand st you
1o normal." ta hénsyn til r det dr klart man kan ‘can trust, by taking responsil
uppmang dricka minfullt, och ‘moral, if you could call it moral." At the same time, | don't know if
sen har e u tagit fram en noa-aloohol ‘you can say tat it the primaty
produktsom ming andra, och pl s it s eason for the campaign, that’s t0
tar de vil st ansvar, N jag tycker inte att sl their products | guess.”
de agerar omoralskt, det i inte min
upplattning at dom sdljer or atde ill
folk ska bli alkoholiserad.”
1 think more extrinsic because [ don't 0 "1 think i insic, because "Jag ror ds 0 "lnee handlar det mycket att o hela sin personel  "Extrinsic. Of course they want | "Both I think. They try to do both and I think it's a combination. That 0. "Both. I think it can be both at the  nla na
tink they badthe sme i of is Konbinaion. Det e s s o el i ngmisaion vis st man ngagerer o maks money. [ vt they suscsed. Theyar ot tying o thene's il  cle witin same time. Parly they pechaps
hard-core och sll, the company that s i think, how adap
driver,jag tror at tt stort internationelt from them whare ey say __E,_sgnz_s stk represent inking, but new il each out with
foretag som Heineken ocksd méste ha en ljer Heincken for att And they sell of their ll the b it ‘our products? We xan show that
inve drivkraft, motivera anstillda och kiinna de tar ett ansvar hi @ harmful product " that are closed, 5o it good ive of the ‘have a digital afier work at
changes things. The brand was att man gir nigot bra. Det handlar inte bera want 1o sell. But [ also think s good ~ consumer to do that. " home, or that you can go 1o barsin
founded tosel beer and thats om att maximers i resulatrkningen, det tror that they change theiradvertsing to aresponsible way. But at the same
probably the mostimportant thing, jag inte. Min gissning i att de drvs av att remind people tostay bome and s0, time show that we are here o take
thatthe beer tastes the way it ahways {jina pengar, vinstmaximera, dt gbr man ju {hatit s ot just the reponsibilty of responsibilty."
has,thatyou should know what you som foretag, men att det ks finns n vilja the state o the goverment o do s0."
bave in your hand at gora it och komekt och s, en e
vije"
O thn the ut ht L realy ke | "t fels deeper, | ike themmore "N men det i i 1 C ing fecling for Imean,] | 0 *Good I hink. I’ 1 "In s very positive way, | mean you n'a a
it now, | leamed a few things and it was assd. Nir jag vill ha en god &l och ser the brand than [ had before. buy Heineken qu ince [ had l buy very oftn, but st have 8 heard me aughing a bit when | was
fun" Heineken s kan jag absolut tinka mig att the virs, to keep distance, They take ‘Wouldn'tsay that 'm thei best Heincken. Butnow | feela deeper ~ very, watching the videos.”
Heincken over a beer | didn't know Kipa Heincken.” responsibilty i the curreat itution, but 1 connecton with them, s my image i When I buy i, I enjoy it.*
anything about, But my relationship i dprodct,” it
‘with Heineken has potential*
1 “Gireat, | would like to be responsible "Detta firulsdtter att man ir ganska pllist 0 "Ja, assd det i ju trist nu, 1 "Yes I think so. You should take your "If you think about thei 0 “I think if's aligned. That they want /a na
when partying " om Heinekn,men aguppstar Heinekn pldighmdten indi glidja esponsibility to stay il sn.sE:E you can socilize
m ocksd i stay positve. You can have a ber if
eavironment, but that would be har non akcoholic alternatv vilket i viktigt, ‘make people drink more you want, but drik responsibly: Drink
something maybe.” shabsolut kan jag forkaippa mig med responsibly by being more i social sdtings, but then through
Heineken.” innovative and launch more. Zoom or similar”
show slightly differeat phases of
the pandemic’
1 think it fits me, it says something na ZZ?EE eft varumirke som man na na *1 don’ __Bn! ifl =»=x.wa_ to na na na
‘about a person that drinks beer and d, som &r okej utifrin
you ome with any beer to & en det i e jitestarkt
‘party. They represent the same values ‘way that I'm not the kind of
081do,becus s goad ] I buy construct my identity” person who buys the cheapest
‘Heincken, i's becaus ‘beer, but neither the one who
person that doesn't buy ‘Wans o show offwith  strange
of beer just to show off" IPA or something.*
"Fun, they make mehaveagood 0 j ?: w0 *$4 viktigt  det inte for mig, i nd. Men denvar "No, no mesning atall, xcept 0 "No, not really, it was fun s little eajoyment, isw'tit” 1 "
time." Tivskvalitet. A vamoch med humoroch a4 jg blev il rom guenching my thitvhen justa
£ e&.&uﬁ&_—-n—w-__:zkg crave beer.
sd absolut att det i en njutning."
na id as I've seen other na 0 na 0 Yes, sure na 0 "Well I think it s aligned" na na

ampeigns that are inlne
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Latent Loyal Consumers - CSM

Coding

Latent Loyl Consumers

M

Buads ol n oy

Attitude toward behaviour change

Concemed Issue

Genuin concenby thebrnd

‘Beneficial actors

Benefits/Intentions

Mecing knowledgead behovior

Consstenty

CODE
1= yesosiive

0=t inluenced

1= egaivly inflenced
4 =10 answer

Tnterviewee 1 Before exposure CODE  Ineriewee I: A xposure
Qute Quite

Thats il because nman woys brnds
shoukd give s hings tht make ou veyday e
casr,bete,more good-ooking.But e
same e ey als contribute o the egaive
sides of capials od et you ke avantge
ofpeope Role i socey, 0 make s by e
things nd 1 provide pople it jobs Buton
the othrhand,what resposibiles ey hae s
someling diftent For e, the
fstfshion ndustry i i bty would
disapper s oo jobs ould o dissppe "

suppor i dovs't e e to e
soneling”

dowsa'twork bt the ol ol we hve Then
some bt e quit nceat o what' going
w

produc, bt very ice apignthatsnds
amessge, Bt exerthing hey do s sell e
e

"Yeah right now it s, there’s nota lotof

ot andhenit g eterif el coud
b’

*And frthe baads i vill et beter fnfcion
s decease, S0 we i go
And sk

renember Heineken*

Notealy?

Yes, bt ik s e was v o
upo-ste ten b camuigs tey v made,
They haveqite the couage o do this i of
canpuig, s b bends oftend il things
ot o' e el el el tht hey
bave mde campaigsbefore thar' o et o
encourgin consumers o ok mare b

Tnterviewee 2 Beore exosure
Quote

“Vauniekens ol at man s o sk
olksproducnterfr varnd. Dom sk ids md
Konkuens, e b prodakt som b ki i et
bida il god kokurens oh s tur b
produkter, Och ki A kg n prodkt
md et vist varirke, st gagn i
Kasunentn Och il ot Recugpespkty sk
rdet ettt proflra sigmot and oh ks
sig ot andrs och shtindon S islning. Ar
et kot vrumdnke som st e ndgot b e
il fslingen. S dt i posi p mlnga s

o det i med attvar t “god
company’. Mea uppnanar

dlgt Ardet post i i, sulejgnog e
ot ot at et etag icker ut ekanach
fisiker phverka skt kming Dt jag
inga problem med."

“Dettycker gl vikig Detlr detsom

CODE  Interviene 2: Afer exposure
Quite

Interviewee 3: Before exposure CODE  Interviewee 3: After exposure.

Quite

I tink ot b should e
a5 we s, et bt s
rnsparnt. Thatyoucare bout
therstuffthn sl he
poducfor ntnce
envirnmentalimpat You st
Tosupport businises o s
mpestion or bve
e pjets, ove o
bunds who don', Especlly
when there's manybrunds o
chosebetween”
Verygol.

Ve important s pove. In

“Arman e ks s g et vl ut phatdevill
ttmn sk forsitat ki Heineken ot .

detircotonside, men st det s ok . i
o forsits at g, men v st i et
ttannoruoda s, och det i vt c ]
ocksd i v gl dt.Det ot st man e e
de bl avstindstegena pallva, e g fick
inedetnycketat... Dt Kndes vlavig,

man b et concern, at i bar e pandenni ochat

10 detdr g, Vo sk an vt il dt
attsigs”

Al te skl jg vl sga. Binekenvilju
forsita s, e vl e t et sk st
Och frsumbille e det it et plincr
dolkom il distas som itk ik
sntsridinge, ikt gyomar individenocksl.
S4jagtyekernogatall gyonasa deta”

1 grnd ochboten vl domju t olk sk
{onsitakipaHeinken Monbrasr it bara b
med ek som e, wan man b et b
soci rpionshilyochvstind oy g tycker
‘it benefiten i att man visar att man dr ett seridst
it som visr t man trdes Flgo ph
allva Densgele sinde man . absolt.Det
andiarom it bygg st varumdrke, it man
{intom att v n lillverkreso sl ods
sorer s v man ocksd st o by sigom
dethirmedcona”

NG egetien e, dt bt gt hel i, och
manbarlt ik myndigheterat det i
‘it bl astid.Den b kampasien
rummarindet budskape bars. Men detrinte st
atjug i migndgo nyt o jg s Flera”

“Ju s o an i et med at dom
ki alkohlfia emat, siou. Men
nan st bing p en tenden, s
amar s o bkvatnet. g et e om

sigificaty deresed he
dege ofnection, o et and
vacine encal”

Qute

spread positivity."

Vs, ol ofthe. I’ amar,becaseif
thy had elssd i campaigh and

that we shoukd ke the bestaut ol he
sitaton ad cuninue o dri hei
podut”

s
good mad. That's what thy vantto
acomplih | uess”

Vs it givesme dessnhow 0
socaizein s vay.”

Ifyou hink sbout the fct e
they've made cmpigns egrding
alcool e becs, then e, They see
whithppes n oty and b they
couldcontibue”

Intervievee 6 Before exposure CODE  Interviewee: Ate exposure ~ FG Patlpant CODE
Quite Quote 2 Belore

exposure

Quote
“Thts b question. Therrole i o sell s

producs.But i ood et ey ke some
soci rsponsibilly,such s when it comes 0
theenvirnmet, encouage god et and
5000, Butatthesame e el ke its .

"Wow, where did that one come from? My

olyhing hat sl woks, s psi

el it was ey g
was youknow, el The
el pepleanda lotof
nsopiion”

Yes forthe ndvidal,isis i
sbotntriskingyou e, o it
posive, And forsoc
posive that the pradof fction
decteases, owesthepresue o
el care. I goodforHeinken,
because theircutof homesles
e probbly decrsseda ot o
‘Whet ot s bea chosed. They
vastthesradofinfcionto
decrease, so they can retum to
nomaland stay opens sl
aginnd sell hee products. o
s, s positve o everyon,even
perhas st osve o

s et ey want oshow '
thathey care and bersponsible,

and notjust encourage peopleto

ik ot s usal Buthtpople
shoudcontnue toutchse thir
poducs n s vy

“ltwesnohing knew, ot htyou

aerworkgan it was ealy un”
"es itsnatheistimethey
take eponsbity ey hve ben
onthesame puth e s e,

it defniely aligament”

FG Partiepant 2: e exposte

Quite

na

s

na
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Latent Loyal Consumers

Loyalty

Stochastic
Shares of purchase

Purchase frequency

5
E

=

Brand favourability

Purchase intention

o
.
=
g
g
g
=

Coding: Latent Loyal Consumers — Brand Loyalty

2

CODE

1= yes/positive
0=notinfluenced
«1=negativly influenced
/4= 10 answer

Interviewee 1: Before exposure

Quote

CODE

"No, because there's no big differences between |

this beer and other beers |

[drink"

"Maybe every other time I'm at the store to buy 0

beer”

"1 think Heineken s very similar to other beer
brands in terms of taste. But on the other hand,

Heineken works a lot with values."

1

"Yes, or I think so. At least they never dissapoint 1

interms of taste."

"Quite likely."

tos great.”

1

Interviewee 1: After exposure ~ Interviewee 2: Before exposure CODE
Quote Quote

"Yos, now when I'vescenthisand  "Jag kanske inte ir s vaumirkestrogen attjog 1

compare itto Carlsberg, Iwould ~ valjer bort andra varumirken, det ir mer at jag ir

choose Heincken” ute efter en god ljus 6l dd r det lera olika
varumirken jag kan tinka mig, och Heincken ir en
av dom."

"No, not so much.” sommarsemestern att ha  kylskipet, Kiper nog 1
‘mest pd sommaren,”

"Thave received anew value of  "Det ar framforalltattdet ska vara en ljus lager som 1

Heineken through this campaign and - styr. Men Heincken ar absolut en god 61."
would choose them over another
brand."

"Yes, a bit more, [ have gotmore ~"Inom fjus lager d den godare dn andra, Men priset 1
knowledge about them and they have Kan ju styra, om du har et antal likvrdiga 6lsorter
succeeded. They are actually cool, o attraktiv skulle
and they're doing something smart, I jag vilja Heincken framfr dom andra.”

feel like I wanted to be in the

campaign. They resembled me and

my friends."

"Yes, I'mreally craving Heincken "V
now" interview."

Especially now when we've had this 1

"Yes, based on the factthat they are"Yes, I would recommend them as a very good beer." 1
cool by making this campaign, not so
much abou the product "

Interviewee 2: After exposure Interviewee 3: Before exposure CODE

Quote Quote

"I don't buy alot of beer, but |
yeah, absolutley.If I drink a

framfr nagon annan mirke nista ging.

always end up with a Heineken."

her buy it in the store before |
having friends over, especially
‘male friends, because i’s always
asafe choice with that kind of
beer. [..] But otherwise when

T'm at abar, oraclub."

"Ja, detfinns chans attjag viljer Heineken oftare
cffer att ha sett den, rent undermedvetet, Den
péverkar mig kanske undermedvetet att jag har
sett den hir kampanjen och ser den som posi

"No, I don’t think that the |
differences arc huge. Zero

"Yes, but not when it comes to taste, then t's
more about how they promote themselves, that

they take responsibility compared to other beer  differences if you compare to

producers, which is great." other light lagers, like Carlsberg.
Butif you comparc with IPA
then there’s of course differences
intaste."

"Ja kanske pi marginalen tlldett bittre,
stir dir och ska vilja nista ging, si kan jag inte  re:
r Hoincken efteratt ha sett ~ buy

man  "Nah, I don’t know. Ihaven’t |
thought about that, T just
incken a ot because I like

"Ithas affected me positively, the campaign is
greal, so it might get in the back of my mind
somewhere when buying beer."

"I craved Heincken now, butl |
don'tthink I would've thought
before that now I'm going to buy
aHeincken, it has to be the
inferview."

Heincken?"

Interviewee 3: After exposure Interviewee 6: Before exposure CODE
Quote Quote

"I think that I would purchase
Heincken to a higher extent than
Carlsberg for example. T don't care &
lot, but this campaign helped me
choose between brands [
"Yes I think so, as [ haven't had a
special relationship with any beer

"I have to say less, I've gota thing for Peroni 1

"Not so often. Every now and then when I'm 1
atabar. T don't buy it home to have in my

"Since there’ no difference in
bottle or attributes that I care about

"Itfeels like one of the large beer brands. A |
safe, large brand, where you know you'll get

is definitely the brand that I go for.  a good beer. Nothing strange. Then I know
And 1 got apositve fecling of that they try to take responsibility, that you
Heincken now, so of coure [ k  should drink respons ir marketing,

them over asimilar beer now." and I don't know ifothers do that"

"It has been positively affected. The
campaign made me happy and made
me laugh."

"Definitely over some others, just because 1
they have good commercials. They represent

not enough just to convey that we are such a
‘good company, it also needs to be a good
product."

“Yes, el that I got very thristy for
beer now. [ will not buy a Heineken to
drink by myself, but I feel ingpired by
the campaign and will have an after
work over Zoom or something with a

"Very lkely." 1

"I will recommend Heineken next time "Yes, It feels like a classic, safe choice. You |
someone needs helpto buy abeer,  know what you get. And that they take some
especially as this campaign is responshility."

top-of-mind now."

Interviewee 6: After exposure |
Quote H

ely been affected
choose them
and support their business now.”

ink I would choose Heincken
‘more often. If [ was in a bar now, I
would easily choose Heincken.
Maybe I wouldn't think that it was
because of the campaign, buta
age follows anyway, [

brands, [ fecl thatithasbeen 1
affected in such a way that they |
have an advantage now that they 1
took the opportunity to take |
responsibility and contributeto |

"Yes, I ke them even more now.
folt genuine, and I can relat.
was quile emotional

"For the better. I could've bought 1
Heincken over other brands casily
already this weekend."

"I'would have recommended them 1
before, but now it fecls ike you
have a great reason why, One more
reason other than it's a good beer."
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Latent Loyal Consumers

Loyalty

Stochastic

Shares of purchase

Purchase frequency

Deterministic

Relative attitude

Brand favourability

Purchase intention

dation willi
R willing

CODE

1 = yes/positive

0 = not influenced
-1=negativly influenced
n/a = no answer

FG Participant CODE
2: Before

exposure
Quote

n/a 1
n/a 0

[...] jag ténker pa
Heincken nir
man vill ha en
god flaskél, inte
riktigt si dar
beerpong kinslan
kanske, men jag
ser dom ocksad,
precis som du sa
Clara, som dom
“gréna”. Men jag
tycker dnda att
Heincken dr
bittre 4n typ
Carlsberg.

n/a 0

n/a

FG Participant 2: After exposute
Quote

"I think it would be a mere-exposure
effect. If I see more of Heineken, then
maybe it’s a greater chance that I buy
Heincken, but I don’t think it would be
an active decision."

"I think it would be a mere-exposure
effect. If I see more of Heineken, then
maybe it’s a greater chance that I buy
Heincken, but I don’t think it would be
an active decision."

Ad 2: "Yes, I was smiling a bit when I
was watching. It was even more
relatable in some way."

Ad 3: "I get some negative associations
actually. Why should Heinken make
guidelines in how it’s okay to socialize
[...]. It’s different authorities that should
decide that? They take a risk in some
way. But a commercial does not affect
me in how I look at a brand like
Heincken in that way."

n/a
n/a
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Latent Loyal Consumers CODE

= yesitve
0=motinfluenced
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f CSM, Brand Authenticity and

i0n o

Latent Loyal Consumers - Overall Evaluat

Brand Loyalty

Coding

Interelated questions

(CSM inflence on Brand Authenticity and
Brand Lojalty

Loyalty towards brand's thet re aubendic and

shptCsM

PrtcalImplications

Poteie of elatioship

et 1: After exposure

Quite

1 think it fels vy st and

‘Wit 0 o on this tend. 1t gives me
hope forthe futue, My loyaly s
been strenghtened a ot

It depends,becuse for some bands
it not suitableto play good. I they

‘Youshoudn'tdoitjuto do it then
itwon'tbe good. Then 'mmare
drawm o brands who do nothing and
stand forit, At the sme e, youae
drawmto brands who dotina good
and tasty way"

"ltcan't be awlwand and you should
never gt the fcling tha tey do it
st o et good, iths o el

"Yos, and it wasn't authentic, my
eltionship would've been
destoped"

Tntervenee 2: After exposure Tntervewee 3 Before exposure CODE  Intrvlewee : After exposure

Quote Quote

Heineken now when | have secn the campeign
than befor, It fels authenic bca
credibl andseiouscampaign. It el genuine"

‘Yes, businesses whosends  signal tat hey ke
‘asouial responsiblity or SR, thtthey have t,

tely important when | chogse between
diferent products.

g kan juinget om marknadsforing, men det &r
‘Al at it don b balans, Folk st ju st
dothandlaromtt e ka sl sing podukte Et
balanserat budskap, det e e klnas Kontlat
lerkeystat,det sk ks iligh. DAt jag det
funkar, Upplata deinesom gt bara &t
ettt dka sovart markands oring ke detnog
slA Tl Jog kantinka mig at det dr vt at gl
A b Kenmpaner s8at anclaget bl et eller
balaserst”

“Vafir ine? Det utshtr

Quite

Forthe beter. Thy fe!genuin,they

thei becr o put b billboard -
this was genuine end eflecs the real
[fe we'relvng ight o, and

campaign fels so genuine, my loyalty
s ncreased s tems offtur

red, that's geat, Butif you don' or
do nodhing maybe it affct thehoyalty
in g negative scse. A brandthat
should ake mare responsibilty but
docsn'tdo nything fecls trange,or
someone who uss covidjust o make
oy,

Like Heincken did.Pick up small
stenes i i that consumess can

good Butelso

communicaing more value then
making money, | think thatis
beneficilfor everyone inhe cnd.
Somehing that makes you fel that

orthatwe'ren this ogethe. That |
like

ideas how to sociliz n s of
covid,they wan the bt for e,
Heineken has provided a ecling
through the campign, [ might el that
foelingnext tme i drnk s Heineken
hopefuly. I they achieve tht withthis
campaign, tha | conaet drinking 8
Heinckenand smulaneousy sniize
ny handsorthinking i  covid safe
way, that's grat foreveryone

vlewee 6 After exposure FG Partcpant CODE~~ FG Particpant 2: After exposute

Quote 1:Beore Quite
posure
Quote

*As I mentoned, the commercials - g h

foelvry auhent. |

Heineken ot only lauached tis

campaign toincrease sales, My

oyalty wastheefore affected

uthentc. Like ifyou compare

with HAM, that you can recyele
Clothes i thir toe, bt the whole
i fst fshion, s i’ double
standars"

Difielt, bttt bethathere e
s something genuinebehind t, that

‘Youunderstand that s something

hey really want o infuence ot

change,and that it docsn't

contradicta ot ofober tingsin

{hat company, ke what | said

ghout HAM. [.) Thereshould be

tothink one ste furthe. You can
ot ooy sy tha we are 0 good
bocause we dotis,bu then they
doaotof oterbd things"

*0ch sen b det kanse ke ver i,

komma pd ndgon Kommunikation som
Heineken ot nnan, men detshule

foe that | want o chose

Heincken overother brands to &

higher extent thn before.”
e bygger upp under en lingre it
st dom brukar reager socialt
wsvarsfllt"



11.6 CSM-campaign

CAMPAIGNS

Ode to close

VIEW @ THIS

We want to keep socialising, but in a
responsible way.
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CAMPAIGNS

Back to the Bars

aliseResp

VIEW @ THIS

Now that bars are reopening, we need to
keep them open.
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#SocialiseResponsibly Ik
to keep bars open | Heineker
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11.6.1 CSM-campaign - Video 1

#Heineken #SocialiseResponsibly
Heineken | Ode to Close

~

Heineken
522 000 prenumeranter PRENUMERERA

We're further apart.
Yet, we're closer than ever.

123 591 visningar + 10 apr. 2020 il 1543 &l 71 < DELA =} SPARA
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11.6.2 CSM-campaign - Video 2

> »l o) 049/107

#SocialiseResponsibly #Heineken
Heineken | Connections

169 137 visningar * 5 maj 2020 iy 2692 &l 9a P DELA =i SPARA ...

Heineken
522 000 prenumeranter PRENUMERERA

From reconnecting video calls to roommates in the background, it's not always easy. Cheers to all
the ways you've found to #SocialiseResponsibly.
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11.6.3 CSM-campaign - Video 3

#SocialiseResponsibly #Heineken

Heineken — Back to the Bars
e Olistad

305 410 visningar + 24 juli 2020 i 3638 &l 1227 P DELA =i SPARA

Heineken
522 000 prenumeranter PRENUMERERA
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