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Purpose: Based upon previous theories on customer-based brand equity, this study
ivestigates whether the usage of either print or social media have relatively stronger impact
upon the brand building components; brand awareness, emotional and functional brand image,
willingness to pay a price premium and purchase intention.

Methodology and Empirical Evidence: Perceptions on fictional advertisements were
collected from a total of 493 respondents. Data collection was made with an online survey, with
questions derived from previously used measures of customer-based brand equity. Data was
analyzed through comparisons between social and print media in order to test deduced
hypotheses.

Theoretical perspectives: This study is based on theory of customer-based brand equity,
the brand value chain and dimensions of brand personality.

Findings: No media was concluded as a significantly superior communication channel in
order to elevate the perception of a brand on the tested customer-based brand equity elements.
However, the findings show that both print and social media can have an impact on customers’
perceptions of brand personality traits related to a brand.
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1. Introduction

In this introductory chapter, the reader is introduced to the background of the study along with a discussion of
the problem at hand. Ths initial chapter is concluded by the purpose of the study, its limitations and an outline
of the thesis. The intention ts to provide the reader with a situational overview, our desired research contribution

and the essential knowledge required to understand the following sections of the study.

1.1 Background - the Decline of Traditional Media

Few industries have been spared from being overturned due to the digital revolution over the
discourse of the last decade, but most got off lightly in comparison to the media industry.
Traditional media, such as television and print, which previously was pampered with a steady
stream of advertising revenue, suddenly found themselves challenged by new media of a digital
nature. Among the different types of traditional media, print has found it particularly hard to
cope with the competition brought on by the technological advances (The Economist, 2012).
This can be exemplified by the 428 publications that ceased to print in 2009, in the U.S. and
Canada alone (Connor, 2014). New media, such as Facebook and Google, have shown a steady
growth of popularity amongst marketers. As these new platforms continue to refine their ways
of providing better means of online marketing, revenue from advertising continue to dwindle
for the print media industry (Sweney, 2015). The director of digital content at the Guardian,
Emily Bell (as cited in Brook, 2008) expressed new media's impact on print media advertising

in the United Kingdom with the following words:

“We could face complete market failure in some areas of regional papers |[...] This is systematic collapse not
g sy

Just a cyclical downturn”

With this being said, the future of print media seems, at the very least, gloomy. Research
conducted during the last decade examining new and traditional media do, however, paint
another picture. In fact, these studies have generated findings that endorse traditional media
over new media, in some aspects of building a strong brand. Their findings indicate that
communications through both new and traditional media affect sales and have a significant
impact on the creation of brand value. However, traditional media has a stronger impact on
brand awareness and per-event sales (Stephen & Galak, 2010; Bruhn et al., 2012). Despite these

findings, many organizations have decided to transfer their advertising spend from traditional



media and especially print media, to new media platforms such as Facebook. One of the best
examples of such a transfer of funds, came recently when media mogul Rupert Murdoch
announced the transfer of millions of GBP in advertising spend from the print industry, in which
he once built his media conglomerate, to new media platforms (Mance, 2016). However,
whether this seemingly impending doom of traditional media advertising is based upon blind

faith in new media platforms, or actual market insights, is in many respects unclear.

1.2. The Vicious Circle of Print Media

Rupert Murdoch once described print media advertising as “rivers of gold”. However, as time
passed, so did Mr. Murdoch’s optimistic view of print media, which was concluded by his
simplistic statement of “sometimes rivers dry up” (Plunkett, 2005). These statements are very
descriptive of the changes that the marketing landscape has undergone since the introduction
of the Internet. In 2014, approximately two and a half decades after its introduction, 1,4 trillion
USD were spent on new media marketing globally, which, with an expected growth of 5,1
percent in the next five years, makes it the fastest growing marketing category in the world
(Bagchi et al., 2015). As described earlier, the most traditional of the traditional media, print,
has been severely hurt by this transition and the segment fell by 22 billion USD between the
short period of 2011 and 2014 (Carson, 2015). A decline, which is expected to continue for an
incalculable future (Bagchi et al., 2015).

When examining this transition with an open mind, it is not difficult to understand why
marketers have abandoned traditional media for new media alternatives, as the Internet has,
more or less, made the whole world into a marketing arena of its own (Berthon et al., 2012).
This can be exemplified by the inventions of various forms of social media, such as Facebook
and Twitter, which combined is housing close to 2 billion active users, as per 2016 (Statista,
2016). Thus, providing a possible reach that no newspaper or magazine can compete with. As
if this was not reason enough for companies to transfer their projected advertising expenditure
to new media, these media have the possibility to provide the marketers with additional
beneficial tools, such as data and advertising targeting. Many new media platforms are
equipped with numerous ways to measure the penetration of a certain marketing activity, such
as click-through rates, unique visitors, cost per unique visitor, page views, return visits, interaction rate, and time
spent (Fisher, 2009). Thus providing indications, although of a short-term nature, of whether a

marketer’s money is well spent or not (The Economist, 2006). Lastly, and maybe most



importantly, new media marketing tends to be significantly cheaper in comparison to traditional

media, which naturally is a very important factor for most companies (Hanna et al., 2011).

In all the commotion of the Internet, social networks, click-through rates and the overall change
in the marketing landscape, it seems like the negative impacts that may follow in the wake of a
declining print industry have passed rather unnoticed. The industry is currently finding itself in
a vicious circle, where buyers of advertising are leaving at an increased rate, as the readership
and subscriptions continue to decline. Unsurprisingly, this has led to smaller budgets for the
newsroom executives and operations that previously established newspapers as the fourth estate,
for example investigating journalism, is increasingly being traded for opuses of an
“entertaining” or “lifestyle” nature (The Economist, 2006). This vicious circle of print media is,
of course, bad for the people working within the print industry, but it also has the possibility to
pose as a bigger problem than revealed at a first glance. In fact, some people go as far as saying
that the decline of print is actually putting the political system of democracy at risk. Since, the
downsizing of journalist staff is compromising the overall quality of the reported news (Makar,

2014).

In conclusion, the decline of the print industry is clearly being accelerated by the marketers’
abandonment of this industry, for the seemingly greener pastures provided by new media. This
realization adds an additional dimension to the importance of investigating whether marketers
are on the verge of doing both themselves, as well as society, a misdeed by switching from
traditional to new media. Especially, when the media’s impact is fairly unknown and the social

ecosystem, in which print media holds a prominent role, faces the risk of being eroded.

1.3. Media and Brand Equity

As portrayed above, there is a clear linkage between the decline of traditional media and the
introduction of the Internet, in which the print industry has suffered the hardest blow, whereas
social media has shown an explosive growth. However, only a limited amount of research has
been dedicated to the examination of the impact that such a substitution of communication
channels might impose on a brand (Bezjian-Avery et al., 1998; Stephen & Galak, 2010; Bruhn
et al., 2012; Draganska et al., 2014). This is rather peculiar, as Simon and Sullivan (1993) have
found communication channels to be an important source of brand value creation, hence the

choice of media appears to be an influential building block for one of the most valuable assets

of any firm — the brand (Keller & Lehmann, 2003).
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The concept of brands is broad and intangible. The need for a more tangible concept that
allowed for further investigations, such as how certain elements or decisions affect the value of
a brand, led to the emergence of brand equity theory (Persson, 2010). Brand equity has been
on the receiving end of many researchers’ attention, since the latter part of the 20th century
(Farquhar, 1989; Barwise, 1992). Farquhar (1989) was among the first to define the concept and
his definition as “the added value endowed by the brand to the product” has formed the basis
for future definitions of brand equity, by various prominent researchers in this field (e.g. D.
Aaker, 1991; Keller, 1993; Lassar et al., 1995). Brand equity may be investigated through
different viewpoints, these are, however, most often distinguished into two major perspectives,
based on their primary focus. These perspectives are most commonly known as firm-based
brand equity and customer-based brand equity (Christodoulides & de Chernatony, 2010). The
main focus of the former is the monetary value of a brand, whereas the latter focuses on the
relationships between customers and brands (Lassar et al., 1995; Yoo & Donthu, 2001;
Christodoulides & de Chernatony, 2010). In this paper, the customer-based brand equity
perspective holds most relevance, as this study focuses on customer-brand relationships, rather

than the financial perspective of brand equity creation.

The customer-based brand equity perspective is defined by Keller (1993) as “the differential
effect brand knowledge has on customers’ response to the marketing of that brand”. In other
words, this perspective recognizes that the power of a brand resides in the minds of the
customers. Thus, to understand how certain elements and decisions affect the equity of a brand,
one must first create an understanding of how the customers themselves work. To do so, a

deepened knowledge with regards to the factors that influence the behavior of the customer, is

pivotal (Kotler & Keller, 2012).

In order obtain such a deepened knowledge of brand equity creation, researchers often depict
its different steps by the use of a chain-like structure (Wood, 2000; Keller & Lehmann, 2003;
Kapferer, 2012). In these chains, the steps are mapped out horizontally and not seldom
sequentially. The horizontal format addresses the fact that brand management is strategic and
connected to longevity, and that brands should be managed as long-term assets (Dean, 1966;
Wood, 2000). Moreover, these chain models embrace both of the two major perspectives
described earlier. They encapsulate both the financial perspective as well as the brand-customer

relationship perspective, and are therefore providing a good overall picture of brand equity
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creation from the beginning to the end (Keller & Lehmann, 2003). It should, however, be noted
that the design and inclusion of micro-elements may vary between different researchers, but
their models usually share a number of common denominators (Wood, 2000; Keller &
Lehmann, 2003; Kapferer, 2012). In this paper, we have chosen to make use of the
acknowledged Brand Value Chain developed by Keller and Lehmann (2003), which is depicted
in figure 1. The Brand Value Chain is, in our opinion, built upon many of the most important
common denominators and reflects the brand equity creation process, in a fair and
apprehensible way. Thus, making it a good tool for both graphical representation of the brand
equity creation process, as well as a sound basis for our conceptual framework which will be

introduced in chapter 2.

h:?;;f;:g Customer Brand Shareholder
Investment Mindset Performance Value

Figure 1. The Brand Value Chain developed by Keller & Lehmann (2003).

This model divides brand equity creation into four pillars and emphasizes its sequential nature,
where the first two pillars are more inclined towards the perspective of customer-based brand
equity, and the latter are more of a firm-based brand equity nature. The first pillar, marketing
program ivestment, refers to any action, intentionally or unintentionally, undertaken by a firm that
potentially can impact brand value development (Keller & Lehmann, 2003). This pillar 1s
present in similar brand equity models developed by other researchers, such as Wood (2000),
who argues that the first step of brand equity creation is generated through a firm’s use of the
marketing mix. Customer mindset embraces everything that exists in the customers’ minds, with
regards to a brand, such as thoughts, feelings, perceptions and attitudes. Keller and Lehmann
(2003) have chosen to distinguish this pillar, whereas some researchers have chosen to merge it
with the first stage (e.g. Wood, 2000; Kapferer, 2012). The following stage consists of brand
performance, which refers to how the customers react and respond in the marketplace and concern
elements such as price elasticity and profitability. Other researchers have attributed similar
parameters to this part of of the brand equity creation process, under the name of “Brand
Strength” (Wood, 2000; Kapferer, 2012). The final pillar consists of shareholder value and at this

stage, the financial marketplace formulates opinions and performs assessments, based upon
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available information on a brand. These opinions and assessments are, as per the model,
influenced by the three other pillars, which ultimately affects important financial indicators,
such as stock price (Keller & Lehmann, 2003). Researchers seem to agree that the latter parts

of brand equity creation are of a financial nature and it is presented in a similar fashion in other

conceptual models as well (Wood, 2000; Kapferer, 2012).

To present the creation of brand equity as a four-step chain is undoubtedly a simplification of
the reality and there are of course additional factors included in such a process, that the Brand
Value Chain does not account for. Despite these simplifications, the Brand Value Chain works
as a useful frame of reference, when a deepened understanding of how brands create value is
sought after (Keller & Lehmann, 2003). Such a statement is further strengthened by the amount
of researchers that have utilized the brand value chain model in the past (e.g. Ambler et al.,
2002, Keller & Lehmann, 2006; Bruhn et al., 2012; Anselmsson & Bondesson, 2015). Bearing
the findings of Simon and Sullivan (1993) in mind, together with the lack of previous studies
attempting to compare the impact that traditional and new media have upon the creation of
brand equity, we find this to be a highly relevant topic of study. With this being said, the
extensive frameworks developed within the field of brand equity, is not only providing us with
a good starting point for such an investigation, but also a means of studying this concept from
a customer-based perspective. In conclusion, utilizing the Brand Value Chain allows us to
ivestigate how different marketing program investments, in this case advertising through

traditional or new media, impact the relationships between a brand and its customers.

1.4 Problematization

Considering the previously mentioned changes of the marketing landscape and the transfer in
advertising spend, we find it relevant to increase the knowledge of how traditional and new
media, in themselves as communication channels, impact customer-based brand equity. This
becomes increasingly important, when taking into consideration that previous research has
found communication channels to be an important source of brand value creation (Simon &
Sullivan, 1993). The choice of media channel may therefore have a “ripple effect” upon the
brand equity creation process through the pillars of customer mindset, brand performance and

ultimately the shareholder value of a brand (Keller & Lehmann, 2003).

To the best of our knowledge, only one previous study has investigated the impact imposed by

traditional and new media upon a brand, from a customer-based brand equity perspective
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(Bruhn et al., 2012). That study included many of the most important components of brand
equity, however, one essential measure is absent; customers’ willingness to pay a price premium.
We consider this to be problematic, as this component has been found to be a core part in the
creation of customer-based brand equity (Keller, 1993; D. Aaker, 1996b; Farquhar, 1989;
Netemeyer et al., 2004). Hence, we are under the impression that it is about time to apply this
parameter to new and traditional media, in the light of customer-based brand equity. In
addition to this, we are of the opinion that previous research has not delved deeply enough into
another component included in the creation of customer-based brand equity, namely the
emotional brand image. We intend to do so, by including the concept of brand personality, a
parameter that has been attributed as an important part of emotional brand image creation and
therefore could pose as a central element in customer-based brand equity creation (Aaker
1996b; Yoo & Donthu, 2001; Keller 2001; Netemeyer et al., 2004). Finally, no previous research
has attempted to isolate the impact imposed by communication through traditional and new
media upon a brand, which we find important, in order to fully grasp how the choice of media
can affect the brand in question. Thus, we intend to do so by utilizing fictional brands, opposed

to existing brands, in this paper.

Bearing all of this in mind, there are some voids in the current field of research upon new and
traditional media in the light of brand equity creation. This paper, is thus an attempt to
complement the previous research conducted within this field, as well as to provide new insights
to the areas that still remain fairly unexplored. Finally, we are also of the opinion that this study
holds practical relevance, as its findings could give indications to whether traditional media,
such as print, holds advertising benefits that justifies its preservation from a brand equity

perspective, or if new media simply is a superior alternative.

1.5 Purpose

Based upon previous theories on customer-based brand equity, we intend to investigate whether
the usage of either print or social media have relatively stronger impact upon the brand building
components; brand awareness, emotional and functional brand image, willingness to pay a price

premium and purchase intention.
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1.6 Focus and Delimitations

The concept of brand equity was introduced in section 1.3 along with the Brand Value Chain
model. As previously mentioned, this model embraces both the more relationship inclined
customer-based brand equity perspective, as well as the more financial perspective of firm-based
brand equity. In this paper, we are primarily interested in new and traditional media's relative
impact upon the relationships between customers and brands. We therefore delimit ourselves
to investigations of the pillars of brand equity, which are relevant to our purpose. Therefore, we
focus on the two first pillars of the Brand Value Chain, marketing program investment and
customer mindset, as customer-based brand equity is generated through these stages of the
brand equity creation process (Keller & Lehmann, 2003). The concept of customer-based brand
equity and our investigation of this concept with regards to traditional and new media will be
further discussed in chapter 2. Finally, it should be stressed that this study examines media from
a brand equity perspective, and that the inferences generated through this paper are relevant

merely to this particular subject area.

The concepts of traditional and new media are broad and their definitions may vary. In this
paper we will make use of the definitions provided by Oxford Dictionaries, which defines
traditional media, which is also known as old media, as “established or traditional means of
mass communication considered collectively, especially contrasted with newer means;
specifically media which are not interactive or do not involve the Internet” (Oxford
Dictionaries, 2016a). The same dictionary defines new media as “means of mass
communication using digital technologies such as the Internet” (Oxford Dictionaries, 2016b).
Evidently, both of these definitions cover several different types of media and to examine the
impact of new and traditional media in their entirety would not be feasible in a credible way.
Therefore, this study will focus on two categories of media that naturally represent the new and

traditional media concepts, namely print media and social media.

Print media is in this paper defined as “means of mass communication in the form of printed
publications, such as newspapers and magazines” (Oxford Dictionaries, 2016c¢). This is an
industry that, as described earlier, has been severely hurt by the introduction of the Internet
and thus makes it a highly relevant subject of study (Sweney, 2015). As printed media has
experienced decline due to the digital evolution, categories of new media have experienced a
reverse scenario, in which social media has been particularly successful (Carson, 2015; Kemp,

2016). Social media 1s defined as “Websites and applications that enable users to create and
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share content or to participate in social networking” (Oxford Dictionaries, 2016d), and is often
considered as the archetype of new media (Kaplan & Haenlein, 2010). The fact that 2,3 billion
out of the 3,4 billion individuals with an Internet presence in the world, are currently active on

social media further establishes it as the most relevant representative of new media (Kemp,

2016).

In this study, new and traditional media will be used as overall concepts and applied for
instances in which no further specification of the media itself is needed. Print media and social
media, on the other hand, are used when an emphasis of the used media is deemed necessary.
The concepts of print media and social media will be used to a greater extent in the latter part
of this study, due to our delimitation of investigating these particular categories. A classification

of the different concepts is depicted in table 1.

Media Concept Classification

Media Category Sub-category

Traditional Media | Print Media | E.g. Newspapers, Magazines

New Media Social Media | E.g Social Networks, Microblogs

Table 1. Classification of media concepts used in this study.

1.7 Outline and Disposition

In the introductory part of this study, we introduced the reader to the importance of further
ivestigation of print and social media, from a customer-based brand equity perspective and
how we aim to contribute to this field, which is concretized through our research purpose. From
here on, our theoretical framework and relevant previous research conducted on new and
traditional media will be presented, along with our conceptual framework and formulation of
hypotheses. Next, our research methodology and a detailed description of the practical
execution of the study is accounted for. Finally, our empirical findings will be presented and
subjected to analysis, from which conclusions will be drawn and discussed. The thesis is

concluded by managerial implications as well as limitations and suggestions for future studies.
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2. Theoretical Framework

In thus section, the collection of theory and previous research that is underpinning our study and hypotheses are
presented and discussed. The reader will be introduced to the different perspectives of customer-based brand
equity, our conceptual framework as well as relevant studies between new and traditional media. Lastly, a

summarization of the derwed hypotheses is presented.

2.1 The Concept of Customer-Based Brand Equity

The process of building a strong brand has, not surprisingly, captured the interest of both the
business and academic world, as it has been proven to result in highly favorable benefits for the
possessing company (Keller, 2001). Although, initially mostly studied from a financial
perspective as a means to enable more precise estimates of the value of a brand for accounting
purposes, strategic studies of brand equity have become increasingly prominent during the last
decades (Keller, 1993). The motivation for studying brand equity from such a perspective has
its foundation in findings showing that strong brands, inter alia, experience less vulnerability to
competitive marketing activities, greater customer loyalty and larger margins (Keller, 2001).
Bearing such competitive advantages in mind, many researchers have dedicated themselves to
the development of both conceptual as well as operational blueprints and measurements for
strategic brand equity creation (Anselmsson et al., 2014). Among a majority of these researchers,
there is a common notion that the value of a brand is in the minds of the customers (e.g. Lassar,
1995; D. Aaker, 1991; 1996a; Keller, 2001). This perspective of brand equity is therefore
psychologically rooted and referred to as customer-based brand equity (henceforth referred to
as CBBE). Pioneers on the frontier of brand equity, from a CBBE-perspective, are D. Aaker
(1991; 1996a) and Keller (2001), which have come to represent two conceptual schools of

thought in terms of definition and measurement of the concept itself (Gill & Dawra, 2010).

D. Aaker (1991; 1996a) defines brand equity as “a set of brand assets (liabilities) linked to a
brand, its name and symbol, that add to (subtract from) the value provided by a product or a
service to a firm and/or that firm's customers”. These assets and liabilities may vary from
context to context, but D. Aaker (1991; 1996a) argues that they can be successfully grouped into

the following four major categories:

17



*  Brand awareness — The ability for a buyer to recognize or recall that a brand is a member of a
certain product category.

*  Perceived quality — The quality of the products being sold by a firm in the minds of the customer,
which has been_found to have a large impact upon a customer’s overall perception of a brand.

*  Brand loyalty — A measure of the amount of customers that are commutted to a brand. Works as an
entry barrer toward competitors and has been proven to be valuable as a predictor of future sales, hence
proving as a good indicator of the overall financial value of a brand.

* Brand associations — Intangible associations that customers attach to a brand, which is largely
driven by the brand identity. Hence, the brand identity and the brand associations are important tools of
exhibiting what a brand wants to stand for, in the minds of the customers.

Taking these four categories into consideration, it 1s, according to D. Aaker (1996a), of utmost
importance for companies to create and enhance these categories of assets in order to manage
a firm's brand equity and to allow for the creation of a strong brand. Which, ultimately is

beneficial for both the firm and its customers.

In the other school of thought, and as previously mentioned, Keller (1993) defines CBBE as
“the differential effect of the brand knowledge on customer response to the marketing of the
brand”. Hence, brand equity is not seen as a compilation of assets, but rather as made up by
the additional preferences that a customer has for a branded product, in comparison to a non-
branded equivalent (Gill & Dawra, 2010). With this being said, marketers are faced with the
challenge of ensuring that their customers are being exposed to the right kind of feelings,
thoughts, images, beliefs and perceptions, and by extension link these to the brand (Keller,
2001). Keller (2001) has, much like D. Aaker (1991; 1996a), found certain aspects that are
beneficial, in terms of creating brand equity, and in this case a classification is made into the

following six, so called, “brand-building blocks”:

* Brand salience — How casily and how often the brand comes to mind during various purchase or
consumption situations.

* Brand performance — How well the service or product meets the functional needs of the customer.

*  Brand imagery — Describes the extrinsic properties of the service or product, including ways in
which the brand attempts to meet the social or psychological needs of the customer.
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*  Brand judgments — Focuses upon the personal opinions and evaluations of the customer.
* Brand feelings — Customers reactions and emotional responses with regards to the brand.

*  Brand resonance — Describes the relationship customers have with the brand and to which extent
they are feeling synchronized with the brand.

The blocks presented above are, however, unlike D. Aaker’s (1991; 1996a) four categories, of a
sequential nature, meaning that a firm has to excel in all six brand-building blocks, in order to

create significant brand equity (Keller, 2001).

2.1.1 The Brand Value Chain

At a first glance, the field of CBBE may seem complex due to the varying definitions and
measurements that have been brought forward, by different researchers over time (e.g. Keller,
1993; 2001; D. Aaker, 1991; 1996a). Thus, to increase the understanding of how CBBE is
created, Keller and Lehmann (2003) developed a model called the Brand Value Chain, which was
briefly discussed in section 1.3. This model has been proven to successtully reflect the common
denominators of the different views of CBBE, such as the two schools of thought, depicted above
(Keller & Lehmann, 2003, Anselmsson, 2013). The model follows Keller’s (2001) sequential
view upon CBBE creation and is built on the four pillars of; marketing program investment,
customer mindset, brand performance and shareholder value. In short, the model visualizes
that the marketing program investments undertaken by a firm affects the mental associations
and attitudes of the customer through the customer mindset, which finally influences the
performance of a brand in the market. The performance of a brand is thus a main indicator,
when the brand is evaluated by the financial marketplace. How well a firm is managing its
CBBE is therefore directly influential upon important financial indicators, such as stock price
(Keller & Lehmann, 2003). In conclusion, the Brand Value Chain, which is once more depicted
in figure 2, poses as a good framework when an understanding of how marketing program

investments are affecting different levels of CBBE is sought after.

I\::::gg Customer Brand Shareholder
Investment Mindset Performance Value

Figure 2. The Brand Value Chain
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As we are interested in examining how the nature of print and social media is affecting the
CBBE of brands, we are under impression that the Brand Value Chain poses as a good
instrument in order to develop our own conceptual framework. This choice has its basis in the
fact that the Brand Value Chain highlights one of the main areas of interest for this study,
namely how the customer’s mindset is affected through the usage of either print or social media
(Keller & Lehmann, 2003). In addition, the Brand Value Chain (and similar versions thereof)
has been proven as a good operational model for the measurement of CBBE, by various
researchers in the past (e.g. Ambler et al., 2002, Keller & Lehmann, 2006; Bruhn et al., 2012;
Anselmsson & Bondesson, 2015).

2.2 Our Conceptual Framework

As previously mentioned, we build upon the conceptual framework, the Brand Value Chain,
developed by Keller and Lehmann (2003). We have evaluated the framework itself, along with
several modified conceptual models (e.g. Yoo et al., 2000; Netemeyer et al., 2004; Gill & Dawra,
2010), in order to create our own framework measuring the impact that social and print media
have on CBBE. Based upon these evaluations, we have extracted a number of components, that
we believe enable us to make a credible investigation of social and print media, in the light of

CBBE. Our conceptual framework is presented in figure 3.

Customer Based Brand Equity (CBBE)

Marketing Customer Mindset Brand Shareholder
Program Performance Value
Investment H2

Functional Brand Image
Perceived Quality

New Media Perceived Value for the
Social Media Cost

H1

Brand WlIllngnes's Purchase
to pay a Price > . )
Awareness . intentions
Premium
H5 H6
Traditional Media Emotional B‘rand Image _[
Brand Uniqueness

Gilgiiedd Brand Personality

H3, H4

Figure 3. Our conceptual framework of CBBE.
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2.2.1 Marketing Program Investment

As previously mentioned, any investment that has the potential to affect the development of
brand value falls into the pillar of marketing program investment. This covers both intentional
and unintentional activities (Keller & Lehmann, 2003). In this study, the marketing program
mvestment is constituted by print and social media advertising. Several studies have examined
new and traditional media and its differential impact on various CBBE metrics in the past
(Bezjian-Avery et al., 1998; Stephen & Galak, 2010; Bruhn et al., 2012; Draganska et al., 2014).
However, as previously mentioned, only one such study has its basis in conceptual frameworks

of CBBE, which was conducted by Bruhn ez al. (2012).

In the study by Bruhn et al. (2012), the authors investigated the relative impact of brand
communication through new media, in comparison to traditional media, upon the creation of
CBBE. The study was conducted through an examination of the 20 best selling brands in the
industries of telecommunications, pharmaceuticals and tourism in German-speaking countries.
In similarity to this paper, the study was performed by the use of a modified version of the the
Brand Value Chain (Keller & Lehmann, 2003), where their first dimension is “the sender of
brand-based communication content”. This dimension was adjusted in order to attend to peer-
to-peer interactivity and user-generated content in social media, as the original Brand Value
Chain takes off in company-generated market communications (Bruhn et. al., 2003; Keller &
Lehmann, 2003). Thus, there is a difference between the conceptual framework used in this
paper, in comparison to the one developed by Bruhn ez al. (2012), as they incorporate user-
generated content, whereas we are only interested in company-generated communication. The
second dimension, in similarity to ours, measured customer mindset through brand awareness
and brand image, where the latter was divided into a hedonistic and a functional component.
These measures of brand image, are similar to our separation into functional and emotional
brand image. However, the investigations were made through different metrics. We have, as
per our model, chosen to evaluate these two components through perceived quality, perceived value
Jor the cost, uniqueness and brand personality. Bruhn et al. (2012), on the other hand, measured
functional brand image through explicit survey-questions on reliability, credibility and trust.
Hedonic brand image was evaluated through questions regarding attractiveness, desire, as well as
strength of character and personality (Bruhn et. al., 2003). These are fairly general questions which
generated some findings, that we strive to build upon and investigate further. For example, we
delve deeper into the measure of brand personality by examining if new and traditional media

are associated with category brand personalities. The final dimension included in Bruhn e al’s

21



(2012) model is customer behavior, which is reflected by purchase intention. This is a commonly
used CBBE-metric, that we have chosen to include in our model as well, as a behavioral
indicator. However, and as previously mentioned, Bruhn et al. (2012) do not include the
measurement of willingness to pay a price premium, which we find questionable, due to many
researchers’ proclamation of this measure's importance in CBBE creation (Farquhar, 1989;
Keller, 1993; D. Aaker, 1996b; Netemeyer et al., 2004). In conclusion, the study by Bruhn et al.
(2012) proves that an investigation between different traditional and new media marketing
program investments and its impact upon CBBE is both relevant and feasible. Bearing this in
mind, we have built upon the results generated by their study, along with other researchers

investigating CBBE metrics in the same setting.

2.2.2 Customer Mindset

The dimension of customer mindset consists of everything that exists in the customer’s mind
related to a certain brand, such as feelings, experiences and perceptions (Keller & Lehmann,
2003). In this paper, and as per our conceptual framework, the dimension of customer mindset
consists of the five components; brand awareness, functional brand image, emotional brand
image, willingness to pay a price premium and purchase intentions. These five components will

be discussed in detail below.

Brand Awareness

In our framework, the measurement of customer mindset begins with the perceptual component
brand awareness which, according to both D. Aaker (1996b) and Keller (2003), is identified as
a foundation of CBBE-creation. D. Aaker (1991) defines brand awareness as “the ability for a
buyer to recognize or recall that a brand is a member of a certain product category" and this is
an acknowledged measurement of CBBE, which have been utilized by many researchers in the
past (e.g. Gobb-Walgren et al., 1995; Yoo et al., 2000; Yoo & Donthu, 2001; Netemeyer et al.,
2004; Pappu et al., 2005). In terms of new and traditional media, this component was measured
by Bruhn et al. (2012). Their findings suggest that traditional media has a stronger impact upon
brand awareness, in comparison to new media (Bruhn et al., 2012). This can be corroborated
by another study comparing television with Internet advertisements that generated similar
findings (Draganska et al., 2014). However, in both of these studies, the authors utilized existing
brands, potentially known to the participating respondents. Thus, one can not conclude that
the difference in results, with regards to brand awareness, i1s caused by the media itself. Yet,

measuring a customer’s actual brand awareness of a fictional brand is seemingly pointless.
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However, we are of the opinion that the nature of a media may create an impression of
recognition of a brand, even though an individual has never encountered it before. Therefore,
based upon the previous findings of Bruhn e al. (2012) and Draganska et al. (2014), we assume
that traditional media might transmit a perception of elevated levels of awareness. Thus, in this
paper, we are measuring whether the respondents are exhibiting an elevated level of perceiwed
brand awareness, when exposed to advertisements through print or social media and formulate

the following hypothesis:

H1: Print media has a significantly stronger impact upon customers’ percewed brand awareness, in comparison

to social media.

Functional brand image

As per the model, brand awareness affects the overall components of functional and emotional
brand image, where the former is measured by the customer’s perceived quality of a brand and
the perceived value for the cost. These measurements have been included in this model, as they
are considered to be core components of CBBE, and have been found to be the main influencers
of customer’s willingness to pay a price premium (Farquhar, 1989; Keller, 1993; D. Aaker,
1996b; Netemeyer et al., 2004). Perceived quality can be defined as a customer’s overall
perception of a brand’s excellence, esteem and/or superiority, in relation to other brands. It
should, however, not be mistaken for objective or actual quality, such as an attribute of a
product, but is rather an assessment of the brand’s quality in the mind of the customer
(Zeithaml, 1988). Meanwhile, perceived value for the cost, is closely linked to perceived quality,
and 1s defined by Netemeyer et al. (2004) as “the customer’s overall assessment of the utility of
the brand, based on perceptions of what is received (e.g. quality and satisfaction) and what 1s
given (e.g. price and nonmonetary costs) relative to other brands”. We classify these two
components as representatives of the measurement of the functional brand image, as they are
of a more rational and tangible nature and are being evaluated through factors such as price
and performance (Netemeyer et al., 2004). The only prior study investigating the impact
generated by this component of CBBE from a traditional and new media perspective, was
conducted by Bruhn et al. (2012). Their findings suggest that both traditional and new media
wields a significant positive influence on the functional brand image (Bruhn et al., 2012). We
are however interested in the investigation of whether a certain medium wields a significantly

higher impact upon CBBE than the other. As no other prior study has covered this

23



measurement of brand image in a print and social media setting, we take a cautious approach

and based on the previous findings we formulate the following hypothesis:

H?2: FEither print or social media has a significantly stronger impact upon customers’ percewed functional brand

tmage, in comparison to the other.

Emotional Brand Image

The emotional brand image is also affected by brand awareness, and is measured through brand
uniqueness and brand personality in this particular study. Brand uniqueness, much like perceived
quality and perceived value for the cost, is also found to be a main influencer of a customer’s
willingness to pay a price premium (Farquhar, 1989; Keller, 1993; D. Aaker, 1996b; Netemeyer
etal., 2004). This measure is defined as “the degree to which customers feel the brand is different
from competing brands — how distinct it is relative to competitors”, and is of a symbolic and
emotional nature (Netemeyer et al., 2004). Based upon this, we have chosen to include brand

uniqueness as one of the representatives in the measurement of emotional brand image.

The second representative is the component of brand personality. This may seem as a rather
unorthodox choice, since few studies have included brand personality as an indicator of CBBE
in the past (Yoo & Donthu, 2001; Netemeyer et al., 2004). Nevertheless, D. Aaker (1996b)
indicates that brand personality is an important emotional element of brand image, which 1s
further strengthened by Keller’s (2001) attribution of brand personality as a sub-dimension of
his brand imagery building-block in his conceptual CBBE framework. Additional researchers,
such as Netemeyer e al. (2004) and Yoo and Donthu (2001), have also indicated that brand
personality may be a core part of CBBE creation and that future studies should investigate this
area from a CBBE point of view. Based upon this, we have chosen to include brand personality
in our conceptual framework. The concept of brand personality is closely linked to a study
conducted by J. Aaker (1997) and 1s defined as “the set of human characteristics associated with
a brand”. The study comprises a framework of five distinct brand personality dimensions,
namely Sincerity, Excitement, Competence, Sophistication and Ruggedness, that customers can find
brands to possess. To the best of our knowledge, no research has confirmed a link between
customers’ willingness to pay a price premium and brand personality, yet some researchers
argue that such a relationship may exist (Persson, 2010). We share this view and believe that
brand personality may be a driver of customers’ willingness to pay a price premium, since this

component shares the basis of differentiation with brand uniqueness (Aaker, 1996b; Netemeyer
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et al., 2004). However, conducting studies upon categories of traditional and new media from
a brand personality perspective have been difficult in the past, as the concept only has been
investigated on individual brands. Findings of researchers such as Batra ¢t al. (2006) and Machle
et al. (2011) do, however, add a whole new dimension to the investigation of brand personality,
since they found that brand personalities are not isolated to individual brands, but applicable to
whole product categories as well. Thus, allowing us to investigate the new and traditional media
categories of print and social media and its impact upon CBBE from a brand personality
perspective. In conclusion, we classify brand uniqueness and brand personality as
representatives of the emotional brand image component, as they are of a symbolic and

intangible nature (Netemeyer et al., 2004).

As in the case of functional brand image, emotional brand image is a fairly unexplored area in
terms of new and traditional media, which, to our knowledge, only has been investigated by
Bruhn et al. (2012). Their findings suggest that neither new, nor traditional media advertising
have an impact upon the emotional brand image (Bruhn et al., 2012). We are, however, under
the impression that the nature of a medium has an impact on the emotional brand image
component. This is based on findings implying that magazines, a sub-category of print media,
1s perceived as sharing a common category personality of Competence (Batra et al., 2006).
Therefore, we are not entirely willing to accept such a suggestion, without further investigation

on the matter. Consequently, we formulate the following hypothesis:

H3: Euther social or print media has a significantly stronger impact upon customers’ percewed brand uniqueness,

i comparison to the other.

Identifying personalities might be an important part of CBBE due to its previously mentioned
differential characteristics, and its possible linkage to price premium (Persson, 2010; Aaker,
1996b). In addition to this, previous researchers argue that a brand’s personality, that is
consistent with an individual's own personality, tend to increase his or her preference for said
brand (Kotler & Keller, 2012) Thus, if print and social media communication possess
categorical personalities, an understanding of which personalities these convey could enable
more successful marketing program investments. The findings by Batra et al. (2012) on the print
media category of magazines imply that new and traditional media in general, as well as print
and social media in particular, can be subjected to further investigation. Therefore, we will delve

deeper into J. Aaker’s (1997) brand personality framework, with regards to print and social
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media. As magazines have been connected to the personality dimension of Competence, it is
reasonable to assume that the whole category of print media could be perceived as to possess
the same, or a similar, personality. Such a notion becomes further evident as Batra et al. (2012)
found the categorical personalities that emerged through their study to be of an intuitive nature,
e.g. the category of jeans being linked to the personality dimension Ruggedness. With this being
said, and as no prior research has been conducted upon the category personality of print and
social media, we have used our own intuitive perception and logical reasoning when formulating

the following hypotheses (H4a-H4e) and motivations for the same.

Social media is constructed around the idea of facilitating information exchange between users,
and a clear majority of the content available on these sites are user-generated (Kaplan &
Haenlein, 2010), which may lead to increased levels of perceived sincerity in this media. Such
a notion has been strengthened by other studies, showing that customers perceive social media
as a more trustworthy source of information, in comparison to traditional media (Foux, 2006).
We are under the impression that this perceived trustworthiness may be transmitted upon the

brands being marketed through social media and thus formulate the following hypothesis:

H4a: Brands communicated through social media show a significantly elevated level of Sincerity, in comparison

to print media.

With the interactivity of social media comes the possibility to increase the customer’s sense of
ownership and engagement (Mangold & Faulds, 2009). This interactive element of social media,
that is not present in print, presumably increases the perceived level of excitement for brands
advertised through this media. In addition, social media is a rather new phenomenon, whereas
the modern newspaper has been around since the 19th century (Weibull, 1983, cited in
Nationalencyklopedin, 2016), which most likely enhances the customer's view upon social
media advertisements as newer and more exciting. Consequently, we formulate the following

hypotheses, with regards to the Excitement dimension:

H4b: Brands communicated through social media show a significantly elevated level of Excitement, in comparison

to print media.

As mentioned in the introductory chapter of this paper, print media has traditionally been

viewed upon as an important part of the social ecosystem and is often described as a fourth
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estate (The Economist, 2006). It is therefore reasonable to assume that these characteristics will
be reflected in customers’ perceptions of print media, as more competent than social media.
Moreover, previous research suggests that magazines, which are categorized as print media
together with newspapers (Oxford Dictionaries, 2016c¢), possess an overall personality of
Competence (Bruhn et al., 2012). We are therefore under the impression that a brand advertised
through print media is perceived as having significantly higher levels of this dimension and

formulate the following hypothesis:

H4c: Brands communicated through print media show a significantly elevated level of Competence, in comparison

to social media.

We are under the impression that neither social nor print media can be intuitively attributed to
the brand personality dimension of Sophistication. As a consequence of this, we have taken a

cautious approach when formulating the following hypothesis, with regards to this dimension:

H4d: Brands communicated through neither social nor print media show significantly elevated levels of

Sophistication, in comparison to the other.

In terms of Ruggedness, we find it difficult to find any logical reasoning for why one of the two
media should be significantly more linked to this particular dimension than the other.

Therefore, much like in the case of Sophistication, we formulate the following hypothesis:

H4e: Brands communicated through neither social nor print media show significantly elevated levels of

Ruggedness, in comparison to the other.

Willingness to Pay a Price Premium

A customer’s willingness to pay a price premium can be explained as the amount a customer 1s
willing to pay for a certain brand in relation to other brands, that offer similar benefits (Aaker,
1996b). This component has been frequently used as a measurement of CBBE and is often
proclaimed to be the most useful indicator of brand equity (Aaker, 1996b, Netemeyer et al.,
2004; Anselmsson et al., 2014). As per the model, willingness to pay a price premium is linked
to purchase intentions, since this component directly affects brand purchase behavior
(Netemeyer et al., 2004). To the best of our knowledge, no previous study has investigated this

component in relation to new and traditional media despite its, as previously mentioned, proven
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usefulness. Due to the lack of previous investigations, we have chosen to base our hypothesis for
this CBBE component upon logical reasoning. This reasoning has led us to believe that
customers might exhibit a higher willingness to pay a price premium for brands advertised
through print media, as consumption of print media tends to involve exchange of money,

whereas social media is normally free of charge. Hence, we formulate the following hypothesis:

H5: Print media have a significantly stronger impact upon customers’ willingness to pay a price premuum, in

comparison to social media.

Purchase Intentions

The final component included in the model, purchase intention, has been included as it has
been proven to be a good behavioral measure of what a customer is planning, or is likely, to
buy (Anselmsson & Bondesson, 2015). Bruhn et al. (2012) found that both new and traditional
media had a positive effect upon purchase intentions, where the former had the strongest
impact. Another study comparing traditional and new media advertising does however generate
an opposite result, where traditional media proved to be more persuasive in terms of purchase
intentions, compared to new media (Bezjian-Avery et al., 1998). Thus, with these studies
combined, both of the two media had a positive impact upon purchase intentions. However,
there 1s no consensus with regards to which media that is generating the strongest impact. The
contradictory findings could indicate that no significant differences exist, when comparing the
relative impact between the two media, upon the component of purchase intentions. We are,
however under the impression that the difference in time between the execution of these two
studies has played a large role upon their findings, since customers were presumably more
comfortable and accustomed with new media advertisements in 2012, compared to 1998. Thus,

we chose to formulate the following hypothesis, based on the results of Bruhn e al. (2012):

HG6: Social media has a significantly stronger impact upon customers’ purchase intentions, in comparison to print

media.

2.2.3 Brand Performance and Shareholder Value

The dimensions of brand performance and shareholder value have been included in the model,
in order to demonstrate the entire brand equity creation process. Brand Performance is affected
by the customer mindset and refers to how customers respond and react on the market, with

respect to the brand (Keller & Lehmann, 2003). Shareholder value is thus directly influenced
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by the dimension of brand performance and indirectly influenced by customer mindset. As

previously mentioned, we will not examine the dimensions of brand performance and

shareholder value, as we have limited ourselves to the investigation of how print and social

media affect CBBE, which is covered by the dimension of customer mindset (Aaker 1996a;

Keller, 2001).

2.2.4 Summary of Hypotheses

Summary of Hypotheses
H1 Brand Awareness Print mgdla has a significantly §tronger |mpact upon. customers
perceived brand awareness, in comparison to social media.
Either print or social media has a significantly stronger impact upon
H2 Functional Brand Image| customers’ perceived functional brand image, in comparison to the
other.
H3 Emotional Brand Image | Either social or print media has a significantly stronger impact upon
- Brand Uniqueness customers’ perceived brand uniqueness, in comparison to the other.
H4a Emotional Brand Image Brands communicated through social media show a significantly
- Brand Personality elevated level of Sincerity, in comparison to print media.
H4b Emotional Brand Image Brands communicated through social media show a significantly
- Brand Personality elevated level of Excitement, in comparison to print media.
H4c Emotional Brand Image Brands communicated through print media show a significantly
- Brand Personality elevated level of Competence, in comparison to social media.
. Brands communicated through neither social nor print media show
Emotional Brand Image L e A
H4d . significantly elevated levels of Sophistication, in comparison to the
- Brand Personality
other.
H4e Emotional Brand Image | Brands communicated through neither social nor print media show
- Brand Personality  |significantly elevated levels of Ruggedness, in comparison to the other.
H5 Willingness to Pay a Print media have a significantly stronger impact upon customers’
Price Premium willingness to pay a price premium, in comparison to social media.
ial ia h ignifi { i ’
H6 Purchase Intentions Social media asg sngr'u |caqty stronggr |mpact.upon CL'Jstomers
purchase intentions, in comparison to print media

Table 2. Summary of hypotheses
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3. Methodology

In this section, a description of the research methodology s presented. ‘The reader will be provided with a
general exposition on different areas of research, but also an argumentation_for the choices made when

Jformulating the methodology of this study.

3.1 Research Strategy

As the purpose of this study is to investigate whether the usage of either print and social media
have a relatively stronger impact upon different components of CBBE, a suitable research
strategy 1s required. That is, a strategy well adapted to the nature of the research problem at
hand. Research strategy refers to the general orientation in which research is conducted and it
1s commonly divided into two distinctive clusters — qualitative research and quantitative research
(Bryman & Bell, 2011a). Qualitative research tends to be of an wnductive nature, where the
theoretical reasoning is created from observations and data analysis. In other words, theory 1s
the target outcome of research (Bryman & Bell, 2011a). This research strategy is commonly
connected to methods such as interviews, ethnography, focus groups and text analysis (Bryman
& Bell 2011a). Meanwhile, a deductive approach implies that the relationships between research
and theory is examined through the testing of hypotheses, deduced from an existing theoretical
foundation. To test hypotheses, it is common to apply a quantitative research approach, where
ivestigations are conducted by quantification in collection and analysis of data (Bryman & Bell

201 1a).

The authors of this study have adopted a deductive approach, as we are under the impression
that the current literature in our area of interests constitutes a sufficient foundation, from which
hypotheses can be deduced and investigated. Previous research shows that comparisons
between traditional and new media are viable (Bezjian-Avery et al., 1998; Stephen & Galak;
2010; Bruhn et al., 2012; Draganska et al., 2014) and that brand personality can be examined
from a category personality perspective (Batra et al., 2006; Maehle et al., 2011). Furthermore,
the extensive research available in the field of CBBE provides a comprehensive conceptual and
theoretical basis (D. Aaker, 1991, 1996b; J. Aaker, 1997; Keller, 1993, 2001). In addition, there
are acknowledged publications available that demonstrates how this can be investigated

operationally (Yoo et al., 2000; Netemeyer et al., 2004; Lehmann et al., 2008).
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This investigation will be made by applying a quantitative research strategy, based on the
following three arguments: (1) Measurements in quantitative research make it possible to
delineate small differences in the responses from our subjects (Bryman & Bell, 2011a). This is
important as we intend to measure the effects of the media itself through an identification of
customers’ perceptual differences with regards to print and social media advertising. (2) In
addition, these measurements generate more consistent results, not heavily affected by the
timing of the data collection or by the subjectivity of the researcher. Nonetheless, the degree of
measurement validity must not be neglected (see section 3.4.3). (3) Finally, quantitative research
allows for more precise estimates of the relationship between different concepts that are relevant
to this study, e.g. the relationship between a social media advertisement and the level of

perceived quality (Bryman & Bell, 201 1a).

3.2 Research Design — Cross-sectional Survey Research

A research design provides a framework for empirical data collection and subsequent analysis.
It reflects the degree of antecedence given to different dimensions of the research process. This
study conforms to a research design that is firmly connected to the context of quantitative
research strategy, namely the cross-sectional research design. However, cross-sectional research is a
broad term that embodies several different modes of procedures (Bryman & Bell, 2011a). In this
study, the associated survey research design is applied. Bryman and Bell (2011a) describe survey
research as a design where data are collected mainly by a questionnaire on more than one case
and at a single point of time. This is made in order to acquire data connected to different
variables, which are later investigated to detect patterns of association. Below follows a

clarification of the different elements of the design in more detail.

In order to identify the subjects’ different perceptions, the research design includes an empirical
data collection method that enables a variety of cases, rather than data from merely one
mnstance. This 1s in accordance with previous researchers investigating new and traditional
media, which increases the likelihood of encountering variation in the variables of interest
(Bezjian-Avery et al., 1998; Stephen & Galak; 2010; Bruhn et al., 2012; Draganska et al., 2014).
Moreover, it is important to have a systematic and standardized method to enable a consistent
gauging of these variations. The subject’s perceptions are examined at one point of time
(Bryman & Bell, 2011a). In this case, each subject was asked to provide a response just once,
and the data collection process took place during a period of three days. In conclusion, patterns

of associations are investigated through an examination of possible relationships between the
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different variables. It should however be stated that a cross-sectional design cannot with
certainty ensure and compute a causal relationship between two variables, yet it can draw causal
inferences and suggest that such a relationship exists (see section 3.4.3 for a further discussion

on causality) (Bryman & Bell, 2011a; 54).

3.2.2 Structure of the Cross-sectional Design

This research includes the perceptions of customers, which are not quantities per se. Therefore,
the study is utilizing indicators, which represent perception concepts that are not directly
quantifiable. Indicators in this study are devised from a series of questions in a survey (see section

3.3.1) (Bryman & Bell, 201 1a).

The cross-sectional research design comprises a collection of data on a series of variables, where
Obs represents an observation made in relation to a variable and 7 is the number of observations.
The observed variables represent the different indicators mentioned above and the observations
are made for each respondent of the study, referred to as Case,. The data are ordered into a
matrix, as depicted in table 3 (Bryman & Bell, 2011a). For each separate case, data are available

for all variables of interest in this study.

Example of Cross-sectional Research Data Rectangle

Obs; Obs, Obs; Obs, ... Obs,

Case;

Case,

Cases

Case,,

Table 3. An example of the construct of a research data rectangle used in cross-sectional research.

3.3 Research Method

The research method refers to the applied technique and practical execution of empirical data
collection (Bryman & Bell, 2011a). There are three major sources for collecting quantitative

data; through surveys, through observations and by using secondary data sources. Some are
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more suitable than others depending on the nature of the study and the amount of previously
collected data applicable for research (Easterby-Smith et al., 2008). In this case, the empirical
material consists of primary data collected for this particular study, as our intention is to
mvestigate components of CBBE, which previously have not been examined in the light of print

and social media (Easterby-Smith et al., 2008).

3.3.1 Self-completion Questionnaire

The empirical data was collected by a self-completion questionnaire accessed online (henceforth
referred to as survey). The survey consisted mainly of closed questions, which made it easier for
the subjects to respond, but also enabled a pre-coding of the questions into indicators facilitating
the subsequent computerized analysis (Bryman & Bell, 201 1a). The survey was centered around
two fictitious brands, a fashion retailer and a furniture retailer advertised in print and social

media, on which the participants were asked to express their opinion (see picture 1 and 2).
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Picture 1. Advertising from Singgiganten Picture 2. Advertising from Kim.se

Half of the respondents were exposed to the fashion retailer in print media and the furniture
retailer in social media, whereas the other half were exposed to identical advertisements, but in
the opposite media. This was made in order to identify differences in the respondents’
perceptions of a brand, with the only difference being the media in which it was advertised. A
further discussion of the creation of these brands and their associated advertisements is

presented in section 3.3.3.
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In terms of the questioning format we made use of Likert scales, that provided five-point response
alternatives, in an interval scale. These alternatives had a natural ordering from “strongly
disagree” to “strongly agree”, with a neutral mid-point. Hence the two response alternatives,
on each side of the neutral mid-point, represented moderate or extreme views for, or against
the asked statement (Easterby-Smith et al., 2008). It can be discussed whether or not the
respondents should be able to express a neutral opinion, as both the presence and the absence
of a neutral mid-point may lead to distortions of the result (Garland, 1991). With this being said,
we have chosen to include a five-point Likert scale, much due to the fact that a large portion of
our survey rests upon the framework Dimensions of Brand Personality, in which such a scale was
used (J. Aaker, 1997). We further motivate this approach to scaling, as it has been utilized by
several researchers in the past (Siguaw et al., 1999; Kim et al., 2001; Yoo & Donthu, 2001; Esch
et al., 2006; Hosany et al., 2006).

The questions included in the study are stemming to a great extent from the established brand
personality framework created by J. Aaker (1997). These questions are included to test
hypothesis H4a-H4e. Brand personality is, however, merely one ingredient in our conceptual
framework (see figure 3). In order to evaluate print and social media's impact upon the
components of customer mindset and CBBE, we have drawn upon established measurements
developed by previous researchers. In the measurement of brand awareness and testing of
hypothesis H1, metrics developed by Yoo et al. (2000) have been utilized, as these have been
used in different studies of CBBE in the past (Washburn & Plank, 2002; Atilgan et al., 2005;
Mohd Yasin et al., 2007; Kim & Hyun, 2011). The measurements of the functional and
emotional brand image (brand personality excluded) components, as well as customers’
willingness to pay a price premium have been derived from the works of Netemeyer et al. (2004)
in order to test hypothesis H2, H3 and H5. We include these metrics, as they have been
identified as core components in the creation of CBBE, furthermore these metrics are said to
be operational across different product categories (Netemeyer et al., 2004). In addition, the
metrics have been used in previous research (Buil et al., 2008; 2013; Anselmsson et al., 2014).
The final part of our conceptual framework, purchase intentions, has been measured through
the metrics of Keller (as cited in Lehmann et al., 2008). This metric has, much like the ones by
Netemeyer ez al. (2004), proved to be useful across product categories, and will therefore be used
for the testing of hypothesis /76 (Lehmann et al., 2008). The measurements used in this study
are both of a descriptive and inferential nature. All metrics used and the studies from which the

inferential measurements are derived, can be found in Table 4.

34



SURVEY ITEMS

Determinants of Inclusion or Exclusion in the Study
1. How often do you visit Facebook?
2. How often do you read a printed newspaper or a copy of a printed paper in a pdf-version on a
tablet or computer? (i.e. not only news from a website)
Liking
1. Ilike the name of the brand in the ad
2. |like this ad
Suitability of Media
1. |Ifind appropriate for (brand) to advertise in "Dagens Nyheter"
2. | find it appropriate for (brand) to advertise on Facebook
Brand Personality & Brand Personality Traits (J. Aaker, 1997)

Sincerity Excitement Competence Sophistication Ruggedness
Down-to-Earth Daring Reliable Upper class Outdoorsy
Family-oriented Trendy Hard working Glamorous Masculine

Small-town Exciting Secure Good looking Western

Honest Spirited Intelligent Charming Tough
Sincere Cool Technical Feminine Rugged
Real Young Corporate Smooth
Wholesome Imaginative Successful
Original Unique Leader
Cheerful Up-to-date Confident
Sentimental Independent
Friendly Contemporary

Perceived Brand Awareness (Yoo et al. 2000)
1. linstantly recognize several of the characteristics that this brand possesses.
2. |have no problems memorizing the symbol/logotype of this brand
3. |feelthat | have a good overall view of this brand
Perceived Quality (Netemeyer et al. 2004)
1. Incomparison to other stores, | get the feeling that this brand is of high quality
2. | getthe feeling that this brand is the best in its product category
3. Igetthe feeling that this brand is better than others in the same product category
Perceived Value for the Cost (Netemeyer et al. 2004)
1. |getthe feeling that what | get from this brand is well worth the cost
2. With factors such as time, price and effort from my side in mind, | get the feeling that products
from this brand is a good buy
3. In comparison to similar products from other brands, | get the feeling that this brand provides
good value for the money
Uniqueness (Netemeyer et al. 2004)
1. This brand seemingly differs from other brands with similar products
2. This brand really stands out in comparison to other brands in the same category
3. This brand feels unique in comparison to other brands in the same category
Price Premium (Netemeyer et al. 2004)
1. 1would be willing to pay a higher price for products from this brand in comparison to products
from other brands in the same category
2. lam willing to pay significantly more for a product from this brand in comparison to other brands
from the same category
Purchase Intentions (Keller, as cited in Lehmann et al. 2008)
1. Iplan to purchase from this brand in the future
2. If I purchase this kind of products, its likely that | would purchase from this brand

N.B: some questions were slightly rephrased in order to be more suitable in Swedish.

Table 4. A description of the items included in the suroey and the authors from which the items are derwed.
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In order to identify potential confusions and errors in the survey design, it was sent to seven of
our colleagues for screening and third-party feedback. After this peer-review, the design was
sent to Nordstat, a European field work agency, which was willing to sponsor us with the
encoding of the survey and collection of data. The initial survey questions are determinants of
inclusion or exclusion in the sample, along with demographic metrics in order to ensure that
the characteristics of the respondents were in line with our sample requirements. The following
questions were mandatory and assorted into categories based on which CBBE-component they
concerned. These categories were also divided into two overall parts, where part A was
comprised of categories with reference to the Brand Personality-component and part B
concerned the other components of customer mindset (see table 4). The categories’ order of
appearance was randomized within each overall part. Similarly, the arrangement of questions
was randomized within each category. The purpose of this randomization was to detract any
recurring measurement error, which may occur during extensive survey questioning, as a
consequence of respondent “fatigue effects” (Bradley & Daly, 1994; Malholtra et al., 2007). To
further cope with this potential “fatigue effect”, the survey design allowed the respondents to

answer each question, for both advertisements, on the same occasion.

3.3.2 The Selection of Media

In terms of the representatives of the categories of print and social media, we have chosen to
use the Swedish daily newspaper Dagens Nyheter for the former and the social network Facebook
for the latter. The reason for choosing Dagens Nyheter to represent print media, rests upon its
position as the biggest daily newspaper in Sweden. Dagens Nyheter publishes approximately
one-third as many editions each year, relative to the second biggest daily newspaper (Sveriges
Annonsorers mediekommitté for dagspress, 2015). Because of its magnitude, we are under the
impression that the results generated by the usage of this print media will be of relevance for
other Swedish media, belonging to the same category. The choice of Facebook is based on a
similar argument as it is not only the biggest social network, in terms of active users, in Sweden,
but also worldwide (Davidsson, 2014). As per 2016, Facebook has 1,59 billion active users
worldwide, and 5,6 out of Sweden's total population of 9,8 million inhabitants currently have
an active membership (Statista, 2016; Statistics Sweden, 2016). This naturally establishes
Facebook as the most substantial social media available and, much like in the case of Dagens
Nyheter, we are under the impression that the results generated with regards to this social media

1s relevant to the category as a whole.
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3.3.3 The Creation of Fictional Advertisement

In order to evaluate the impact that print and social media have upon the creation of CBBE,
we made use of two different fictitious brands and advertisements. The reason for using fictional,
as opposed to existing brands, stems from our desire to eliminate as many external factors as
possible, which may affect the confidence with which we can identify causal relationships
between the variables (Bryman & Bell, 2011a). We have previously raised some concern with
regards to the findings of Bruhn et al (2012), due to their use of existing brands, potentially
known to the respondents. We are under the impression that, in order to evaluate a media’s
impact upon CGBBE creation, one should try to minimize the amount of previous associations
toward a brand, that is held by the respondents. Bearing this in mind, we chose to create two
different brands, “Sanggiganten” and “Kim.se”, both engineered as to belong in the retail
sector. The former, poses as a furniture retailer, whereas the latter poses as a clothing retailer.
The reason for choosing the retail sector and the two sub-categories of furniture and clothing is
based on observational fieldwork and secondary data sources. In the observational fieldwork,
we conducted an investigation upon the most frequently advertised industries in Affonbladet and
Dagens Nyheter, two of Sweden's largest newspapers (Sveriges Annonsorers mediekommitté for
dagspress, 2015). In total, ten editions of each newspaper were examined, covering each
weekday over a period of two months, and the results revealed that furniture and clothing
retailers are the most frequently advertised sub-categories of the retail industry (see Appendix
A). The decision of utilizing clothing and furniture retailers is further strengthened by a social
media analysis of the retail sector conducted in 2014. This analysis found clothing retailers to
be the most connected to social media, whereas home goods, although displaying growth in the
social media arena, were less connected (Yesmail Interactive, 2014). In addition, Charlotte
Alml6f Andersson (personal communication, 17 May 2016), Business Director at the advertising
agency Starcom confirms that clothing retailers are among the biggest advertising spenders in
social media. Including both retailers is thus an attempt to reduce biased results, that might
occur if only one of the two had been utilized. Since one is seemingly more inclined towards
social media, whereas the other is more connected to print media. An inclination that we have
highlighted by adding the Swedish domain “.se” in the brand name of Kim.se. With this being
said, we are under the impression that the fictional furniture and clothing retailing
advertisements, provide us with a sound basis for evaluating the impact of print and new media

upon CBBE.
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It should also be stated that the graphical design, as well as the brand names were constructed
to be as neutral as possible. In terms of naming, Kim.se has been named as such, since “Kim”
1s among the most common gender-neutral names in Sweden (Statistics Sweden, 2011). The
name of Sanggiganten, on the other hand, has been inspired by other brands in similar retail
categories in order to seem realistic yet remain fairly neutral. In the advertisements’ graphical
design, we merely included objects that are not attributed to a certain gender or hold previous
associations, since some products such as jeans have been found to possess certain brand
personalities, e.g. Ruggedness (Batra et al., 2006). The Sianggiganten advertisement solely displays
a bed, a product that is equally used by men and women. In the fashion advertisement of
Kim.se, we excluded people and apparel that could be associated with a certain clothing style.
Instead, simply a zipper was shown in order to graphically represent clothing. In addition, the
advertisements had similar written messages and neither prices nor discounts were displayed,
thus eliminating potential associations in the mind of the respondent. As of the questionnaire,
the advertisements were embedded as both a sponsored post on Facebook and as an
advertisement in Dagens Nyheter. The media background was identical for both Sianggiganten
and Kim.se, with the only exception being the image caption on Facebook that was slightly
adjusted for each brand. Lastly, the user-response alternatives on Facebook, such as comments,
likes and shares were blurred to further minimize influence from external factors. The

advertisements can be found in appendix B.

3.3.4 Processing and Analysis of the Collected Data

In the survey that was sent to Nordstat for collection of data, five background variables were
included to be used as descriptive statistics. These variables were; gender, age, frequency of
Facebook usage, frequency of newspaper exposure, liking and media suitability. The initial two
variables were intended to be used as means of ensuring that our requested distribution of
respondents were met, and are thus primarily of a descriptive character. The inclusion of the
frequency of usage of Facebook and exposure to newspapers, on the other hand, were essential
in order to secure that our respondents were eligible for participation in the study, and that the
study did not generate misleading results. The measures of liking and suitability of media was
included in order to increase the respondent’s awareness of the different media, but also as a
means to examine if there was a difference in the respondents’ perception of the fictional

advertisements per se.
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The data collected by Nordstat was conveniently adapted to the statistical analysis software
SPSS, and were processed through a number of statistical analyses deemed as being relevant
for this particular study. The statistical measurement of arithmetic mean (henceforth referred to as
mean) was utilized throughout the processing of the data, and the reason for using the mean,
rather than the median, has its foundation in the design of the survey. As previously mentioned,
a five-point Likert scale was used in the collection of the data, which motivates the usage of
mean. Since, the answers provided through a Likert scale is contained between a number of
predetermined values, in this case between 1-5, and thus no outliers exist (Korner & Wahlgren,
2012). In addition to this, and as mentioned earlier, the scale is of an interval nature, which
further motivates the use of mean (Kérner & Wahlgren, 2012). To conclude our motivation of
the usage of mean, we refer to previous researchers processing the data in a similar manner (J.

Aaker, 1997; Yoo et al., 2000).

One of the tests that we subjected our data to was Cronbach’s Alpha, which 1s a measurement of
reliability and internal consistency. The test itself can be viewed as an indicator of the general
correlation between a number of variables, and whether they are measuring the same construct
or not. This test is very beneficial in our case as we are interested in parallel measurements of
different variables, in order to determine their correlation to a larger phenomenon, which
Cronbach's Alpha permits (Bryman & Bell, 2011b). The alpha coeflicient varies between 0 and
1, in which 0 equals no existing reliability and 1 equals perfect reliability. There has been a
debate with regards to what level the alpha coefficient should exhibit in order to be acceptable.
Some argue that this level should be on either 0,7 or 0,8, whereas others argue that no specific
level is needed in order for the test to be acceptable, in terms of reliability (Malholtra & Birks,
2003; Bryman & Bell, 2011b; Tavakol & Dennick, 2011). There is, however, consensus that a
high alpha coeflicient is more reliable than a low equivalent (Malholtra & Birks, 2003; Bryman
& Bell, 2011b).

To distinguish statistically significant differences in the means of the advertisements and the
usage of print and social media, we utilized the function Custom tables, which is embedded within
SPSS. Custom tables was deemed as the best option for distinguishing possible statistically
significant results, as it allows for the development of personalized tables and inclusion of

multiple variables, without compromising the results (Wahlgren, 2012).
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3.3.5 Cluster Sampling

A sample refers to a segment of a population that is subjected to examination. A population 1s
a constellation of units, from where the sample is selected and destined to represent (Bryman &
Bell, 2011a). The sample frame in this study consists of approximately 93,000 Swedish panelists
that have been randomly selected by Nordstat, in order to constitute a representable population,
from which generalizations can be made (Nordstat, 2015). The sample in this study aims to
represent the population of citizens living in urban areas in Sweden, as approximately 85
percent of the Swedish population reside in densely built-up areas (Statistics Sweden, 2013).
Sweden poses as a suitable target population, in terms of gathering data on print and social
media, since 68 percent of all Swedes are active users on Facebook and 48 percent visit new
media platforms on a daily basis (Davidsson, 2014). In addition, Sweden has had a traditionally
strong industry of print media, which has experienced a decline in recent years (Weibull et al.,
2016). In this study, we have used a cluster sampling method due to its efficiency, as a simple
random sample would require all Swedish citizens to have an equal chance of being part of the
sample (Easterby-Smith et al., 2008). In that case, every urban area in Sweden would have been
part of the sample frame. Instead, with the use of cluster sampling some selected urban areas,
or clusters, constitutes the primary sampling unit, in order to represent the entire population
(Bryman & Bell, 2011a). A benefit of making a cluster sample with randomly selected
respondents, 1s that findings derived from the sample can be generalized to the entire population
(Bryman & Bell, 2011a). The clusters of this sample are the five biggest counties in Sweden;
Stockholm, Vistra Goétaland, Skane, Uppsala and Vastmanland (Statistics Sweden, 2013). A
proportionate amount of respondents has been randomly sampled from each county, in order

to represent the national urban population.

Cluster sampling can entail stratification, which is a method to ensure that the population is
accurately represented. Based on a criterion, respondents are categorized into different groups
from which random samples are collected (Bryman & Bell, 2011a; Easterby-Smith et al., 2008).
Our sample was divided into four equally sized strata (25-34, 35-44, 45-54, 55-65) that were
limited to an interval between 25 to 65 years. The minimum age criterion for inclusion was set
to 25 years, as we are of the notion that few individuals of an age younger than 25 are likely to
be responsive to advertising that is communicating furniture in general and bed articles in
particular. Meanwhile, the determination of the maximum age limit is based on the Swedish
population’s use of Facebook, as individuals of an age of 65 or older tend to use Facebook to a

remarkably lower extent, than younger age groups (Findahl & Davidsson, 2015). As a final
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criterion for inclusion, each respondent was asked on how frequently they used Facebook and
read a printed (or PDF-equivalent) newspaper edition (see table.4). A selection of the response
alternative never led to an immediate closure of the survey, as these respondents were considered

unfit for participation.
3.4 Evaluation Criteria and Critique

3.4.1 Replication

Quantitative research can be evaluated through the criterion of replication, and replicability in
particular. This means that other researchers, by reading a study, should be able to reproduce
the same research on their own. For this to be feasible, the research process must be presented
in a clear and explicit fashion (Bryman & Bell, 2011a). Our efforts to meet this criterion can be
reflected by our extensive accounts of the work process in the methodology chapter and its

subsequent chapters, together with attached appendices.

3.4.2 Reliability

Reliability is the degree to which the results of a study are repeatable, and is particularly at issue
in connection with quantitative research, such as this study. The term refers to whether a
measure is stable. That is, if a repetition of the study would receive the same results if repeated.
Large fluctuations in the results implies that the measures are unreliable (Bryman & Bell, 201 1a).
In our cross-sectional research design, the reliability criteria are primarily related to the quality
and consistency of the measures used to gauge the different CBBE concepts (Bryman & Bell,
2011a). The reliability is associated with three factors; stability, internal reliability and inter-observer
consistency. Stability refers to whether or not a measure for a sample is stable over time and does
not fluctuate, if tested again. The degree of stability 1s usually measured by a fest-retest method,
where a test 1s carried out on one occasion and later repeated on the same sample at another
time (Bryman & Bell, 2011a). However, as of this study a limited time-frame hinders the
possibility to conduct a test-retest on the sample, hence the stability cannot be guaranteed. As
of internal reliability, the key issue is whether or not the respondents’ answers tend to be
consistent. It is associated with the use of multiple-indicator measures, which is a method where
all the respondents’ answers are aggregated to form a cumulative item. If the aggregated
indicators are not related to the same thing, the item may be indicating something different
than what it 1s intended to do. In order to measure the internal reliability in this study, we used

the most widely used objective measure of reliability, namely Cronbach’s Alpha (Tavakol &
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Dennick, 2011). Alpha values have been used to test the internal reliability of scales in previous
studies on both CBBE and new and traditional media (Yoo et al., 2000; Kim et al., 2001;
Bryman & Bell, 201 1a; Bruhn et al., 2012; Anselmsson et al., 2014). The final reliability factor
1s inter-observer consistency, which refers to the degree of consistency in the subjective
translation of data when several researchers’ part-take in the same investigation (Bryman & Bell,
2011a). Although there are two authors of this study, inter-observer consistency is not expected
to be affected to a great extent, as the survey contains closed questions and therefore leaves little

room for subjective interpretation.

3.4.3 Measurement Validity, Causality and External Validity

Measurement validity refers to whether the questions asked and the measurement of the outcome,
actually concern the concepts that the researchers are supposed to examine. Consequently, if
there are doubts about the measurement validity, the findings will be questioned. If a measure
is unstable, which can manifest itself in incoherent outcomes, it cannot be considered to
constitute a valid measure for its concept (Bryman & Bell, 2011a). As mentioned before, this
study applies established measurements developed by previous researchers as an arrangement
to ensure the measurement validity (Yoo et al., 2000; Netemeyer et al., 2004; Lehmann et al.,

2008).

Causality 1s concerned with the degree of confidence that an independent variable is causing a
variation, identified in the dependent variable. This 1s affected by the probability that external
factors may have an impact on the variation of the dependent variable (Bryman & Bell, 201 1a).
The causality of a cross-sectional research design is weak, as it produces associations, rather
than findings, from which inferences can be made (Bryman & Bell, 2011a). In order to
strengthen the confidence in our identifications of causal relationships, we have taken measures
to eliminate the impact of external factors. A detailed account of these measures can be found

in section 3.3.3.

External validity refers to the feasibility of generalizing conclusions beyond a specific research
context, and is heavily based on the research sample (Bryman & Bell, 2011a). The sample can
be reviewed by two basic principles; representativeness and precision. A sample’s
representativeness is the accuracy of conclusions drawn from a sample, and is dependent on
whether the characteristics of the sample are the same as the population it is supposed to

represent (Easterby-Smith et al., 2008). In this respect, Nordstat (2015) claims to provide
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samples representative of the Swedish population. However, as the sampling was conducted by
an external actor, we cannot fully guarantee that this is the case. The other principle, precision,
refers to how credible a sample is. That 1s, whether the sample is of sufficient size, in order to
draw credible conclusions on the population (Easterby-Smith et al., 2008). A sufficient sample
size 1s related to the size of the population. However, as the population size increases, the
comparative sample size increase required for it to be representative, diminishes and remains
relatively constant at slightly more than 380 cases. This indicates that this study has a sufficient

sample size (see section 4.1.1) (Krejcie & Morgan, 1970).
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4. Empirical Results and Analysis

In thuis chapter, the empirical results will be described in detail and subjected to further analysis. Initially, the
sample will be presented, followed by a review of the measurement reliability. Lastly, the results from each
component of our conceptual framework will be presented and our hypotheses will be tested as well as

discussed based upon our theoretical framework.

4.1 Descriptive Statistics

4.1.1 Sample Screening

The sample received from Nordstat consisted of 493 respondents and was initially screened in
order to remove cases that were not considered credible and suitable for the study. The
screening process involved the removal of respondents that had been notably uninvolved and,
for example, provided the same response alternative on all questions. In addition, the two
personality traits original and real were used as indicators of response bias, as these two factors
are very similar and thus should generate fairly corresponding answers. With that being said,
respondents who provided answers with intervals greater than two on these brand personalities
were discarded. The final and adjusted sample consisted of 426 eligible respondents and their

answers constitute the basis for the results presented throughout this chapter.

4.1.2 Sample Characteristics

The sample was geographically divided into the five major counties in Sweden, namely
Stockholm, Vistra Goétaland, Skane, Uppsala and Viastmanland. This was made in order to
cover the five major cities of Sweden, which are located in these counties, and the sample is

distributed in order to meet the relative size of each county.
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Geographical Sample Distribution

County Case Frequency | Percent
Stockholm County 146 34,3
Vastra Gotaland County | 125 29,4
Skane County 76 17,9
Uppsala County 40 9,4
Vastmanlands County 39 9,1
Total 426 100,0

Table 5. The geographical sample distribution.

In terms of age distribution, the average age was 44,17 years (st. dev. 11,7) and the sample was
categorized into the following four age group strata; 25-34, 35-44, 45-54 and 55-65. The
distribution of respondents is shown in table 6. Notably, the age distribution was not allocated
in line with our ambition of equally sized strata and was therefore weighted in SPSS, in order

to be more evenly distributed.

Age Distribution

Stratification of Age Groups | Frequency | Percent
25-34 111 26,0
35-44 108 253
45-54 113 26,5
55-65 95 22,2
Total 426 100,0

Table 6. The Age Dustribution of the Sample

As a determinant of inclusion or exclusion in the study, the respondents were inquired on their
media usage. The results showed that a clear majority of the respondents read newspapers on a
weekly or monthly basis and that they visit Facebook even more frequently. As mentioned in
the research methodology chapter, the sample was divided into two different groupings that
were shown the same advertisements but in different media. In sample 1, Sanggiganten was

advertised on Facebook and Kim.se was advertised in Dagens Nyheter. In sample 2,
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Sanggiganten was advertised in Dagens Nyheter and Kim.se was advertised on Facebook.
Sample | consisted of 48,5 percent of the adjusted sample and had a gender distribution of 57
percent men and 43 percent women. Whereas sample 2 consisted of 51,5 percent of the
respondents, with a gender distribution of 54 percent men and 46 percent women. All

information with regards to the sample distribution can be found in table 7.

Sample Distribution

. Response
Survey Question Alternative Measure | Sample 1 | Sample 2
Male Count 118 119
Gender
Female Count 89 101
How often do you visit Facebook? i=severaltimes a Mean 1,32 1,31

week, S=Never

How often do you read a printed
newspaper or a copy of a printed paper in a | 1=Several times a
pdf-version on a tablet or computer? (i.e. week, 5=Never

not only news from a website)

Table 7. The distribution of the sample and frequency of exposure to media

Mean 1,94 1,79

4.1.3 Liking and Suitability of Media

The respondents were initially asked to submit their opinion on the two advertisements in terms
of liking and each brand’s suitability, in the particular media (see table 4). The results generated
through these questions were intended to mainly be used as descriptive statistics. A comparison
of means across the two different samples resulted in two statistically significant outcomes; (1)
respondents showed a significantly (p = 0,05) higher liking of Sanggiganten when advertised in
Facebook compared to when advertised in Dagens Nyheter. (2) The advertisement of
Sanggiganten was considered to be significantly () = 0,01) more suitable in Dagens Nyheter

than on Facebook.

4.2 Measurement Reliability

After subjecting our data to the previously mentioned screening process, we were interested in
investigating the reliability of our data. For the purpose of doing so, we utilized the estimate of
Cronbach's Alpha. All CBBE-measures of brand awareness, perceived value for the cost,
perceived quality, uniqueness, willingness to pay a price premium, purchase intentions as well
as the measures of the five brand personalities were subjected to this test. The results generated

through the Cronbach's alpha test are portrayed in table 8.
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Cronbach's Alpha

Overall CBBE Measurements | Chronbach's Alpha [ N of Items

Brand Awareness 0,739 3
Perceived Quality 0,911 3
Perceived Value for the Cost 0,912 3
Uniqueness 0,933 3
W. to pay a Price Premium 0,897 2
Purchase Intentions 0,882 2

Brand Personality Dimensions | Chronbach's Alpha | N of Iltems

Sincerity 0,907 11
Excitement 0,946 11
Competence 0,897 9
Sophistication 0,816 6
Ruggedness 0,705 5

Table 8. Cronbach’s Alpha estimates for all CBBE-measures

As per the table, the CBBE-measures demonstrated consistently high estimates of the alpha
coeflicient, ranging between 0,705 to 0,946. These results are all exceeding the most commonly
recommended level of acceptance, which 1s 0,7 (Bland & Altman, 1997; Tavakol & Dennick,
2011; Bryman & Bell, 2011b). This indicates that there are high levels of correlations between
the items included in each of the overall CBBE components (Bryman & Bell, 2011b). In
conclusion, the results generated by the Cronbach’s alpha test indicates that the underlying

items are, in fact, good measurements of the overall construct that they are intended to measure.

4.3 Results with Regards to the Overall CBBE Measurements

The Cronbach’s alpha test, as mentioned above, provided us with results that indicated that our
measurements were reliable, with high internal correlation between the items used to measure
a bigger construct. With this knowledge as a basis, the data was subjected to further
examination, with regards to whether the usage of print or social media had a significant impact
upon the different components of CBBE. The presentation of the results will follow the design

of our conceptual framework and the most important metrics of mean, statistical significance as
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well as standard deviation have been included in the tables. In order to draw conclusions on the
overall CBBE measurements of brand awareness, perceived quality, perceived value for the
cost, brand uniqueness, willingness to pay a price premium and purchase intentions, a
summarization of the items that construct each measurement, has also been included. It should
be noted that the statistical significance i1s the most interesting result generated from the
processing of the data, as it demonstrates whether the mean of two compared variables are
significantly different. If such a scenario occurs, the significant variable is attributed with one of
two capital letters; the print media of Dagens Nyheter is in this case represented by 4, and the
social media Facebook by B. This is shown in e.g. table 13, where the letter A can be found
under the the column “statistical significance”, meaning that the brand of Sanggiganten are
perceived as being significantly more “Cheerful”, when being marketed through Facebook, in
comparison to Dagens Nyheter. In the tables presented throughout this chapter, the degree of
significance 1s marked with either one (*) or two (*¥) asterisks, where one asterisk represents a p-
value (Sig. 2-tailed) equal to, or lower than 5 percent and two asterisks represent a p-value equal

to, or lower than 1 percent (Korner & Wahlgren, 2006).

4.3.1 Brand Awareness

Results

The first component of our conceptual framework is the measurement of brand awareness,
which 1s estimated through the three items developed by Yoo et al. (2000) (see table 4). No
significant differences between media or brands were identified for this component, neither
when the items were summarized nor when measured independently. In terms of means, the
ratings varied somewhat between the two brands, with Sanggiganten having higher ratings on
item 1 and 3, whereas Kim.se showed higher ratings on item 2. However, internally the means
proved to be very similar. In terms of standard deviation, the results indicate a somewhat lower

coherence with regards to the ratings of Sanggiganten in comparison to Kim.se.
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Brand Awareness

Kim.se Sanggiganten
Sample Sample
1 2 2 1

Dagens Nyheter (A) Facebook (8) Dagens Nyheter (A) Facebook (8)

Statistical . Statistical . Statistical std statistieal |
Item Mean . Std. Deviation Mean , Std. Deviation Mean . ~ Mean . Std. Dewviation
Sgnificance Sgnificance Sgnificance | Dewiation Significance

Brand Awareness 1 2,02 1,05 2 1,03 2,24 1,15 2,25 1,12

Brand Awareness 2 2,33 . 1.2 2,39 12 2,28 11 2,29 . 1,14

Brand Awareness 3. 19 . 101 192 . 0,99 2,28 . 108 233 . 1,14

Summarized Brand
2,08 . 091 21 0,84 2,27 0,87 2,29 . 0,96
Awareness

Table 9. Results with regards to mean, statistical significance and standard deviation_for the component of brand

awareness.

Analysis, Testing of Hypothesis H1 and Discussion

According to these results, we reject hypothesis H1 (Print media has a significantly stronger impact
upon customers’ percewed brand awareness, in comparison to social media), as no significant difference in
the impact on the customers’ perceived brand awareness can be derived from the print media
advertisements. Our results therefore suggest that neither of the two media, per se, are
transmitting a perception of elevated levels of awareness upon the advertised brands. Previous
researchers show that traditional media has a stronger impact on brand awareness than new
media (Bruhn et al., 2012; Draganska et al., 2014), which is contradictory to our results. It is
likely that the difference in results derives from the application of different research
methodologies, as the studies indicating a traditional media superiority, in terms of brand
awareness, utilized existing brands in their investigations in comparison to our fictional

counterparts (Bruhn et al., 2012; Draganska et al., 2014).

4.3.2 Functional Brand Image

Results

The second component included in our conceptual framework is that of functional brand
image, which is measured through the metrics of perceived quality and perceived value for the
cost, based on three survey items each, derived from Netemeyer et al. (2004). In similarity to the
component of brand awareness, no significant differences, derived from the use of social or print
media upon the brands of Sanggiganten and Kim.se, were to be found in this component.
Sanggiganten has continuously higher ratings in terms of mean, in comparison to Kim.se, but

once again, these ratings proved to be very similar internally between the two brands. Lastly,
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the standard deviation showed fairly steady ratings upon all items used in the functional brand

image component.

Perceived Quality

Kim.se Sanggiganten
Sample Sample
1 2 2 1
Dagens Nyheter (A) Facebook {8) Dagens Nyheter (A) Facebook (8)
Item Mean Statistical S Mean Satistial | o) b eviation Mean Statistieal | o) Deviation Mean | Statistical Significance] 3
Sgnificance | Deviation Significance Sgnificance Dewiation
Perceived Quality 1 2,29 111 2,18 0,99 249 1,06 2,35 1
Perceived Quality 2 1,86 0,98 1,82 0.9 2,04 101 1,93 1,02
Perceived Quality 3 192 1 189 0,91 2,05 0,99 201 105
Summarized Percieved
2,03 097 197 0,84 2,19 0,93 21 0,95
Quality

Table 10. Results with regards to mean, statistical significance and standard deviation for the measure of percewed

quality.
Perceived Value for the Cost
Kim.se Sanggiganten
Sample Sample
1 2 2 1
Dagens Nyheter (A) Facebook (8) Dagens Nyheter (A) Facebook (8)
It " Statistical Std. " Statistical std " Std " Statistical Std
em viean Significance | Devistion siean Sgnificance | Deviation vean Deviation viean Significance Deviation
Perceived Value for
2,21 0,99 2,11 0,97 2,43 1 2,58 1,07
the Cost 1.
P ived Value f
erceived Value for 2.26 1 2,18 0,98 2,5 1,02 2,58 1,03
the Cost 2.
Perceived Value for
2,25 0,95 2,12 0,95 241 105 2,56 0,98
the Cost 3.
Summarized
Percieved Value for 2,24 059 2,14 0,89 2,45 0,94 257 0,95
the Cost

Table 11. Results with regards to mean, statistical significance and standard deviation for the measure of percewed

value for the cost.

Analysis, Testing of Hypothesis H2 and Discussion

Previous research show that both traditional and new media have a significant effect on the
functional brand image (Bruhn et al., 2012). However, when compared to each other, our
findings suggest that none of the two media have a significantly stronger impact upon this
component, neither on the individual items nor when summarized. Hence, we reject hypothesis
H2 (Either print or social media has a significantly stronger impact upon customers’ percewved functional brand

tmage, in comparison to the other). As in the case of the component of brand awareness, the usage of
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fictional brands and advertisements may have affected the respondent's’ ability to evaluate the
perceived value for the cost and perceived quality. Consequently, we suggest that no media has
a relatively stronger impact upon the functional image component, compared to the other.
However, we can not rule out that such an impact may exist, when using existing brands instead

of fictional equivalents.

4.3.3 Emotional Brand Image

Results

The emotional brand image component was measured by perceived brand uniqueness and
brand personality. No significant differences between print and social media were found with
regards to perceived brand uniqueness. Kim.se has slightly higher ratings in terms of mean for
both media, in comparison to Sanggiganten. Still, these ratings proved to be very similar

internally between the two brands. The standard deviation showed similar ratings across both

brands and the two media.

Unigueness

Kim.se Sanggiganten
Sample Sample
1 2 2 1
Dagens Nyheter (A) Facebook (8) Dagens Nyheter (A) Facebook (8)
Statistical Std Statistical Sd Statistical Std Statistieal Std
Item Mean _ Mean _ Mean R Mean _
Significance Devistion Significance Devistion Significance Devistion Significance Dewvistion
Uniqueness 1. 2,15 1,12 2,07 . 1 19 . 09 188 . 0,95
Uniqueness 2. 2 . 1,09 2 . 11 183 0,9 182 . 0,97
Uniqueness 3. 197 . 107 1,9 . 0,99 1,76 " 0,84 1,78 . 0,97
Summarized
2,04 . 103 199 . 0,96 183 . 0,82 183 . 091
Uniqueness

Table 12. Results with regards to mean, statistical significance and standard deviation for the measure of

uniqueness.

Analysis, Testing of Hypothesis H3 and Discussion

As per the results presented in table 12, we reject H3 (Either social or print media has a significantly
stronger impact upon customers’ perceived brand uniqueness, in comparison to the other), as no statistical
findings were present in terms of the customers’ perceived brand uniqueness. This is in line with
the previous findings by Bruhn ez al. (2012). However, the rejection of this hypothesis does not

imply that the whole component of emotional brand equity 1s unaffected by the usage of either
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print or social media. Since, we also incorporate brand personality as a measurement of this

component.

The brand personality part of emotional brand image was measured through the metrics
developed by J. Aaker (1997). The initial intention was to gauge the impact of print and social
media upon the five dimensions; Sincerity, Excitement, Competence, Sophistication and
Ruggedness. Such an examination was additionally strengthened by the Cronbach's Alpha tests
presented earlier (see table 8.). Despite exhibiting high estimates of the alpha coeflicient,
grouping of the underlying items that construct these five dimensions proved to be unfruitful.
We found this to be rather odd, due to indications of significant differences, when subjecting
these individual personality traits to a custom tables test. A further examination of the reliability
of the five dimensions, and whether they were good indicators of the measurements of these five
bigger constructs, was therefore performed through a factor analysis. The factor analysis
indicated that the reliability was questionable and suggested that six dimensions ought to be
used, rather than five. Not doing so, would render approximately 38 percent of the results
useless (see appendix. C). Consequently, we decided to examine the 42 individual personality
traits included in the five dimensions, rather than analyzing these dimensions as a whole. By
disassembling the personality dimension constructs, we are able to analyze whether print and
social media shows indications of impacting the personality of a brand. However, by doing so,
we are not able to draw conclusions, on whether these two categories of media possess different

category personalities, but merely if they show signs of possessing individual personality traits.

Results with regards to the personality trauts of Sincerity

The first brand personality dimension included in J. Aaker’s (1997) framework is that of
Sincerity, which is constructed by a total of eleven personality traits. In terms of significant
differences between the usage of social media and print media, one emerged in the case of
Sanggiganten through the personality trait “Cheerful”. Apart from this statistically significant
difference, both brands and media showed fairly similar means, with Sanggiganten having
somewhat higher ratings in general. Finally, there seems to be an elevated level of consistency
regarding the ratings of the personality traits among the respondents, as the standard deviation

1s consistent around 1.
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Kim.se Sanggiganten
Sample Sample
1 2 2 1
Facebook (8) Dagens Nyheter (A) o
o e Statistcal Statistical . <
Trait Mean Std. Deviation Mean . Sid. Deviation Mean . Sid. Deviation Mean Std. Deviation
Sgnificance Sgnificance
Down-to-Earth 2,26 0,92 2,95 1,04 292 1
2,31 . 0,99 . .
Family-oriented 2,13 ) 095 2,07 . 093 3,26 ) 1,07 323 0,97
small-town 244 ) 112 2,28 . 1,05 2,68 ) 1,06 2,8 ) 1,08
Sincere 2,56 . 094 2,92 091 299 091
2,65 . 0,93 . .
Original 2,49 . 09 2,97 0,89 303 0,89
2,66 . 0,93 .
Honest 2,65 . 0,91 2,55 . 088 3,05 . 09 3,02 X 09
Wholesome 7 77
237 ) 0,93 2,21 035 2,82 ) 09 2 . 0,99
Real 2,41 . 091 2,95 0,94 2,94 0,93
2,55 0,98
Friendly 2,64 . 09 313 094 329 0,86
2,68 . 0,92 .
Emotional 24 B 097 2,55 0,95 249 0,99
2,35 1
Cheerful 2,54 . 091 2,7 1 2,73 . 0,97 3 Ane 0,96

Table 13. Results with regards to mean, statistical significance and standard deviation for the indwidual traits

of the brand dimension sincerity.

Analysis, Testing of Hypothesis H4a and Discussion with regards to the personality traits of Sincerity

The significant difference between the identical advertisements communicated through
Facebook and Dagens Nyheter indicates that the respondents perceive Sdnggiganten as
significantly more “Cheerful”, when communicated through social media, in comparison to
print media. Therefore, we can not reject H4a (Brands communicated through social media show a
significantly elevated level of Sincerity, in comparison to print media), as Sanggiganten showed a
significantly elevated rating on one of the personality traits included in the personality
dimension of Sincerity. Thus, there are, at least, indications of the presence of this personality
dimension in the category of social media. Meanwhile, one cannot rule out that this significant
difference is affected by the respondents’ significantly higher liking of Sanggiganten when

advertised on Facebook (see section 4.1.3).

Results with regards to the personality traits of Excilement

The second dimension of brand personality is Excitement, which also includes a total of eleven
underlying personality traits. As per table 14, one significant difference was found within this
dimension as well, in this case, however, the difference was attributed to the brand of Kim.se.
This brand showed significantly higher ratings on the personality trait “Young”, when
advertised through Facebook. In terms of mean, the ratings were generally higher on Kim.se in

comparison to Sianggiganten. The consistency of the ratings among the respondents, on the

33



different personality traits, were greater when evaluating Sanggiganten in contrast to Kim.se,

which is revealed through the standard deviation.

Excitement

Kim.se Sanggiganten
Sample Sample
1 2 2 1
Dagens Nyheter (A) Facebook {B) Dagens Nyheter (A) Facebook (8]
o Std. Statistical Statistical Statistical &
Trait Mean Statistical Significance| Mean _ Std. Deviation Mean A Std. Deviation Mean R Std. Deviation
Deviation Significance Sgnificance Sgndicance
Exclting 28 . 115 2,25 0,94 2,35 1
2,66 . 1,19 . .

Trend a5 5
endy 101 1,03 3,12 113 2, ) 0,93 2,5 ) 0,9
Daring 28 105 2,84 . 111 2,19 ) 0,93 2,26 ) 0,95
Young 337 AT 1,03 2,13 0,89 23 1

2,83 1,06 . .
Cool 2,76 . 116 2,02 0,89 2,13 0,98
2,55 1,13 .

Spirited 267 0.92 2,74 1 2,46 ) 0,97 26 0,95
Imaginative . . , 5 s o
imaginativ 261 109 2,7 1,06 2,27 ) 0,95 2,33 1,05

Unique 2,34 111 1,97 0,88 21 0,96

2,44 1,13
Up-to-date 3,18 1,02 2,48 0,97 2,65 0,97
3,03 0,97 . .
Independent 2,83 . 1,04 2,57 0,94 2,64 0,93
2,84 1,03 . .
Contemporary 319 092 3,22 097 2,81 ) 0,97 2,98 ) 0,91

Table 14. Results with regards to mean, statistical significance and standard deviation for the indwidual traits

of the brand dimension excitement.

Analysis, Testing of Hypothesis H4b and Discussion with regards to the personality traits of Excitement
The results generated in terms of the second brand dimension, Excitement, obstruct the ability
to reject H4b (Brands communicated through social media show a significantly elevated level of Excitement, in
comparison to print media). Since, the findings suggest that social media possesses, at least, one of
the personality traits contained within this brand personality dimension. The media's possession
of this particular personality trait could be attributed to the fact that social media platforms,
such as Facebook, are a relatively new phenomenon. Whereas, print media has been a part of
the media landscape for a substantially longer time (Pollay, 1985; Kaplan & Haenlein, 2010).
In addition to this, the active users of social media are often attributed as being members of
younger generations, which might lead to the transfer of a “Young” personality trait upon a
brand, even though older generations show signs of becoming increasingly active on new media

platforms (Findahl & Davidsson, 2015).

Results with regards to the personality traits of Competence
The brand personality dimension of Competence includes nine underlying personality traits
and a number of significant differences emerged as these were subjected to the custom tables

test. The significant differences were limited to the brand of Kim.se and involved, as per table
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15, the personality traits of, Hard working, Secure, Intelligent, Corporate and Leader. In terms
of mean, no specific pattern emerges, but it should be noted that the respondents seem to be
more unanimous with regards to their ratings, in comparison to the dimensions of Sincerity and

Excitement, as the standard deviation ranges between 0,86 and 1,06.

Competence

Kim.se Sanggiganten
Sample Sample
1 2 2 1
Dagens Nyheter (A) Facebook {8) Dagens Nyheter (A) Facebook (B)
Trait Mean Statistical s Mean Statistical . Devistion Mean Statistical s Mean Statistical Std
Sgnificance Dewviation Sgnaficance Sgnificance Dewviation Sgnificance Dewviation
Reliable 25 . 0,87 3,04 092 3,05 0,94
2,6 . 0,86 . R
Hard wo g 23 . 0,96 2,68 0,98 2,67 0,95
ard working 256 o= 0,94 y A . . g . ) >
Secur
ecure 257 B* 0,89 239 s 0,87 3,16 . 095 3,12 ) 093
Technical 2,52 . 0,89 31 0,95 3,04 0,91
2,66 i 0,91 ) .
Intelligent 2,33 . 09 2,55 094 2,59 0,88
2,58 B** 0,94 . .
Corporate 273 ge* 1,05 2,37 R 105 26 . 1,06 2,65 . 105
Leader 2,24 . 0,96 2,25 091 2,39 0,98
246 B* 1,05 > . v
Successful 2,6 1 2,7 1 2,74 0,95
2,72 . 0,98
Confident 3,19 . 1,05 2,91 0,92 2,96 0,95
3,2 1,01 . .

Table 15. Results with regards to mean, statistical significance and standard deviation for the indwidual traits

of the brand dimension competence.

Analysis, Testing of Hypothesis H4c and Discussion with regards to the personality traits of Competence
Print media’s position as a fourth estate in society was assumed to be reflected in the customers’
perceptions on the brand personality dimension of Competence. In addition, the category
personality study conducted by Batra e al. (2006) suggests that magazines, which together with
newspapers belong to the category of print media (Oxford Dictionaries, 2016¢), possess an
overall personality of Competence. Based on this reasoning, we hypothesized that both
newspapers, as well as the category of print media as whole, may be in possession of this very
personality. Our findings indicate that this might be the case, as Kim.se shows significantly
higher ratings on five out of nine personality traits included within this brand personality
dimension, when marketed through print media. Thus, our findings are in line with the results
provided by Batra et al. (2006) and H4c (Brands communicated through print media show a significantly
elevated level of Competence, in comparison to social media) can therefore not be rejected. The fact that
significant differences were found with regards to Kim.se and not Sanggiganten are, however,
rather peculiar. Since, a significant number of respondents had previously stated that

Sanggiganten was more suitable for being advertised in print media. Based upon this, one would
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assume that these significant results should be linked to Sanggiganten, rather than Kim.se. We
are under the impression that some sort of dissonance might be the reason for these results, as
clothing retailers such as Kim.se are more inclined towards social media (Yesmail Interactive,
2014). The Competence personality held by print media might therefore have an especially
strong impact upon typical social media brands, being advertised through this media, as most

individuals may not be accustomed to seeing such a brand in this context.

Results with regards to the personality trails of Sophistication

The fourth out of the five dimensions included in the study by J. Aaker (1997) is Sophistication,
which is measured through six underlying personality traits. A total of three statistically
significant differences were found among these personality traits, where Kim.se had significantly
higher ratings of “Good looking” and “Feminine”, when marketed through the social media
Facebook. The latter personality trait also had a significantly higher rating for the brand of
Sanggiganten, in the same media. In terms of mean, most ratings range between 2,5 and 3, and
the standard deviation shows no major indications of disagreement. It should, however, be
noted that the ratings of the personality trait “Smooth”, on the brand of Sanggiganten, is

substantially higher than the others.

Sophistication

Kim.se Sanggiganten
Sample Sample
1 2 2 1
Dagens Nyheter (A) Facebook (8) Dagens Nyheter (A) Facebook (B)
_ Statistical Std Statistical - ) Statistical Std Statistical Std
Trait Mean . Mean . Std. Deviation Mean . Mean R
Segnificance Dewviation Sgnificance Sgnificance Deviation Sagnificance Deviation
Upper Class 2,63 . 1,04 2,53 1,06 2,43 1,06
2,77 . 1,13 . .

Glamorous 277 . 111 28 . 105 24 ‘ 0,97 2,45 . 1,08
Good looking 2,74 , 1.07 294 A** 1 2,72 ) 0,98 2,75 ) 0,9%
Smooth 237 : 091 3,18 1,06 3,36 1
2,32 ’ 0,9 . .
feminine 2,82 At 108 2,7 0,98 294 1,08

2,46 . 1,02 ‘ A*
Charming 2,36 0,97 2,48 . 0,96 2,57 1 2,66 0,97

Table 16. Results with regards to mean, statistical significance and standard deviation for the indwidual traits

of the brand dimension sophistication.

Analysis, Testing of Hypothesis H4d and Discussion with regards to the personality traits of Sophistication
The results presented in table 16, indicate that, social media may possess a category personality
of Sophistication, as both Sanggiganten and Kim.se had significant differences in one or two of

the personality traits. With this being said, we reject H4d (Brands communicated through neither social
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nor print media show significantly elevated levels of Sophistication, in comparison to the other). The most
interesting finding in this case, is that of the personality trait “Feminine”, which has significantly
higher ratings in both brands when marketed on Facebook. This finding clearly indicates that
the social media itself is transmitting a perception of femininity upon the brand, regardless of
the brand being advertised. The reason for this elevated level of femininity may be explained
by the fact that Swedish females visit Facebook, and social media in general, more frequently
on a daily basis, in comparison to men (Findahl, 2014). The significantly higher ratings of the
personality trait “Good looking”, is more ambiguous. We are under the impression that the
aesthetic design of Facebook might be more appealing than that of the print media Dagens
Nyheter, which is transmitted onto the advertised brand. A minor tendency of such a transfer
can also be seen in the same personality trait of Sanggiganten, where the mean is slightly higher
for the social media advertisement, even though its not statistically significant. Finally, as
previously mentioned, Sanggiganten showed notably higher means on the personality trait of
“Smooth”. In this case, it is presumably the product, rather than the media, that is the driving
force of the higher ratings, as a bed was depicted in the advertisement of Sianggiganten (see

picture 1.).

Results with regards to the personality trails of Ruggedness

Ruggedness is the fifth dimension of brand personality (J. Aaker, 1997) and is constructed by
five personality traits. The analysis shows that the personality traits “Masculine” and “Rugged”
portrayed significantly higher ratings, upon the brand Kim.se, when marketed through Dagens
Nyheter. Except for the two significant findings, the means were fairly similar between the two

brands and the media, and the standard deviation showed no signs of ambiguity.

Ruggedness

Kim.se Sanggiganten
Sample Sample
1 2 2 1
Dagens Nyheter (A) Facebook (8) Dagens Nyheter (A) F.
. Statistical Std. Statistical i Statistical Std c Std
Trait Mean . . Mean . Std. Deviation Mean . Mean .
Significance | Deviation Significance Significance | Deviation Significance | Deviation
Outdoorsy 1,99 . 0,98 1,83 . 0,92 2,15 . 1,01 2,14 . 1
Masculine 2,77 B** 107 2,34 . 111 2,25 . 0,87 236 . 0,89
Western 2,04 . 0,95 192 . 091 2,59 103 263 115
Tough 2,91 : 1,08 2,96 " 1,18 2,11 . 0,95 2,15 " 09
Rugged 2,57 B* 0,99 2,35 . 101 2,94 . 0,95 3 . 0,93

Table 17. Results with regards to mean, statistical significance and standard deviation for the indwidual traits

of the brand dimension ruggedness.
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Analysis, Testing of Hypothesis H4e and Discussion with regards to the personality traits of Ruggedness
The findings generated through the analysis of the five underlying traits indicate that print
media may be in possession of such a category personality, which it transmits on the advertised
brand. As, Kim.se, was perceived as significantly more “Masculine” and “Rugged” when
advertised through Dagens Nyheter. Hence, we reject H4e (Brands communicated through neither
soctal nor print media show significantly elevated levels of Ruggedness, in comparison to the other). Based on
logical reasoning, the significantly higher ratings of “Rugged” may very well be explained by
fact that print media traditionally 1s seen as physical objects, whereas social media 1s not. The
findings related to the “Masculine” trait is more difficult to explain, but could be derived from
the fact that males seem to be overrepresented, both historically and in present time, in terms
of visual presence in a majority of the newspapers in Sweden (Wisterberg, 2015). In addition,
the “Masculine” trait is particularly interesting when considered in relation to the findings on
the “Feminine” trait, in the personality dimension “Sophistication”. The data processing
indicate that Kim.se is perceived as significantly more “Masculine”, when advertised through
print media, whereas, it was perceived as significantly more “Feminine”, when advertised
through social media. This clearly indicates, that the media in itself has an impact upon the
perceived personality traits of a brand. However, Singgiganten did not show the same
tendencies. Just like Kim.se, it shows a significantly higher rating of the “Feminine” personality
trait when advertised through social media. Still, although not statistically significant, it had a
lower mean on the trait “Masculine” in print than in social media. A possible explanation for
this inconsistency is that some product categories are more susceptible to certain brand
personality traits, than others. In this case, fashion retailers would be more prone to be affected
by the choice of media, which impacts the customers’ perception of a brand as being either
more masculine or feminine. Meanwhile, the furniture retailer only showed such tendencies on
the “feminine” personality trait, which implies that the media does not have an equally strong

impact on the perception of the personality traits of this product category.

4.3.4 Willingness to Pay a Price Premium

Results
The respondents’ willingness to pay a price premium was measured by two survey items derived
from Netemeyer et al. (2014). No significant results were generated for this component. As of

table 18, neither the means, nor the standard deviations showed anything worthy of note.
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Willingness to Pay a Price Premium

Kim.se Sanggiganten
Sample Sample
1 2 2 1
Dagens Nyheter (A) Facebook {B) Dagens Nyheter (A) Facebook (B)
Statistical Std Statistical Std Statistical Std Statistical Std
Item Mean n Mean ; Mean n Mean .
Sgnificance Deviation Sgnificance Deviation Significance Devistion Significance Deviation
Willingness to Pay a
. 167 . 1 16 . 0,88 173 s 0,95 173 . 0,95
Price Premium 1
will toP
illingness ‘0 aya 15 . 0,84 151 . 0,88 1,58 . 0,91 1,54 . 0,88
Price Premium 2
Summarized
Willingness to Pay a 158 " 0,88 1,56 . 0,84 1,65 " 0,87 164 . 0,87
Price Premium

Table 18. Results with regards to mean, statistical significance and standard deviation for the component of

willingness to pay a price premium.

Analysis, Testing of Hypothesis H5 and Discussion

As per our conceptual framework, willingness to pay a price premium was included due to its
previously proven usefulness as a measurement of CBBE and influencer of the customers’
purchase intentions (Aaker, 1996b; Netemeyer et al., 2004; Anselmsson et al., 2014). Our
findings did, however, not generate any indications of a significant difference between
advertisements communicated through print or social media and we therefore reject H5 (Print
media have a significantly stronger impact upon customers’ willingness to pay a price premium, in comparison to
social media). With this being said, there are no indications that print media, which is usually
linked to monetary exchanges, is transmitting such a characteristic onto brands being advertised
through this media. Instead, this finding suggest that neither of the two media is superior, in
comparison to the other, as an actuator of the customer’s willingness to pay a price premium.
Lastly, we once more want to stress that we have made use of fictional brands. Thus, we can
not rule out that differences might emerge if real brands, as in the study of Bruhn ez al. (2012),

had been included instead of our fictional equivalents.

4.3.5 Purchase Intentions

Results

The final component of our conceptual framework is the measurement of purchase intentions,
which was gauged by the use of metrics developed by Keller (as cited in Lehmann et al., 2008).
As seen in table 19, the analysis shows that Sanggiganten had a significantly higher mean when
advertised on Facebook. Apart from this significant difference, the brand of Sdnggiganten show
continuously higher means, in comparison to Kim.se, whereas the standard deviation showed

no notable differences.
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Purchase Intentions

Kim.se Sanggiganten
Sample Sample
1 2 2 1
Dagens Nyheter (A) Facebook (B) Dagens Nyheter (A) Facebook {B)
Statistical Std Statistical std Statistical Std Statistical Std
Item Mean _ Mean _ Mean _ Mean i
Significance Dewviation Sgndficance Dewiation Sgnificance Deviation Sgnificance Deviation
Purchase
162 R 0,91 156 s 09 166 R 091 182 R 057
Intentions 1.
Purchase
1,78 . 0,95 164 . 0,87 1,82 . 0,93 2,04 A* 1,02
Intentions 2
Summarized
Purchase 17 . 0,88 16 . 0,84 1,74 . 0,86 193 . 0,94
Intentions

Table 19. Results with regards to mean, statistical significance and standard deviation for the component of

purchase intentions.

Analysis, Testing of Hypothesis H6 and Discussion

Previous researchers agree that both new and traditional media have a positive impact upon
the component of purchase intention, they are however not in agreement upon which media
that is superior, in comparison to the other (Bezjian-Avery et al., 1998; Bruhn et al., 2012). The
findings generated through our analysis of the purchase intention component are in line with
the findings of Bruhn e al. (2012), as Sanggiganten showed a significantly higher rating upon
one of the two items, when advertised on Facebook. Due to this finding, we cannot reject H6
(Social media has a significantly stronger impact upon customers’ purchase intentions, in comparison to print
media). Still, no conclusions in favor of social media can be drawn, with regard to purchase
intentions, as the summarized results do not show any significant differences between the two
media. Although we are not able to reject H6, the respondents’ ratings of the two items are
rather contradicting. When communicated on social media, Sanggiganten generated
significantly stronger results, compared to print media. However, in the case of Kim.se, the
tendencies were the opposite, as print media had a higher mean than social media. Even though
the latter is not statistically significant, these tendencies are in line with the contradictory
findings of previous research (Bezjian-Avery et al., 1998; Bruhn et al., 2012). A possible reason
for the significantly stronger impact for Sanggiganten on Facebook, might be explained by the
respondents elevated liking of this constellation (see section 4.1.3), and this expressed liking
might elevate this result to a delusive degree. Another explanation for these findings might be
that of dissonance, which was previously discussed in relation to the brand personality of
Competence. Sanggiganten 1s a brand that is more inclined towards print media, and

advertising such a brand through social media, might thus capture the attention of the
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respondents to a higher degree and, by extension, increase their purchase intentions. This would
also explain the higher means of Kim.se, when being marketed through print media, as this

brand is more inclined towards social media marketing.

4.4 Summarized Results from Hypotheses

Results from Hypotheses

# Hypothesis Outcome

Print media has a significantly stronger impact upon customers’ perceived X

H1 i : . .
brand awareness, in comparison to social media.

Either print or social media has a significantly stronger impact upon X

H . . . " p
2 customers’ perceived functional brand image, in comparison to the other.

Either social or print media has a significantly stronger impact upon X

H3 , . . . .
customers’ perceived brand uniqueness, in comparison to the other.

Brands communicated through social media show a significantly elevated

Hda level of Sincerity, in comparison to print media. -

Hab Brands communicated through social media show a significantly elevated _
level of Excitement, in comparison to print media.

Hac Brands communicated through print media show a significantly elevated _
level of Competence, in comparison to social media.

Had Brands communicated through neither social nor print media show X
significantly elevated levels of Sophistication, in comparison to the other.

Hae Brands communicated through neither social nor print media show X
significantly elevated levels of Ruggedness, in comparison to the other.

H5 Print media have a significantly stronger impact upon customers’ willingness X
to pay a price premium, in comparison to social media.

HE Social media has a significantly stronger impact upon customers’ purchase _

intentions, in comparison to print media.

V= Supported, X = Rejected, — = Can neither be Rejected nor Supported

Table 20. Results from hypotheses.

61



5. Conclusions

In this final chapter we present the theoretical findings generated in our study along with managerial
implications, for each of the investigated components of CBBE. This chapter, and the thests, will be concluded

by limitations and recommendations for further studies.

The media landscape has changed dramatically over the last couple of decades, much due to
the introduction of the Internet. This change has naturally affected the field of marketing in
both positive and negative ways, and the saying “one man's loss, another man's gain” is very
suitable in this context. New media has through its reach, possibility of data measures and lower
costs, allured marketers worldwide, at the expense of traditional communication channels
(Bagchi et al., 2015; Carson, 2015). Such a development would be self-evident, if it was not for
the fact that previous research show that traditional media has a stronger impact on many of
the components attributed to the creation of brand equity (Bezjian-Avery et al., 1998; Stephen
& Galak, 2010; Bruhn et al., 2012; Draganska et al., 2014). It is in the light of this situation that
this study has its foundation, as its purpose 1s to further investigate the relative impact of social,
versus print media, on various CBBE components. This has been done by measuring brand
awareness, emotional and functional brand image, willingness to pay a price premium and
purchase intention on brands advertised in a newspaper and on a social media platform. In
contrast to previous researchers, our contribution is partly based on the methodological aspect
of utilizing fictitious brands, as it enables us to measure the impact of print and social media,
per se. In addition to this, we have complemented previous research of traditional and new
media in association to CBBE, by the inclusion of other brand equity measurements, such as
brand personality and willingness to pay a price premium. In conclusion, we are under the
impression that our findings have generated beneficial insights, with regards to the impact that
the categories of print and social media have upon a brand, when advertised in these channels

of communication.

5.1 Findings

The choice of media does not influence the percewed brand awareness and functional brand image
The results generated with regard to these CBBE components show that none of the two media,
per se, have a significantly stronger impact, in relation to the other. This is interesting, as

previous research suggests that traditional media is superior, in comparison to new media, in
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terms of the brand awareness component (Bruhn et al., 2012; Draganska et al., 2014). In
addition, previous research suggests that both traditional and new media has a positive impact
upon the functional brand image (Bruhn et al., 2012; Draganska et al., 2014). Our lack of
significant differences, therefore indicate that when the media is isolated from existing brands,
traditional media does not transmit comparatively stronger perceptions of elevated brand
awareness. In terms of functional brand image, the absence of differences, when the two media
1s compared unrelated to existing brands, strengthens the previous notion of both media being
equally effective. In conclusion, our results therefore indicate that, in order to utilize the
previously found superiority of traditional media, in terms of creating elevated levels of brand
awareness, the customers’ are required to have at least some pre-existing knowledge of the
advertised brand. Furthermore, by isolating the media, our results suggest that neither of the
two media are superior in terms of enhancing the customer's perception of the functional brand

image.

The choice of media partly influences emotional brand image

Emotional brand image has previously been found to be unaffected by the choice of media
(Bruhn et al., 2012). Our initial measurement of this component, through the utilization of
Netemeyer et al’s (2004) CBBE metrics of brand uniqueness, showed similar results. The
inclusion of J. Aaker’s (1997) five brand personality dimensions did, however, indicate that the
emotional brand image, in fact, may be affected by the choice of media. This indication stems
from our finding of significant differences in the respondents’ ratings of the brands, when
marketed through either social or print media, on at least one personality trait included in each
of the five overall dimensions of brand personality. The most notable finding for these
personality traits, is that social media is transmitting a “Feminine” perception upon a brand,
whereas traditional media shows signs of transmitting a “Masculine” perception. This clearly
indicates that the media itself, regardless of the brand being advertised, has an impact upon
how a brand is perceived in the minds of the customers. Thus, although not being able to make
any statements for the five overall dimensions of brand personality, our findings conclude that
print and social media can be successfully used in order to increase the respondent’s associations
of certain personality traits, linked to a brand. With this being said, our findings indicate that
the choice of media may play a more important role, in terms of emotional brand image, than
previously thought, which makes brand personality in relation to CBBE a very interesting topic

for future studies.
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The choice of media does not influence customers’ willingness to pay a price premium

To the best of our knowledge, no previous study has examined customers’ willingness to pay a
price premium, in the light of traditional and new media. Thus, our results with regards to this
component is a new contribution to this scope of research. The metrics used to gauge this CBBE
component did not show any significant differences, neither when analyzed individually, nor
when summarized. Due to this outcome, we suggest that neither print nor social media, per se,
are transmitting any specific characteristics upon the advertised brand and they are thus to be
considered as equally efficient, for advertising purposes, in this regard. However, we can not
rule out that differences between social and print media may emerge, if this component were to
be examined through empirical data collection based on real brands, as in the case of previous

research (e.g. Bruhn et al., 2012), instead of the fictional brands used in this study.

The choice of media might influence customers purchase intentions

Previous studies have shown that traditional and new media have a positive impact on
customers’ purchase intentions. However, researchers disagree with regards to which media
that is superior in relation to the other (Bezjian-Avery et al., 1998; Bruhn et al., 2012). Much
like the findings of previous research, our results for this component were contradictory.
Therefore, no conclusions can be drawn in terms of whether one of the two media, per se, have
a relatively stronger impact on customers’ purchase intentions. Still, one significant result in
favor of social media did emerge, which is in line with the findings of Bruhn et a/. (2012). This
indicates that social media, as such, might be a stronger driver of purchase intentions, in

comparison to print media.

5.2 Managerial Implications

In the introductory part of this paper we expressed a desire to provide practical insights, with
regards to whether the change in the marketing landscape is rational due to new media’s
superiority, or whether it should be halted, as traditional media still exhibits enough benefits for
it to be preserved. In general, our results are inclined to the first of these two scenarios, as a
majority of our findings are in favor of social media. Nevertheless, some findings clearly indicate
that traditional media, and more specifically print media, still holds an important role in the
marketing landscape of today. With this being said, the practical insights derived from our
results, with regards to how the utilization of these two communication channels influences the
different components of CBBE creation, will be presented in detail during the remainder of this

section.
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The investigation of print and social media communication has demonstrated that neither of
the two media, per se, have a relatively stronger impact upon the customers’ perceived brand
awareness. For practitioners, this finding is of relevance, as it indicates that when the customers
have no prior knowledge of a brand, neither print nor social media is transmitting a
comparatively stronger perception of elevated brand awareness. Thus, in cases where totally
new brands are being launched or when existing brands are introduced to a new market, we
recommend the utilization of social media as a communication tool in the initial phases of the
introduction process. This recommendation has its foundation in the advantages offered by
social media, in comparison to print, in terms of reach, data measurements and lower costs.
However, it should be noted that traditional media has previously been found to be a superior
communication channel in terms of brand awareness, when established brands are being
advertised. Hence, new brands might do well in switching to, or at least include, traditional
media advertising, such as print, when the customers have become more accustomed to the

brand in question.

In terms of functional brand image, no significant differences emerged from our comparison
between print and social media. There are therefore no indications that a certain media, in
itself, can generate a stronger impact on the customers’ perception of functional brand image.
Consequently, we suggest that practitioners should base their choice of media upon other
components of CBBE. Alternatively, if the functional brand image is considered as the most
important component, we recommend social media as it provides a greater variety of means to

communicate a brand's functional brand image, due to its previously mentioned benefits.

The component of emotional brand image generated the most interesting findings from a
theoretical perspective and the same holds true from a practical standpoint. By the inclusion of
brand personalities, we have found results indicating that print and social media have the
possibility to transmit certain personality traits to the advertised brand, which, by extension
affect the customer's perception of said brand. For example, we found strong indications that
brands advertised in social media are perceived as more “Feminine”, compared to brands
advertised in print media, which instead show signs of being perceived as more “Masculine”.
Findings like these can be of relevance for practitioners, as they could enable more successful

marketing program investments. Bearing this in mind, brands striving to be perceived as
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“Feminine”, are preferably advertised in social media, whereas brands aimed to be perceived

as “Masculine” would do best in turning to print media.

To the extent of our knowledge, the component of willingness to pay a price premium, in the
context of new and traditional media, has never been examined prior to this study and these
results are therefore the first of its kind. In terms of practical implications, our results indicate
that none of the two media, when used for advertising purposes, generate an elevated level of
willingness to pay a price premium. This result is, in our opinion, in favor of social media, due
to its benefits discussed earlier. In addition, we provide further reassurance toward marketers
utilizing new media platforms, as there are no evidence showing that this media, per se, is

eroding their possibility of charging a higher price.

In the context of CBBE, the component of purchase intentions is often referred to as one of the
most attractive outcomes of a marketing program investment, as it is closely linked to actual
sales. The results in this study, although showing indications in favor of social media, are not
conclusive and we can not provide practitioners with any distinct recommendations in this
regard. With our and previous findings in mind, we therefore suggest that the choice of media,
much like in the case of functional brand image, should be based upon other components of

CBBE.

To sum up, based on the majority of our findings, we can not dispute the trend of transferring
advertising spend from traditional to new media alternatives, as print and social media, per se,
tend to generate similar impact upon most of the components of CBBE creation. From a brand
equity perspective, this implicates that the current evolution of the marketing landscape is
justifiable, as new media is better in terms of reach, cost and functionality. It is therefore
reasonable to assume that the main driver of this media evolution is constituted by the practical
benefits of social media, rather than its relative impact, compared to print media. However, our
findings on brand personality and previous findings of brand awareness show that print media,
as an advertising medium, should not be abandoned altogether. As this media seemingly still

offers certain benefits that social media is unable to provide.

66



5.3 Limitations and Future Research

This study is conducted within a field of research that is fairly unexplored and we have been
able to provide some new insights with regards to the impact of traditional and new media upon
brands and the creation of CBBE. Despite this, there 1s undoubtedly going to be a need of future
studies, to fully grasp how the utilization of both new and traditional media is affecting brands.
In order to pave the way for such studies, the following section is dedicated to specifications of

the limitations of our study, as well as how our findings can be used in the future.

To begin with, and as previously mentioned, it should be stressed that this study examines media
from a brand equity perspective, which implies that its conclusions and implications are relevant
merely to this particular subject area. We would further like to highlight the fact that we have
made use of fictional brands, designed by individuals who are neither professional in advertising,
nor in graphical design. Although the advertisements were configured in order to be as neutral
as possible, unidentified biasing factors that may have an influence on the results can not be out
ruled. Consequently, it would be interesting to see further research on particularly willingness
to pay a price premium and brand personality on new and traditional media, but with the use
of existing brands. Since these components, to our knowledge, still constitute an uncharted void
in this field of research. This could entail complementary findings on print and social media
that we were not able to identify with our research method. This is especially interesting for the
emotional brand image in general, and brand personality in particular, as our findings indicate
that advertising in different media affects a customer’s perception of certain brand personality
traits. A future study examining the concept of brand personality, through the use of existing
brands, might therefore not only be able to shed more light upon the linkage between
personality traits and the choice of media, but also be able to identify such linkages for the

overall brand personalities.

As we have applied brands in the retail sector in our data collection, readers should be advised
that the findings may not be generalizable to all types of industries. The brands used in the
fictional advertisements of this study belong to the industry of slow-moving consumer goods,
and the findings could presumably be applied to other brands and product categories in this
industry. However, the findings are not necessarily generalizable to other industries, e.g. fast-
moving consumer goods. With this being said, it would be interesting to see similar studies

conducted on brands originating from other industries, in the future.
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It should also be noted that this study has been conducted on a sample of Swedish respondents
and subsequently analyzed in comparison to previous studies made with samples of other
nationalities (e.g. German-speaking countries). No measures have been taken in order to address
potential cultural differences between the samples, therefore inferences drawn in relation to
other studies may be biased. Moreover, the sample frame merely incorporated individuals living

in urban areas, hence the findings are limited to this characteristic.

Finally, we are of the opinion that more research is required in the particular scope of how
different media affect elements of CBBE. Not merely in comparison to each other, but also how
brand equity elements, such as brand personality, can be derived from certain types of media.
In conclusion, we are under the impression that the changing marketing landscape, and the
Internet’s substitution of print, are highly relevant topics for both branding researchers and

practitioners, but also for society as a whole.
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Appendix A: Results of the observational fieldwork upon the

most frequently advertised industries in Aftonbladet and

Dagens Nyheter.
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Appendix B: Fictional advertisements of Kim.se and

Sanggiganten in Dagens Nyheter and Facebook

Sanggiganten, Dagens Nyheter

10

Nyheter

SONDAG 24 APRIL 2016 - DAGENS NYHETER.

1 korthet.

Palérdagen 6ppnade tivolit Grona Lund pa Djurgarden i Stockholm for

sésongen - ett sikert vartecken i huvudstaden.

Foto: Janerik Henriksson/TT

Elfel forstorde tusentals portioner mat till didre

Vixjo. Ett elfel slog natten mot
lordagen ut alla kylskap pa Vaxjo
kommuns centralkok vilket gjorde
att 1500 portioner mat fick kastas,
rapporterar lokala medier. Maten

fungerade inte det larm som ska ga
igang ndr kylskapen ar trasiga.

Kommunen har fatt ta till nod-
16sningar och serverat mackor och
kram till 1rdagslunchen

VARYRA PA SANGGIGANTEN

BESOK OSS 1

www.sanggiganten
Stockholm Géiteborg Malmo Upps

GON AV VARA 5

UTIKER

JO-kritik mot isolering.

Hiktead fick inte
lisa privata brev

En pappa som misstanktes for
misshandel av sina barn hélls
isolerad fran sin familj under
lang tid. Nu riktar Justi
ombudsmannen (JO) kritik mot
aklagarens beslut om restrik-
tioner. Aklagaren gick fér langt,

enligt JO.

® "Hej dlskling. Jag tinker pa dig
hela tiden och undrar hur du mar.
Jag hoppas du vet att vi kimpar
varje dag, alla i var familj, for att det
hér ska ta slut fort.”

Sa skrev Maria till sin make Bengt
nar han satt hiktad, misstankt for
att ha misshandlat deras nyfodda
tvillingpojkar. Men brevet stoppa-
des av aklagaren som menade att
det kunde paverka utredningen.
Tettnytt beslut far aklagaren nu kri-
tik av JO for att inte kunna forklara
varfor breven och ett stort antal be-
sok till Bengt skulle stoppas.

Bengt och Maria visste att de inte
fick utbyta information om olika
bevis i utredningen. Breven hand-
lade om att familjen inte trodde pa
anklagelserna emot Bengt, att tvil-
lingarna véxte, hur det gick for den
dldre dottern Sara i simskolan och
praktiska fragor om uppvarmning
av villan. Aven bilder pa barnen
stoppades.

-Breven handlade inte om
brottsutredningen  6ver huvud
taget. Jag kan inte tro annat én att
aklagaren ville klimma at mig extra
sa att jag skulle tappa lugnet och er-
kdnna saker, siger Bengt till DN.

Stefan Lisinski
stefan.lisinski@dn.se

Det har nu gatt mer in tva ir sedan
han héktades for att ha misshandlat

viktigaste bevisningen var vissa
ldkares bedomning av de nyfodda
tvillingarnas skador. Nér andra la-
kare bedomde att skadorna inte
behovde komma fran misshandel
friades Bengt fran de allvarligaste
anklagelserna. Han fick villkorlig
dom for att genom ovarsamhet ha
orsakat skada pa den ena pojkens
larben efter behandling med mag-
massage mot trog mage.

Idagbor hela familjen kvar isin villa
i ett litet samhille i Mellansverige.
Tvillingpojkarna och parets éldre
dotter vaxer och mér bra.

—Jag har haft ett starkt stod fran
mina anhériga och dven fran min
arbetsgivare, sa jag har klarat mig
bittre in manga andra, sdger Bengt.

Under utredningen satt han hak-
tad under sju manader, varav fyra
manader var med starka restriktio-
ner. Det innebar att han till storsta
delen holls isolerad fran sina nér-
maste. Bengt forsoker beskriva hur
han paverkades av den tiden.

—Tiden slutade att existera for
mig. Jag kan inte redogora for vad
jag gjorde under den ena eller and-
raveckan. Allt flot ihop. Vissa dagar
tankte jag att det bista dr att jag inte
finns ldngre, sa att min familj kan
Kklara sig ur det hir.

Efterat anmilde Bengt kammar-
aklagare My Lindholm till JO. Hon,
och dven vice riksaklagare Kerstin

|

Jag kan inte tro annat
dn att aklagaren ville
klamma at mig extra
sa att jag skulle tappa
lugnet och erkiinna
saker.

Skarp, forsvarade besluten med att
Bengt var misstankt for ett allvarligt
brott.

My Lindholm menar att det var
mycket viktigt att Bengt och Maria
inte fick ha nagon kontakt. “Aven
brev, dir aktuella brottsmisstan-
kar inte avhandlades, stoppades”,
skrev My Lindholm.

Hon menade att "en kontakt i sig
utgjorde en risk for att bevis undan-
rojdes”.

Nu kritiserar JO att restriktionerna
gick onddigt langt. Det var visserli-
gen befogat med restriktioner men
aklagaren har inte kunnat motivera
alla beslut och ibland var de "opro-
portionerligt ingripande”.

JOmeddelar ocksa att bevakning-
en kommer att fortsétta av hur hik-
tade behandlas och hur aklagare
anvéinder restriktioner.

Per Lindqvist, tillsynschef pa
Aklagarmyndigheten, sager att akla-
garna far dra lirdom av beslutet.

—Vityckte att det var acceptabelt
med dklagarens restriktioner i det
hir fallet. Det dr svara bedomnings-
fragor och vi far vara extra nog-
granna i framtiden.

Europaradet kommitté mot tortyr
har riktat kritik mot de langa hékt-
ningstiderna i Sverige. Per Lind-
qvist betonar att Aklagarmyndighe-
ten arbetar for att korta haktnings-
tiderna och minskaanvéndandet av
restriktioner.

Bengt, Maria och hela familjen
forsoker nu ligga hela historien
bakom sig.

—Jag forstar att folk kan bli ritts-
haverister av att behandlas pa det
hir sattet. Sjalv har jag last bocker
av Desmond Tutu om forlatelse for
att komma vidare. Det har varit ett
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Sanggiganten, Facebook

Startsida

‘ Visa dversatining % 2 evenemang den har veck
Gila - Svara o5 1+ 1 tim & och 5 till
. Har dere veert & sett pa sklia litt oventor skolen?
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b Rebecca & Flona (SE) LIVE
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oavsett vilken stil du foredrar. Besok oss i ndgon av véra butiker i »
Stookholm, Géteborg, Malmd, Uppsala eller Vasteris. Vi ses!

VARYRA PA SANGGIGANTEN

BESOK OSS INAGON AV VARA 5 BUTIKER

Spela gratis!
Legends of Honor
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Kim.se, Dagens Nyheter

10

Nyheter

SONDAG 24 APRIL 2016 -~ DAGENS NYHETER.

1 korthet.

I
Palérdagen 6ppnade tivolit Grona Lund pa Djurgarden i Stockholm for
sisongen - ett sikert vartecken i huvudstaden.

Foto: Janerik Henriksson/TT

Elfel forstorde tusentals portioner mat till didre

Vixjo. Ett elfel slog natten mot
lordagen ut alla kylskap pa Vaxjo
kommuns centralkok vilket gjorde
att 1500 portioner mat fick kastas,
rapporterar lokala medier. Maten

fungerade inte det larm som ska g&
igang ndr kylskapen ar trasiga.

Kommunen har fatt ta till n6d-
l6sningar och serverat mackor och
krdm till I6rdagslunchen

KIM.se

Online Fashion for Women & Men

Besok 0ss &ven i vara fysiska butiker

Stockholm | Goteborg | Malmé | Uppsala | Vésteras

JO-kritik mot isolering.

Hiktead fick inte
lisa privata brev

En pappa som misstanktes for
misshandel av sina barn hélls
isolerad fran sin familj under
lang tid. Nu riktar Justitie-
ombudsmannen (JO) kritik mot
aklagarens beslut om restrik-
tioner. Aklagaren gick fér langt,

enligt JO.
A\g

@ "Hej dlskling. Jag tinker pa dig
hela tiden och undrar hur du mar.
Jag hoppas du vet att vi kimpar
varje dag, alla i var familj, for att det
hir ska ta slut fort.”

Sa skrev Maria till sin make Bengt
ndr han satt hiiktad, misstankt for
att ha misshandlat deras nyfodda
tvillingpojkar. Men brevet stoppa-
des av aklagaren som menade att
det kunde paverka utredningen.
Iettnyttbeslut far aklagaren nu kri-
tik av JO for att inte kunna forklara
varfor breven och ett stort antal be-
sok till Bengt skulle stoppas.

Bengt och Maria visste att de inte
fick utbyta information om olika
bevis i utredningen. Breven hand-
lade om att familjen inte trodde pa
anklagelserna emot Bengt, att tvil-
lingarna vixte, hur det gick for den
éldre dottern Sara i simskolan och
praktiska fragor om uppviarmning
av villan. Aven bilder pa barnen
stoppades.

-Breven handlade inte om
brottsutredningen  6ver  huvud
taget. Jag kan inte tro annat dn att
aklagaren ville klimma at mig extra
sd att jag skulle tappa lugnet och er-

Stefan Lisinski
stefan.lisinski@dn.se

viktigaste bevisningen var vissa
ldkares bedémning av de nyfodda
tvillingarnas skador. Nér andra li-
kare bedomde att skadorna inte
behovde komma fran misshandel
friades Bengt fran de allvarligaste
anklagelserna. Han fick villkorlig
dom for att genom ovarsamhet ha
orsakat skada pa den ena pojkens
larben efter behandling med mag-
massage mot trog mage.

Idagbor hela familjen kvarisin villa
i ett litet samhdlle i Mellansverige.
Tvillingpojkarna och parets éldre
dotter véxer och mar bra.

~Jag har haft ett starkt stod fran
mina anhoriga och dven fran min
arbetsgivare, si jag har klarat mig
bittre dn manga andra, siger Bengt.

Under utredningen satt han hak-
tad under sju manader, varav fyra
méanader var med starka restriktio-
ner. Det innebar att han till stérsta
delen holls isolerad fran sina nér-
maste. Bengt forsoker beskriva hur
han paverkades av den tiden.

~Tiden slutade att existera for
mig. Jag kan inte redogora for vad
jag gjorde under den ena eller and-
raveckan. Allt flot ihop. Vissa dagar
tankte jag att det bista dr att jag inte
finns ldngre, sa att min familj kan
klara sig ur det har.

Efterat anmilde Bengt kammar-
dklagare My Lindholm till JO. Hon,
och édven vice riksaklagare Kerstin

I

Jag kan inte tro annat
dn att aklagaren ville
klimma at mie extra

Skarp, forsvarade besluten med att
Bengt var misstankt for ett allvarligt
brott.

My Lindholm menar att det var
mycket viktigt att Bengt och Maria
inte fick ha nagon kontakt. "Aven
brev, dir aktuella brottsmisstan-
kar inte avhandlades, stoppades”,
skrev My Lindholm.

Hon menade att "en kontakt i sig
utgjorde en risk for att bevis undan-
rojdes”.

Nu kritiserar JO att restriktionerna
gick onddigt langt. Det var visserli-
gen befogat med restriktioner men
aklagaren har inte kunnat motivera
alla beslut och ibland var de “opro-
portionerligt ingripande”.

JO meddelar ocksa att bevakning-
en kommer att fortsitta av hur hik-
tade behandlas och hur &klagare
anvénder restriktioner.

Per Lindqvist, tillsynschef pa
Aklagarmyndigheten, siger att &kla-
garna far dra lirdom av beslutet.

- Vi tyckte att det var acceptabelt
med dklagarens restriktioner i det
hir fallet. Det 4r svarabedéomnings-
fragor och vi far vara extra nog-
granna i framtiden.

Europaradet kommitté mot tortyr
har riktat kritik mot de langa hékt-
ningstiderna i Sverige. Per Lind-
qvist betonar att Aklagarmyndighe-
ten arbetar for att korta hédktnings-
tiderna och minska anvindandet av
restriktioner.

Bengt, Maria och hela familjen
forsoker nu liagga hela historien
bakom sig.

~lag forstér att folk kan bli rétts-
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Kim.se, Facebook
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Spela gratis!
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Online Fashion for Women & Men
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Appendix C: Factor Analysis on the Five Dimensions of Brand

Personality

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings
% of  [Cumulative % of  [Cumulative
Total Vanance % Total % of Varlance Cumutative % Total Varnance %
16,310 38,833 38,833 16,310 38,833 38,833 9,794 23319 23319
5,885 14,011 52,845 5,885 14,011 52,845 9,356 222715 45,594
1,696 4,038 56,882 1,696 4,038 56,882 2,764 6,582 52,176
1,589 3,784 60,666 1,589 3,784 60,666 2,246 5,347 57,523
1.287 3,063 63,729 1,287 3,063 63,729 1,977 4,708 62,231
1,003 2,387 66,116 1,003 2,387 66,116 1,632 3,886 66,116|
867 2,064 68,180
765 1,822 70,002
NET 1,803 71,805
Jq24 1,723 73,529
617 1469 74,998
597 1421 76,419
557 1,326 77,745
509 1,212 78,957
503 1,198 80,156
AB3 1101 81,257
A55 1,083 82,340
445 1,059 83,399
A35 1,036 84,435
410 arr 85412
Reich] 931 86,342
378 901 87,243
373 887 88,130
357 849 88,979
355 846 89,825
339 807 90,632
332 J9 91,422
307 732 92,154
280 666 9z.821
278 663 93,483
276 656 94,140
268 638 94,778
257 612 95,390
255 606 95,996
244 580 96,576
233 555 9713
224 534 97,665
216 514 98,179
205 488 98 666
194 462 99,128
A9 A56 99,584
7S A16 100,000
Extraction Method: Principal Component Analysis.
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